


. AGENDA

01 Our content strategy goals
1:00-1:20 PM

02 USG's top content problems & solutions
1:20-2:20 PM

02 Break!
2:20-2:30 PM

04 Content & info architecture priorities
2:30-2:45 PM



. AGENDA

05 Exercise: Message Architecture
2:45-3:30 PM

06 Break!
3:30-3:40 PM

07 Top Task & Navigation Testing
3:40-4:00 PM

08 Exercise: Brand Page Content Mapping
4:00-4:30 PM

09 Next Steps
4:30-4:40 PM



Situation Analysis

B2B customers now expect an online experience as good as
the one they have on Amazon.com or Homedepot.com. They
want to be able to find and compare products easily, read
product information that answers their questions, and then
easily specify or find a distributor - or even better, transact -
once they've decided what they want to buy.

Unfortunately, USG.com does not currently meet these
expectations. The site is not easy to browse or search for
products, and it provides very little guidance to help
customers understand the difference between products.
Much of USG's best product information is still buried in its
print catalogs and brochures.
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Vision

The ideal web strategy for USG.com focuses on helping
customers find products and on providing content that
answers their questions. This will require significant
improvements to the site’s global navigation, search, faceted

browsing, product category and detail pages, and product
information.
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Group Exercise

Prioritize content as if you
were a customer

USG.com Top Task Survey

You are shopping for building materials for a new construction or remodeling project. Select the 5 items
that are most important to you when visiting the USG website. Enter a 1 next to the MOST IMPORTANT
item, 2 for the next most important, then a 3,4, and 5. Only enter numbers next to 5 items — leave all
the rest blank.

A product's performance specifications, such as acoustics, fire rating, and mold resistance
Pricing

Close-up photos of products

Photos of products installed in a room or building

Recommended products for fire safety, acoustics, seismic, moisture, and other applications.
Shopping by product category, such as ceiling tiles, drywall, or backer board.

Favorite's list for saving product you like.

Products recommended for the type of building or room I'm working on

Sustainability, LEED, and green information such as % recycled content

Guides that help you compare and select products




Our content strategy goals




Our content strategy goals are to develop:

1. Your Content Vision - What content, imagery and multimedia should your site have? Where
does all this content live on the site? What is the ideal tone and voice of this content?

2. An Achievable Scope for Launch - Given limited time and resources and everything else
that we need to do for launch, what can we realistically achieve? How do we prioritize
content and focus on what's most critical first, and phase in the rest later?

3. A Content Production Plan - How do we estimate how much time and resources we'll need?

Do you have the right kind of resources? Do you have the right workflow and governance
processes in place to meet the new content standards and still be efficient?



Rules of Engagement

Working together, we can overcome content chaos with some simple rules:

WE WILL
¢ Prioritize the content needed at launch, and publish more in follow-up phases
¢ Identify key people early and assign Subject Experts to content ASAP

¢ Archive / Delete as much of the existing site content as possible before
beginning

¢ Minimize review points and be clear on the exact task of each reviewer

¢ Stagger content production to reduce bottlenecks



Rules of Engagement

WE WILL NOT

® Underestimate the time it takes to produce content (it always takes longer than
you expect!)

) Migrate all of the current site’s content (this is the time for a Spring clean!)
) Dismiss hiring professional web writers and content managers because of cost
() Start writing until we have a digital style guide

& Allow reviewers to make direct edits to the content in the CMS



Content Strategy on USG.com

Entry
Points
Category
Browse
& Search

Product
Page

* Google
* Direct

Outbound /

Installation Support

 Social

+ Cross-sell strategy

+ Cross-sell strategy

External

AWAKENING RECOGNITION RESEARCH DECISION SECURITY COMMITTMENT
"I didn't know USG “There is something "l want to see all my "This product will "I'm confident in my purchase and have all the "l have a relationship
offered here for me” options & find what serve my needs” information | need to complete my project" with this brand”
[product y]” fits my needs”
+ SEO Company / Site + Catalog structure Product Product family / detail pages * Email Marketing
+ SEM identity and labeling descriptions Installation guides & videos + Social Media
+ Social Media Navigation & IA Faceted Filtering Features / Specs + Technical documents Professional Sites &
Distributed Labeling & Product family / Productimages * Support information (SDS, FAQ, help) Forums
content taxonomy data architecture + Video demos Featured Project in
+ Campaigns Key messages + Articles, videos Reviews, Gallery
and learning Documents



Why does USG.com need
Content Strategy?




Because bad things happen when you don’t have a content strategy

- Delayed site launches because content isn't “ready”.

- Broken designs because the filler content the design team used to create wireframes and visuals
doesn't fit the real content once it’s finally written.

- Uneven Voice because there are multiple authors and no editorial processes or style guidelines.

- Low-performing SEO and marketing pages because the content on them isn't useful to
customers.

- Dead blogs / social channels. You launch a blog and then stop updating it after a few months,
because there was no long-term plan for content maintenance.

- Customer confusion and service calls because of old, inaccurate or poorly written content; or
because they can't find the content to begin with (because it's poorly categorized and tagged).



Because you cannot fix
your site with design!

That's because most of your site’s problems are
content, information architecture, and product data
foundation problems -- not user interface problems.

Product content and data form the foundation of
your website. The quality and structure of this
information determine whether or not customers
can find your products and confidently choose the
ones that meet their needs.

To create a great website, you need to address your
content and data problem first. Because as any
good builder knows, you need to fix your
foundation before you renovate!

AbottUSG  Login  Register (8 Submittal Prep Tool

PRODUCTS & WHERE TO INSPIRATION RESOURCE SUSTAINABILITY
UsG SOLUTIONS ~ BUY CENTER CENTER

COMMERCIAL U5, CHAMBER OF COMMERCE
CONSTRUCTION INDEX e el

1 RESULTS :
Q Construction Index

Description

where to buy »
online tools »

submittal prep »
Investor relations »
build it blog »




USG.com’s biggest content and
information architecture

problems & solutions




Problem
It's too hard to find products

If customers can't find your products, they will
become frustrated.

Worse, they may not even realize many of your
products exist at all!

46% of current customers could not find Durock cement board (#1

keyword search on USG.com)

Success o

OVERALL

Directness

Time Token

60% of current customers could not find acoustic sealant (#10

keyword search on USG.com)

B oes . 31 I Gox

Success

0

Directness

Time Taken

2918 sec ©




USG’s global nav is not aligned with customers’ interests

7%

!

United States, English ~ About USG Login Register &) Submittal Prep Tool

PRODUCTS& WHERETO  INSPIRATION RESOURCE  SUSTAINABILITY :
USG SOLUTIONS  BUY CENTER CENTER What are you looking for? ~ Q

(R N A A

14% 43% 2% 0.2% 10% 0.6% 6%

% traffic by site section (Oct 2017-Jan 2018)



Products & Solutions is bad for SEO and navigation

United States, English ~ About USG Login Register &) Submittal Prep Tool

PRODUCTS& WHERETO  INSPIRATION RESOURCE  SUSTAINABILITY : )
USG SOLUTIONS  BUY CENTER CENTER Whatare youlooking for? ~ Q

Products & Solutions says nothing unique about USG, has no SEO
value (nobody searches for “Products” in Google), does not contain

any keywords customers are looking for, and forces customers
navigate one level deeper in the site tree than is necessary.




Solution 1

Product category focused
global navigation

As a manufacturer, the vast majority of your site's
visitors are looking for product information; thus,
your site's global navigation should be optimized
for finding products over other content.

Listing product categories in your site’s navigation -
a best practice borrowed from B2C e-commerce - is
better for SEO, for company identity, and for
findability, because it encourages browsing, which
is far more accurate than searching.

CEILINGS WALLS FLOORS

These are the categories that
customers are looking for!

ROOFING & STRUCTURAL

INDUSTRIAL




.
Solution 2

durock 677

Make category labeling more Durock 517
. radar 481

SEO and customer frlend |y durock cement board installatic 480
mars 370

radar ceiling panel 311

Almost nobody searches for Wallboard or cement board 310
Backerboard in Google, or internally within the site. joint compound 275
Cement board 272

acoustical sealant 266

sheetrock 254

" 3270 246

durock cement board 229

" 3260 219

ceiling tiles 217

Top 15 Internal Search Terms for USG (4 months)

Far more people search internally within the site for
the term cement board.




Keyword Overview:

backerboard -
SOI ution 2 201-500 a4 64% 52
Monthly Volume = Learn more Difficulty  Learn more OrganicCTR  Learn more Priority ' Learn more

Make category labeling more [T mn
SEO and customer friendly

Keyword Suggestions SERP Analysis
Keyword Monthiy Volume Rank Title & URL PA DA
backer boarr for chowunr 51.100 Shon Racker Raard at | cms rom.

Almost nobody searches for Backerboard in st R
. e . crerbd  Keyword Overview:
Google, or internally within the site. backerbo

cement board () addto.. +
backer bo
Instead, customers search for cement board (or maersd 11 5k-30.3k 48 56% 73
. . Monthly Volume = Learn more Difficulty ' Lear more OrganicCTR  Learn more Priority ' Learn more
Durock). Changing this category label to cement ’ %
board will capture more customers early in their SUN — ast aumnm L]
research phase, where they are searching for more
generic keywords. Keyword Suggestions SERP Analysis
Keyword Monthly Volume Rank  Title & URL PA
Far more people search for the term cement board o or G - 18
in Goog|e_ Shop DUROCK Brand 0.5-inx 36-Inx6.. 41 86
httos://www.lowescom/od/DUROCK-,., —
cement board thickness 101-200 3 Shop Backer Board at Lowes.com 41 86
https://www.iowes.com/pl/Backer-boa —

exterior coment board 201-500




Gogg|e USG durock $ Q

[ ]
SOI utlon 3 Al Shopping  Videos  Images  News  More Settings  Tools

About 87,500 results (0.51 seconds)

Create |and|ng pages for your USG Durock® Brand Cement Board | USG

www.usg.com/content/usgcom/en/products.. /tile.../usg-durock-cement-board.html ¥
USG Durock® Brand Cement Board offers architects, builders and tile contractors a strong, water-

t O p b ra n d S durable tile base for floors, walls, countertops, tub and shower areas. USG Durock® Brand Cement
Board is moisture and mold resistant making it the perfect choice for tile and ...

USG Durock® Brand Cement Board with EdgeGuard™

. https://www.usg.com/.../usgcom/en/.. /usg-durock board-with-edg d.html ¥
Wh en cu Sto mers sea rCh fo r D uro Ck in G o og | e th ey :2:;::;:r?or:::n%emb?l::mT::hnf;Zefe:;da;to:::wer make; i;‘;h; per,f:ig:h‘:::e for tile and
g et man y man y resu |ts 3 22:?:;?1 ln baths, kitchens and laundry rooms in new and rerr g. USG D k® Brand
The number 1 result is for a product page on chachuice Mol s g Mot tonciried AN
USG.com - but USG's Durock product line is much N e ey o b T Mk foom o
b roa d er th an th is . that is covered with a coated fiberglass mat facer and back and has a ..,

USG Durock™ Brand UltraLight Foam Tile Backerboard | USG
www.usg.com/.../usgeom/en/.. /usg-durock-ultralight-foam-tile-backerboard. html ¥

USG Durock™ Brand UltraLight Foam Tile Backerboard is a strong, lightweight, waterproof, and vapor
retardant tile base for wet areas.

IPOFI YSG Durock® Brand Cement Board Submittal Sheet (English) - CB399
https:/www.usg.com/.../USG.../durock-cement-board-submittal-CB399.pdf ¥

USG Durock® Brand Cement Board offers architects, builders and tile contractors a strong, water-
durabie tile base for tub and shower areas. Also an ideal underlayment for tile on floors and countertops
in new construction and remodeling. Board is readily applied over wood or steel framing spaced 16" o.c.
with ...

IPOFl JSG Durock™ Brand Glass-Mat Tile Backerboard Submittal Sheet

https.//www.usg.com/.../USG.../durock-glass-mat-tile-backerboard-submittal-en-CB69...
USG Durock™ Brand GlassMat T:Ie Backetboard is a water- and mold-resistant coated glass- mat Me




Solution 3

Create landing pages for your
top brands

. 119 Products

We recommend you create a single landing page
for the Durock brand (and all your other popular
brands) that enables customers to browse ALL
products within that super family.

Variety of Opnions

Same Style,
Different Floors

And it has to be a faceted browse page, not just
a pretty marketing page.

Eventually this page will become the number #1
result in Google.




Most of the top 25 internal search terms are USG

brand names

Solution 3

.

Create landing pages for your durock &7
Durock 517

top brands rader ae1
durock cement board installation instruc 480

mars 370

radar ceiling panel 311

Creating brand landing pages gives you a good f;:’te:;::z;id ‘;’;g
place to direct customers who search for general Cement board 272
brand names (which is most customers). acoustical sealant 266
sheetrock 254

" 3270 246

durock cement board 229

" 3260 219

ceiling tiles 217

mars climaplus 217

climaplus 200

ceiling tile 194

compasso 193

securock 193

halcyon 183

fiberock 179

" 2310 171

clean room 171




Solution 4

If customers search for exact
matches, skip the results page

If a customer searches for Durock, joint compound
or other keywords that match the title of a category
or landing page - skip the search results page
entirely and take customers to a landing page
instead!

A category landing page with good content and
faceted navigation is almost always a better
experience for customers than a list of search
results.

MICOUCTSE | WNERETO | INSPRATON | ASSOUBCE SUSTANABLITY
USG” oo Wy frias b wtaw g R
U0 eseueis Comter | Do Ruats

338 SEARCH RESULTS FOR:

- =

all results

USG Durech™ Brand Utralight Fosm Tie Blacker Board 509 [Bagikd) -
14240340081

41w Dtk (W g1 Fsaon T i Banrd Py schact s Cofen somarns o slwsbicatim 14600050001 508

50 Ouroch Beursd Cormmsd Buard Spatmnms Cataiog (Broghet) - SAIK

. sk, o satatitudoed for 173" cammart o s b Pomroct L8 itsch s 453 Durech™ Staret Gaas: Mt Th
Bacxerbaard 54
3

Coment
USG Durech Brnd™ UMradght Fasm Tile Backertosrd Submittal Engish) -

L] coess
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USG Durech ™ Brand Utralight Fosm Tie Baceertosrt nuatlation Guse

—— L
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Bacuer Sorves
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USG Duroch™ Brand Glass Mat The Bachersaard Subrital Sheet (Englan)
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PRODUCTSE  WHERETOD  INSPIRATION ~RESOURCE  SUSTAINABILITY
USG SOLUTIONS  BUY CENTER CENTER

Solution 5 ———

Create landing pages for J V
categories with SEO value .‘ },mml )
In many cases, you should create additional product CE""NSPA?ELSMW :z::?:;‘::f::oc

category pages for SEQ, usability, and business osbbd i of ks, e ot F CHRCA NSRRI S0 ot AN

reasons. N WHERE TO BUY

PRODUCTS

For example, wood, metal and translucent ceiling

panels are different enough that they each deserve Acoustical Panels 4

their own landing page, with their own set of

faceted filters. ieod fnels +
Metal Panels -+
Translucent Panels |-
Retail Panels -+

Each of these categories needs it's own

landing page, with faceted filtering.




SOIUtion 5 What a new metal ceilings

category page could look like! %
Create landing pages for METAL CEILINGS
categories with SEO value e
20 Metal Ceiling Panels want oy v
In many cases, you should create additional product
category pages for SEQ, usability, and business soumo sescamonme, =
reasons. |

For example, wood, metal and translucent ceiling
panels are different enough that they each deserve
their own landing page, with their own set of
faceted filters.

Celebration Snap-in Metal Panels

§8S hhh




Solution 6

Convert categories primarily
based on specifications into
filters

For example, the drywall category page should
instead list products directly, and enable customers
to filter by size, performance, % recycled content,
etc.

We need to untangle this confusing
mixture of categorization:

Performance (fire and abuse resistant)

How green they are

Shape (linear)

Different product types (Backerboard)
Not sure what “regular” panels are

Ursted States, Ergllah =

T PR

USG  Freducts & Southes  Prosacts  Wakour

’%{
. 4T
Wi Il!u'

WALLBOARD

INSPRATION ~ RESOURCE
CENTER CENTER

AbutUS  Logn  Register (5 Subestal Prep Soa

SUSTAINABILITY

Iy USG WALLBOARD PORTFOLIO CATALOG
Wy SHEETROCK® WALLBOARD ESTIMATOR
N WHERE TO BUY

Iy USG DESIGN STUDIO

PRODUCTS

Sustainable Panels
Lightweight Panels
Regular Panels

Fire-Resistant Panels

+

+ + |+

Plaster-Base Panels
Abuse-Resistant Panels

Liner Panels

Tile Backerboard
Manufactured Housing Panels

Wall Systems

+ 4+ |+ |+ + |+




SOI uti o n 7 SITE FEATURES & CONTENT RANKED BY 47 CUSTOMERS

ch fire rating,
Orowsing by product category {for examgle, cerling tiles, orywall, or backr board)
Products recommended fir e safety, scoustics, mosture resistance, and other

Enable customers to browse i

Guides. woducts

Sams, colors

by performance

Sustainabdity, LEED, snd gre=n building nformation, sud as %
CAD / hewt

and gudes

Tool for frding USG ogualonts of other compinins’ groducts

Cantact beshesal suppart, curtomer sarvice, o o siles rep

Accowaries nooded tn imtal & product, such as grids for cning tiles
Penducts secamenerded for the type of buikding or pmiect I'm working

In the top task survey we just conducted, 47 o e

Orferng samgles

customers expressed a strong desire to browse p

Phates of peoduct installad in a 1o6m or bubsing

Instakiation wideos

your product catalog by acoustics, fire, mold, or O

Emad or share data stees, trochures,

. . List of new groducts.
other performance criteria. s o
Tochs i n efe
Emrenrental product declataten (EP)
Caar wruadios of the product
TroRos of other customars' fintshed propces
Ordder bistory
Cstismmen teveews of indwdsal g oduas
Protos for every color & produet it svslable in
Locators and phone rombers of distr ibune
Training snd contnuing education courses
I stock or avalabity information
F M section of the webste
Crea o fimancing mlormatsan
Inwestor relations information
- o
Frotées of customen who use USG products
Buayirg products Siredtly on LSG com
mad newsletters
Folow MG er socinl meda (for sxanple, Twitter, Facebook, invagrsm|
Dlog writes by product experty
Videos demomtrating product atarey
505 and product satety information
Specals and provotions
o o
Favoote's st fur saving FOdICLs you e

..||l|||”” II“I

o 10
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SITE FEATURES & CONTENT RANKED BY 47 CUSTOMERS
| A product’s performance sEci'ﬁcations‘ such as acoustics, fire rating, and mold resistance]

Browsing by product category (for example, ceiling tiles, drywall, or backer board)
1 Products recommended for fire safety, acoustics, moisture resistance, and other applications|

Data Sheets

Pricing

Guides that help you compare and select products

Product description and features

Sizes, colors and other options for a given product

Select products and compare their specifications in a table
| Browsing products based on performance, size or other specifications]

Sustainability, LEED, and green building information, such as % recycled content

CAD / Revit design documents

Installation manuals and guid

Tool for finding USG equivalents of other companies' products

Contact technical support, customer service, or a sales rep

Accessories needed to install a product, such as grids for ceiling tiles

Products recommended for the type of building or project I'm working on

Creating a construction submittal

Warranty information

Ordering samples

Brochures

Photos of products installed in a room or building

Installation videos

Health product declaration (HPD) files

Email or share data sheets, brochures, and other documents with colleagues

List of new products

Close-up photos of products

Tools that estimate cost and materials for an entire project

Environmental product declaration (EPD)

Case studies of successful projects using the product I'm interested in

Photos of other customers' finished projects

Order history

Customer reviews of individual products

Siteworx \ Confidential 30




United States, English = AboutUSG  Login  Register (&) Sudbmttal Prep Toot

PRODUCTS & WHERE TO INSPIRATION = RESOURCE SUSTAINABILITY
usG y SOLUTIONS ~ BUY CENTER CENTER Whatsre youlooking for?. Q.
°
(o) utl on US55 Poodns & ks ) Sahain ) e s

wserevonnce  FIRE PERFORMANCE SOLUTIONS
Enable customers to browse PR

« Principles
Celings
+ Documents &
y periormance Resourcs o
« Performance Acoustics Suspension Systems
+ Solutions Drywall Suspension Systems
Integrated Celling Systems

Speciatty Cetbngs

This idea is similar to your Squtpns section. R
Unfortunately, the Solutions section suffers from RO
poor content, confusing navigation, and broken or Kot
missing links to products.

Poured Underlayment

Self-Leveling Underlayment

Shower System
Finishes
Caps
Corner Beads & Trim
Jotat Compounds
Jount Tapes
Plasters
Primers
Sealants
Textures
Interior Panels
Panels & Drywal
Exteriors
Routing

Sheathing




TOTAL ACOUSTICS

Solution 7 e
Enable customers to browse
by performance

AND SOUND BLOCKING
~.

B S §
S B

R e teres 45 s prevers

For example, an Acoustics landing page should
enable customers to browse your full portfolio of
products recommended for acoustics, across all
USG product lines.

LRA P Based (P High  ULTIMAHigh ARC LLYIMA Heah Zome High
e

<
. .,
- o
Toguler
Teque

TRCTUM Togutr

This requires that you tag products by performance
specifications in PIM. Then you could filter your
entire catalog by "acoustics,” offering customers a
mini-catalog experience.

TOTAL ACOUSTICS FOR EVERY SPACE

ey
Bl




Solution 7

Enable customers to browse
by performance

For example, an Acoustics landing page should
enable customers to browse your full portfolio of
products recommended for acoustics, across all
USG product lines.

This requires that you tag products by performance
specifications in PIM. Then you could filter your
entire catalog by "acoustics,” offering customers a
mini-catalog experience.

More like this!

Inited States, English = AboutUSG  Log ieter (@) Submittal Prep Took

PRODUCTS & WHERETO INSPIRATION ~ RESOURCE SUSTAINABILITY =
usc” SOLUTIONS Buy CENTER CENTER Whiat are yeu looking for? Q

36 RESULTS FOR ACOUSTICAL PANELS

NARROW RESULTS

Appication Environment 4

Pane! Sizes + T & \

Edge Profiles. +

Grid Options. + o

Balanced Acoustics + e 2]

USG ASPEN "™ BASIC USGC ASTRO® USG CLEAN ROOM™ use
A PANELS PANELS ACOUSTICAL PANELS CLPSE

Pertormance - E ~ECLPLE™
HIOH-NRC ACOUSTICAL
PANELS

NRC Rating
Sedoct an optien B

Min CAC Rating —
Susam i : —
LR Rating S
“Beloct an optien 3

Firecodn

Mo Resistance

Mt
Y UG ECLPSE™ USG *F" FISSURED™ USG FISSURED '™ BASIC USG FROST ™ BASIC
Resistance ILLUSION™ AND BASIC ACOUSTICAL ACOUSTICAL PANELS AGOUSTICAL PANELS

PEDESTALS™
ACOUSTICAL PANELS

Colers +

ASTM Typo. Form. Pattern

Sustainabity +

USG FROST"/USG USG GLACIER ¥ BASIC USG HALCYON™/USG
FROST ™ HIGH- ACOUSTICAL PANELS HALCYON ™= PLANKS

NRC/KIGH-CAC AND LARGE SIZE
ACOUSTICAL PANELS ACOUSTICAL PANELS

ACOUSTICAL PANELS



PRODUCTS

Not enough information at the individual
product result level to differentiate products.
Name and photo are not enough!

Acoustical Panels

Problem
It's difficult to choose between
products on browse pages

Wood Panels

Metal Panels Dimensions? Colors? Acoustic properties?
What makes one product better or different
than another?

To select the product that meets their needs,
customers need to compare and differentiate your
products.

USG Celebration™ Metal Canoples USG Celetration™ Toesion Spring USG Curvatara™ 3-Dimensional
System Sk System

So that customers can do this, we need to provide
them with enough information on the browse page.

A product picture and product title are simply not K

g 00 d enou g h ! ;s’c‘:?m:mw 3-Ownensional ;r_':’:m&‘ Gridess Metal USG Parz® Metal Panels USG Paraine® Linear Matal Systam

5 - |
Do these rgsult; represent single SKUs or . |E§‘ =
large families with many size, color and other =_. £ 3
variations? From this page, there's no way to g i

tell

USG Plxels® Wall Mounted Panels

USG WireWorks™ Open Cell Cefing
Panet




Solution 1
Show key specs and variations S
on browse results

PRODUCTS PHOTO GALLERY GUIDE TO METAL CEILINGS

20 Metal Ceiling Panels wont uy v

For every product category, there'’s 2-6 key
specifications that customers look for when
deciding between products.

Filter By

For each category page, we need to figure out what -
these key specifications are, display them in the
product result. =

Celebration Snap-in Metal Panels

£33 ke
Key specifications, relative price, and
available colors enable customers to

compare products quickly without a
comparison page.




Solution 2
All category & brand landing Mmiejms
pages need faceted filtering!

PRODUCTS PHOTO GALLERY GUIDE TO METAL CEILINGS

20 Metal Ceiling Panels wont uy v

Customers should be able to filter by these (and
other) key specifications on every category page. erm——

Ubretto Gridless Metal System
555 mwaw

Even categories like drywall have a few key
specifications that are important in decision making =
(e.g., thickness, performance characteristics) and
would help customers filter through a long list of
products.




United States, English ~ AboutUSG  Login  Regster Submittal Prep Tool

Solution 3 USGNyg HESE mE e e s
Standardize facets; label and
prioritize based on customer 36 RESULTS FOR ACO

List the most important facet

p refe rences RN T W groups to customers first (are
P applications really the most
important facet to customers?)

Panel Sizes -
Facet labels must be customer-friendly and 22 [oxe
organized based on customer (not company) = =
preferences. exp [ warr
20" x 60" 247 x 24"
24" x 48 24" x 72" USG ASPEN "™ BASIC USG ASTRO® USG CLEAN ROOM™ usG
ACOUSTICAL PANELS ACOUSTICAL PANELS ACOUSTICAL PANELS ECLIPSE ™/ECLIPSE™
30" x 30° 30° x 60" :fune'rsﬂc ACOUSTICAL
600mm x 600mm

B600rmen x 1200mm

—

| m

Edge Profiles +
. Grid Options +
It's confusing to have 2 areas to . HE
. Balanced Acoustics
facet by acoustics. Do customers
really understand what “Balanced porormance | meeo simser  mpMIET  BumEIAE

ACOUSTICAL PANELS

Acoustics” is? Colers +




Solution 3
Standardize facets; label and
prioritize based on customer
preferences

Facet labels must be customer-friendly and
organized based on customer (not company)
preferences.

United States, English ~

usG N

PRODUCTS & WHERETO INSPIRATION  RESOURCE
SOLUTIONS BUY CENTER

usG Products & Solutions

36 RESULTS FOR £

NARROW RESULTS

Application Environment

Panel Sizes

2x2 2x ¥
Zx ¥ 2xF
Zx8¥ 4l
a'xg 12° x 12
20" x 60" 247 x 24"
24" x 48" 2 x 72"
30" x 30° 30* x 60"
600mm x 600mm

600mm x 1200mm

Edge Profiles

Grid Options

Balanced Acoustics

Performance

Colors

AboutUSG  Login  Register () Submittal Prep Tool

SUSTAINABILITY
CENTER

Sl Clean up and Standardize Facets

* Panel Size facet group contains a mix of
dimensions and units (mm, inches, feet).

» List facet values in the most customer-friendly
+ way. Panel Sizes should be listed from smallest
to largest size (or the reverse).

» Add number of matching items in parenthesis
after the facet value label.

USG CLEAN ROOM™
ACOUSTICAL PANELS

USG ASTRO®
ACOUSTICAL PANELS

USG ASPEN "™ BASIC usG

ACOUSTICAL PANELS ECLIPSE ™/ECLIPSE™
HIGH-NRC ACOUSTICAL
PANELS

+

+ =

+

+ USG ECLIPSE™ USG "F~ FISSURED™ USG FISSURED™ BASIC USG FROST™ BASIC
ILLUSION™ AND BASIC ACOUSTICAL ACOUSTICAL PANELS ACOUSTICAL PANELS
PEDESTALS™ PANELS

- ACOUSTICAL PANELS




SOIUtion 4 SITE FEATURES & CONTENT RANKED BY

A product's performance sp such as fire rating, and mold r
Browsing by product category (for example, ceiling tiles, drywall, or backer board)

1 1 Prod nded for fire safety, ics, molst d other appl
S h OW | Ist p rI Ce ucts recomme r fire sal lyamus!cs 2nd ot UDius’lm

Pricing
Guides that help you compare and select products

Product d ption and f
. L. Sizes, colors and other options for a given product
B2B customers may not be as price sensitive as B2C Select products and compare their spedfications in 3 table
" . . .. Browsing products based on performance, size or other specifications
customers, but it’s still an important decision- Sustainabilty, LEED, and green buling nformaton,such 2 % recyled cantent
. CAD / Revit design documents
making factor. fstion manuls and gides
Tool for finding USG equival of other ies' products

Contact technical support, customer service, or a sales rep
Accessories needed to install a product, such as grids for ceiling tiles

In fact, your customers ranked price as the 5" most et racihaRaidfor iy of Plkding oF gl Vo wovking o
important feature to have on USG.com. R v e
Ordering samples

Brochures

We recommend you show list price (or price Photcs o prociucs intabed s room o bukding

videos

ranges) to everyone. Then you can display Heaithproduc declaation (HPD)fes

Z. L. 3 Email or share data sheets, brochures, and other d with 8
customer-specific pricing once customers log in. st of new products
Close-up photas of products

Tools that estimate cost and materials for an entire project

| product d ion (EPD)

Case studies of successful projects using the product i'm interested in

Photos of other customers' finished projects

Order history

Customer reviews of individual products

Phatos for avery color a product is avaitable in

Locaticns and phone numbers of distributors

Training and continuing education courses

In stock or availability information

FAQ section of the website

Credit or financing information

Investor refations Information

News and information about USG as a company
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Solution 4 , ._
. | T e @
Show list price

§ PERFORMANCE INSPIRATION SUSTAINABILITY INSTALLATION TOOLS & DOCUMENTATION

@ Rockfon Sonar®

:

Showing relative prices ($$ vs. $$$) is an option, but : : : .
7 . . . - = Elegant lightly-textured white
it's not nearly as good as showing actual prices. - e i

N = High
8 = High lig

Mome > Products > Rockfon Sonar®

PRODUCTS
CONTACT
PRODUCT SUMMARY ASSORTMENT PERFORMANCE DOCUMENTATION &
Shvo @ REFERENCE GALLERY
Rockfon Sonar® REQUEST

+ | ADD TO COMPARISON TOOL @ {-IEIEEKL(EE(ESM

save to desktop)

Edges 5@, SLN, SLT, DMT, SLP, SCD, CDX

Dimensions




Problem
It's difficult to choose ceiling
product variations

The long SKU table on many ceiling product family
pages works great in print catalogs - but is
needlessly complicated for web.

It makes it difficult to display SKU specific
specifications, accessories, and calls to action (e.g.,
ordering a sample of a particular SKU).

And it's not very mobile friendly either.

Unitad States, English »

PROLUCTSS  WMERETD INSPRANON ~ RESOURCE  SUSTAINABRLITY
USG SOLUTIONS  BUY CENTER CENTER

ADSEUSG  Lagn  Reghter

B Submiral Prop Tosl

USG  Praduts ASchmmrs  Pedusts | Coiley Pansls  Acoustin Panel i Arusticd et Farwls & Tes |

arder sumpies & Mesature

USG ECLIPSE™/ECLIPSE™ HIGH-NRC ACOUSTICAL
PANELS

need help?

-~
e

Data Sutrmittal Sheet

+ USG Echpse’™ Accustical Paness Data Sheet (Engriah) - SC1812

This is great information, but
the table is hard to navigate
and there’s no call to action. It's
also not very mobile friendly.

There are 5 columns hidden
behind the arrows. Many
customers will miss these.

NARROW RESULTS

Paned Stz

If you need faceted filtering just to navigate a
product’s variations, your family pages are far
too complicated.




° >
S O I utl o n \‘\\ / ASYRO :lCOUSIl.CAL PANELS

285 mwew

Rep|aCe SKU table W|th an Customers just select the options _
. . . they're interested in.
interactive Ul for selecting Combinations that are not =

available are not selectable.

variations

Instead of a long SKU table, use an interactive Ul
that enables customers to simply select size, color,
and other product variations.

At a Glance

The selector Ul is a well-stablished best practice in i
B2C and easy for customers to use. It's also mobile I
friendly. It uses the same back-end logic as faceted ;
filtering.

mere 3

» © Y Q

51-75* 0.50 - 0.55 0.86 0.0025




Solution
Replace SKU table with an

! 1 1 Each combination of variations takes
! nte ra Ct|Ve U l fo rse | eCtI ng customers to a SKU page, but customers can

VarlatIOHS still easily see all their options!

One big advantage of the selector Ul, is that it
supports having both family pages and SKU pages.

Having individual page for each SKU makes it easier
for customer to order samples. It also means all the
content on the page can be SKU specific, including
recommended accessories and specifications (e.g.,
acoustic values that change based on panel size).

If a customer searches for an item number in Since a customer has already selected a SKU,
general site search, you can take them directly to you can pass these values to the build a spec
the SKU page - but only if you have one! and order sample tools (eliminating a

modal)!

ASTRO ACOUSTICAL PANELS

0221 | $% eddeh

DX A SAMPLE

MATERAL ESTIMATOR GRID & TRIMS CASE STUDIES




Problem
Too much content on your site
is in silos

You have some good project case studies and
useful FAQ content that gets decent traffic, but
none of this rich content is available on your
product detail pages where it would make the most
impact.

Customers don't want to have to go to multiple
sections of the site - they want everything on the
product page!

B
usGlyg T I S e e EUETESEEEY

THE GAP PROJECT PROFILE

Main Products
Ured

Speciol Foctors

[0 @ s savme Pewteres st sty o

resource center (21)

uscy TCOWTSA | WMEETO  MUMATON MEURH  STAMADUTY m
FREQUENTLY ASKED QUESTIONS
Fire (25) » (ndustry Terms ond Definitions »

S 15

| Broos oot

» Product Specific (99) »

Installation and Application
)

]




Solution e ——
Syndicate content dynamically MeCORORKE e
based on tagging

Your goal is to create site taxonomy that enables

you to tag content - photos, videos, documents, [ s o i s e e
project galleries, products - and then publish them Pt et s et e i
dynamically across your site without any manual —

authoring.

This enables you to create a much richer content
experience for customers with minimal publishing
effort (after the initial tagging effort, that is).

All of this content is populated dynamically.

No authoring required!




Problem
Much of your best content is
hidden in print collateral

Print catalogs are expensive to produce, out of date
the moment you publish them, and are not
searchable, interactive, or mobile friendly.

Your website is the first place most customers go
for product information. And they expect that
information to be as good - if not better - than what
they can find in print.

So don't bury all your best stuff in print. Putiton
your website!

USG CELEBRATION" SNAP-IN
METAL PANELS

The content and imagery in

your print catalog is much

much better than what

customers can find on your

website.

iy 1 Jetel
[rrrrrr

dgee




Print Catalog Product Page on Website

USG CELEBRATION" SNAP-IN
METAL PANELS

ABMAVIO  Logh  Megite (G Sutwmenst Prep Toot

PRODUCTSE  WHERETO  INSPIRATION
usG SOCUTIONS  BUY CENTER cE
UBS | Pruc & Bohtiess © Profuen | ColingPinete  Mekal Banwi U0 Coielronon™ Brogs b M Piets

USG CELEBRATION™ SNAP-IN METAL PANELS
e S i

USG Colebration™ Seag-in Mets Panels after 3 comtermporary ok,

Wil 31/4° Qi 1hat Nades 186 SLSQEAGON SyStom, creating an fusian

e T 2 2 need help?
gerec thia o wcument i i b, il

it i e

USG CELEBRATION SNAP-IN
METAL PANELS

Data Sutimiteyl Shest

‘ B . USG Colebration™ Rencvation Chp Data Sheet (Englad) - (C479
1 . — = {58 Cxtention™ Metet Coting Pare Dot St Cnapit

cropertecations Dot Sheet Enghsh) - 1680
USG Ourew Braeed Fineiined) OXFEY Duta Shest (Ergit)

mEEE - -
< »
° L. y=

FEATAES AV mENERTS JUMP 10 @ rescurce centw  featives amd Sesefity  visss

resource center (18)

. Type o fme o 5o

Dot Susmina LIS Miropertarations Data Steet (Engh) - 1€ 628 2k
x = LISG Colebeation™ Ranceston Cip Duta Shew! (Engiui) - €475 e ﬂ

USE Dz Brand Fineine® DOFEY Data Sheet (Engist) - ACI304 737NE

50 Crlebrmmon™ Mets Croing Panels Dats Sneet (Crgha - 10100 16240

. Mt Cosling Pty - LISG Colmtration’™, US4 Gesrrmtrin®, USG Pamr. W56 bt - Harsdbng Shocke STAB
{Ergiam)

Insaseso 156 € v Pstalation Guide (Engish) « (€462 SE2NE
D5 MIDS 146 Metal Syssem Cesing Panels ane T CAsmeram SDS (Frgts) - £3601203003 R
505 MEDS USG Metal System Ceding Faneds ané Trim (Aumirun n) - 43601003001 210%8
Syvtem Catvog USGi Eterior Catieg Apphatiant System Gurte (Enginh - SC2561 56560
System Cotmng USE-COE Cedrg Systerns Cotaboy (Bt - $C2000 ar4rony
Syvtem Catrog U5 Prrtmations Metal Cetng Systems Seincon e (Egiah) - 1473 1330
Teuweea) Code Senirie Teshinal Crde — Speuiity snd Deces stive Coligs (Enghon) - 502494 £7hE

Warrany US4 Cetbgs Commercist Applicsson Waranty (Evgh) - 562102 ann



& Submittal Prep Tool

PRODUCTS & WHERE TO INSPIRATION  RESOURCE SUSTAINABILITY g
Pro b I e m usG SOLUTIONS ~ BUY CENTER CENTER Whatareyouloskingfa? @

USG  Preducts & Solutions = Sclutions  Selsmic

Too much of your contentisn’t
us efu | ocrenr g

Category D, E. F
« Standard App
ki @0 Seaarme dosign aritena were anoy the oy
Category C factors taen Into considerstion n certaln
S0hQuBkE-DIONS locations.
« Alternate App

H: nObOdy is reading a page, Why doeS it eXiSt? ?:‘,‘:’;;,'f,f,” SEISMIC PRINCIPLES

« Alternate App

In the past seismx force levels were only considered in certain earthquake-prone
Guide - IBC P y q

tocations. But majer revisions te the International Bullding Codo (18C) have thanged the

Yo urs |te h as a | Ot Of o | d co nte nt mu Ch Of W h |Ch IS Catsgory C raquirements, which now mandate that every construction project must incide and
! . Selsmic meet 3 selsmic design category, even those locations that have not required seismic
| d d Principles sstallations i the past
se om read. « Selsmic The current IC-ES accoplance critaran {AC) used for the testing and evaluation of
Documents & Seismic Clps i ACLSS, Acceptance Critdria for Saisenic Qualification by Shake Teble
Resources Testing of Noastructursl Compenents and Systens. AC1SE was not speciically designar
ta provide testing gudelines of pass/ail criteria for scoustical suspension systems in &

We're currently doing an extensive content audit of R - o el apiefdighvet s ey

Rt nded celings igust:
. Selsmic Reports s s o

your site and will recommend which pages you SR TR

e
Sahiunts Cont earthquahe and glfbvide kfe safety to building cccupants during and after an edrthquake
jered 10 be at some level of risk for

Changes

should keep vs. delete. v

+ USG Celling
Systoms

lard rock

ry dense sall and saft rock

This page only received 145 visits in the last 4
months. We recommend you delete this page =
and re-envision your Solutions section. @ scnas

Geographi location




Problem
The inspiration gallery needs
to be more inspiring

The project gallery is a great resource, but much of
the good content is hidden within PDFs. It makes
for an underwhelming experience.

A photo gallery experience (with multiple photos to
view per project) would be much more inspirational
and popular with customers.

These filters are nice, but they need counts
next them. Also consider expanding to include

other filters - color, material, collection.

PROJECT GALLERY

norow results

= Builing Ty

This “Show”

dropdown doesn't
seem to do anything..

Restoring an 80-Yeor-Otd Community Center to its
Originel Glory

hew etais o

Histork Courtheuse Rejurenstes
Dowatown Wheaton

.....




Problem
The inspiration gallery needs
to be more inspiring

The project gallery is a great resource, but much of
the good content is hidden within PDFs. It makes
for an underwhelming experience.

A photo gallery experience (with multiple photos to
view per project) would be much more inspirational
and popular with customers.

United States, Englah ~ About USG  Login Register (@ Submittal Prep Tool

PRODUCTSE  WHERE TO INSPIRATION  RESOURCE SUSTAINABILITY .
uss” SOLUTIONS  BUY CENTER CENTER What sreyoulooking for?. @

USG  Inspiration Center  Project Gallery

RESTORING AN 80-YEAR-OLD COMMUNITY
CENTER TO ITS ORIGINAL GLORY

Cormranity Certer Subletts, liinois

In & town of 400 pecple, every neighbor s a friend, and every commundy event is a gathering of family. For cecades,

the Sublette Community Building has been the destination for events in the small town of Sublette, Illinots; the
mixed-use bullding hiss seen countless weddings, parties, dances, plays and reunions. However, 80 years of
celebrations have taken a toll on the space

The community understood the dire need to repair the mized-use bullding and rallied together to raise more than
$200,000 to pay for the work, These funds will go directly to the renovation: a new entryway, new bathrooms, a
handicap-accessible ramp, and new floors and walls are among the planned repairs.

Read the full projact profile
Where are the other
photos?

Please log in to comment

no comments yet

Main Products
Used

USG Sheets
Glass-Mat
Tough® (Reguiar a
Firecode® X)

USG Durock™ Brand X2
Privmes-Sealer

USG Durock™ Brand
EcoCap™ Seif-Leveling
Underlayment

People Involved

Josh Hanson Contractor

Nick Dinges Project Manager
Kirk Kazienko Technical Sales
Manager: USG Comp.

...Oh, | need to download a

PDF ®




Content & |A Priorities for
USG.com




USG.com’s Content and Information Architecture Priorities

What your site needs MOST is better navigation and search and more helpful information on
browse pages. Answering customers’ questions should be your main content focus, rather than
marketing.

GOVERNANCE & RESOURCES - Top Priority

1. Create a governance model, resourcing plan, and production process. All of the content, data,
and taxonomy activities we are recommending require the centralized governance of a dedicated
Web catalog team.

2. Create a content style and authoring guide before you do any writing. This guide should specify
not only writing style, but also what content to include where on the site.



USG.com’s Content and Information Architecture Priorities

PRODUCT FINDABILITY - Top Priority

3. Redesign your navigation and the way your products are categorized. Make your site’s labeling
and categorization more customer friendly.

4. Implement faceted navigation on all product category pages. This requires you identify key
differentiating specifications for each category and develop a taxonomy to standardize tagging
across your entire catalog (and eventually your entire site). Creating a site-wide taxonomy is a big
undertaking - you need to start this NOW.

5. Enable customers to browse by brand and performance. This will greatly improve your site’s
SEO and overall findability. The new performance section will replace your current Solutions

section (we recommend deleting all of this content).



USG.com’s Content and Information Architecture Priorities

6. Search = Browse. The site search experience should be as close to product browsing as possible.
Favor (or only show) product results over other site content; redirect customers to SKU and landing

pages when customers search for exact matches.

7. On browse / search results pages, show key differentiating specs in product results. Consider
showing list prices too.

8. Create SKU pages. This is necessary to support SKU-based content and the experience of
customers who search by SKU.

9. On ceilings product pages, replace SKU table with selector Ul. This will improve the usability of
the ceilings pages, and reduce the complexity of showing SKU-specific content and accessories.



USG.com’s Content and Information Architecture Priorities

CONTENT CLEAN UP & ENRICHMENT -

10. Do athorough content inventory and audit. Delete outdated or poorly performing pages;
update pages that you plan to keep. The goal is lower your migration effort and get rid of
content that is not helping customers.

11. Create a video library. If you want to publish videos dynamically across your site, you'll need a
library on USG.com, not just on YouTube.

12. Dynamically publish case studies, videos, documents. Tag all product-related content on your
site and publish it on relevant product and category pages.

13. Redesign your project gallery.



USG.com’s Content and Information Architecture Priorities

SITE CONSOLIDATION -

14. Integrate the best features of Design Studio into USG.com. Then phase it out - in the long run,
the cons of keeping it outweigh the pros.

15. Integrate external brand sites into USG.com. You have several brand sites outside of the
USG.com domain. At the very least, the products on these sites should be listed on USG.com.
|deally, you'd phase out the external sites once you migrate their content to USG.com and create
brand pages on USG.com instead.

CUSTOMER PROFILE EXPANSION -

16. Consider a section of the site for residential / DIY customers. We estimate that 5-10% of your
site traffic is from B2C customers.



Okay great... but where to we start?




Steps in developing and implementing a Content Strategy
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First, develop your Web voice




If you don't know what you
want to communicate, how
will you know if you
succeed?

Before we design or write anything, we need
to know exactly what your communication
goals are for your website — not only what
content and imagery you want to have, but
what you want to say with that content, and
how you want to say it.

What is USG.com's personality?

United States. Engli:
PRODUCTSE WHERETO  INSPIRATION RESOURCE  SUSTAINABILTY  (ETNURE
USG SOLUTIONS ~ BUY CENTER CENTER | Whatareyoulookingfo?

COMMERCIAL S A s
CONSTRUCTION INDEX ;
Q1 RESULTS Commercial
Construction Index

Description

online tools »

submittal prep »
Investor relations »
build it blog »




A Message Architecture is
about how you should speak
to your target audience.

Cheeky

Witty and fun
Young without being childish

Customer oriented and responsive
Approachable, friendly, welcoming

Championing and empowering

Helpful

Accessible

United States, English
PRODUCTSE  WHERETO  INSPIRATION
UsG SOLUTIONS ~ BUY CENTER

COMMERCIAL
CONSTRUCTION INDEX
Q1 RESULTS

Description

learn more

RESOURCE SUSTAINABILITY
CENTER

Commercial
Construction Index

online tools »
submittal prep »
Investor relations »
build it blog »




Group Exercise

Message Architecture Card
Sorting




Message Architecture Card
Sorting

1. Sort the sticky notes into 3 groups:

* Who We Are
How do you think USG residential
flooring is currently perceived?

* Who We Would Like to Be
How would you like USG to be
perceived? What are the aspirational
qualities you want to own in the hearts
and minds of customers?

* Who We Are Not
Which terms don't you want to
associate with USG?




Message Architecture Card
Sorting

2. Rank the attributes under Who We Would
Like to Be from most to least important.
You can group very similar attributes
together

3. | (Dave) will then create a message
architecture and send it to the team for
review after the meeting

4. This will help inform your site’s tone of voice
and web style.




Next, figure out what content you should have on

your site (easy, right?)




3 Components of USG.com’s Content Strategy

&e“t custome re
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Content to focus on: what customers told us was
most important



SITE FEATURES & CONTENT RANKED BY 47 CUSTOMERS

A product’s performance specifications, such as acoustics, fire rating, and mold resistance
Browsing by product category (for example, ceiling tiles, drywall, or backer board)
Products recommended for fire safety, acoustics, moisture resistance, and other applications
Data Sheets m

Pricing

Guides that help you compare and select products

Product description and features

Sizes, colors and other options for a given product

Select products and compare their specifications in a table

Browsing products based on performance, size or other specifications
Sustainability, LEED, and green building information, such as % recycled content
CAD / Revit design documents

Installation manuals and guides

Tool for finding USG equivalents of other companies' products

Contact technical support, customer service, or a sales rep

Accessories needed to install a product, such as grids for ceiling tiles

Products recommended for the type of building or project I'm working on
Creating a construction submittal

Warranty information

Ordering samples

Brochures

Photas of products installed in a room or building

Installation videos

Health product declaration (HPD) files

Email or share data sheets, brochures, and other documents with colleagues
List of new products

Close-up photos of products

Tools that estimate cost and materials for an entire project

Environmental product declaration (EPD)

Case studies of successful projects using the product I'm interested in

Photos of other customers' finished projects

Order history

Customer reviews of individual products

n|||||||””|
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SITE FEATURES & CONTENT RANKED BY 47 CUSTOMERS

Photos for every color a product is available in [ —

Locations and phone numbers of distributors s

Training and continuing education courses s

In stock or availability information b

FAQ section of the website

Credit or financing information

Investor relations information

News and information about USG as a company

Profiles of customers whao use USG products

Buying products directly on USG.com

Email newsletters

Follow USG on social media (for example, Twitter, Facebook, Instagram)
Blog written by product experts

Videos demonstrating product features

SDS and product safety information

Specials and promotions

Questions and answers from customers about an individual product
Favorite's list for saving products you like

Siteworx \ Confidential 69




SITE FEATURES & CONTENT RANKED BY

A product's parformance specifications, such as acoustics, fire rating, and mold resistance

Key takeaways from the Top
Task Survey i o thetn ki b e

Data Sheets
Pricing

Guides that help you compare and select products
Product description and features
Sizes, colors and other options for a given product

Customers are VERY interested in select ro

tions in a table

* Performance specifications - browsing, filtering,
comparing; viewing lists of recommended
products. PN chriaRdi o th

« Data Sheets & Installation manuals

Photos of products instalied in

* Prices! browsing, filtering, comparing; viewing Health product declaration

Email or share data sheets, brochures, and other documents with
lists of recommended products. Ut ne

Tools that est

* Selecting product variations Casrstcbes o usseiahl prof

» Getting more guidance when shopping SIS

Phatos for avery ¢

Locations and of distributors

one numb:

Training and continuing Jjcation courses

+ Competitor product comparison tool sk
Credit or financi

ability information
lon of the website

information

westor re! Information

News and information about USG as a company



SITE FEATURES & CONTENT RANKED BY

such as fire rating, and mold r

A product's performance sp

Key takeaways from the Top
Task Survey S b s e

Data Sheets
Pricing
Guides that help you compare and select products
Product d ption and f
C L E S S o d . Sizes, colors and other options for a given product
Select products and compare their spedfi inatable
USto m e rs a re I nte reSte I n Browsing products based on performance, size or other specifications
Sustainability, LEED, and green building information, such as % recycled content

R CAD / Revit design documents

° Customer—generated content such as reviews or flati Is and guides
Tool for finding USG equival of other ies' products

Q & A Contact technical support, customer service, or a sales rep

Accessories needed to install a product, such as grids for ceiling tiles
Products recommended for the type of bullding or project I'm working on
Creating a construction i

* Inspirational content such as case studies or Warany lormaton

galleries ortrngamoes

Photos of i ina room or building
videos
+ Corporate information Heskth prodictdeclration (HPD) fles
Email or share data sheets, brochures, and other d with colleag
List of new products
. Close-up photas of products
o Promot'ons Tools that estimate cost and materials for an entire project
| product d ion (EPD)
Case studies of successful projects using the product i'm interested in
. ,
° Estlmator tOOIS Photos of other customers ﬂm:,r:ed:rp'r‘oisj::
Customer reviews of individual products
Phatos for avery color a product is avaitable in
Locaticns and phone numbers of distributors
Training and continuing education courses
In stock or availability information
FAQ section of the website
Credit or financing information
Investor refations Information
News and information about USG as a company

Siteworx \ Confidential




Then, figure out where to put your content

(Global navigation usability testing)




Key takeaways from customer
navigation testing

Overall success rate for finding products,
documents, and key site features was 42%, which is
low.

| give USG a C- for navigation.

If we redesign your site’s navigation AND how
products are categorized in your catalog, the
success rate will to increase to 70-80%.

Overall

Time Taken

¢
s
2
i
H

Tasks




Key takeaways from customer
navigation testing

* Nobody can find your contact page

87% of current customers could not find your contact page.




Key takeaways from customer

navigation testing

* Nobody can find your contact page

Most customers looked for your

contact page under Resource
Center

Conventional Welght Joint Compounds

Ready Mix Drywsil Compounds

Company Overview




Key takeaways from customer
navigation testing

64% of current customers could not find any fire resistant products.

* Nobody can find your contact page

Success °
OVERALL

« Customers cannot navigate your Solutions %
. = 3 3% 0
section.

Directness
%0

Time Taken

2621 sec ©




Key ta keaways from customer When asked to find SDS or warranty

documents, many customers were confused

naVigation testi ng by Technical Documents vs. Product

Information.

* Nobody can find your contact page N

« Customers cannot navigate your Solutions
Sectlon P r 6 Performance Flooring

Sutmittal Prep Tool

Product Informatien. Products

e Customers are confused between Product ‘ @
» o »
y - | ; _

Information and Technical Downloads

Home o duets & Solutions



Key takeaways from customer
navigation testing

* Nobody can find your contact page

« Customers cannot navigate your Solutions
section.

e Customers are confused between Product
Information and Technical Downloads

* Generally, customers had more success
navigating the catalog, but some popular
products were hard to find.

46% of current customers could not find Durock cement board

Success °
ov

5480

Directness

Time Token

M Success

| Bl

21

Success

62%0

Directness

Time Taken




Key takeaways from customer
navigation testing

* Nobody can find your contact page

®

« Customers cannot navigate your Solutions

section.

“ - But... most customers had

« Customers are confused between Product \ ¢ i | gza'éii (ZC;V(‘)’ :g;'sr;d ?CS;S:IC

Information and Technical Downloads A, 45 SR b youpr sFi)te)
* Generally, customers had more success

navigating the catalog, but some popular

products were hard to find. S 18




Key takeaways from customer

navi gatl on testin g 91% of current customers could not find the Design Studio’s Ceiling
Comparison Guide.

* Nobody can find your contact page

Success

'’
« Customers cannot navigate your Solutions . °
section. >

Directness

e Customers are confused between Product
Information and Technical Downloads N ax 5 & W Too e

Skip 0 ox 2499 5ec O

* Generally, customers had more success
navigating the catalog, but some popular
products were hard to find.

* Nobody could find tools located in the Design
Studio



What content do we need for each page we're

designing?




Group Exercise

Content Mapping for a Brand
Landing Page




Content Mapping for Core
Pages

Before we can design a page, we need a good
idea of what content that page should have.

Successful content meets both business and
customer needs - but how do you figure out what
that is?

One strategy is using a “core content mapping”
exercise - in which we outline content for key
pages on your site by filling out a template with:

1. Top business goals for the page

2. Top customer tasks (why are customers coming

to this page?)

Core page: Form of cancer (example: " lung cancar”)

Business goals (achieve at least one) User tasks
Helping patiants and thair Friznds and Famdy Cancer fForms (symphoms,
lucraasing kuowladga about camcar & pravantion, Symptoms of camcar

?nvw.‘fkg camcar

Treatmant of cancer
Inward paths Core content

Googling " lung > Sumploms first!

cancer

Make sure you go Fo the doctor,
don'F diaguose yoursalf From a website!

Googling a
sumplomm
Not all camcar forms con
Homaepage? ) ba pravantad. Risk Survival rafas

Factors and causes foo,

", " wof Just Pravention
lukg camcar
y I QF,lorl‘;_
prochurs

progmoss, treatmaent)

Forward paths

Concar lma )
Pravantion

Rights

NCS opruion
low thiy subyect




Content Mapping for Core
Pages

3. Customer's inward paths (what are the top ways
customers will get to this page?)

4. Customer's Outward paths (where will customers
to go next?). These should be similar to the main
calls to action on the page.

5. Finally... Outline what content should go on the
page, including imagery, multimedia, calls to
action, etc.

Core page: Form of cancer (example: " lung cancar”)

Business goals (achieve at least one)
Helping patiants and thair Friznds and Famdy

lucraasing kuowladga about camcar & pravantion,

User tasks

Cancer fForms (symphoms,

Symptoms of camcar
?vlvw.‘fkg camcar

Treatmant of cancer

90 to the doctor,

don'F diaguose yoursalf From a website!

Inward paths Core content
Googling ‘!uwg ) Sumploms first!

cancer

Make sure you
Googling a
sumptom
Not all cancar forms can
Homepage? ) ba pravantad. Risk

Factors and causes foo,

", " nof Just pravention
lumng camcar
' 4 I afforts.
brochura

Survival rafas

progmoss, friafmum‘)

Forward paths

Concar lma p
Pravantion

Rights

NCS opruion
low thiy subyect




Next Steps




1.

Next steps for Content
Strategy

Finish content audit (list of pages we recommend
you keep vs. delete).

2. Design new navigation; test with customers using

tree testing.

3. Meet in April for Content Strategy Part 2:

Production Planning - to plan governance, roles,
resourcing and scheduling for content
development.

CONSTRUCTION INDEX

AbottUSG  Login  Register (8 Submittal Prep Tool

Unit i
PRODUCTS & WHERE TO INSPIRATION RESOURCE SUSTAINABILITY
UsG SOLUTIONS ~ BUY CENTER CENTER

USG CORPORATION +

COMMERCIAL E e O
Commercial

1 RESULTS :
Q Construction Index

Description

where to buy »
online tools »

submittal prep »
Investor relations »
build it blog »




Next steps for Content
Strategy

AbottUSG  Login  Register (8 Submittal Prep Tool

Unit i
PRODUCTS & WHERE TO INSPIRATION RESOURCE SUSTAINABILITY
UsG SOLUTIONS ~ BUY CENTER CENTER

USG needs to decide if you want Siteworx to help: COMMERCIAL . uso compoRATON
+ Create a Web content style guide. CONSTRUCEIIOSEISNUDL?; Commercial

Construction Index

Description

* Redesign your catalog'’s categorization and
labeling.

* Define faceted filters, including labeling and
organization, for each product category.

where to buy »
online tools »

* Develop a taxonomy to tag content across your
site for dynamic publishing

submittal prep »
Investor relations »
build it blog »




