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“You can acquire some measure of knowledge from various research
techniques. But nothing beats living, breathing, and feeling the same
things your customers do.” — John Jantsch

Executive Summary
In today’s wired environment, online users expect a minimum standard of engagement hygiene in their interactions with
information technologydriven products and services. In fact, the interaction comfort counts above all other features in
deciding the success or failure of a product.
Lying at this intersection of the product and the user is the critical layer of ‘engagement’. In the context of a software product
(or service), it is that quest to deliver a consistently superlative user experience when they interact with the product in their
personal and professional lives.
User engagement is a tangible experience that reveals important insights on its ability to solve users’ pain points and brand
loyalty. In fact, 60 per cent of organisations view the ability to engage users in a mutually beneﬁcial manner to be the top source
of competitive diﬀerentiation.
This white paper dissects this warm and fuzzy, but deeply technical concept of user engagement. It explains how user
engagement is as much an art as it is a science. The paper provides a better understanding of engagement models, patterns
and metrics of user engagement and its importance in enticing users to repeatedly interact with a product or service, in the
context of content management.
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User Engagement: Why it is Critically Important
The avowed intent of any software brand is to get the target users experience and
like the product/service to the highest degree. The brand’s reputation is directly
tied in with how the user relates with it, post sign-up. It is unspoken responsibility
of the brand to extend the reputation by providing timely support to the customer.
This relationship is made possible and can be greatly enhanced through social
media, which enables one-to-one interactions leading to a positive brand
experience.
For a publication, understanding user engagement principles helps in delivering
unique experiences in real-time, thus enhancing the brand’s credibility and loyalty.

The Armoury Needed
The ﬁrst step in user engagement is understanding the nuances and the medium of interaction with users. It typically involves
a combination (in greater detail below) of content (text and visual), usability and aesthetic appeal, all of which add up to help
the user complete a process or transaction.
This combination is a mix of several experiential attributes and valuable content. Content that is relevant, useful and at the heart
of relational messaging (listening, commenting and responding) and which directly drives the engagement meter. However, it
should be noted that user engagement is as much a play about technology and strategy as it is about genuine willingness to
involve the users. One cannot do without the other.
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The experiential attributes are:
Content: Relevant and useful content is the single most important attribute in any user engagement initiative. The content
needs to be crafted in a manner that communicates with the user without blatant salesmanship. Precise content (in the form of
white papers, case studies and webinars complemented with immersive video and images/infographics) serves in attracting
and engaging the target audience. This kind of enlightened engagement is sure to drive a proﬁtable purchase decision,
especially in the B2B space?
Videos: Video today is an integral component of online marketing communications through Web, email and social media. 60
per cent of online readers ﬁrst launch the video clipping, if available. Forrester Research reiterates the fact that one minute of
video is equivalent to several thousand words (a landing page with video leads to 800 per cent rise in conversion). Which is why
video contributes to stickiness, higher spend and higher likelihood of purchase. The reach and impact of video can well be
understood from the fact that 500 years’ worth of YouTube video is watched on Facebook every day?
Images & Infographics: The human race has always been a visual culture. Expectedly, the same attitude has migrated to the
wired environment, only with more innovation and purpose to drive customer action – be it downloading a collateral or
completing an e-commerce transaction. The ‘visual look’ (images, infographics and icons) of a product or a collateral goes a
long way in how its quality is perceived by the target audience. An infographic is a visual story in itself.

Platforms to Engage the User
The vehicle to reach out to the target audience is a mix of the conventional and the new. The engagement platforms need to
be convenient for the audience to interact with, comment and respond in a productive manner. This means creativity,
distribution, measurement, and iteration in the engagement platforms, as below:
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Email newsletters: Email continues to be the most eﬀective means to connect with even a reasonably IT-savvy audience.
Because email has been around for a long time, users are highly comfortable with its workings and therefore, it is a perfect
platform to get a message across. The structure of an email allows for conveying long or short stories, is personalisable and
importantly, is highly measurable. The marketer can discern the exact degree of interest of the target audience through various
devices in the mailers, such as call-to-action, download, forward and share options.
Social media platforms like: LinkedIn, Facebook, Twitter, Instagram is an increasingly important engagement metric since it
captures a major chunk of ‘attention’ time of the online community. The degree of target audience’s social media
content reveals important insights on how well the marketing conversation is progressing.
The wired environment oﬀers the ability to slice and dice the audiences, and draft diﬀerent messages to diﬀerent groups.
Social engagement has wider ramiﬁcations because of its inherent network eﬀects.

One-to-one User Engagement
One of the biggest draws of operating in the online environment is the ability to ‘connect’ closely with segmented audience
groups and measure the engagement. Some of engagement nuances are:
Intuitive navigation: This is the ﬁrst feature that helps a visitor to hold on to a website and perform the intended action. The
structure, design and content of the site should be compelling enough for the user to navigate comfortably and accomplish
the intended objective. Intuitive navigation in essence is about simplicity, clear structure and context.
Personalisation: The ﬁrst step in a personalisation strategy is to grasp the behavioural DNA speciﬁc to the group. Details (past
interaction history, posting frequency, communication preferences, intent, psychographics & demographics) are combined
with contextual information to determine the most relevant and eﬀective way to approach the customer.
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Personalisation when done really well leads to a deeper relationship with users. It is about understanding users’ preferences
and connecting with them in a manner that extracts value and enhances the relationship.
Optimisation: Optimisation is about holistically structuring the content in a way that generates maximum visibility. This
discipline needs to be applied across all online interfaces – the website, emailers, social media posts and other platforms.
Optimisation as a means to engage is important because each group or user has diﬀerent expectations from an online
interaction. Optimised content makes it easier to connect with the intended audiences. For search, it is keywords, content and
links; for social media, it is topics, networks and communities. The key to optimisation is understanding user behaviour which
can be estimated through a combination of CRM tools, web analytics and social media monitoring tools.
Community: In the oﬄine world, most individuals would like to be a part of a larger group and crave for recognition. The same
sensibilities have migrated to the online world. A vibrant online community facilitates meaningful connections between the
company and its customers. It is a forum where questions are freely asked, subject matter experts contribute, passionate users
feel welcome and knowledgeable people are rewarded, collectively leading to a virtuous network eﬀect. All this adds to the
tremendous value of the community.

Measuring User Engagement
Audiences adopt diﬀerent ways of engaging with a product and its supporting collaterals. In the context of content
management software, the metrics center on the frequency and depth of usage of all the online publication’s features.
Retention and loyalty metrics reveal actionable insights, such as how much time users spend on the website and how engaged
and interactive they are with content. The metrics also help in arriving at more eﬀective user engagement best practices.
A useful factoid for the content management ecosystem – a 2013 research report by McKinsey informs that smart leverage of
customer engagement models (through tailored up-sell and cross-sell oﬀers) helps in achieving improvements of 10 – 15 per
cent EBITDA in subscription businesses.
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The Bottom Line
As the above points elucidate, a delightful user engagement experience is at the center of every successful online
organisation. In the context of content management, the publisher (and publication) has to conscientiously evolve a user
engagement strategy that is woven into every aspect of the publication-user relationship. Such a strategy calls for an
intelligent and real-time combination of several distinct factors leading to consistently successful user engagement. When
executed well, the synergy translates into priceless loyalty to the brand. And proﬁts.
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