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Content Management Systems 
are allowing publishers to 
change the way they produce, 
manage, distribute and 
interact with their content. 
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[white paper] by Molly Koeneman

Stop the Content Fighting

How do publishers prepare their 
text and image content for the 
multi-platform, multi-device world?

  In this brave new world of social, re-
sponsive technology, it’s been said that 
print is dead, that the tablet is a fad and 
that everyone will be getting their informa-
tion from Facebook pretty soon. 

  Though these contradicting statements 
have the feeling of truth, the 
reality is that technology is 
not a coliseum where gladia-
tor-mediums and 
beastly-devices battle it out 
until only one is left alive.  
Rather, each new device and 
each new platform is an 
addition that has to be ac-
commodated.

  As if the gladiator com-
peition were not enough to 
confuse the best publishing 
companies in the business, 

the continuous battle 
between designers and 
writers over content 
persists, making the 
treatment of new 
platforms and devices 
that much more--well--

confusing.

So how do publishers prepare them-
selves for multiple platforms and 
multiple devices while satisfying their 
designers and writers, their text and 
image? 

In this white paper, we’ll delve into:
• Changing the way we think about 

content.

• Establishing a consistent workflow for 
content management.

• Improving the distribution of content 
to the readers.

• Allowing readers to share and re-
spond to content.
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E
specially in the magazine business, text 
and image have a long, professional rela-
tionship. Where text conveys details and 
meaning, images captures interest, con-
veying an idea quickly and complimenting 

and often strengthening, the text it relates to. 

Travis Roth--art director, creative con-
sultant and design instructor--explains: 
“Expert typography psychologically 
differentiates legitimate content from 
junk content. Furthermore, graphics 
and imagery are often the first ele-
ments that a reader notices. Because 

of this, imagery can be the one factor that captures a 
reader (or turns them away!).”

With this in mind, content management systems, CMS, 
need to work for text and image, showing them to 
their best advantage no matter the device or the plat-
form.

CONTENT: 
Rethink. Reuse.
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Define:

Content Management System
a computer program that allows the 
publishing, editing and maintenance of text 
and image from a central interface.
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Travis’ statement is the dou-
ble-edged swords—both benefit 
and struggle—that publishers are 
facing when it comes to reusable 
content. Too often, content cre-
ators demand the ability to style 
their text and make it correspond 

to their 
images.
Publisers 
give that 
ability to 
them (or 
do their 

best to give it to them) at the 
expense of content that can be 
used across platforms and across 
devices.

“At the end of the day,” senior 
editor Ladan Nikravan says, “the 
value of publishing is sharing 
content, which is sharing ideas, 

knowledge, information, in en-
gaging, consumable ways.” 

Designing just for print doesn’t 
work. Web developers typically 
recommend designing with mo-
bile devices in mind first, the 
smallest screen, and then build-
ing out.

Right now, Travis is creating 
pieces for each individual plat-
form and device for each 
promotion. It’s work-intensive 
and even more so if the content 
needs to be updated or cor-
rected. 

His complicated workflow is 
indicitive of content producers 
not managing content. Right now 
it incorrectly rests with the de-
signer to anticipate transisitions, 
doing the work that a good CMS 
should be doing.

Change the Way You Think About 
Content

The quickest way to ease the movement of content from one 
platform and device to another is to consider this movement 
when the content is being created. 

Define:

Reusable Content
content has been developed to 
maximize reuse across platforms 
and devices. 
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A good work 
flow is thinking 
about tag lines 
for the website, 
possible 
140-characters 
for Twitter 
promotions and 
ways to make 
the article inter-
esting with 
discussion 
prompts and 
related images while keeping in 
mind how the content looks in 
print; it’s about hitting a middle 
ground.

Though platforms and device are 
not going to show content in the 
exact same way, the 
branding needs to be 
seamless, the content 
legible and the images 
used intelligently.

See how one of Ladan’s articles appears in the Chief Learning Office 
magazine, newletter, and website.
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Your content management system 

could be simply a filing system that 

is used consistently throughout 

the workforce, but in most cases a 

CMS is going to be a technological 

system that organizes content 

CRUD. CRUD, a tech-term, stands 

for Creating, Reading, Updating and 

Deleting. Anything can be CRUD’ed; 

it’s not just text. 

CRUD is managed with information 

called metadata. Metadata, in 

essence, is data about data, 

describing the structure of the 

data and how it should relate to 

other data. For example, MediaTec 

Publishing uses a CMS for their 

e-newsletter production. The CMS 

allows various users to access the 

email template and drop in the 

information they are responsible 

for. The metadata associated with 

these content fields tells the CMS 

that the square image shows up 

at the right rail when viewed on a 

desktop, but shows up under the 

editorial content when viewed on a

“Too often, people wind up fulfilling the technology’s needs, 
as servant of their content management system, rather than 

having the tool support and facilitate their needs.” 

-Karen McGrane Content Strategy for Mobile

Establish a Consistent Workflow for 
Content Management

Once the content is produced, hopefully with the content management 
system in mind, it is time to look at content management. 
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mobile device. 

Metadata can also describe the 

information, identifying a piece 

of content as a body of text or an 

image.

Apart from metadata being 

integral in cross-platform and 

cross-device design, it also assits 

in SEO (distribution section for 

more information) and capturing 

reading 

preferrences. 

For that 

reason VP of 

Technology, 

Kendra 

Chaplin, states that metadata 

isn’t just helpful, it is absolutely 

necessary.

Best practices for developing your 

CMS and managing your CRUD is 

to develop a system with a model, 

controller and view framework, 

allowing you to handle each of 

these separately. Keeping all of 

these elements of content CRUD in 

mind, you can approach your CMS 

to work for various platforms and 

devices, both those that exist now 

and those that are bound to come. 

A model is the database 

connection. This tells the CMS what 

the data types are, where to find 

them and where to push them, 

relaying to the database how to 

write new and existing content.

The controller is where the logic 

lives. For example, you leave a 

content area blank in a MediaTec 

e-newsletter template. The logic of 

the newsletter CMS tells the system 

to leave that content area blank.  

The view is what the user sees 

and interacts with. This is the area 

most people focus on without 

Define:

Metadata
describes information for 
identification and retrieval.
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making sure the model works. If you 

approached your framework view 

first then model, you’ll probably run 

into some issues.

Designers also need to hear this 

warning and stop designing without 

considering all the places the 

content has to go.

Selecting and implementing a 

CMS isn’t a project for developers; 

the strength in a CMS is how it 

works for all users. This starts with 

planning how you want the CMS to 

work, analyzing whether the CMS 

will work for everyone who would 

using it, designing something that 

works for all content managers, 

implementing a CMS that works, 

maintaining that CMS.

For more information about 
creating a CMS from the 
developer perspective:
For global CSS settings and 
fundamental HTML.

More on CMS development life-
cycle.

For a more detailed development 
life-cycle that emphasizes the 
technology needed.

For best practices concerning CMS 
for images.

CMS for Talent Management email

The CMS for Talent Management magazine’s 
e-newsletter is a user friendly system that editorial, 
events and the sales departments can all use without 
having to be well-versed in email design code. 

The CMS could be better if the system did not re-
quire copy and pasting content per email. A system 
that depended on metadata would be best. 

For example, if the system knew that the March 25 
Workforce Live! event needed to be promoted until 
the event date, it could save a lot of manuel work.

http://getbootstrap.com/css/
http://getbootstrap.com/css/
http://en.wikipedia.org/wiki/Systems_development_life-cycle
http://en.wikipedia.org/wiki/Systems_development_life-cycle
http://www.isaca.org/Journal/Past-Issues/2007/Volume-1/Pages/Systems-Development-Life-Cycle-and-IT-Audits.aspx
http://www.isaca.org/Journal/Past-Issues/2007/Volume-1/Pages/Systems-Development-Life-Cycle-and-IT-Audits.aspx
http://www.isaca.org/Journal/Past-Issues/2007/Volume-1/Pages/Systems-Development-Life-Cycle-and-IT-Audits.aspx
http://foundation.zurb.com/forum/posts/564-no-image-resize
http://foundation.zurb.com/forum/posts/564-no-image-resize
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How Content Appears

In technical terms, this means 
application programming interfaces 
(commonly known as APIs) and 
the use of metadata. APIs push 
information out to various platforms. 
Commonly, CMS allows users to 
schedule Facbeook postings or 
Tweets, using the available content 
metadata to know what information 
should be used in a given platform.  
This information is taken from the 
CMS by way of API. Once the users 
schedules such a posting, they do not 
need to revisit or micro-manage the 
content. 

Currently at MediaTec Publishing, 
employees have to manually post 
and share content on social media. 
Some like to see how often content is 
posted to social media, but I wonder 
if this opinion would change if CMS 

solutions were more available and  

were more intuitive?  

APIs can also assist the way content 

is arranged. In the e-newsletter CMS, 

this means arranging the order in 

which articles appear. For various 

devices, this is how content is re-

arranged from the desktop format for 

of a mobile reader. 

Responsive design needs to take 

a lot of things into account. Taking 

a large amount of information 

and space then squeezing it onto 

a much smaller platform is a big 

task. Responsive design needs to 

take into consideration the reader 

consumption patterns and rank 

what’s importance on the page. 

There will always be a lot of 

competing elements, so it’s important 

to ensure pieces are getting the 

Improve Distribution of Content
There are two key things about content distribution: how the content appears to 
the user and how the reader finds the content.
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appropriate space 
and attention. It’s  also 
important to have a 
lot of stakeholders 
involved: editorial, 
marketing, advertising, 
IT. Despite all the 
moving elements, the 
content is still key. You 
need to make sure nothing is buried 
and that the new platform isn’t a 
burden to readers. 

How the Reader Finds the 
Content

If a reader is not a friend on Facebook, 
a follower on Twitter, a connection on 

LinkedIn or 
a subscriber 
to the 
e-newletter, 
content needs 
to be label 
for findablity.  
Keywords and 

descriptive metadata serve to improve 
SEO, search engine optimization. 
As important as everything I’ve said 
before seems, this is  probably one 
of the more important aspects of the 
web’s content. Online reading has the 

advantage over print reading because 

of its ability to give the reader what 

they want when they want it. 

Maybe the reader doesn’t want to 

know about HR training when they 

are stalking their ex on Facebook, 

when they are tweeting about the 

Oscars or when they are deleting 

non-work related emails on Monday 

morning, but maybe they want to 

read about HR training before their 

one o’clock meeting.  Even though 

Talent Management’s article about HR 

Training is being pushed to the reader 

via the various platforms, the reader 

still needs to find it when they want 

it. If they can’t, Talent Management  
and its HR Training article is not taking 

advantage of the web’s advantage. 

Define:

Findablity
the ease with which 
information contained on a 
website can be found on the 
Internet.
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Allow Readers to Respond and Share 
Content

Online publishing adds another layer to the process that has yet to be fully explored 
and needs to be remembered—the reader is now an active participant in content 
creation and content distribution.

Content producers, SEO specialists 

and ad managers are obsessed with 

content management to the point 

they have turned their back on the 

reader and are concentrating on how 

their content is viewed and how their 

content is shared. 

A reader can start a discussion under 

an article post, or share the content. 

The CMS should take this into 

consideration so when a user goes 

to respond or pass on the content, 

the content appears to the best 

advantage, no matter how the reader 

interacts.

The cofounder of Upworthy, a 

website of viral content, called for 

traditional news organizations to find 

better ways to engage readers with 

important journalism that previously 

never had to worry so much about 

promoting itself.

Upworthy’ makes 
a bold stand on 
their dependence 
on reader 
activity: “We 
don’t do well 
unless people 
like what we 
do so much 
that they 
share it.” 

Bringing this 
white paper 
full circile, 
the value of 
publishing is sharing content, 
both from content creator’s 
standpoint and (now) from an 
audience standpoint. 
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