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Let's look at how an actual company went about optimizing its content. This will be a simple 

before/after comparison. I won't go into all the principles of CO here, but I'll point out in general what 

we did and why. 

 

Before 

 

This is what the website looked like in 2007. The Internet Wayback Machine can't retrieve the entire 

file, but you get the idea. It's pretty standard, with nav buttons across the top, a text block, and news 

links.  

 

 



 

After 

 

This is the site after the overhaul. In addition to looking really nice, the website has these elements 

that all contribute to Content Optimization: 

 

 Tagline. "Keeping the world's surfaces safe." Anchors the brand on every page. 

 Headline. Asks a question with implied benefits; advances the sales cycle. 

 Tone. The image is healthy, clean, sophisticated, fitting a company that provides silver-based 

coatings for health benefits on a wide range of products. 

 Small Agion sticker. Like the "Intel Inside" label, this promotes the company brand and 

extends the benefits to the third-party company that incorporates Agion in their product. 

 Link list on left. Acts as min-index of the section the visitor is in, with links to drill down 

further. 

 Links of interest on right. Targets specific audiences who may want to drill down further. 

 Highlight product on right. Introduces a new product with a "Learn more" link. 

 Quick Links bottom right. Provides a few more common links. 

 

Overall, note the active feeling and the many options for exploring that are offered the visitor. This is 

the essence of Content Optimization: creating an inviting, informative, rich experience. 
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