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goal is explicit, shared, and understood by all. 

A shared goal makes it easier for people in an 

organization to make quick decisions without 

having to resort to a formal validation process. 

Agility in decision-making is very important in 

this fast-paced environment. Change the usual 

goal of getting content published on platform 

X into a goal of creating content that is relevant 

for stage X of the user experience.

Smart Insights’ Content Marketing Plan-

ning template (www.smartinsights.com/

content-management/content-marketing-

strategy/the-content-marketing-matrix-new- 

winfographic/attachment/content-marketing-

planning-template/) is a good example of how 

you can set user-focused goals for your con-

tent. This template focuses on content market-

ing, but you can use a similar map for techni-

cal content. For example, a tutorial will seek to 

educate and maybe entertain, while a technical 

support FAQ will seek to reassure and convince.
Step 2: Create multidisciplinary teams

A lot of the inconsistency and disconnected-

ness that users face when using online con-

tent comes from the internal disconnection 

between groups. This is known as Conway’s 

Law, which states that the design of a system 

mimics the structure of the organization that 

produced it. If the content organization is si-

loed, the user experience with content will be 

siloed too. Good news: You do not have to wait 

for the whole organization to change to fix this. 

Reach out to other content creation depart-

ments: support, training, marketing, etc., and 

bring representatives of these departments 

into an integrated content “council” or “work-

group”. The mere act of creating interaction has 

an immediate, concrete impact on user experi-

ence, with more cross-linking, reuse, and cost 

savings.
Technical support teams gain a lot from docu-

mentation teams who can help them produce 

the content necessary to reduce support calls. 

Sales teams can help documentation and train-

ing teams better address user needs. Marketing 

teams usually look for quality technical content 

to promote, and technical content teams can 

point them to it.

location (the manual). If you change this mind-

set and consider the nature of technical con-

tent as information that helps a client answer 

questions and make decisions about how to do 

something, then it becomes clear that the help 

is now just one part of the equation.

An integrated strategy is all the more impor-

tant because online user experiences are dis-

connected and inconsistent. These experiences 

are fragmented because the focus is more on 

where content gets published than on how it 

matches the end-to-end user experience. With 

Industry 4.0, online user experience can make 

or break a product. Content in general, and 

technical content in particular, becomes criti-

cal to creating successful online experiences 

for clients, and therefore becomes an essential 

business asset.We had to change our content strategy for 

technology, architecture, and processes when 

manuals became available online. We have to 

make a similar type of change now that techni-

cal content has become ubiquitous, polymor-

phous, and fast-changing. Analytical, linear, and 

hierarchy-based frameworks show their limits 

in a complex environment where things are in-

terrelated, simultaneous, and circular.

Here are five steps for defining a strategy for 

technical content in the age of Industry 4.0. 

They do not need to be taken in this order – 

remember we are not in a linear context. Think 

of them as various entry points to a global ap-

proach.

Step 1: Set a goal for 
how you want to 

impact user experience

Online user experience has become the corner-

stone of business in Industry 4.0. So the starting 

point for a content strategy is the role of con-

tent in this experience.
Go back to your audience. What sorts of ques-

tions do they have? What decisions do they 

need to make? How are they going to feel? How 

would you like them to feel? Define journeys 

for user experience and ask yourself these ques-

tions for each stage of the journey. Do some 

user research to back your conclusions.

Then, for each stage of the journey, define 

a clear goal for your content. Make sure the 

By  Marie Girard
From books to 

molecular content
Where does technical content fit into this picture? 

Let’s go back in time and examine where techni-

cal content comes from. The story of mass content 

production started when the printed press made 

it possible to share scientific knowledge. Techni-

cal knowledge – that is, information about how to 

do something for a utilitarian purpose – remained 

tied to an oral tradition of apprenticeship until the 

industrial age. Mass industrialization created the 

need to transfer know-how quickly: Instruction 

manuals were born. Products came with a paper 

manual; the book was the unit of content. 

Then came the Internet, and the possibility of 

publishing books online gave birth to PDFs. New 

ways of browsing and searching forced the book-

like nature of PDFs to give way to a different infor-

mation architecture: online Help. The first docu-

mentation standards appeared, based on SGML 

and then XML, and the topic became the unit of 

content. Soon, new technologies made it pos-

sible to create a tighter link between a software 

interface and the online Help. Chunks of content 

could provide instructions and know-how direct-

ly within interfaces. Because these chunks were 

smaller than topics and were sitting outside of 

the online Help, content management challenges 

emerged. When social media entered the picture, many 

different authors could share know-how through 

videos, graphics, or forum interactions. Techni-

cal support and marketing teams embraced the 

change and moved to these platforms. Technical 

content, in the sense of content that explains 

what something is and how to use it, can now 

be found in a variety of shapes and places. And 

it seems that professional technical communica-

tors are no longer the only ones producing it. UI 

designers, support agents, content marketers, 

and instructional designers are all producing 

technical content online or in connected objects 

these days.

The need for a change 
of mindsetThe original birthplace of technical content is the 

instruction manual, so we tend to equate the na-

ture of technical content (know-how) with its 
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A five-step content strategy
for Industry 4.0

Content is everywhere. It sits in your pocket or on the screen of your mobile phone. It pops up from a 

search when you want to find out what something is or how it works. It might already be part of your 

watch telling you that it’s time to exercise. With the advent of Industry 4.0, it will find its way into your 

fridge, or even onto a nanochip underneath your skin.
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The golden triangle

of content metrics

Feedback can be a gift and an asset that content-producing teams

can use to demonstrate their value and improve the success of their content.

But how can we measure the value of our content?
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center your strategy around metrics that are easy 

to produce, such as:

•  The number of topics, pages, or deliverables 

that you create

•  The number of topics, pages, or deliverables 

pages that you publish

•  The number of languages you support

•  The number of output formats that you support

•  The degree of reuse within your content

These internal metrics explain what your team has 

produced. This could be effective information if 

you are trying to evaluate the internal productivity 

of your team. This data also helps to show how you 

are using resources and spending your budget to 

produce content. However, this information does 

not answer whether your content is of value to 

customers. 

Customer engagement

metrics
Customer engagement metrics answer the ques-

tion, “How are customers using your content?” 

These metrics are the easiest to gather because 

you can quickly measure how customers access 

and interact with your content. 

By Laura Bellamy

As technical writers and content producers, we pro-

vide information that serves our customers so they 

can successfully use our products and services. To 

produce effective information, we rely on customer 

feedback. Too often the feedback that we receive 

focuses on a single channel of information or a 

limited set of metrics. This narrow view limits our 

ability to make effective decisions. 

Discussions of metrics and customer feedback 

often revolve around customer satisfaction (CSAT) 

and net promoter score (NPS). As a content-pro-

ducing organization, you might be unable to get a 

single metric that shows satisfaction, let alone be 

able to use that metric to make data-driven deci-

sions for your organization. 

As opposed to focusing on a single metric or a 

single channel of customer feedback, consider 

expanding the scope of customer feedback data 

that you gather to include data across three dimen-

sions: customer engagement, content value, and 

market reach. The data from these dimensions 

creates a golden triangle of customer feedback 

that will help you to better demonstrate the value 

of your information, focus your resources on the 

most impactful areas of work, and better serve your 

customers.

Metrics strategy

Just as you have a content strategy, you should 

also create a metrics strategy 

that answers three key 

questions:

•  What do you want to 

know?

•  How will you

measure it?

•  How will the information be

actionable?

A metrics strategy can help prioritize what data 

you collect and ensure that the information will 

help both managers and technical writers to 

make decisions that improve the success of your 

content. The data from a well-defined metrics 

strategy can provide actionable information down 

to your writing team as well as provide valuable 

business information that you can provide to your 

management team.

Avoid false metrics

If you are just getting started defining your strat-

egy and capturing data, you might be tempted to 
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How to get metrics

If you publish content to a website that is publicly 

accessible, use a web analytics tool to gather cus-

tomer access data. Your corporate web or marketing 

team might have an existing analytics tool that you 

can use. Otherwise, consider using free tools such as 

Google Analytics or Piwik.

If you do not publish publicly accessible HTML, 

consider other ways you can evaluate how often 

customers access your content. For example:

•Number of downloads of a PDF

•Number of documentation downloads from the 

app store

What to measure

Web analytics tools provide such a wide range of 

information that it can be difficult to decide what 

to track. For measuring customer engagement, 

consider tracking the basic metrics listed in Table 1.

Content value metrics

Content value metrics answer the question, “Do 

customers find your content useful?”

As the Nielsen Norman Group showed, the core 

characteristic of a good user experience is utility 

– meaning that the content is useful to customers. 

Table 1: Basic metrics for measuring customer engagement

Question
Metrics to measure

Uses for this information

How many customers 

access my content?

•  Sessions – The number of 

times that users access and 

engage with your site

•  Total users – The total number 

of visitors to your site

•  Unique users – The number of 

visitors that have visited your 

site once

•  Returning users – The number 

of visitors that have visited 

your site more than once

•  Page views – The total number 

of pages viewed on your site

Use this information as a data point for de-

termining how wide your customer reach 

is. For example, if you have a specialized 

product that serves niche customers, you 

might expect only a few hundred users to 

access this content. If your content is tar-

geted toward a mass-market audience and 

you do not see a large number of views, 

you might need to address SEO or market-

ing issues to ensure your content reaches 

your customers.

How long are custom-

ers engaging with my 

site?

•  Pages per session – The aver-

age number of pages viewed 

per session

•  Session duration – The aver-

age length of a session

•  Bounce rate – The number of 

visits where users left the site 

before engaging with a page

Use this information to determine the most 

popular and the most engaging pages so 

you can apply positive characteristics from 

these pages to other content. For example, 

if your topics with code samples are widely 

viewed and have a low bounce rate, consid-

er creating more code samples and adding 

samples to other pages.

winfographic/attachment/content-marketing-

planning-template/) is a good example of how 

you can set user-focused goals for your con-

tent. This template focuses on content market-

ing, but you can use a similar map for techni-

cal content. For example, a tutorial will seek to 

educate and maybe entertain, while a technical 

support FAQ will seek to reassure and convince.multidisciplinary teams
A lot of the inconsistency and disconnected-

ness that users face when using online con-

tent comes from the internal disconnection 

between groups. This is known as Conway’s 

Law, which states that the design of a system 

NOVEMBER 2016   

41

center your strategy around metrics that are easy 

to produce, such as:

•  The number of topics, pages, or deliverables 

  The number of topics, pages, or deliverables 

  
that you create

•  The number of topics, pages, or deliverables 

  The number of topics, pages, or deliverables 

  
pages that you publish

•  The number of languages you support

  The number of languages you support

  

•  The number of output formats that you support

  The number of output formats that you support

  

•  The degree of reuse within your content

  The degree of reuse within your content

  

These internal metrics explain what your team has 

produced. This could be effective information if 

you are trying to evaluate the internal productivity 
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are using resources and spending your budget to 

produce content. However, this information does 

not answer whether your content is of value to 

customers. 

Customer engagement
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Customer engagement metrics answer the ques-

tion, “How are customers using your content?” 

These metrics are the easiest to gather because 

you can quickly measure how customers access 

and interact with your content. 
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As technical writers and content producers, we pro-

vide information that serves our customers so they 

can successfully use our products and services. To 

produce effective information, we rely on customer 
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focuses on a single channel of information or a 

limited set of metrics. This narrow view limits our 

ability to make effective decisions. 

Discussions of metrics and customer feedback 

often revolve around customer satisfaction (CSAT) 

often revolve around customer satisfaction (CSAT) 

and net promoter score (NPS). As a content-pro-

and net promoter score (NPS). As a content-pro-

ducing organization, you might be unable to get a 

ducing organization, you might be unable to get a 

single metric that shows satisfaction, let alone be 

single metric that shows satisfaction, let alone be 

able to use that metric to make data-driven deci-

able to use that metric to make data-driven deci-

sions for your organization. 

As opposed to focusing on a single metric or a 

As opposed to focusing on a single metric or a 

single channel of customer feedback, consider 

single channel of customer feedback, consider 

expanding the scope of customer feedback data 

expanding the scope of customer feedback data 

that you gather to include data across three dimen-

that you gather to include data across three dimen-

sions: customer engagement, content value, and 

sions: customer engagement, content value, and 

market reach. The data from these dimensions 

market reach. The data from these dimensions 

creates a golden triangle of customer feedback 

creates a golden triangle of customer feedback 

that will help you to better demonstrate the value 

that will help you to better demonstrate the value 

of your information, focus your resources on the 

of your information, focus your resources on the 

most impactful areas of work, and better serve your 

most impactful areas of work, and better serve your 

customers.

Metrics strategy
Metrics strategy

Just as you have a content strategy, you should 

Just as you have a content strategy, you should 

also create a metrics strategy 

also create a metrics strategy 

that answers three key 

that answers three key 

questions:
questions:

•  What do you want to 

What do you want to 

know?know?

•  How will you
How will you

measure it?
measure it?

•  How will the information be

How will the information be

actionable?

A metrics strategy can help prioritize what data 

A metrics strategy can help prioritize what data 

you collect and ensure that the information will 

you collect and ensure that the information will 

help both managers and technical writers to 

help both managers and technical writers to 

make decisions that improve the success of your 

make decisions that improve the success of your 

content. The data from a well-defined metrics 

content. The data from a well-defined metrics 

strategy can provide actionable information down 

strategy can provide actionable information down 

to your writing team as well as provide valuable 

to your writing team as well as provide valuable 

business information that you can provide to your 

business information that you can provide to your 

management team.

Avoid false metrics
Avoid false metrics

If you are just getting started defining your strat-

If you are just getting started defining your strat-

egy and capturing data, you might be tempted to 

egy and capturing data, you might be tempted to 
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If you publish content to a website that is publicly 

accessible, use a web analytics tool to gather cus-
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Google Analytics or Piwik.
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Content value metrics

Content value metrics answer the question, “Do 

customers find your content useful?”

As the Nielsen Norman Group showed, the core 

characteristic of a good user experience is utility 

– meaning that the content is useful to customers. 
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site once
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your site more than once

•  Page views – The total number 

of pages viewed on your site

Use this information as a data point for de-

termining how wide your customer reach 

is. For example, if you have a specialized 

product that serves niche customers, you 

might expect only a few hundred users to 

access this content. If your content is tar-

geted toward a mass-market audience and 

you do not see a large number of views, 

you might need to address SEO or market-

ing issues to ensure your content reaches 

your customers.
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•  Bounce rate – The number of 

visits where users left the site 

before engaging with a page

Use this information to determine the most 
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Accessories and parts systems are digitally 

distributed and connected to e-commerce 

websites and business platforms. And now 

there is the Internet of Things (IoT).
Prepare for the Internet 

of ThingsWith the Internet of Things, information will 

be completely integrated into products. The 

mission for us as creators of product infor-

mation will be to continuously describe the 

components of ever-changing products. Soon 

we will abandon print completely and instead 

work with online tools that create modular 

topic-based structures where information 

and products are developed simultaneously 

throughout the product lifecycle.

So what exactly is the Internet of Things? 

In short, it means that all things running on 

electricity can and will be connected to the 

Internet. And we are talking about ALL sorts 

of things, from large industrial machines to 

consumer products and even down to small 

basic components. Washing machines, cars, 

welding equipment, lamps, refrigerators, 

clocks... everything.
Why will this happen? Because connected 

things can be programmed to intelligently 

make use of each other in order to make hu-

man life easier and more efficient. The devel-

opment of the IoT is something we can utilize, 

From product information to 

product communication

In times of user forums and service portals, user information is no longer a one-way street. But while 

many manufacturers still ignore – or even fear – user-driven information, we should think of ways to 

tap into this great pool of knowledge that users give away freely. By Carl Carlheim-Gyllensköld and Johan Elisson One day, our manager came by with 

her mobile phone. It had crashed and 

she needed help from her tech-savvy 

employees. A quick Google search gave 

us several solutions to the problem; 

some through video, others through forum 

threads, some in blog entries. We did what 

most of us do; we gave each solution a few 

seconds and decided on one that felt good. 

Bingo! A few minutes later, the mobile phone 

worked again. 
The interesting thing was that none of the 

solutions came from the actual mobile phone 

company. Why? 

The product informa-

tion world is changing

Producing technical information has been a 

relatively routine process for many decades. 

Products are manufactured, documented and 

marketed, and when they are sold, the printed 

documentation is handed over to the user or 

distributed to service technicians.

But this world is changing. 

With the breakthrough of the Internet, a slow, 

structural evolution commenced, directing 

information away from the printed manual 

and more towards the screen. Handbooks 

have been replaced by apps and user forums. 

Information about repair and maintenance 

procedures is now available in service portals. 
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1/1 page 4th cover page (back cover) – 210 x 280 2,770 EUR

* Please note: All prices exclude VAT.
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Advertising formats

Digital data: PDF,  preferred PDF X-1a.

Size: See below. For bleed advertisements please add additional 3 mm on all sides for trimming.

Image resolution:  All images are modified in 300 dpi, bitmap in 1200 dpi.

Color/Profile: 4c (CMYK) / Iso Coadet V2. 
 All black fine lines and black text in 100% K.

For special formats please contact us.

Please read our terms and conditions at http://www.tcworld.info/footer/advertise/
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All prices exclude VAT.

Category
selection
(price per
category)

80 EUR / month  90 EUR / month 80 EUR / month 90 EUR / month 40 EUR / month 50 EUR / month

Approx. 32,000 visitors a month

87% of the total visitors are from German-speaking countries
(Germany, Austria, Switzerland)

Format: Full-size-banner (468x60 pixels or 728x90 pixels) 

in GIF or JPG

Placement: Banner exchange program randomly

Approx. 10,500 visitors
a month

50% of the total visitors are from 

English-speaking countries
(USA, UK, India, Canada, Australia)

 The website is international
Placement: Banner exchange 

program randomly

Full-size banner
(GIF or JPEG)

for tekom
company
members

for
non-members

for tekom
company
members 

for 
non-members

for tekom
company
members 

for
non-members

small
(468x60 Pixel)

400 EUR / 
month

500 EUR / 
month

400 EUR / 
month

500 EUR / 
month

150 EUR / 
month

250 EUR / 
month

large
(728x90 Pixel)

500 EUR / 
month

600 EUR / 
month

500 EUR / 
month

600 EUR / 
month

200 EUR / 
month

300 EUR / 
month

Banner
advertisement

(WebPortal/Conference Portal/Country Organizations)

· German · English · English

Additional 
categories

· Fachartikel · Publikationen 
· Mitgliedschaft · Beruf & Bildung

· Dokupreis · intro · Tagungen
 · Dienste

· Technical articles · Publications 
· Membership

· Career & Education
 · Conferences

· e-magazine 
· Events · News 

· Services
 · Education & Training

tekom.de  tekom.eu tcworld.info

Banner
advertisement 

Package deal
 
Package deal

Book a banner advertisement on 
 www.tekom.de / www.tekom.eu  and save

10%
on the banner advertisements on 

www.tcworld.info

Booking options:
Monthly banner advertisement.

In addition, you can display

your banner in selected categories.

Reduction for repetitions
Buy banners by the bundle 3 months 6 months 9 months 12 months
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Advertorial

Topics
Exhibitors can choose from the following topics:

•  TBA

The advertorial presents exhibitors with a unique opportunity to 

reveal their know-how within the selected topics. It consists of 

a short text, company logo, web address, and booth number at 

the tekom fair. It is also possible to include a small infographic or 

image. 

Key benefi ts
•    Present your organization 

- Draw our readers’ attention to what you know best

•  Gain visibility 
-  Your company logo will ensure that your company is reco-

gnized at a glance

•  Prove your excellence 

- Readers will realize your expertise and topic knowledge

•  Distinguish yourself 

-  Our special advertorials stand out boldly from other

magazine content

•  Reach out to your target audience 

- tcworld magazine’s circulation is over 4,000

What’s included
•    Publication of your half-page advertorial

in tcworld magazine, Issue 4/2017 

(publication October 19, 2017)

•  Publication in our online conference portal 

•  Editing services, layout and print reviews

Technical requirements
•  Text

- Header: 40 characters max., incl. spaces

- Sub-header: 400 characters max., incl. spaces

-  Text: 1,600 characters with infographic

or 2,000 characters without infographic,

incl. spaces

•  Graphic material
- Resolution: min. 300 dpi, size: 6 x 4 cm

- Format: JPG or TIFF

•  Company logo (vector graphics)
- Resolution: 1,200 dpi

- Format: PDF/EPS/TIFF

Price and deadlines 
Half-page advertorial: 710 EUR + VAT

Booking deadline: September 6, 2017

Submission deadline: September 12, 2017

Promote your business with an advertorial
in tcworld magazine
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Current knowledge for technical communicatorsKnowledge has never been more valuable than it is today. 

Which expertise is essential for technical communicators and how can they obtain it? 

The profiling tool for the tekom Competence Framework provides guidance.

By Dr. Daniela Straub

Knowledge and competence as an economic factorThere has been a lot of talk about a knowledge-

based society. Options for information and commu-

nication as well as services involving information are 

booming. Meanwhile, knowledge has acquired the 

same significance as the classic production factors 

and is even referred to as the “new” fourth produc-

tion factor. In business, the benefits and profits of 

systematic knowledge management for a company 

are discussed quite a bit – even if active knowledge 

management is rarely found in practice. 
In fact, the half-life of knowledge is decreasing con-

tinuously. For example:

•  Operational expertise has a half-life of approx. 4 

years. 
•  IT expertise has a half-life of approx. 1.5 years. 
•  In 2010, twice as much content was created than 

in all previous years combined. •  According to the Harvard Business Review, 

knowledge increases exponentially; its half-life 

decreases.

So, what is the half-life of knowledge? This refers to 

the time after which only half of the available knowl-

edge, for example in a specific area of expertise, is 

still valuable, i.e. only half of it is still valid after a cer-

tain period of time. As a result, companies and their 

employees must continuously verify if their knowl-

edge is up-to-date and still fits their requirements. 

How much of this applies to technical communica-

tion? There are no statistical or empirical studies re-

garding the half-life of knowledge in technical com-

munication. Therefore, it can be assumed that not 

many scientific findings are overruled every couple 

of years, for example those on human information 

processing, which in turn have consequences for 

structuring methodologies in technical commu-

nication. In this case, the half-life of knowledge in 

technical communication may even be measured 

in decades. However, there are also many other 

areas that are highly relevant to IT and media. And 

here, the half-life of knowledge in technical com-

munication may be comparable to that of IT exper-

tise, which affects, for instance, the development of 

apps for technical documentation, special software 

systems or the topic of wearable technologies, to 

name just a few examples. It is not without reason 

that in our industry, there are many information ser-

vices involving the latest developments and trends. 

Also, the range of tasks in technical communication 
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technical writing

Agile software development makes specific 

demands on documentation teams, whose tech-

nical writers are required to be nimble, describe 

features in a piecemeal fashion, and report on 

their progress. The structure of DITA is ideally 

suited to these needs. Though originally created 

for different reasons, DITA and Agile share com-
Agile Manifesto came from a group of software 

developers seeking a more lightweight way 

to create their deliverables. In just over ten 

years of existence, DITA has seen the highest 

adoption rates within software development – 

the same industry in which Agile has had the 

largest uptake. 

Ten reasons why DITA and Agile 

are made for each other 

DITA’s topic-based approach to enable content reuse 

complements the principles of Agile methodologies. 

And that’s by far not the only reason why the two principles make a perfect match.

February 2016
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By Keith Schengili-Roberts

Both the Darwin Information Typing Archi-

tecture (DITA) and Agile were born out of 

necessity for software development teams. 

Technical writers within the software division 

at IBM established DITA in order to efficiently 

create effective and collaboratively written 

topic-based documentation. Similarly, the 
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