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(57) ABSTRACT 
Method and system are disclosed for managing consumer 
feedback in an electronic content management system. The 
method and system of the invention includes a mechanism 
for consumers to provide feedback regarding the content that 
is published. The feedback is routed to the appropriate 
personnel responsible for publishing the content. In this Way, 
the disconnect betWeen What the consumer Would like to see 
or cares about and the content that is published is closed. In 
addition, the consumer feedback triggers monitoring of the 
consumers content accessing activity, Which alloWs the 
consumers consumption pattern to be tracked on an indi 
vidual basis. This information may then be used to better 
de?ne the content that get published in order to match the 
consumer’s interests. 
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CONSUMER FEEDBACK IN CONTENT 
MANAGEMENT SYSTEMS 

CROSS-REFERENCE TO RELATED 
APPLICATION 

[0001] This application for patent is a continuation-in-part 
of US. Utility patent application Ser. No. 09/415,560, 
entitled “A Method and System for Operating a Content 
Management System,” ?led Oct. 8, 1999, and incorporated 
herein by reference. 

FIELD OF THE INVENTION 

[0002] The present invention relates to electronic content 
management systems. In particular, the present invention 
relates to a system and method for managing consumer 
feedback in such electronic content management systems. 

BACKGROUND OF THE INVENTION 

[0003] Electronic content management systems are used 
to manage the production and publication of, for eXample, 
neWspapers, magaZines, on-line journals, and other types of 
publications. The content in these publications may include, 
for eXample, neWs stories, political commentaries, product 
revieWs, and similar items of interests. The electronic con 
tent management system alloWs the content to be received, 
edited, revieWed, and approved by appropriate personnel 
prior to dissemination. The content may then be released for 
publication, either on-line or via a more traditional medium. 
An eXample of such an electronic content management 
system may be found in US. Utility patent application Ser. 
No. 09/415,560, referenced above. 

[0004] In traditional electronic content management sys 
tems, the consumer feedback component (to the eXtent there 
is one) is isolated and separate from the production and 
publishing components of the system. As a result, there is 
often a disconnect betWeen What the consumer Would like to 
see or cares about and the content that is published. For 
eXample, consumer feedback regarding the articles in the 
“Sports” section of an on-line publication may never be seen 
(or at least not in a timely manner) by the managing editor 
of that section. The disconnect is usually not critical for 
non-information currency based industries because con 
sumer feedback is not integral to the day-to-day sales or 
distribution of the product. Instead, it simply serves to shape 
the long term, future development and marketing strategies 
for the product. For industries that are based on information 
currency, hoWever, the valuable life of the content, and 
hence the time it can be used to capture the consumer’s 
attention, is very brief. Consumer feedback, therefore, is an 
integral part of the daily sales and distribution of the content 
in these industries. 

[0005] Moreover, traditional electronic content manage 
ment systems are designed under the premise that consumer 
response may be gauged using standard mass audience 
analysis techniques. These techniques rely on anonymous 
surveys and focus groups composed of randomly selected 
consumers Who are statistically representative of the Whole. 
While such techniques are generally applicable for homo 
geneous or relatively homogeneous audiences, they do not 
account for the extraordinary impact that certain statistical 
outliers often have on consumer consumption. For eXample, 
it has been found that consumption patterns in information 
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currency based industries are often driven by a very small 
group (5-10%) of consumers Who consume Well over 50% 
of the product. These consumers are often the ones Who take 
the time and effort to provide feedback. Standard mass 
audience analysis techniques, hoWever, tend to dilute the 
impact of these consumers by averaging their consumption 
pattern With the consumption pattern of the rest (90-95%) of 
the consumers. 

[0006] Accordingly, What is needed is an electronic con 
tent management system that is capable of closing the 
disconnect betWeen consumer feedback and the product that 
is published. In addition, What is needed is an electronic 
content management system that is capable of tracking the 
consumption patterns of the consumers on an individual 
basis. 

SUMMARY OF THE INVENTION 

[0007] The present invention is directed to a method and 
system for managing consumer feedback in an electronic 
content management system. The method and system of the 
invention includes a mechanism for consumers to provide 
feedback regarding the content that is published. The feed 
back is routed to the appropriate personnel responsible for 
publishing the content. In this Way, the disconnect betWeen 
What the consumer Would like to see or cares about and the 

content that is published is closed. In addition, the consumer 
feedback triggers monitoring of the consumer’s content 
accessing activity, Which alloWs the consumer’s consump 
tion pattern to be tracked on an individual basis. This 
information may then be used to better de?ne the content 
that gets published in order to match the consumer’s inter 
ests. 

[0008] In general, in one aspect, the invention is directed 
to a method of managing consumer feedback in an electronic 
content management system. The method comprises the 
steps of receiving feedback from a consumer regarding 
published content, storing the feedback, and sending a 
response message to the consumer in response to the feed 
back. The method further comprises determining Whether 
escalation of the feedback is needed, and if so, routing the 
feedback to a personnel responsible for the published con 
tent in order to close a loop betWeen the personnel respon 
sible for the published content and the consumer. 

[0009] In general, in another aspect, the invention is 
directed to a user interface for managing consumer feedback 
in an electronic content management system. The user 
interface comprises a feedback form including a plurality of 
?elds for capturing personal information about a consumer 
along With a feedback provided by the consumer regarding 
published content, and a feedback processing form including 
a plurality of ?elds for specifying a feedback type of the 
feedback, generating a response message to the feedback, 
and identifying a personnel responsible for the published 
content. The feedback processing form is capable of causing 
the response message to be sent to the consumer and the 
feedback to be forWarded to the personnel responsible for 
the published content. 

[0010] In general, in yet another aspect, the invention is 
directed to a method of managing consumer feedback in an 
electronic content management system. The method com 
prises the steps of receiving feedback from a consumer 
regarding published content, parsing the consumer personal 
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information from the feedback, and storing the consumer 
personal information and the feedback in the electronic 
content management system. The method further comprises 
monitoring all content accessing activity of the consumer 
using the consumer personal information in order to track a 
consumption pattern of the consumer, sending a response 
message to the consumer in response to the feedback, and 
determining Whether escalation of the feedback is needed. If 
escalation is needed, the feedback is routed to a personnel 
responsible for the published content in order to close a loop 
betWeen the personnel responsible for the published content 
and the consumer. 

[0011] The above summary of the present invention is not 
intended to represent each embodiment, or every aspect, of 
the present invention. 

BRIEF DESCRIPTION OF THE DRAWINGS 

[0012] The foregoing and other advantages of the inven 
tion Will become apparent upon reading the folloWing 
detailed description and upon reference to the draWings, 
Wherein: 

[0013] FIG. 1 illustrates an exemplary consumer feedback 
procedure according to embodiments of the invention; 

[0014] FIG. 2 illustrates an exemplary escalation proce 
dure according to embodiments of the invention; 

[0015] FIG. 3 illustrates an exemplary consumer response 
procedure according to embodiments of the invention; 

[0016] FIG. 4 illustrates an exemplary consumer feedback 
form according to embodiments of the invention; 

[0017] FIG. 5 illustrates an exemplary receipt con?rma 
tion form according to embodiments of the invention; 

[0018] FIG. 6 illustrates an exemplary open tickets form 
according to embodiments of the invention; 

[0019] FIG. 7 illustrates an exemplary open cases form 
according to embodiments of the invention; 

[0020] FIGS. SA-SE illustrate an exemplary ticket pro 
cessing form for handling open tickets according to embodi 
ments of the invention; 

[0021] FIG. 9 illustrates an exemplary email that may be 
sent in response to consumer feedback according to embodi 
ments of the invention; 

[0022] FIG. 10 illustrates an exemplary processing form 
for handling subsequent consumer feedback according to 
embodiments of the invention; 

[0023] FIG. 11 illustrates an exemplary consumer feed 
back form for telephone based consumer feedback according 
to embodiments of the invention; and 

[0024] FIGS. 12A-12B illustrate exemplary ticket search 
forms according to embodiments of the invention. 

[0025] While the invention is susceptible to various modi 
?cations and alternative forms, speci?c embodiments have 
been shoWn by Way of example in the draWings and Will be 
described in detail herein. It should be understood, hoWever, 
that the invention is not intended to be limited to the 
particular forms disclosed. Rather, the invention is to cover 
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all modi?cations, equivalents, and alternatives falling Within 
the spirit and scope of the invention as de?ned by the 
appended claims. 

DESCRIPTION OF ILLUSTRATIVE 
EMBODIMENTS 

[0026] FolloWing is a detailed description of illustrative 
embodiments of the invention With reference to the draWings 
Wherein the same reference labels are used for the same or 
similar elements. 

[0027] As mentioned above, embodiments of the inven 
tion provide a centraliZed consumer feedback procedure in 
an electronic content management system. The consumer 
feedback procedure of the invention is designed to receive, 
store, and route all consumer feedback to the appropriate 
personnel as needed for resolution. Such a formaliZed pro 
cedure closes the disconnect betWeen What the consumer 
Would like to see or cares about and the content that is 
published. The procedure also ensures that the consumption 
patterns of all consumers, or at least the ones Who provide 
feedback, are tracked and analyZed on a consumer-by 
consumer basis so that the impact of statistical outliers is not 
diluted. 

[0028] For purposes of this description, it Will be assumed 
that the content managed by the electronic content manage 
ment system (as described in US. application Ser. No. 
09/415,560) is published on one or more Websites (e.g., 
DallasNeWs.com, DentonRC.com, etc.) Which the consumer 
can access using any commercially available Web broWser. 
Further, the consumer is typically a subscriber to the content 
or has otherWise created an account With the content pro 
viders that requires the consumer to provide at least his ?rst 
and last name and email address. The invention is equally 
applicable, hoWever, to content that is published via more 
traditional mediums as Well. 

[0029] Referring noW to FIG. 1, a centraliZed consumer 
feedback procedure 100 according to embodiments of the 
invention is shoWn. The consumer feedback procedure 100 
includes a feedback intake step for receiving the consumer 
feedback. In some embodiments, the feedback intake step 
includes providing an on-line form at step 102a that the 
consumer can complete to provide feedback. The on-line 
form may be any suitable form such as a Webform that the 
consumer can ?ll in. Preferably, each Webpage or at least 
each Website managed by the electronic content manage 
ment includes such an on-line form. The feedback intake 
step may also include providing a form at step 102b that a 
customer service representative can use to ?eld consumer 
feedback provided via telephone. In most embodiments, the 
forms provided are similar or identical to each other in order 
to standardiZe the information in the forms. Other feedback 
mechanisms may also be used Without departing from the 
scope of the invention, such as a mail-in or fax-in form that 
the consumer may ?ll out and send in. 

[0030] Once a feedback form is received from the con 
sumer, it is subsequently provided to a help center at step 
104. The help center, Which may be a manual and/or a 
computeriZed help center, parses the data from all received 
forms according to one or more prede?ned ?elds, such as the 
consumer name, email address, type of feedback, and the 
like. The parsed data is thereafter extracted from the forms 
and provided at step 106 to a database of the electronic 










