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Overview
CURRENT BY GE
Current by GE is a startup company within General Electric’s Lighting Business. The
company creates intelligent environments through smart and integrated solutions
using solar and LED lighting and Internet of Things (IoT) capabilities. It is the first
company to build holistic energy solutions for cities and businesses, and it is globally
recognized.
Current offers state-of-the-art solutions for a variety of businesses. It provides them
with capabilities that will enhance their productivity, efficiency, and finances. The
company offers tools such as applications, sensors, and software that businesses
could use to track assets, monitor traffic in plants, and allow operators to allocate
energy more effectively based on production needs, among other features.
Current represents the new way energy will be delivered for the next several decades
where the lighting is a part of the fixture rather than a replaceable bulb, to last for 20
years. The potential market is extensive; 95% of lighting in the country has not yet
converted to LED. Doing so, will save energy while using existing power distribution
systems and avoid any significant in-building upgrades.

Executive Summary
To promote its business Current By GE designed a
website, hub.currentbyge.com which is a repository of content. The section intends to
provide social proof of the company’s value proposition and generate contacts/leads
for the company.
The site is not performing as desired. To solve the issue, Current By GE decided to
seek professional advice to review the website and make all pertinent changes. This
document assesses the current state of the site and hub.currentbyge.com in
particular. It is based on the organization’s strategy background, the material
provided by the company, and the site’s content. With the purpose of producing a
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high-level assessment of how successful the content is to help the organization to
meet its needs and achieve their project’s goals.

Current By GE’s Goals
THE MAIN CURRENTBYGE.COM GOALS FOR THIS PROJECT
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SPECIFIC OBJECTIVES OF THE HUB.CURRENTBYGE.COM SECTION OF
CURRENTBYGE.COM
Current By GE is particularly concerned about its website’s section
hub.currentbyge.com. This is the source with the highest authority to educate the
customers about the company’s proposition, and it is not performing as needed. For
hub.currentbyge.com (the hub) to fully attain its purpose, the following objectives
should be considered:
Learn what are the changes to the site’s content (add, retire, edit, or replace) that
need to take place to reach the company’s target audience.
Determine what strategies are more suitable to motivate and illustrate to
customers the company’s proposition.
Gain knowledge about what the most appropriate channels might be to engage
customers and generate conversation and social interaction.
Discern and gather the most relevant web content to achieve such an
engagement.
Adopt a system for the management of content that would allow the company to
achieve and sustain the mentioned goals throughout the present and future times.

Top-Priority Audience Needs
To the purpose of offering the most effective web content, Having a clear
understanding of our user’s needs is fundamental. Current By GE knows who they
need to reach. This very first step is essential to determine what kind of content these
users will be looking for, and how Current By GE will communicate its proposition to
them based on those needs.

The company is after industrial, retail, commercial, educational and other community
and service businesses. Since many industries function in a decentralized way, Current
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By GE will be able to target them from bottom-up and individually. This is why not
only the companies’ Chiefs will be their target but all the division managers as well.

The three main audiences defined by the company are:
1. The Cs: CEO, CFO, COO, and CIO.
2. The CMO, Marketing , Sales.
3. The Facility, Maintenance and Sustainability Managers.
Businesses can benefit from energy reduction options, sensor capabilities, and IoT
applications. Retail businesses, in particular, could take advantage of the applications
offered and the potential benefits of using tools to improve sales, such as push
location-based sales to customers, to mention one. Each Current By GE’s target
audience will value a different set of solutions depending on their particular needs.
This is why it is so important to define each virtual user.
To represent these users the company created three personas. Each expresses the
specific needs the company must fully address. All content creation, design and
strategies will be created based on these singular user needs.
Name

Position

Needs

RANDY

COO

• Minimize their electricity use to

Randy Randolph Cunningham
III

improve operational uptime and
provide bottom line savings.
• Work around regulations that don’t
make sense and make it difficult to
conduct business.
• Be sure the facility managers he leads
ensure their facilities operate
efficiently.
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Name

Position

Needs

MARI

CMO

• Cost saving options and/or a bigger

Mari Falebi

•
•
•
•

WILL

CIO

Will Worsley

budget.
Anything that would contribute to the
improvement of in-store experiences.
Increase sales.
Increase brand recognition.
Creative solutions.

• Monitor energy use.
• The ability to smooth operations

through IT capabilities.
• Efficient IT operation.
• User friendly technology tools.
• Novel and 100% efficient solutions.

Assessment of Existing Content
THE CONTENT AS IT IS TODAY
I found some content issues that might interfere with the effective achievement of the
goals set by the organization. The current content might be unsuccessful at reaching
the end customer.

Currentbyge.com

• The four main content elements located under the label named What’s Possible,
are among the ones that most directly respond to the target user needs. However,
they are not immediately available, but hidden behind a label or found once the
user scrolls the page down.

• The http://www.currentbyge.com seems to prioritize design over content. The title
and subtitles are hard to read because the text blends with the background image
making it difficult to distinguish it.
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• The main menu bar is placed over a confusing background interfering with a clear
reading of the labels.

• The main menu at the top of the page delivers content in inconsistent ways risking
disruption of the user’s expectations/mental model.

Hub.currentbyge.com

• hub.currentbyge.com is overloaded with content. Since it lacks organization and
categorization It might be perceived as confusing and overwhelming.

• The images selected do not communicate well because they do not properly relate
to the content segment titles. They are barely identifiable serving only the purpose
of creating visual noise. For example:
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Titles are too long and often cover most of the images making the use of the image
irrelevant and the reading confusing. For example:

• The main menu does not let the user know with certainty where within all the
content the user is positioned. This navigation bar illustrates it;

• The first page’s content is available only in segments. To find more content, the user
must click the button labeled as see more, located at the bottom of the page.
Please note that since there is no categorization the user does not know what kind
of content will be coming when he or she clicks the button or how many more SEE
MORE buttons she will have to keep clicking.

Recommendations
The organization through currentbyge.com and the hub need to drive the user to the
solution they need. The user needs to hear content that would make her or him reach
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that goal. This might not always be through analytical conclusions such as data or
case studies, but through visual content, images, design, animation, photos, etc. The
right content is the content that will take the user through the right path toward that
solution. Not only why but how we do it is important. The user might forget what he
read, but he might not forget how he felt once he or she navigated the content.
Pleasant experiences work better. We offer big solutions that invoke big decisions, so
then, we need to be sure our audience commits and/or returns to us.

INCREASE SALES (more transactions/purchases)

• Offer an App version. Invest and create an app with content designed for the
device.

86% of users favor apps
over mobile sites
• Devise adaptability The company’s website should be programmed to intuitively
adapt to whatever device is accessing it to provide the best user-friendly
experience possible. According to data, it might generate a 30% increase in sales
and a 50% decrease in Bounce Rate.

30% increase in sales
50% decrease in Bounce Rate
• Success measure. We should use structured thinking about what the intended
purpose of the business is and be objective when choosing the set of measures
that we will use to identify success or failure.
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• Key performance indicators (KPI). They must be tied to the specific goals of our
business, alone. KPIs alone do not have any relevance.
• We care to learn how long the user spent on each page if the user navigated to
it from the desired direction.
• We care to learn at what point the user dropped the content before coming
back to it, to understand how much information users can take in at one time.
• We care to learn how far the user cruised into the learning curve of our content
related to a particular service, to make comparisons.
• We care to learn if the use jumped from the easier, simpler and introductory
section of the content right into a more complex one, and if in that case the
user comes back. As this becomes more frequent we might need to review our
content. As knowledge becomes popular, some simplified sections of the
content might need to be redesigned or retired.
• We need to understand what kind of content is shared, is it text, video,
graphics, links? To better understand engagement motivators and user
preferences.

KPIs must 🔗to Goals
Selected KPIs for exemplification:
GOAL

INCREASE # OF
VISITORS

INCREASE EASE OF
LEARNING

INCREASE NUMBER
OF TRANSACTIONS

ACTION

Promote content in the
right channels.

User a progressive
narrative.

Improve user
satisfaction.

KPI

• Use analytic

• What questions are

• Has the number of

measures. Have we
increased the number
of visitors that stay
and transit our site?

• Have the # of
inquiries about our
services increased?

asked more
frequently?

• Has the number of
questions related to
the process of
learning the
information
increased?
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SUCCESS INDICATOR

Users navigate the site
progressively and come
back for more
information.

Most frequent questions
are about service
acquisition than info
clarification.

The number of
transactions increased
given the new content.

Values that do not reach success will still be valuable to us. They will help us question
our content and practices and suggest what actions we need to take to reach the
results we need.

INCREASE EXPOSURE (attract users)

• Create awareness by reinforcing online/offline advertising that offers a simple
version of the main message. Support all text with images. The visual content must
be familiar to the user and she should be able to relate to it.

• Social Media Use suitable channels to our audience such as LinkedIn, Pulse, and
Medium. Make contributions to industry publications, create a presence within IT
groups and related communities. Answer questions on Quora. Share content that is
nurturing and cares about our target user and would spike her interest in our
solutions simultaneously. Listen, and listen more, to discover what topics are
catching our user’s attention. Offer content that reflects their needs and speaks
their language.

• Create and promote event content that might drive our end users to learn and
consider our services. Use only appropriate channels to spread the news such as
LinkedIn, personalized emails, phone calls, news, and specialized magazine adds
and offers, etc.

• Acquire traffic Use an omnichannel strategy to integrate multiple avenues of
content delivery along with analysis of the audience to provide a personalized, and
engaging experience.
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IMPROVE PERFORMANCE (easy to use and learn, more audience)

• Content Narrative Our content will not be equally familiar to each of our personas.
Then, we need to offer a progressive narrative that would allow the user to move
slower or faster through the content depending on his level of understanding or
willingness to spend/invest the time necessary to comprehend the issue at that
particular time. People stay engaged longer if they are presented with small sets
first.
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Longer engagement when presented to
smaller pieces of content first.
• What goes first and after? Be sure the user arrives at the correct content at all
times. Personalization will allow the delivery of the appropriate information tailored
to the user via a variety of channels.
• Optimize content. Create content in a modular fashion to be optimized for reuse
across all used channels.

• Content organization. Content modeling is the process of understanding the
concept of a specific type of content. We need to identify how our users perceive
all the various parts that the content holds. Then, the structure of our content
modeling should support those components and their relationships. Content that is
systematically organized is flexible, reusable, reliable and interchangeable. It will
save us time and money.

• Content granularity. The right level of granularity will give us the benefit of
tagging elements to relevant listings or categories of things to do, to search, or to
sort information. Only when we get to know what each piece of content needs to
do, can we decide when and how to show it, and under the appropriate rules. In
our case, our content will increasingly add more information as the user is ready to
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learn more. Certain pieces of information will be delivered to the user only as she
steps into a more deep level of understanding.

• CMSs The appropriate use of a CMS will make our work more efficient, effective,
intuitive, and pleasant. Our goal should be to cut the content creation time frames
and avoid mistakes and frustration among content creation individuals. It will
generate extra time that can be used efficiently to cover for solutions that are not
that easy to simplify. Given our content strategy, we will take advantage of content
reuse considerably.

• Track and Check Content. Track and check the performance of all content over
time to be prepared to create new relevant content while removing redundant, outof-date and trivial content based on quantitative and qualitative analysis. The hub is
the section that will need more content editing and retiring, as we go through the
process of categorizing it.
• Monitor segments. Let’s track segments of our audience and see if the content
created for the particular set of users works well or needs to be edited.
• Ask. What are we trying to accomplish with this website (or site’s section)? Ask
this question at every stage of the content cycle and refer to the objective and
goals as often as possible. The needs of the user will change as he positions
himself within the line of narrative we are offering.

• Categorization. Content on the hub needs to be categorized responding to the
progressive narrative designed to guide the user through all steps, for a satisfactory
understanding of the service, process, or product offered. Users, at all points of the
learning circle, must have supporting information material categorized (Videos,
Articles, Webinars, and more) available and linked for immediate access to expand
their knowledge if desired from any place within the site.
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For example, when the user is in stage A of the message he should have available
options to access content that will support his current understanding without
becoming overwhelmed. An example might be a simplified version of an article.
These elements should also include respective options to further move deeper into
the subject.
Please note, our user is very capable and most probably a fast learner, but he is also a
very busy individual that will highly appreciate a time-efficient navigation option.
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• Labels should be reviewed, such as the Featured Content label. The labels must
relate to the content. We must ask ourselves, “What is the objective of this block of
content? How does the user understand it? The function of the Hub is to instruct,
open conversations about relevant issues, build the brand, and provide supporting
material. The label must suggest these ideas. All levels must speak the language of
the user and identify the content as the user understands it.

• Useless content must go. Content that does not serve the purpose of achieving
any particular goal should ideally be deleted. If that is not possible, it should be
properly archived. Content that does not serve a desired goal might interfere with
the correct understanding of the whole content, create confusion, and mislead the
user.

• Empathy Design content that is empathetic. Cs are constantly searching for
information from or about organizations facing similar challenges. They will be
open to hearing the right words.
• Offer case studies
• Highlight companies that adopted a Current By GE solution
• Speak your user’s language, use the right tone, be their voice.
• User strategies that will drive the user to the exact content at the precise time
it’s needed.

• Prioritize All main content must offer solutions to the following needs and it should
be prioritized.

-

Electricity economy
Operational uptime
Bottom line savings
Efficient operation
Cost saving options
In-store experience improvements
Creative solutions
Energy monitoring
IT tools and solutions, novel

Page 16 of 19

Case Study

- Efficient and friendly tools
• Simplicity The user is looking for simple solutions. We need to avoid complexity
as:

- All unnecessary design ornaments that might interfere with content reading.
- Exploratory navigation that might take the user to a precipitated level of
complexity about the subject/proposal.

- Text whenever is possible and prioritize visual content that enhances
comprehension (videos, animations, photos, illustrations, infographics, etc.)

- Web design affects that might interfere with the proper reading and could
disrupt the user’s expectation and mental model. We need the user’s full
attention to understand that our message has the solutions he needs.

Avoid complexity
Offer simplicity
• Prioritize Visual Content Users check and share information on the go and often
on small screens. In those scenarios, visual content (infographics, animations, and
videos) is more suitable than reading the text.

IMPROVE CREDIBILITY (user satisfaction, trust and visit/referrals)

• Reliability The content must be credible and reliable. Sources must be accurate
and always updated. Only then will they be shared with confidence.

• Coherence All sections or blocks of content must direct to the right information at
all times.

• Consistency The user should experience consistency when she navigates the site,
links content, and requests information. Content must have logical coherence and
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accordance. For example, when the user goes to Featured Content or News and
Ideas (both will take her to the same chance of content) the user is overwhelmed by
a variety of uncategorized options. Why? What for? If the user cannot relate
decisions in terms of what it means to her, she cannot concretize. She might get
confused, leave the page/site or, in the best of the cases, be taken through a less
preferable direction.

• Less is more. Research says, more options equals less turns/sales and
participation. When users are offered too much content/options they tend to:

-

Procrastinate
Make bad choices
Are less satisfied with the decisions they made
It makes it difficult to compare the options

More options —> Less sales
• It all comes down to the user experience! As renewed D. Norman says, when we
feel good we think better, out of the box, we are more creative. That’s the state of
mind we need to drive our user to, by offering the best experience as he digests
our content and decides to take the next step. Because we offer advanced, state-ofthe-art ideas.
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