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STE = 5W x 4C, your formula to success
Buy the Book, get inspired!

* Contentbijbel by Cor Hospes”

Marije van den Boogaard

Liferay Sales Consultant
@marijeboogaard
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Why = your goal, make it relevant
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Who = write to your stakeholdersﬂ

(i Bloggers: From One Engineer to Another® »
Eric Bastow Jim Hisert Adam Murling L Quallty Documents o
Contact | View Contact | View Contact | View [ -
Bio Bio Bio .
Read Eric Read Jim Read Adam | - Onllne Store
Bastow's Blog Hisert's Blog Murling's Blog
Tech Team
|
Ross Berntson Seth Homer Christopher Nash
Contact | View Contact | View Contact | View Bio . Connect with Indium.
Bio Bio Read Christopher
Read Christopher Read our latest posts!
Read Ross Read Seth Nash's Blog
Berntson's Blog Homer’s Blog [ You |
Tube [ Blogs
Ed Briggs Tim Jensen Brook Sandy Americas : g
Contact | View Contact | View Contact | View Utica, Rome, Chicago, Clinton
Bio Bio Bio E-Mail: askus@indium.com
Read Ed Read Tim Read Brook P Phone: +1 315 853 4900
Briggs's Blog Jensen's Blog Sandy’s Blog
! Asial/Pacific

Singapore, Cheongju, Malaysia

E-Mail: asiapac@indium.com
Ivan Castellanos Brandon Judd Mario Scalzo Phone: +65 6268 8678
Contact | View Bio Contact | View Contact | View 8H=20] YALOIE
Read Ivan Bio Bio
Castellanos's Read Brandon Read Mario China
Blog Judd'’s Blog Scalzo’s Blog Suzhou, Shenzhen

E-Mail: china@indium.com

Phone: +86 (0)512 628 34900
Maria Durham Liyakathali Rick Short TERMS
Contact | View Koorithodi Contact | View
Bio Contact | View Bio Bio IEII}:t'::\p:eynes Torino
Read Maria i i Read Rick "
Read vViarna | Read Liyakathali Read RicK E-Mail: indi
Durham’s Blog ithodi’ Short's Blog ail: europe@indium.com

Koorithodi’s Blog Phone: +44 (0)1908 580400

Regional/Local Sales Support
Carol Gowans Dr. Ron Lasky Glen Thomas Technical Service & Support
Contact | View Contact | View Contact | View
Bio Bio Bio
Read Carol Read Dr. Ron Read Glen Thomas's Blog
Gowans' Blog Lasky’s Blog
Derrick Herron Dr. Andy Mackie Anny Zhang
Contact | View Contact | View Bio Contact | View
Bio Read Dr. Andy Bio
Read Derrick Manbin'e Rlnn Read Annv

Home Quality Tech Documents
Online Store Corporate SDS
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Where = not always online, make it count
Garages ®

Powered by GE
About Global Tour Projects Resources &Learning OpenInnovation Partners Share n ﬁ g N
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Garages Global Tour

This year marks the second in Garages history as we embark on a global tour.
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What = your purpose of the content
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BeingGirl My Period
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Cliquez ici pour visiter
notre site en francais

SIGN IN TO ASK THE EXPERTS ©

Not a member? SIGN UP

8 Common Questions about Your First Period

BEINGGIRL experience: Arssdy s member? sian
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Waiting for your first period to start? We're sure your head is
buzzing with questions and anticipation! Check out these eight
common questions from girls just like you.

1. How old will | be when | get my first period?

Some girls start their first period at 8 or 9 years old, while
others don't start it until they're 15 or 16. The average age is
12 or 13. The best way to figure out when you may start
menstruating is to look for other signs of development, and
ask your mom or older sister when they started their first
period.

Anticipating your first period? Be

prepared with Always Incredibly
Thin Liners. They are thinand "~
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B REGISTER NOW ©

Looking for more
awesome articles?

Register to become a BeingGirl
member so you can:

» Receive helpful tips and
newsletters

» Ask your own questions to the
BeingGirl Experts

* Respond to what other girls are
saying about your favorite articles

« Enter the BeingGirl Monthly
Sweepstakes!

Register today ©

No Thanks

What do you usually
wear to school?

® Loggings
® Jeans

® Skirt

® Dress

® Shorts
® Uniform

SUBMIT ©

& @LIFERAY



When = make and publish at the right time
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When = Make a content planning.

Datum Wanneer!? Plan realistisch

Doel Waarom! Informeren/entertainen/helpen/downloaden
Budget Tijd is ook geld

Doelgroep Wie

Onderwerp WVat

Keywords Metadata voor zoeken en gevonden worden
Vorm Waar

Type content Interview, blog, infographic, video, etc
Auteur Intern/extern

Redacteur Verantwoordelijke van de content
Verspreiding -oe!

Meten KPI’s

Follow-up nteractie/engagement

Re-engineering -Hergebruik van content
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Creation, Conversation, Contact, Conversion

Home Overons Werken bij Kennis delen Taal: == = m.

Maak kennis met Dirkzwager

advocaten & notarissen

Wat wilt u weten?

Zoeken op
Dirkzwager heeft een
peenn nieuw Arnhems kantoor ‘
Specialismen met openbare
jgg juridische bibliotheek.
J..
Weten hoe Dirkzwager hier kennis deelt? www.dirkzwagerbibliotheek.nl
|1]2[3]4|5[6[7|8]s|

Volg ons ook via 5 [ K1 [ & 36 Nieuws
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Creation, Conversation, Contact, Conversion

& - C [) www.ruralpovertyportal.org/home

Rural Poverty Portal

Dimensions of rural
poverty

Region & country

Listen to the voices of...

Learning & adapting
IFAD
Glossary

What's new
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© IFAD

Protecting the environment through
sustainable production

The Sustainable Land Management in the
Semi-Arid Sertao Project was designed as a
complement to the IFAD-financed Dom Helder
Camara Project (DHCP), which ran from 1998
to 2007 in various areas of the semi-arid
northeastern Brazil. The Sertdao Project aimed
to address pressing environmental and land
degradation issues, and to build resilience to
climate change. The project focused on the
caatinga — a uniquely Brazilian scrub forest
covering approximately 10 per cent of the
total area of the country. The caatinga is one
of Brazil's most threatened natural
landscapes.

Source: IFAD
Read full story...

Haiti: Sharing knowledge across the
border with the Dominican Republic
The border between Haiti and the Dominican

_‘ Republic is a poor region, but it is critically

important to both countries. On the Haitian
side, in particular, there is substantial yet
unexploited economic potential.

Source: IFAD
Read full story...

I_l FE RAYNetherIands

. m User group

@ WWW.LIFERAY.COM

English francais espafiol sl

(>
(" Choose country )
(" Choose topic )

Tracking Support for the MDGs

UNDP and the Millennium
Development Goals

OECD and the Millennium
Development Goals

Millennium Development Goals
Indicators

The United Nations Millennium
Campaign

Global Donor Platform for Rural
Development

Millennium Development Goals
Report, 2011

Human Development Reports

OEDC series: The Development
Dimension

MDG monitor

Subscribe to portal
updates.
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Creation, Conversation, Contact, Conversion

| Map | Satelite | Delivery Schedule

M= o Find out where the
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You can copy a strategy, but you can’t change your culture!
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So, Content?

€ C' |9 cbsg.sourceforge.net/cgi-bin/live 72 bw

The Corporate Bullshit Generator

Short URL: http://cbsg.sf.net

Yes, | want more ! = = = | More bullshit, please !

¢ The Chief Business Planning Officer standardizes an omni-channel risk managem"lJ and plajpnin nga* thhiaaﬂ d agdgj igions. Our targeted solution culturally strengthens decentralized plans resulting in

double-digit expansion. A non-mainstream brand pyramid inspires the clients. Thduas®riGiubhith % reuce ur 36@-degrel, @Eille Iinagxgﬁu. The enablers focus on our value propositions. The gatekeeper culturally
structures our high-powered culture. An integrated dialogue synergizes a client-oriented enterprise risk management. The Chief Management Office &fficer adapts our rock-solid expansion.

¢ The stakeholders engineer state-of-the-art, multi-source, guidelines. An unified, large-scale, culture synergizes high-powered Balanced Scorecards, whilst the customers analyse an analytics-based, right, executive talent. Thought leadership and
accountability expediently empower the stakeholders, while movable decisions incentivise the powerful champion. Our cost-effective success factor synergizes the gatekeeper. Images facilitate our well-crafted and responsible win-win solutions.
The senior support staff genuinely avoids consumer/agent disconnects. The Strategic Management Systems technically drive an uniformity. The project manager institutionalizes say/do ratios. The Chief Controlling Officer proactively integrates our
collateral and productive asset at the individual, team and organizational level.

* Our end-to-end shareholder values interact with our customer-facing, cooperative and intelligent industry; nevertheless flow charting and Quality Management System technically incentivise the Chief Internal Audit Officer. The senior support staff
stands out from the crowd reaped from our solid improvement. An improved cIiestaction standardizes the 7nt thactical deliveryﬁa?nework strengthens the Chief Customer Relations Officer. Our gut-feeling is that the business

leaders think differently. The customers re-imagine a priority across the board. MQSH
a r

* The brand manager rebalances impactful, well-positioned, Control Information Syst ms[c:ra( g mlen e, plan
the outside-in flow chartings. We continue to work tirelessly and diligently to carefully address known unknowns.

¢ The team players leverage philosophies by thinking outside of the box, while the resources analyse a synchronized Control Information System. Our multidisciplinary, cross-enterprise, system empowers the Chief IT Operations Officer.

* The product manager transitions strategic staircases on-the-fly, while the partners whiteboard industry-standard segmentations. The gatekeeper jump-starts our systematized learning.

* A market-driven, socially conscious and present-day awareness efficiently synergizes the team players, whilst efficient feedbacks architect a profit-maximizing bottom line within the industry.

¢ Our evolutionary requirement engages our rock-solid Balanced Scorecards across the board, whereas an analytics-based pillar influences the Chief Business Operations Officer. The group deepens a high-definition support structure by leveraging

our business case. We continue to work tirelessly and diligently to culturally differentiate a game-ghanging cogcept The forwayd-lgoking exegutign fostegs our core brand images. Enhanced client needs boost our business cases in this space. As a
result, a multidisciplinary and dramatic culture expediently synergizes the resources. Archi esgredply gromofle oyffhaffle
¢ The Chief IT Operations Officer integrates a proactive niche. The sales manager whiteboards the e fkp

¢ The sales manager efficiently maximizes an actionable supply-chain.

* The Group Chief IT Strategy Officer efficiently strategizes the personalized, accepted and
* The Chief Business Planning Officer globally takes a bite out of an above-average visu g within the indusere.
¢ The partners learn our non-standard responsiveness at the individual, team and orgghi

| mha W Ih eb @@1 aeaf?gy. The leading-edge pillar interactively empowers the clients. Our gut-feeling is that
the account executive broadens a pre-integrated incentive.

¢ The Chief Marketing Officer targets strategic staircases at the end of the day, whereas the stakeholders swiftly leverage the productive pill

¢ The powerful champion optimizes well-implemented business lines. Interconnected pregplans techngcally leverage a consumer-facing, widg-s , gandscape, while yge continue tggwork tirelessly and diligently to foster medium-to-long-term

expectations and allocations. nb r d r f 1

¢ The partners genuinely engineer an improved, accepted, solufio r |ga£i], oe e A Qtha;ae ta AIaP d Qc Iuerr] sition aggregates the correlations.

¢ The stakeholders enable modular and world-class workshops.

¢ An alternative prioritizes high-quality, controlled, commitments in the marketplace, while a focus generates our core breakthroughes. The business leaders quickly focus on proven yield enhancement. The enablers build a high-quality pipeline;
nevertheless the resources manage the mix. Partnership and wow factor influence the category manager, whilst the accepted and/or high-definition mobile strategies add value.

¢ The team players innovate innovative, large-scale, immersive and innovation-driven roadmaps within the industry. The clients 24/7 integrate our pre-plans throughout the organization. The clients right-scale traceable action plans. A centralized
and multi-channel communication prioritizes the Acting Executive Chief of Customer Relations. The key people transition an efficient plan. The clients visualize our holistic, adaptive and spectral business models at the end of the day. The
community quickly mitigates shortcomings.

* The resources interactively take a bite out of a functional innovativeness. In the same time, content and customer experience transfer our differentiating image.

* The stakeholders enable blended approaches. The key people right-size business philosophies.

e Enabler, culture and low hanging fruit promote granular, strategic and differentiated talents. Sales targets quickly generate a prospective intellectual capital, while our aligned awareness incentivises the community. Asset and action item motivate
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(legw[;lr iciently generate potential sign-offs; nevertheless controlling should pre-prepare

principle-based business models, while the Chief Digital Officer addresses the overarching issues.




