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  Content Orchestration is 
a must-have mindset for any 
business that creates and 
disseminates print and 
digital material. 

“

”
It is concerned with improving the alignment 
between people, processes and technology 
in the content supply chain. Content 
orchestration involves reviewing and 
redesigning processes - and supporting them 
with an appropriate software stack -  to 
optimize business and customer outcomes.

Done well, it improves the performance of 
content and marketing operations across 
a range of KPIs - from higher productivity 
and system efficiency, to greater brand 
creativity, consistency and control. 

Qonqord has been supporting publishers 
and global brands to implement content 
orchestration strategies and software for 
over 20 years. Here’s everything you need 
to know…
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Why is Content Orchestration important?
Brands are becoming more like publishers every day, creating digital content for SEO, 
brand awareness and loyalty. But as brands realize the benefits of an omnichannel content 
strategy, they also realize that means a LOT of content. 

To plan. To commission. To write. To design. To record. To photograph. To artwork. To 
approve. To publish. To amplify. To repurpose. To manage...

And requires input and collaboration from different stakeholders and teams, both inside and 
outside the organisation.

Product and brand managers, copywriters and designers, photographers and 
videographers, subject matter experts, senior managers, agencies, external suppliers...
Content orchestration is a way of managing this complexity.



The ultimate guide to Content Orchestration

What is Content Orchestration?
Content orchestration is a strategic approach to creating content in the most efficient way 
possible. And delivering competitive advantage by doing so.

It is concerned with minimizing friction, bottlenecks and silos within the content supply 
chain - to reduce the time and cost associated with ideating, creating, disseminating and 
repurposing content.

It achieves this by optimizing how the people, processes and technology involved in content 
creation work together.

The aim is to create a tech-enabled, end-to-end content production system - one that 
streamlines workflows, automates manual tasks, and empowers creatives to do their best 
work.

Read more about what content orchestration is and what you can do with it.

Content Orchestration definition 

“A strategic approach to increasing efficiency, 
productivity and value in the content supply chain 
- creating competitive advantage by optimizing 
how the people, processes and technology involved 
work together”.

Qonqord

https://qonqord.com/en/content-orchestration-what-is-it-and-what-can-you-do-with-it/
https://qonqord.com/en/content-orchestration-what-is-it-and-what-can-you-do-with-it/
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Imagine a Content Orchestra…
Struggling to picture what content orchestration 
looks like in practice? It can help to think about an 
actual orchestra. An orchestra can comprise 100 
musicians and around 40 instruments, divided into 
different sections - string, brass, percussion etc. 

With a conductor to guide their performances, these 
musicians combine to create beautiful music. But 
without the conductor, they could play different 
tunes, at different times, in different tempos. And 
whilst their individual performances would still be 
beautiful, together they would be very difficult to 
listen to, let alone determine a coherent tune. 

Content orchestration makes sure all sections 
are playing the same tune at the same time. So 
your audience hears coherent messages from 
your organization - and your team’s efforts are 
complementary, not in conflict. 
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Content Orchestration tames 
creative chaos
Typical content challenges

Some of the typical challenges faced by content-heavy brands include:

Siloed teams and systems - where people can’t easily 
collaborate, even if they want to

Legacy systems shoehorned into the modern era - like evolving 
print-based processes instead of designing them digital-first 

Parallel but disconnected workflows - leading to inconsistent 
customer experiences and duplicated effort 

Lack of digitization, automation or standardization of 
processes  

Thousands of digital assets spread across separate storage 
systems

Time-consuming stakeholder communication and approval 
processes 

On-premise software that prohibits remote working and 
external collaboration 

Manual, duplicated data entry and records management 
instead of integration with back office systems like ERP, CRM 
and PIM

These common problems 
slow down the entire creative 
process and expose your 
brand to all kinds of risk. 
From missing the jump on 
market opportunities and 
disappointing customers with 
disconnected experiences, to 
burning through budget and 
frustrating your
 creative talent. 
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Content Orchestration creates competitive advantage

Content orchestration takes that tangle and tames it. It identifies the most straightforward 
way to achieve content outputs for every channel - and unifies all people, processes and 
technology into a single streamlined workflow. In doing so, it reduces the business risk 
associated with content chaos. 

Content orchestration empowers brands to:

  Design an optimum workflow for their unique content supply chain 

  Create transparent, standardized processes across teams 

  Share and collaborate on content for higher ROI

  Break down channel silos and increase brand consistency

  Reduce friction, duplication, and manual processes

  Increase quality and quantity without increasing headcount



The ultimate guide to Content Orchestration

By reclaiming control of their content processes, brands gain serious competitive 
advantage. Instead of a leaky sieve of disconnected systems and siloed teams, you have a 
single seamless workflow. This makes your content operations more efficient and productive 
- saving time and money, as well as delivering faster time to market. 

But this isn’t the only source of competitive advantage. The biggest win comes from what 
you do with the time and money you save. Content orchestration frees up resources to 
invest elsewhere. 

For example: 

Content Orchestration creates 
competitive advantage

- Your content team spends LESS time on duplicate 
data entry across disconnected systems - and 
MORE time on strategy and content planning

- Your designers win back days a week thanks 
to Adobe InDesign integrations that automate 
repetitive processes - giving them time to get more 
creative with new campaigns

- You shorten content creation cycles, speeding up 
time to market

- You can create MORE campaigns, which means 
more exposure and opportunities 

- By structuring content in a brand neutral way you 
will be able to reuse product content for several 
brands 

It is this winning combination - of cost savings, 
productivity gains, and pivoting to more value-
adding activities - that creates sustainable content 
operations and deliver an enhanced customer 
experience.
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Which sectors benefit from 
Content Orchestration?
Content orchestration creates a competitive 
advantage for any organization that has a 
high-volume content supply chain. And in our 
always-on, omnichannel digital landscape, 
that’s more businesses than you might think.

It isn’t just publishers, agencies and media 
outlets that are investing in content these 
days. All brands are beginning to realize the 
benefits of content marketing for attracting 
and engaging customers. 

For example:

   Retailers, wholesale  and        
             manufacturers
   Entertainment and sports
   Galleries, libraries and museums
   Financial institutions
   Membership bodies and professional        
             associations
   Government
   Higher education and universities

Think about a brand you know from any of 
the sectors above. Consider the different 
audiences, platforms and customer 
touchpoints they need to serve content to 
throughout the year...

This is the challenge that brands face with 
the content supply chain. And this is the 
challenge that content orchestration seeks to 
solve.
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Content 
Orchestration in 
practice 
Magazine publishing

A magazine publisher has separate teams 
for different titles - and each title has 
separate print and digital editors. Due to 
acquiring titles over time, each team has 
different processes, systems and software.
It would be helpful to reassign staff between 
titles and channels to even out production 
peaks and troughs. But they can’t easily do 
this as there are no standardized processes. 
A content orchestration approach would 
create a single standardized system for all 
titles and channels, allowing for maximum 
flexibility in how staff are deployed.

Marketing agency

A marketing agency is looking to take 
on more projects but without increasing 
headcount. They need to improve 
productivity without burning out their team. 
Content orchestration can eradicate 
systematic inefficiencies and free up more 
billable hours. For example, by integrating 
a digital asset management system that 
reduces the time wasted recreating lost 
assets, or by using tooling for tagging 
commercial product information to 
templates in Adobe InDesign.
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Supermarkets and retail

A supermarket needs to produce a wide range of B2C marketing materials - from their 
ecommerce site and shopping app, to monthly in-store magazine and weekly ‘special offer’ 
flyers. 

These need to be kept up-to-date with all 
the latest product information and offers, 
and consistent across every channel. With 
consumer packaged goods flying off the 
shelves, and different offers in different 
regions, this can be hard to manage. 

But content orchestration can help. Retailers 
benefit from a content orchestration 
approach that syncs their product 
information management system (PIM) with 
a digital asset management platform (DAM) 
and Adobe software. This can automatically 
populate design templates for printed 
materials, and ensure product information 
and images are always in sync on their 
website and app.

The PIM system will be the single source for all multilingual textual product content whilst 
the DAM system is the single source for all images, renditions, artwork and 
storytelling content.

And the time they save by not manually placing content into InDesign - or copying-and-
pasting product information between systems - can be put to good use. Like creating 
and promoting recipes that uplift sales of certain products, or developing omnichannel 
campaigns to increase basket value.  
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Content Orchestration real-life examples

Yamaha Motor Europa
Yamaha Motor Europe (YME) is headquartered in 
Amsterdam, coordinating all sales and marketing 
activities for the European market. By integrating 
DAM and PIM, YME is able to coordinate and 
collaborate with external creatives on visual content, 
protect and share embargoed digital assets, and 
auto-translate marketing information into 26 
languages for localized brochures and web content. 
read more >

Albelli
Albelli consists of a group of brands that supply 
photo albums to more than four million consumers 
in Belgium, France, Germany, Norway, Sweden, the 
Netherlands and the United Kingdom. To ensure that 
Albelli’s customers can create and customize photo 
albums and other products according to their wishes, 
the product design team designs various creative 
graphics and templates. Managing and updating 
these graphics to the website was a very laborious 
process. “IMPROVING OUR WORKFLOW: FROM 
TWENTY-SEVEN TO FOUR STEPS” – was the main 
goal for Pietro Pagani, Product Design Manager at 
Albelli.
read more >

NCOi
Salta Group’s (NCOI) (24 brands) mission is 
to provide people with the best education and 
training. The marketing department is responsible 
for recruiting trainees for all brands. Radio and TV 
advertising is used for this and the website and 
the brochures play a crucial role. Creating and 
editing content for web and for print was a very 
time-consuming process involving many different 
departments. So Salta wished to:
· Orchestrate content so that you can flexibly                 
  publish to both online and offline channels at any             
  time.
· Reducing the time to start selling new courses.
· To be able to cross sell all courses over from any    
  brand
read more >

https://qonqord.com/content-orchestration-for-yamaha-motor-europe-for-online-and-offline-marketing-for-27-markets/
https://qonqord.com/en/albelli/
https://qonqord.com/en/ncoi-and-content-orchestration/
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What are the benefits of Content 
Orchestration?
The benefits of content orchestration span strategic, financial and operational advantages. 
These make it an attractive proposition to all levels of an organization - from colleagues 
looking to improve day-to-day delivery, to marketing and content operations professionals 
seeking more value from their supply chain. Also read our blog: The five big benefits of 
content orchestration that your brand is missing out on

Operational benefits of Content Orchestration

Higher productivity

Content orchestration frees up time by eradicating 
systematic inefficiencies and automating tasks that 
humans don’t need to handle anymore. This means 
your team can produce more high-quality content in 
the same amount of time.

Added value

By saving your team from easily automated manual 
tasks, content orchestration gives them more time 
for things that robots can’t do. Like brainstorming 
campaign ideas and creating artwork that really 
resonates with your audience. These activities can 
give your brand a competitive edge - and make your 
team happier in their work.

Faster time-to-market

Another competitive advantage of content 
orchestration is getting to market faster than your 
rivals. A quicker content supply chain means you can 
mobilize planned campaigns - and jump on the latest 
trends - faster than less organized competitors.

Enabling cross-selling

By creating, centralizing and storing content in a 
media-neutral and brand-neutral way, you can reuse 
content for any brand. This reduces creation costs 
across your portfolio AND increases the ROI of 
individual pieces of content.

https://qonqord.com/en/the-five-big-benefits-of-content-orchestration-that-your-brand-is-missing-out-on/(opent in een nieuwe tab)
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Financial benefits of Content Orchestration

Lower costs

Content orchestration creates a streamlined 
system that automates manual processes and 
eradicates unnecessary duplication. This can 
significantly reduce the time and resources 
associated with content creation - giving 
organizations the opportunity to control costs 
or reinvest savings elsewhere.

Scalability

If you scale ineffective content processes, you scale 
the chaos they cause. Content orchestration lets 
businesses increase their content outputs in the most 
efficient and cost-effective way - producing more 
without necessarily increasing headcount.
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Strategic benefits of Content Orchestration

Brand

In the digital age, customers have more 
choice than ever before. Brand is crucial in 
gaining and retaining customers. This is why 
building brand awareness, engagement and 
loyalty is a key strategy for many businesses. 
Content orchestration is the beating heart 
of brand, accelerating and optimizing the 
content that connects you with customers. 
Digital transformation

Digital transformation

Digital transformation is more than just 
digitizing existing processes. It’s about 
redesigning them from the ground up, so 
they’re fit for your organization’s purpose 
and goals. The content orchestration process 
engages stakeholders - from individual 
artworks to your CMO - in innovation and 
business transformation.

Business growth

Content orchestration isn’t just about cost 
efficiency - it’s about business growth. By 
introducing more efficient processes and 
agile teams, businesses are better placed 
to seize on new market opportunities - such 
as emerging content platforms or business 
models. 

Want to share this with your leadership 
team? Download our executive briefing 
on the strategic and financial benefits of 
content orchestration. 

https://qonqord.com/en/the-strategic-financial-and-operational-benefits-of-content-orchestration-2/
https://qonqord.com/en/the-strategic-financial-and-operational-benefits-of-content-orchestration-2/
https://qonqord.com/en/the-strategic-financial-and-operational-benefits-of-content-orchestration-2/
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Content Orchestration software 

Content Orchestration 
and software go hand in 
hand. Although content 
orchestration is a 
methodology first-and-
foremost, it’s one based on 
the holy trinity of People, 
Process and Technology. 
So software for content 
orchestration is a 
key consideration. 

“

”
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Can you get software specifically for 
Content Orchestration?

There are software solutions that 
identify as content orchestration 
platforms. For example, tools that 
provide a central place for content 
teams to plan and manage their 
content across social media... These 
platforms provide an extremely 
valuable service to content teams, 
allowing them to access, organize 
and optimize content from a single 
system. 

However, for the purpose of this 
guide, we’re taking a broader 
view of content orchestration and 
the software that supports it. The 
content orchestration approach 
can combine any number of 
different software solutions - to 
create a streamlined content 
supply chain that serves any 
publication channel/s. 
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With content orchestration, every use case and software configuration will be different. Each 
business has specific challenges they’re seeking to solve through content orchestration, as 
well as different software systems in play. 

They may be starting with legacy software they’re not currently able to replace. Or 
introducing brand new software specifically for the purpose. Either way, the software stack 
will vary between organizations - even those in the same sector.

That said, there are several tools that can - and commonly are - combined to achieve 
content orchestration.

 
Publishing software - including editorial workflow management systems and    
multichannel publishing platforms - like WoodWing Studio 

Content management system - for creating and managing websites and digital    
content

Adobe Creative Suite - and other design programs - 
for creating templates and artwork

Digital Asset Management system - to 
make assets like images, logos, video etc   
discoverable and deliver them to your other 
applications - such as WoodWing Assets

Product Information Management system 
- to manage and deliver up-to-date    
product information - in retail and 
manufacturing use cases 

ERP system - for centralized management of a 
wide range of business functions 
and information 

Read more about the best software for 
content orchestration.

What software do you need for Content Orchestration?

https://www.woodwing.com/en/products/woodwing-studio
https://www.woodwing.com/en/products/woodwing-assets
https://qonqord.com/en/what-is-the-best-software-for-content-orchestration/(opent in een nieuwe tab)
https://qonqord.com/en/what-is-the-best-software-for-content-orchestration/(opent in een nieuwe tab)
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Implementing a successful Content 
Orchestration strategy 
What do you need for Content Orchestration success?

Of course, content orchestration isn’t just about choosing and integrating the right software. 
It’s also about successful change management and motivating people to do things in new 
ways. 

In our 20-year experience of supporting content orchestration projects, we know the 
following four factors are also key to project success.

Vision - Seeing beyond the status quo takes vision. 
Businesses with the courage and ambition to look beyond 
‘refining’ existing processes - to completely ‘redesigning’ 
processes from the ground-up - will achieve more benefits.

Buy-in - Content orchestration can change processes 
and responsibilities for a large number of stakeholders. 
The process will be easier if everyone is on-board with 
the rationale and pulling in the same direction. A senior 
champion can help get buy-in from different groups.

Strategy - There are lots of approaches to content 
orchestration and no one-size-fits-all. So the first step 
to content orchestration success is strategic alignment. 
Knowing what top-down strategies you need to support will 
inform what your content orchestration approach looks like. 

Support - Content orchestration delivers much-needed 
digital transformation for content operations teams. But it 
is a complex and technical process. Businesses that access 
expert support - whether internal or external - will be better 
placed for success.

Read more about what you need for successful content 
orchestration.

https://qonqord.com/en/what-do-you-need-for-successful-content-orchestration/(opent in een nieuwe tab)
https://qonqord.com/en/what-do-you-need-for-successful-content-orchestration/(opent in een nieuwe tab)
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What are the stages of a successful Content 
Orchestration project?

1. Audit current processes

Firstly, you need to audit your current content 
processes to understand the type, volume and 
nature of content operations in your business.

- What content is being created?
- What teams are involved?
- What are the processes and systems in use?

2. Establish your scope

Next you need to establish what you hope to achieve 
from the content orchestration approach. This will 
help you establish the scope and boundaries of the 
project. For example, are you looking to

- Achieve specific time or cost savings?
- Restructure your content teams?
- Facilitate specific deliverables - such as launching 
a new app?

These strategic goals will inform your business case, 
stakeholders, and software considerations.

3. Design your dream workflow

From here, you need to engage with stakeholders 
and collectively work out what an ideal content 
workflow would look like. Given the complexity of this 
process - and the fact your internal team are unlikely 
to be aware of all the software and automation 
options available to them - it makes sense to get 
external support for this.
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4. Bring it to life

After you’ve established your ideal content workflow, it’s time to bring it to life. This 
will involve the implementation and integration of various software solutions. This is a 
specialist process that will need support from tech experts - such as a DevOp engineer 
or IT consultancy (see below). This stage will include mapping and aligning data between 
software systems, as well as testing and refining how the new workflow works. 

5. Make change happen

Once you’re up-and-running, you need to make sure your teams are confident using the new 
systems and processes. So make sure communication, training and change management 
are part of your project plan.



The ultimate guide to Content Orchestration

Who can help with Content Orchestration?

The Standish Group’s 2020 CHAOS report 
estimates almost two-thirds of software 
projects fail to deliver their objectives. With 
so much at stake, many businesses choose 
to engage an external partner who can 
support them to project success. There are 
two main options to consider.

An independent software consultant

An independent software consultant will look 
for software solutions from the full market to 
find the best fit for your needs. This is ideal 
if you have a completely open mind about 
what software you want to use. However, if 
you have specific software that you want 
to use - for example, a legacy or business 
critical system - then you might be better 
finding a consultant who specializes in that 
software solution.

An approved software partner

An approved software partner is a consultant 
with a high level of experience and expertise 
in a specific software solution. If you know 
that you need a particular software, using 
one of their approved consultants is a great 
way to secure expert support. An approved 
software consultant knows specific products 
inside out and can help you leverage their 
functionality for maximum success.

Read our article - Who can help with content 
orchestration - for more information on the 
different experts you might need to draw 
on. 

https://qonqord.com/en/who-can-help-with-content-orchestration/(opent in een nieuwe tab)
https://qonqord.com/en/who-can-help-with-content-orchestration/(opent in een nieuwe tab)
https://qonqord.com/en/who-can-help-with-content-orchestration/(opent in een nieuwe tab)
https://qonqord.com/en/who-can-help-with-content-orchestration/(opent in een nieuwe tab)
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Qonqord has been 
supporting publishers and 
global brands to implement 
a content orchestration 
strategy and software for 
over 20 years. Our expertise 
covers DAM-, Workflow-, 
Content Hub, CMS- and 
Adobe InDesign automation. 
If you need support to 
successfully leverage 
Content Orchestration in 
your organization, we can 
help. Contact us today for a 
sparring session.

The ultimate guide to Content Orchestration



The ultimate guide to Content Orchestration

White paper Case study Executive briefing
Content orchestration with 

Publication Organizer 
How NCOI transformed 

their processes with 
content orchestration

The strategic, financial and 
operational benefits of 
content orchestration
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https://www.google.com/url?q=https://qonqord.com/en/white-papers/white-paper-content-orchestration-with-publication-organizer/&sa=D&source=docs&ust=1663254915580395&usg=AOvVaw0KoKCyDjGbzRVLW92HMbo2
https://www.google.com/url?q=https://qonqord.com/en/white-papers/white-paper-content-orchestration-with-publication-organizer/&sa=D&source=docs&ust=1663254915580395&usg=AOvVaw0KoKCyDjGbzRVLW92HMbo2
https://qonqord.com/en/ncoi-and-content-orchestration/
https://qonqord.com/en/ncoi-and-content-orchestration/
https://qonqord.com/en/ncoi-and-content-orchestration/
https://qonqord.com/en/the-strategic-financial-and-operational-benefits-of-content-orchestration-2/
https://qonqord.com/en/the-strategic-financial-and-operational-benefits-of-content-orchestration-2/
https://qonqord.com/en/the-strategic-financial-and-operational-benefits-of-content-orchestration-2/
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Want to Know 
more about 

Content Orchestration?
contact our experts for more 

information and ask 
for a demo.

www.qonqord.com | +31 352 06 56 00 | sales@qonqord.com

Content orkestratie
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