Windows Consumer Content Playbook

[bookmark: _Toc345073966]Executive summary
The Windows Consumer content team is responsible for delivering all customer-facing content for the products and services in Windows. This consists of all:
· Aad copy
· ; mMedia packaging
· ; User interface (UI) text for Windows, Outlook, SkyDrive, and Internet Explorer
· ; all cCopy for the Windows Store
· ; bBlog posts in for the Windows Experience blog
· ; the cContent that appears in the Help client
· ; and all cContent on Windows Online, mapping to the customer lifecyle. 
We create content in lockstep with Windows Design to ensure everything we deliver—including editorial imagesry, text, and video—aligns to brand, serves all consumer needs, and represents a unified content experience, and exemplifies spoken in the Windows voice.

In addition to Windows Design, we partner closely with Windows engineering teams, Business Groups, PR, and CSS to ensure our voice and messaging is in sync across advertising, products, packaging, marketing collateral, support, blog posts, and press releases and that we don’t duplicate content.
[bookmark: _Toc345073967]Customer lifecycle	Comment by Thomas Olsen: I don’t think this section needs its own subhead.
We create content for all phases of the customer lifecycle, including:

· Pre-sales, and or merchandising content (for customers in the consideration phase)
· Informational and comparative content (for customers ready to buy or sign up who want the tools to decide which product or service is right for them)
· Engaging and inspirational content (for customers who have the product or service and want to extend their experience by learning more)
· Support content (for customers who need help solving a problem)

In addition to Windows Design, we partner closely with Windows and Windows Services Engineering, the Business Groups, PR, and CSS to ensure our voice and messaging is in sync across advertising, products, packaging, marketing collateral, support, blog posts, and press releases and that we do not duplicate content on or off the network. 
[bookmark: _Toc345073968]Guiding principles
Our team strives to:
· Build and sustain brand awareness and loyalty by creating an emotional connection with customers
· Communicate consistently using across all properties in the Windows voice, which is (human, encouraging, vibrant, and straightforward) and with consistent messaging
· Provide content that facilitates helps customers make buyingpurchasing decisions decisions and 
· Move the business forward by drivingincreases sales of Windows
· Help customers extend their understanding and usage ofunderstand how Windows and the ecosystem by providing learning scenarios thatcan help them do more with their PCs and devices
· Help customers solve problems and find advanced help if needed via escalation channels
· Provide content for consumers and enthusiasts via the blogs	Comment by Thomas Olsen: This doesn’t sound like a guiding principle. It’s just a thing we do.
[bookmark: _Toc345073969]Goals
· Our goal isWe want to win the hearts and minds of Windows customers and to create a strong and lasting relationship with them. In order to do this oOur content aims to inspire customers, speak to their needs and wants, and create an emotional connection to which they’re are fiercely loyal.
·  We do this by coordinating with our partners, ensuring we’re in lock step with our voice and messaging, and cross-linking across properties where appropriate. 	Comment by Thomas Olsen: “Goals” are “what” we do. This sentence is about “how” we do something. It’s a nice sentence, but it doesn’t really fit here.
· We ensure the quality of our content by adhering to design and brand principles and guidelines, as well as editorial style and voice guidelines, and . Once content is authored we hold rigorous craftsmanship reviews of all product and website copy.
·  We follow all disclosure guidelines to ensure no leaks occur prior to shipping or publishing. 	Comment by Thomas Olsen: This goal just doesn’t seem on par with the others.  Does it have to get mentioned in the executive summary?
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[bookmark: _Toc345073970]Introduction
This document outlines the Windows Consumer communication strategy and describes our partnerships with other teams. It and articulates explains the areas we invest in and why, teams we partner with, how our work achieves business and customer goals, and how we measure quality for each type of content we ship.

As the hub for all online communication for Windows—delivering product user interface (UI) text, all content for Windows Online, support, blogs, packaging, ad copy, and the product guides—the consumer content publishing team is a critical component in the overall corporate communication strategy for all outward communication. It is important that, while we’ll continue to have various forms and outlets of communication, we speak in the appropriate and defined voice corresponding to each affordanceBecause of this key role, we make sure our approach is unified. We, coordinate with all partners and stakeholders to align to with the defined strategy and goals for each piece of content we create, and we ensure we’re in lock step on style, personality, and brand principles and guidelines.  As a result, our content—whether it’s ad copy on the side of a bus or in a TV commercial, or an executive’s speech at a conference or a Help topic—feels like it’s part of the same Windows family.	Comment by Thomas Olsen: When I’ve read “all content” in this doc, it sounds a little presumptuous given the time spent describing the partnerships with Design. That is, images and IA are “content,” too. Maybe this should be recast as “all written content.”	Comment by Thomas Olsen: This is jibber-jabber.

We’ve made great strides to date aligning our messaging and brand principles across packaging, WOL, product, and PR and field communications. Windows 8 marked the first release in the history of Windows releases where stories highlighted on billboards and sides of busses were the same as those on television ads and in the card customers pulled out of the packaged product. The same themes and elements were reflected in hero banners on our website and in ad copy in retail stores. The words out of our executives’ mouths at events and conferences were the same words readers read on Windows Online. We learned to coordinate across the disciplines in order to tell a single story. For Windows Blue and beyond we will continue this work and evolve that philosophy in order to nurture what we’ve established. This is not to say that every post on the blog and press release and support article will have a single generic personality or voice, but each will feel intrinsically related and part of the same Windows family.	Comment by Thomas Olsen: I’m struggling to figure out who this paragraph is talking to. Who needs to know this history in order to understand what our “communication strategy” is? I’d argue it’s not important to anyone (but us) and can be cut. I took some of what I thought the applicable key points or phrases are and put them into the preceding paragraph.
[bookmark: _Toc345073971]What we produce
The Windows consumer content team produces creates all of the customer-facing content spanning everything on Windows Online, including pre-sales, ad copy, and merchandising, learning moreinspirational content, and support. We also create all product UI text, and packaging copy, and we contribute to the Windows Experience blog.	Comment by Thomas Olsen: I don’t think anyone will understand what we mean by “learning more,” so I borrowed “inspirational” from the “lifecycle” description in the Executive Summary. 
In this doc, I’m seeing a struggle to keep the lists of what we do consistent. Just in the Executive Summary alone, there are two lists that use different terms for what amounts to basically the same thing. Now, in the body of the doc, this paragraph constitutes the third time we’ve listed what we do in just the first page (if you choose to keep the large paragraph I’m suggesting be deleted), and the lists are always slightly different. Why is “merchandising” mentioned in some places and “packaging” in others? Are they the same thing?
I think we should come up with a master list, provide it once in the Executive Summary and then repeat it in this intro, and then be done with it. From that point on, just use “the content we create” when referring to the whole shebang. And when talking about specific things we create, we should use the same terms from the “master list.”
Finally, we should talk about the things we do in the order we list them out. In this section, we introduce “ad copy” before “product UI,” and then go on to describe “product UI” before “ad copy.”
[bookmark: _Toc345073972]UI
The Our goal in creating UI text for our products and services is that it be as open, straightforward, intuitive, and approachable as the products themselves. We continue to put our best efforts toward creating is to create the clearest, most concise and intuitive UI text possible. That’s because  and remain committed to the belief that the UI is our first and perhaps most important connection with our customers. When done well, effective the UI produces the most delightful content we createdelights customers, and they . When we succeed in the UI, our customers love and remain unwaveringly loyal to Windows.
 Specifically, wWe create :

· Aall in-product user interfaceUI text, including error messages, for Windows, Outlook.com, SkyDrive desktop and modern apps, Skydrive.com, and Internet Explorer
· Error messages in all products and services
· Windows Error Reporting	Comment by Thomas Olsen: This seems like its own thing. The number of readers who will know what this is in this context seems small. If you want to talk about it as a unique thing, it probably deserves its own subhead.
[bookmark: _Toc345073973]Advertising copy
Windows Blue marks the first release where wWe will partner with Windows Design and the business group on all advertising copy. This will work will includes all broadcast and retail brand-related advertising copy inclusive of digital, at home, and environmental.
[bookmark: _Toc345073974]WOL
Aimed at mainstream consumers, Windows Online is a place to market, merchandize, educate, and help solve customers’ problems. WOL encompasses the consumer engagement lifecycle, as demonstrated by the top-level navigation:	Comment by Thomas Olsen: The words used to describe the lifecycle below are different from those use in the Executive Summary section. These should all align.

· Meet  Attract/consider
· Download & Shop  Engage/convert
· How-to  Retain/learn
· Support  Solve issues

In partnership with the BG, Design, and CSS, CPub creates WOLOur content that supports the business (by examples: selling Windows, and PCs, ; Store and aApps content), supports existing customers (by reacting to data and revisiting the content as appropriatecontinually improving the content)., It also supports lands marketing campaigns, and helps continue building on the Windows brand.
[bookmark: _Toc345073975]Video	Comment by Thomas Olsen: Considering how repetitive the text has been about what we produce, “Video” as a subhead kind of comes out of nowhere. This is just the second mention of it in the doc. It seems like it should at least be mentioned in the first paragraphs of the intro. 
Video continues to gain momentum asis a significant content type on WOL for consumers. More recently, it’s gaining popularity with the developer audience, as well. , for not only the consumer audience, but for developers as well, and it remains It’s a key area of investment and . The emphasis on video as a main content deliverable represents a shift in planning as well as execution.  – vVideo is no longer considered an add-on or a complement to inspirational and instructional content on WOL, it’s a vital content type on its own.	Comment by Thomas Olsen: This shift doesn’t get explained in this paragraph, but it should. 

As we continue to evolve our video strategy and expertise for creating video, there are two areas we willneed focus on: first, increase the diversity of videos we offer so that we are reaching customers the right way at the right time; and second, make sure that all video content represents a consistent approach and style that enhances both the brand and user experience.  	Comment by Dawn Tanner: Can you add a link to the doc that shows the different types of video and when we use each?

To accomplish the first goal, we’ll will continually prototype new editing, live action, and graphics techniques in order to meet a variety of business objectives as well asand user customer needs. For the second goal, the video team has expanded its partnerships beyond CPubUB in order to work with mMarketing, PR, Design, CSS, and other orgs. By being responsible for the majority of Windows video content, videos look like they’re from the same “family” and better underscore the brand.	Comment by Thomas Olsen: This paragraph is more about “how” than “what” and I think it should be cut. If you keep it, it should be more detailed so it’s meaningful. It doesn’t say much as is.	Comment by Dawn Tanner: Can you give examples here? What are they and how do we achieve them?	Comment by Dawn Tanner: I would either call these out or cut this.

Our current offerings video types include:	Comment by Dawn Tanner: Can you include links to examples for these?
· How-to, support, and tutorial videos on WOL
· Support or tutorial videos
· Overview pages and /campaign landing environment videos on WOL (e.g. IE10)
· Product and feature releases or updates, campaign releases (e.g. Hotmail migration to Outlook and SkyDrive on XBOX) 	Comment by Thomas Olsen: How is different than the CLEs mentioned in the previous bullet?
· Specific site-section updates or new content (e.g. selective sync)	Comment by Thomas Olsen: How is this different from the things listed in earlier bullets?
· New feature releases (e.g. SkyDrive on XBOX)
· Developer videos – tutorials, support, code demos, and conceptual overviews (e.g. types of apps you can create), support 

[Add link to video vision doc]

[bookmark: _Toc345073976]Support 
Support content is a lifeline for our customers—whether they’re setting up their PC up for the first time or trying to fix something that isn’t working as expected. The goal of support content is to help customers solve problems quickly and easily find escalation paths when necessary.  Support content is provided to customers from within Windows via the hHelp client in both offline and online states, and on the web via Windows Online. The content is created based on real customer needs using data from usability studies, the WCS BI team, and our partners in CSS and Mmarketing. Content is regularly monitored and updated to reflect the most common questions customers are asking.  Links to support content are provided from within products and services for topto help customers pain points that require additional content for task completion or to address legal or security concerns. 

The voice and style of support content is friendly yet straightforward. Illustrations, screenshots, icons, and videos are provided within the content if they are helpful to the customer in completing their task.  Support content is optimized for site and external search using terms that customers are using to describe the problem they are having. 	Comment by Thomas Olsen: These three sentences aren’t related to one another, and the content for the three is likely to be assumed by your readers. I think you should cut this paragraph.	Comment by Charlene Shepard: Not sue what else to add here. We don’t have content plans yet for support content for Blue—I can link to those when we have them. Judith might have some WOL info on the support section that I can link to.

Should I talk more about the partnership with CSS and how we cover top issues and the forums and SMC cover long-tail?	Comment by Dawn Tanner: I think this is close.  We don’t need a ton more, but I suggest adding the data about what we cover and what CSS covers—how we determine top issues vs. long tail and where each goes… so, WOL, SMC, Answers.

[bookmark: _Toc345073977]Store	Comment by Thomas Olsen: As with the “Video” section, the Store doesn’t really get mentioned until here, so it’s kind of a surprising subhead. 
Whether customers are looking for a specific app or just browsing, the words and images we create in the Store work together to help customers discover the best apps the Store has to offer. Our content inspires, intrigues, and entices customers to tap or click the topic pages we create, and leads to the acquisition of featured apps. When they acquire, we’ve met our goal of promoting the best apps, developers, and the Windows ecosystem itself.

The voice and style of the Store follows the same guidelines as the rest of Windows to create a consistent experience, but the Store dials up the vibrancy of the words and images to entice customers. Because the Store is a highly visual experience, we grab the customer’s interest by creating engaging text that matches an interesting image. When successful, that results in the customer clicking on a featured topic page to learn more about and then acquire individual apps. In this way, what we do is similar to an irresistible advertisement or a great magazine headline.

To enhance the app story for Windows, we work with our partners outside the Store (Site Management, BG) to create relevant, up-to-date, and discoverable content on WOL that inspires customers to use, explore, and install apps from the Store. We also generate awareness and enthusiasm for the apps featured in the Store with regular updates to the Windows Experience Blog that share which apps are hot and explains why they’re great apps.

In all areas, we use customer data and partner feedback to continuously refine our approach. If customers run into a problem, we have content to help them solve it, or we’ll quickly develop what they need.

For more detailed info about Store content, see:
· The Store Style Guide	Comment by Antonia Blume: Broken link

Tholse: I can access this link, so maybe it’s a permissions issue. Can someone else test this? We’ll cut it if permissions are required.
· The Store Content Plan
· Content plans for the Meet and Download sections of WOL

[bookmark: _Toc345073978]Blogs
Blogs play an important role in making product announcements and getting our key messages out to press and influential customers, who in turn help us spread those messages more broadly. The role of the Windows Consumer Content team spans from author, editor, publisher, and owner of the voice and tone of these blogs, to content coordinator, working closely with PR, BG, and Engineering on content and timing of each blog post. 

Here’s is a list of the blogs we’re are currently involved with, but of course, this list will evolve over time: 
· Inside SkyDrive blog (editors, publishers)
· Outlook blog (editors, publishers)
· Windows Experience blog (authors)
· App developer and Windows Store for developers blogs (calendar, training on publishing best practices)
· Blogging Windows (occasional authoring)
· Windows Engineering blog (not yet launched; role will be in maintaining calendar, editing, formatting, and publishing)

We also create and maintain blogging guidelines for authors and publishers, to promote a consistently high quality bar across our different blogs.
· Windows consumer blogs: principles and guidelines
· Windows consumer blogs: formatting and publishing
· Store and Dev blog guidelines

[bookmark: _Toc345073979]Guiding principles
Now that we’ve discussed the different types of content we create, it’s important to understand what goes into and guides us for each, beyond business and customer goals. There are myriad factors that influence what we ship—each a critical component to the final end result.
[bookmark: _Toc345073980]Quality
Quality means that all of our content follows meets or exceeds a the set of measurable principles listed below. In addition, we strive to create as well as possesses a “wow” factor – the less easily measured qualities of our content that inspire moments of delight in customers and help create customer loyalty.; or, put another way, the indescribable force behind customer loyalty. Meeting these goals This requires that quality is planned, produced, and measured in all phases of creating and releasing content. We use ongoing customer feedback and data to continually improve and evolve our content as well as build expertise and improve our internal processes. 	Comment by Thomas Olsen: Check my rewrite carefully. I suspect I altered the original intent.

Our team uses a common definition of quality to provide a North Star for content creation and to ensure that our content truly shines as outstanding content, instead of just meeting the basic bar. We define content quality usingthrough five key areas: 
· Corporate compliance. Our cContent adheres to security, disclosure, geopolitical, accessibility, and legal guidelines. 
· Customer focus. iIn all phases of planning, creation, publishing, and maintenance, what the customer needs is our primary concern. Our cContent meets customer needs and provides a functional, discoverable, and relevant experience. 
· Business impact. Our cContent is firmly rooted in measurable goals and we’re accountable to the success or failure of this content. Our cContent is aligned across our content set, meets industry and competitor demands, and aligns with Cpub and partner KPIs.	Comment by Thomas Olsen: I doubt this would be super clear to a casual reader.
· Brand alignment. Our cContent reflects epitomizes the product and company brand and is seamlessly associated with Windows products and services through voice, visuals, and morepersonality. 	Comment by Thomas Olsen: I’m not sure what “and more” means here, so I took a specific guess.
· Beauty, authenticity, and currency. Our cContent fits with and provides beautiful experiences that align with design guidelines, that and pushes the boundaries of forward-lookingcontemporary content standards forward. The content , and that is always relevant to immediate customer needs and industry demands.

[bookmark: _Toc345073981]Craftsmanship 
To achieve quality in all content, we rely on a quality system of checks and balances that include, from readily available  employee training, customer and data, to regular reviews of content, and automated tools that test it. In particularCritically, we schedule craftsmanship reviews for much of our content work (primarily UI text, site or product launches, and major additions or changes to WOL). These reviews include writers, content leads, and stakeholders (such as GPMs, Directors, feature PMs and site managers) and focus on expected user scenarios so that we can examine the end-to-end details of the wording and design and ensure that customers encounter a complete and high-quality experience in the most prominent and important scenarios. Craftsmanship reviews are usually scheduled near the end of the writing phase so that content is closed to final but still can be changed based on craftsmanship feedback. 

For a more complete description full definition of quality,  for Windows consumer content, see Consumer content quality. 
[bookmark: _Toc345073982]Voice 
Windows has one brand personality that speaks with one voice that comes through in all mediaums. Voice simplify defines how the personality comes through in text and video, whether in the product or on the web. In this way, tThe voice of the text in our content supports and enhances the design of the products, webpages, or other surrounding elements to create an authentic, consistent, and familiar experience for customers.

To infuse our text with the right voice, wWe provide just-in-time information usingand simple, clear language that’s is right for each situation, matching the customer’s mindset and using the words that they would use (instead of jargon, techno-speak, or formal language) in everyday conversation (instead of jargon, techno-speak, or formal language). Customers should neverwon’t stumble on anything that’s too cute, complicated, unclear, technical, or confusing. 

We These attributes define the brand personality and our voice through these attributes:
· Human. We’re are warm and approachable, never cold or mechanical. We speak your language.
· Vibrant. We’re are energetic and inclusive, never bland or elitist. We’re upbeat and realistic. You can’t help falling in love with us. 	Comment by Thomas Olsen: That a fairly unreasonable expectation immediately follows a claim about being realistic is pretty funny.
· Encouraging. We’re are confident and helpful, never apathetic or arrogant. You can do it―we’ll show you how. 
· Straightforward. We’re are focused and purposeful, never complex or cluttered. We tell you just what you need to know when you need to know it. 

The same voice applies to all content areas, whether web content on WOL, Hhelp content in the product, UI text, or other places. We adjust each attribute like a dial to match each situation—moving them up or down to match the user’s context and the content goals. In this way, Help content can be more straightforward and Mmarketing can be more vibrant, but they reflect that the same voice and same brand personality.

For more info, see the Windows voice guidelines and the Voice matrix.

[bookmark: _Toc345073983]Style 
The Windows Content Style Guide serves to educate and train writers and to ensure consistency between all Windows consumer content. This guide is the key language resource that defines specific terms and their usage across all content. Because of the integration between text and design in each situation, this style guide heavily relies on and links to design style guides for the products and websites where consumer content appears, ensuring that the text and design work together and to ensure the style guides provide an integrated resources for writers, designers, and many other partners to create quality content.

To explore the Windows Content Style Guide, see http://styleguide. 
[bookmark: _Toc345073984]How we got here	Comment by Thomas Olsen: This section seems out of place because it’s about the past. If you put it anywhere, the beginning of the doc seems like a better place to do some stage-setting. 

That said, I don’t think you should include this section at all. It sounds weirdly self-congratulatory and, at the same time, suggests we had to be dragged into the future with Win8, when what we probably want to communicate about ourselves is that with every release we’re always adapting to customer needs and evolving our approach.
While this document is not meant to articulate specific mistakes we’ve made, lessons we’ve learned, or outline a vision for our future per se, it’s worth a brief retrospective in order to frame how the past has influenced our approach to content and will continue to shape how we evolve. Windows 8, in particular, is worth mentioning here in that it was such a pivotal and complete re-imagining of the OS. It changed the game on every level: in the industry, for the company, and for the world. And like the engineering team, we started from scratch and built the consumer content experience with possibility and purpose at the center of each of our decisions. This had many effects, but most profoundly it forced us to tightly align with partners in order to tell one story across all channels; to eliminate duplicative content so customers find what they need in one place; to modernize our content types and delivery mechanisms by providing scenario-based rather than a feature-based content; to innovate in video; and to rethink the voice with which we speak to our customers in every surface—whether in the UI, on the web, when getting assistance, and in our blogs.  

[bookmark: _Toc345073985]Where we’re going	Comment by Thomas Olsen: I felt like there was some weak sauce in this para. I tried to toughen us up a little, but I might’ve gone too far. Review carefully.
We’ll continue to mirror the engineering teams’ methodologies and operational approach for Windows. Just as the defining term and driving force for Windows 8 was “re-imagined,” for Windows Blue (and beyond) we’ll “refine.” In Windows 8, we worked hard to envisioned, planned, and executed our content against a set of pillars, which we accomplished. But in many ways, it was just the beginning. Now that we have Windows 8 behind us, we can more firmly perfect what built. For the product, among other things, that’s an immersive experience, touch, navigation, and an entirely new design. For us it’sThat means strong internal alignment to create and enforce brand, voice, content breadth, customer connection, and emotional attachment. Windows 8 helped us build a solid foundation and chisel out a new way to speak to customers. From there wWe’ll continue to move forward, evolve, and refine how we approach all outward communication with purpose. Our main focus remains connecting with customers, unyieldingly relying on their satisfaction for our success, and building brand loyalty.

[bookmark: _Toc345073986]Brand, voice, and customer connection
Like great software, cContent is fluid, organic, and in constant need of updating. It’s of the moment; and because for us communication is all about our software and technology, it moves at the speed of light. Brand is notisn’t something you define and ship and then ignore. Voice is notisn’t something you articulate once, manifest, and then abandon. A conversation with customers is notisn’t something you start with one release and then start over with the next one. An approach to delivering content is notisn’t something you change in a year (which for the software learning curve can seem like seconds), just as your customers begin to learn, understand, and get comfortable with it. Brand needs to be established over time. Voice needs to be heard and understood before a connection can take place. A conversation continues. An approach has to be made better slowly over time, every nuance enhanced with meaning. To that end, while we might change slightly, we won’t start anew in how we approach enforcing the brand, speaking in the voice of Windows, or delivering content that fosters a conversation. Will we refine and tweak based on satisfaction and feedback? Yes. But reinvent the wheel? No. 	Comment by Thomas Olsen: I’d struggle to come up with an example of something more rigid and inorganic than software. The simile isn’t needed to make your point, so no reason to give quibblers like me a speed bump to fret about.	Comment by Thomas Olsen: I don’t like this metaphor. I don’t think it captures our approach, and I think it gets pretty confusing when you start talking about not changing things quickly in the rest of the paragraph. I recommend cutting this sentence and starting the next one with “But brand…”	Comment by Thomas Olsen: The more I think about this paragraph, the less I like it. It reads like a manifesto, and that’s a different tone than what’s come before it.
I think you could take the basic ideas here (“we develop customer relationships and brand identity over time through the consistent evolution of our voice and design principles”) and move them to the “Voice” section earlier in the document.

[bookmark: _Toc345073987]Internal alignment	Comment by Thomas Olsen: I think the content in this section should be moved to the “Quality” section where “Brand alignment” is already mentioned. I don’t think this section belongs here because it’s not “where we’re going.” Instead, it just “is.” 
A critical factor in ensuring successful communication, whether in the product, on WOL, or via a press release or blog post, is to make sure our goals are aligned across all partners and stakeholders and that we’re telling one story across all channels. To that end, we’ll will ensure content maps to business requirements, product and design specs, and external communication parameters outlined by the BGs, Design, product engineering teams, and PR. You should consider Windows Content Services and Design the glue that pulls and holds together the requirements and needs for each discipline, and, in turn, manifests it in the communication of our products and across the network. We always work to make sure that: 	Comment by Thomas Olsen: This phrase was used once or twice before, and I honestly don’t know what it means in this context. It sounds like jargon.
· The content in the product aligns to agreed-upon voice and messaging guidelines
· The content on WOL manifests has a shared vision (this is true across all digital marketing and product content) and therefore no one should be surprised by what’s featured there (e.g.,for example, if we’re are featuring Sweep as a reason to love and sign up for Outlook, no one should be surprised to see Sweep content in the hero) or how it’s articulated (e.g.,for example, all content maps to prioritized features and messaging and naming guidelines)
· Content in the blogs maps to PR guidance
[bookmark: _Toc345073988]The right content, at the right time, in the right voice	Comment by Thomas Olsen: As with the other subheads in this section, I think the content can be moved to the “quality” section where most of this stuff has already been discussed.
We’ve made great strides in our communication around about Windows by fully embracing the power of inclusive digital communication. By understanding the power of the interplay between text, images, art, and video, we’re were able to go beyond first-dimensional communication and break through to a more vibrant and powerful connection mechanism. We aim for all of oOur content to builds on the Windows brand in the Windowsour voice, and to beit’s purposeful and geared toward the needs and wants of our customers and the affordance through which it’s delivered. We’re have to be clear about why we make the specific decisions we do for each type of content we create. We have to differentiate in order to create meaning. For example, a headline on the Windows Online home page or video on the “Buy a new PC” page needs to strike a certain inspirational chord, which is much different than the emotion (or lack thereof) we want to illicit in a support topic. The spirit of our content will be different from in a the campaign landing environment, where we want to generate enthusiasm and encourage downloads and purchase, to than in the Ssupport section, where we want to instill confidence and help customers work through problems with confidence and ease. If the surface content calls for a reason to believe, as in a home page module for a new service, feature, or upsell opportunity to upgrade to the latest OSversion of Windows, the content will generate thatwe’ll create it. And if ; if a readera customer is on reading a the blog or watching a support video, the our content will convey and instill the appropriate and corresponding emotional intent. 	Comment by Thomas Olsen: This is the first time you’ve used this phrase, and I’m not sure exactly what it means. The concluding paragraph doesn’t seem like the right spot for this.	Comment by Thomas Olsen: This is jargon, and I’m not quite sure how to rephrase it. How about: “we’re able to communicate with customers more effectively, and that, in turn, has made them more loyal to Windows.”	Comment by Thomas Olsen: Jargon.

[bookmark: _Toc345073989]Resources:
· Windows voice guidelines
· Windows voice matrix
· Consumer content quality
· Windows editorial style guide
· Windows Design style guide
· Brand guidelines
· Store Style Guide
· Store Content Plan
· Store content plans for the Meet and Download sections of WOL
· Windows consumer blogs: principles and guidelines
· Windows consumer blogs: formatting and publishing
· Store and Dev blog guidelines



