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Realizing the
alue of Onlne

Content

Businesses have always faced
the problem of making money
from digital content. Companies
today publish articles, product
information and commentary on
Web sites, primarily to attract
and retain visitors and provide
information. What they may not
realize is the content they’re cre-
ating for their sites has potential
relevance for business partners,
customers and other sites. With
the development of industry
standards, the ability to
exchange content with multiple
partners becomes automatic.
And today’'s “content” is not limit-
ed to news and stock quotes, but
includes anything on the Internet
that can be shared with other
businesses — products, weather
information, catalog information,
presentations, video, music,
applications and more.

There are three key Internet
trends that are allowing content
providers to realize and increase
the value of their online content.

The leading trend is online syn-
dication, facilitated by the advent
of standards-based technology
for enabling the wide distribution
of information. Syndication — the
simultaneous publication of con-
tent to multiple outlets —is not a
new business model. For

decades, newspapers have pur-
chased and published content —
like crossword puzzles and Dil-
bert cartoons — from outside
sources. This model has been”
extended to companies seeking
to build and maintain strong
Web presence by aggregating
outside content.

Internet content providers are
not just traditional media pub-
lishers; they are any business that
creates and distributes information
in a digital format — in essence,
almost every company doing busi-
ness on the Net today. Syndication
models can be usedto dramatically
increase the market reach-of-a
content provider’s brand, to signif-
icantly reduce the costs of acquir-
ing new customers, or to generate
incremental revenue through sub-
scription fees or advertising rev-
enue share,

The Internet also gives content
providers access to a wider audi-
ence for their products. Internet
content providers have millions of
distribution outlets to personalize
and package their content in
more granular ways. It is.inexpen-
sive to repurpose content,
because the primary costs lie in
its creation, not in the copying
or distribution. The challenge is
to classify and categorize con-

tent into-smaller, more granular
packages that meet specific nich-
es or customer needs.

A content provider with infor-
mation on technology can break
that content into smaller pieces,
such as hardware or software.
This can be further broken down
to focus on different types of
hardware, such as PCs or main-
frames. The content created is
the same, but it is packaged dif-
ferently for different audiences.

The ability to make content
more granular, combined with the
ability to easily move and manage
content, means potential place-
ment on more sites and the
opportunity to sell to more varied
market sectors and at higher
prices for specialized and rele-
vant content.

The third trend enabled by the
Internet is the ability to provide
context or relevance by integrat-
ing all types of content. Web sites

are combining pieces of content
from different sources and pub-
lishing them on a single page.
The blending of these related
content pieces creates greater
value when combined than each
does when published alone. For
example, Yahoo! publishes com-
pany news stories from Reuters
and other content providers and
combines this with a stock-ticker
listing of companies discussed ir
the article. This makes the Web
site more relevant to the user an
supplies the consumer’s informa
tion needs.

The goal is to make content
actionable — users need to take
action when visiting your site. If
they read a story and there's a
link to product information on thi
same page, they may purchase
something. The reverse of this is
also true — merchant and retail-
oriented sites will introduce syn-
dicated editorial content to help
drive sales. By blending news
content with commerce content,
merchant sites are able to make
their Web pages actionable and
more interesting. Content
providers then share in the rev-
enue through affiliate referral
fees or commissions. Merchants
acting also as content providers,
can use syndication to deliver thi
“buy” button and product teasers
to third-party sites to enhance
product offerings and increase
the likelihood of a purchase from
those sites.

What these trends demon-
strate is the key to realizing valu
for online content. By under-
standing the targeted audience,
content providers and Web sites
can deliver the information their
customers need to make their
site actionable — whether it’s
having a user make a purchase,
request more information or sub
scribe to a newsletter. The abilit
to automatically and easily build
and maintain content distributio
relationships on the Internet
makes this all possible.
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