Vertical Story Framework for Content Creation

[bookmark: _GoBack]Preparing content for your vertical requires understanding the industry landscape, the challenges; unique solutions to address these challenges (generic and theoretical in nature); the obstacles to implementing those solutions (diving into workflow); and finally, the remedy to overcome (NoSQL). 

The key to engaging and compelling content development is having statistics, colorful descriptions, a story and a voice. Illustrative scenarios are key. And remember, you are talking to a variety of stakeholders, so repeat this methodology for each stakeholder according to their context. 

To assist, we have created a framework that will result in a series of blog posts from which data sheets, solution sheets, whitepapers, articles, ebooks, presentations and more can be created. 

Audience
Start with identifying your audiences (or key stakeholders), e.g.
[image: ]
· LOB Managers
· Data Architects
· Developers

What are their fears, emotional business drivers? What keeps them up at night?

Industry Challenges 
List out the most important challenges to your vertical, e.g., regulations, patient outcomes, costs containment, new revenue (be specific) – and what are the keywords or concepts associated with those challenges, e.g., meaningful use, population health, interoperability, accountable care. List them in order of importance.



Problem Scenarios and Workflow Gaps
List out scenarios for each challenge. These are your “for instances” or anecdotal situations. For example, Patient 360: When a traveler (e.g., retiree) suddenly becomes ill, it is difficult for the physician treating them to do so effectively without benefit of EMR, interoperability between health systems, etc.

What is going on with the current workflow that causes these different scenarios? This is where you want to be as granular as possible, detailing current technologies, staff issues, time constraints, and so on. Please be sure to delve into the workflow problems, e.g., cutting and pasting, endless ETL, etc.

Thought-Leadership Solution
This is the remedy to the high-level industry problem, i.e., Patient 360 solves the interoperability problem. This should be a high level, almost pie in the sky-type discussion! 

The Reality Gap
The reality gap is why the promise of [interoperability] has not been achieved. The relational problem, the nightmare of ETL issues, the inconsistency of language use to describe patient conditions, diseases, etc.  

MarkLogic Solution Association
Which MarkLogic solutions best solve each of the identified problems? Patient 360 = 360 of Anything, etc.

Evolving Story Path – Pulling It All Together
We have created an outline for a blog series that should help you. 

1. Start with a problem scenario as your lead a – and tie it to an industry challenge. Use statistics to show how big the issue is and indicate why this is actually a very tricky data problem
Optionally, you can do this by audience type (physicians have this problem, the headaches of the DBA, etc.) 
Indicate what the solution should be, e.g., Patient 360

2. What is preventing the solution from being implemented? Patient 360 is not a new idea, but in reality there are many obstacles to implementing it.  
a. To the IT audience – get into the nightmare of ETL
b. To the LOB – talk about the long delays of seeing progress, huge amounts of money and resources tied up
c. The CTO – having to have new technologies infiltrate their infrastructures, new costs, hiccups, tossing it out etc.

3. What is NoSQL and how can it solve the problem?
4. Why is MarkLogic’s Enterprise NoSQL the best solution for solving the problem?


Best Practices in Content Creation: Blog
Please check out Donald Soares’s debut blog post series for the Retail industry and consider it an excellent model to follow. See below:

1. Big Data, Little Insight: Challenges for the Retail and Consumer Industries
2. Removing Roadblocks to Omnichannel 360 in Retail
3. Consumer 360: Reaching Each Consumer With a One-in-a-Billion Message
4. Retailers: Are You Meeting the Needs of Digital Consumers
5. Why do Retailers Miss Out on E-Commerce Opportunities?
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