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Introduction
Our aim is to build a comprehensive, 
scalable content solution that will serve 
our employees on TeamDot, allowing 
them to find answers with ease.

If we design and implement this 
correctly, we can then build on this 
foundation and even port it to new 
platforms in the future as the 
self-service initiative grows.



Content Design 101: 
To understand content strategy, it’s important 
to first understand Content Design



What is Content Design?
“It's about using data and evidence to 
give the audience what they need, at 
the time they need it and in a way they 
expect.”*

Content Design takes more than 
changing words. It recognises that a 
number of techniques/elements are 
needed for content to provide a 
seamless, intuitive and holistic 
experience to users.

Elements include…
● Taxonomy/IA
● Terminology
● Layout/Order of 

information
● Entry points/Access
● Homepage
● Landing page
● Psychology



Content Design is like 
making a birthday cake...
Batter: The essential element of the cake. 
Can stand alone but requires a number of 
ingredients like egg, flour, butter, sugar, etc.

Filling: Elevates the experience.

Icing: Another level, premium.

Decoration: Now you’re just showing off.

You can still create 
a good experience 
with just the 
‘batter’, but that still 
needs multiple 
ingredients mixed 
in the right order to 
create it...



Applying ‘cake theory’ to the 
HR Support Center...
Batter: Taxonomy, terminology, 
comprehensive articles, consistency 
across all HR areas/categories. 

Filling: Awareness strategy, content 
updates.

Icing: Proactive seasonal content blasts, 
personalisation.

Decoration: Chatbot.

The ‘Batter’ or MVP 
requires multiple 
ingredients that 
work together to 
achieve the goal. 
One or two 
ingredients on their 
own won’t create a 
good experience.



Consistency is SO important 
in UX and Content Design.
Like the ingredients working together in the 
batter, all of the sections/categories in a 
content-driven product must work 
together too.

We have to fix the same things in every 
area together, not just one at a time. 

To ensure good EX, you 
have to fix foundational 
issues universally to 
have impact.

Fixing navigation in 
one area doesn’t 
matter if the employee 
can’t navigate through 
the rest of TeamDot to 
see it...



Content Design Strategy: 
HR Support Center 
(TeamDot)



Problem Statement
As an employee, I struggle to find information on 
TeamDot and often have to raise a ticket so I 
can get the information I need to answer my 
question or complete a task.

Purpose and Focus
We also need to ensure we keep our main user 
(the employee) and our main purpose (providing 
HR-related information) at the forefront. 

Solution
Comprehensive content optimisation on 
TeamDot will minimise a number of issues at 
once such as poor search results, accessibility, 
usability and navigation.

Research
Employees and managers prefer to use 
self-service; however, TeamDot is 
viewed as a poor experience due to…

● Site speed
● Poor search results
● Weak navigation
● Lack of personalisation
● Low awareness of HR Help Center 

and Policy Updates
Submitting tickets is viewed as last 
resort.



Building ‘One Source 
of Truth’...
To ensure easy access to information 
and a scalable solution, creating a 
one-stop-shop of HR-related 
information for employees is the big 
move we need to make.

This means creating a clear divide 
between resources for HR teams and 
general information for employees.

Next Steps: The ‘HOW’...

We know we need to fix the HR Support 
Center - Discovery will show us exactly how 
and help us validate our hypotheses.

We need to understand how to design 
fundamental elements like:

● Taxonomy
● Terminology
● Comprehensive topics
● Intuitive layout 

UX research will show us the right way to 
structure these elements for an intuitive 
experience.



Product Building
Here in the People Department, employees are our 
customers. We’re therefore applying the same 
strategic approach we would if we were building a 
product for Uber’s external customer.

We’ll follow a Design Thinking structure, which 
allows us to focus on the employee and make 
smart decisions with their needs in mind. 

The framework allows us to see the big picture 
and ensure we make scalable decisions that 
consider all connected issues and elements. It also 
allows us to be proactive, instead of reactive, and 
prevents people working in silos.



Discovery Gather a wide range of information that will allow us to see the big picture, identify 
the overarching/impactful issues, understand how employees use our content and 
truly understand their UX expectations and needs. [Research plan]

Definition Turn our Discovery into key insights and tools that will allow us to identify and build 
the right solutions with focused purpose and minimise the likelihood of rebuilding.

Ideation Using the insights and tools from the Definition phase, we’ll utilise our People talent 
to generate the best solutions for our MVP and future iterations.

Prototyping Building a prototype will allow us to see if our solutions work in practice to ensure 
everything fits together and solves the main problems without impacting employees.

Pilot Allows us to test the content design and implementation plan on a small scale to 
minimise potential negative impact.

Rollout Implement content design across all areas and go live universally. Ideally, this will be 
combined with a communication strategy to raise awareness.

Content Design Strategy: Overview

https://docs.google.com/document/d/13LuubbCABD50bttfjSHlTc9qG4a73f5irGBBE7oK6M8/edit?usp=sharing


Content Design Strategy: In Detail

The task tracker and 
delivery roadmap is 
available here.

The detailed Content 
Design Strategy is 
available here.



Content Design Strategy: Timeline

Discovery
Completed
end of May

Definition
Completed
end of June

Ideation
Completed
end of July

Prototyping
Completed
end of Aug

Pilot
Completed
end of Sep

Rollout
Completed

Q1 2021

Considerations: 
Approximated timelines are conservative estimations based on what we currently know.

● Factoring in unpredictable variables like COVID and connected resourcing issues.
● Considering the need to coordinate and collaborate with a large number of people across many 

teams in many time zones.



Embracing agile
Agile Methodology and UX go 
hand-in-hand. But it’s important to 
understand that an agile approach still 
requires a lot of structure and long-term 
planning.

The UX/Design Thinking process ensures 
we remember the right steps and focus on 
the user, but we may learn things after 
Discovery, Ideation or Prototyping that will 
change our approach.

We’ll be flexible and agile, willing to 
restructure our strategy when needed.

Our Content Design Strategy 
is a guideline

We won’t stick rigidly to it - 
we’re not supposed to! - but it 
will provide us with a path to 
follow, ensuring we stay 
focused and complete the 
important steps.



Measuring Success
We’ll get a clearer picture of the metrics we’ll 
need to monitor as we move through the Design 
Thinking framework.

For now, our overall goal is to:

● Reduce HR tickets
● Raise employee satisfaction with the HR 

Help Center

Improvement numbers will be set during the 
Define stage when we have more information.

We also believe employee productivity is being 
affected, which is a business concern and will 
investigate how we can measure this.



Content Design Strategy: 
FAQs



Why can’t we fix People areas 
individually (eg. Benefits, then 
Equity, etc.)?

Consistency is super important in Content Design. If we optimise content 
in Benefits, very few employees will see this if they can’t navigate 
through the rest of the HR Help Center. 

Also, optimising content will mean redesigning our categories/IA - this 
could result in, for example, Benefits being combined with Comp and 
Equity. If we optimise Benefits in isolation, we’re likely to have to revisit it 
when we tackle another section. It’s more efficient to work on all of it 
together.

Why can’t we fix taxonomy 
and then articles and then 
terminology, etc.?

In Content Design, there’s a symbiotic relationship between these 
elements. Taxonomy involves restructuring categories, which will involve 
rethinking article topics and also terminology. It’s more efficient, 
prevents repetitive work and the whole project will take less time overall 
if we work on connected elements together. 

Content Strategy: FAQ



Why spend time on Discovery 
and Definition instead of 
jumping straight into 
implementing some things we 
know we need now?

We could, for example, begin rewriting content in Perf straight away; 
however, there are a number of things we don’t know yet like the 
terminology that makes sense to employees, the most 
frequent/relevant/sensitive topics, the best article layouts, primary 
categories and more. Any content work we do now will have to be 
revisited as we gather more research. 

These phases also help us define the most important insights and 
employee needs, which act as guidelines in decision making and 
building ensuring we’re building for the employee.

Why can’t we tackle 
‘low-hanging fruit’ and get 
some ‘quick wins’?

We’re taking a ‘smart step’ approach and after assessing how chaotic 
our TeamDot space/content is, small content-related changes are 
unlikely to have noticeable impact. We could ‘fix’ something small, but in 
a UX situation like this, it would be a whisper in a crowd of people 
shouting. Every ‘quick win’ we spend time on delays us from having real 
impact on the employee experience.

Content Strategy: FAQ



This process seems like it will 
take too long and I want to see 
changes on TeamDot during 
the summer. Why can’t 
everyone start rewriting their 
content now?

Optimising content is more than rewrites. Getting it to a solid level 
requires a few different elements (some with technical and strategic 
aspects) and those elements must appear consistently throughout the 
whole ‘product’.

It’s also important to recognise that we have a lot of individual teams 
and spaces that will need to coordinate and work together. It’s also 
really important that they’re part of the whole process because they’re 
all experts in their own areas, have value to add to what we build and will 
need to maintain any changes/optimisations we make.

Prioritising and dedicating resources to this project means it’s worth 
doing right. Taking some time to put our ducks in a row and launch 
changes in a smart way means those investments will pay off in the 
long-run, empowering all People teams to share information effectively 
and empowering employees to find it efficiently.

Content Strategy: FAQ


