Capturing & Leveraging
Content Centric KPI's With
Technology

Articulating, an effective strategy for leveraging Key Performance Indicators

By: David Frederick, MBA

Key Performance Indicators, also known as KPI's or Key Success Indicators (KSI), help organizations define and
measure progress toward organizational, brand and production goals.

In today’s dynamic business environment where brand control, consistency and production workflow process
are key’s to brand management and ROI, organizations need a way to measure progress in relation to their
brand initiatives. Key Performance Indicators are those measurements.

By implementing and utilizing an enterprise software solution like an Enterprise Digital Asset Management sys-
tem with workflow or Enterprise Content Management, or better yet a Dynamic Content Lifecycle Manage-
ment™ (DCLM) solution, organizations are able to deploy an enterprise software solution that synergistically
lives within an ecosystem of brand centric solutions (ECM, PLM, etc.), processes and work-flows while being
able to manage and capture a variety of data points including KPI’s.

Using a solution like this, you decide what KPI's are important for your business and the system is configured to
automatically track these metrics. This information is then available to you in real-time giving you up-to-the-
minute consistent measurements across a brand, a project and throughout the organization.

Why are KPI’s critical to today’s brand leaders? Because Key Performance Indicators (KPI) are quantifiable
measurements, agreed to beforehand by the brand owner that reflect the critical success factors of a brand,
process and organization. Of course, they may differ depending on the brand or organization’s business needs
but the ability to create, manage and track critical brand/business process has become mission critical for to-
day’s business’s to leverage and manage critical data and process.

Having access to real-time KPI information enables continual process improvement leading to measurable cost
savings in productivity, efficiencies and accuracy in the brand’s lifecycle which results in demonstrable ROI. In
today’s complex business environment, an organization has many things that are measurable throughout a
brand or packaging lifecycle. That in and of itself does not make them key to the organization's success.

In selecting and leveraging Key Performance Indicators particularly around brand and packaging initiatives, it is
critical to limit them to those factors that are essential to the organization, process or brand reaching its goals.
In order to capture and track those factors, it is critical to have a system in place that acts as a synergistic tool
that is flexible enough to automatically deliver accurate KPI's.

More importantly, when looking at a complex brand or process landscape and determining what solution can
act as an enabling tool and not a disrupter, a solution like the above mentioned can usually co-exist with your
existing architecture and simultaneously provide KPI‘s across the entire brand and packaging spectrum thus
driving efficiencies, cost savings and demonstrable ROI across all associated business units.
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Personal Web Site: http://web.mac.com/dafrederick

BLOG: http://daf2.blogspot.com/

Also, please view my research on my SSRN Author page:
http://ssrn.com/author=901302
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