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What is tcworld magazine?
tcworld magazine is tekom’s magazine for international information management. tcworld magazine focuses on how 
companies face the challenges of communicating with customers, partners and employees 
in various markets, through multiple channels and platforms, and on increasingly 
immersive devices.

Our magazine covers topics such as:
·  intelligent information, including Industry 4.0 and Augmented/Virtual Reality
·  user experience, including content marketing and customer experience
·  technical writing from content creation techniques to publishing and process 

management
·  team management, including staff retention, 

motivation and stress management as well as team communication
·  cultures and markets, where we explore various regions and locales and illuminate

legal requirements and cultural etiquettes
·  translation and localization, including terminology management,

translation management and localization

Who reads tcworld magazine?
tcworld magazine is aimed at professionals from all corporate levels and work fields producing content in multiple formats and langu-
ages for various platforms and channels. Our readers include specialists and opinion leaders from technical communication, translation, 
localization, content marketing, intercultural communication and other fields.   

   Who reads tcworld magazine?

APRIL 2024

APRIL 2024   

22

23

TECHNICAL COMMUNICATION

TECHNICAL COMMUNICATION

for a content revamp. Your customers can 

now choose the format of the response 

they get from the GenAI, such as bullet 

points, tables, language preferences, and 

so on. Thus, writing content in a generic 

format and conversational style will help 

GenAI-based agents produce appropriate 

responses based on your customer per-

sona and their personal preferences. After 

the content audit, the technical writing 

team should evaluate and prioritize efforts 

to strengthen their knowledge base con-

tent to cater to the needs of GenAI-based 

agents. If this requires a major revamp of 

your entire knowledge base, it is advisable 

to involve information architects. 

Conclusion

A content audit is a must before deploy-

ing GenAI-based agents on your knowl-

edge base. The existing knowledge base 

content must be revamped to cater to the 

characteristics of your GenAI-based agent. 

Having timely and accurate content builds 

trust in your knowledge base, which ena-

bles GenAI to provide reliable and consist-

ent responses. Utilizing consistent business 

terms across your knowledge base will em-

power GenAI to generate responses with 

utmost clarity and reduce hallucination. 

Let’s get your content ready for GenAI-

based agents to engage with your custom-

ers for a richer knowledge experience.

might become confused, as the “sentence 

similarity” between those terms is very close, 

yet they might have different business defi-

nitions. GenAI-based agents might therefore 

produce inconsistent responses depending 

on which term is used in the customer’s 

questions. During the audit, create a busi-

ness glossary that contains the list of busi-

ness terms along with their definitions. Then 

revisit all the content to ensure that business 

terms are used consistently. This helps Ge-

nAI-based agents provide clear answers to 

your customers.  

Other aspects

Technical writers need to be aware of the 

preprocessing steps involved with the 

knowledge base content while deploy-

ing any GenAI-based agents. The vendor/

developer implementing the GenAI-based 

agent can provide you with the list of pre-

processing steps for your content. It is vital 

to understand how variables, snippets, ta-

bles, code snippets, and content labels are 

preprocessed before they are sent for further 

processing in the RAG framework. Technical 

writers should also seek information from 

vendors/developers on the content chunk-

ing strategies of their tool. 

Next steps

The shift in customer behavior to accessing 

your content via GenAI-based agents calls 

based agents get a holistic perspective on 

your content. Figure 1 shows an example of 

an elaborate “Getting Started Guide” from 

Airtable. GenAI toolkits also have techniques 

to summarize article content if customers 

wish to interact with your knowledge base 

content directly instead of GenAI agents.

FAQs
While auditing content, check whether your 

article content has FAQs. If not, it is important 

to add these for each article in your knowl-

edge base. The content for creating FAQs 

can be sourced from your customer support 

channels, so that GenAI can be better suited 

to answer common questions. Also, FAQs on 

existing content help GenAI-based agents 

understand the nuances of your article con-

tent. Technical writers should update FAQs 

at regular time intervals to cater to emerging 

customer questions. This new knowledge ad-

dition helps GenAI-based agents to generate 

reliable and consistent responses. Figure 2 

shows an example of FAQs on article content.

Business glossary usage

During the audit, assess any business terms 

in your entire knowledge base content. Using 

consistent business terms across your knowl-

edge base is indispensable in eliminating am-

biguity and confusion. For example, if you are 

using terms such as “clients”, “customers”, “us-

ers”, and “stakeholders” synonymously, GenAI 

Figure 2: FAQs need to be updated regularly to answer emerging customer requests.

 

Source: docs.document360.com
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Intelligent prompts for 

better technical content

A valuable tool to add to our toolbox, GenAI can significantly improve our work. 

That is, if you know how to talk to it.

Text by Alexandru Jitianu
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edge base. The existing knowledge base 

content must be revamped to cater to the 

characteristics of your GenAI-based agent. 

Having timely and accurate content builds 

trust in your knowledge base, which ena-

nAI-based agents provide clear answers to 

your customers.  
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existing content help GenAI-based agents 

understand the nuances of your article con-

tent. Technical writers should update FAQs 

at regular time intervals to cater to emerging 
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should now appear to indicate you have 

performed this process correctly. When 

the “number pad” appears, stop tapping 

the app. 

In some cases, learning this 3R process 

involves active guidance; for example, in-

dividuals may rely on instructions when 

learning to use an item. In other cases, 

this process can be more passive, with in-

dividuals learning a process by observing 

and mimicking what others do. And some-

times, individuals blend the two – for exa-

mple, reading instructions while observing 

others perform the same activity.

During this learning process, the individual’s 

mind establishes certain associations for 

using an item. First, the mind learns to re-

cognize items based on their features. (If an 

item has these features, this is what it is and 

what it does.) Next, the individual learns to 

associate a specifi c action or set of actions 

with using that recognized item. (When you 

encounter an item with these features, per-

form this action to use it.) Finally, the mind 

learns to register certain changes as signs 

that the item was used correctly. Per the “call 

phone” app example, the recognize, react, 

and resolution situation would be

Recogn
ition

Reactio
n Resolut

ion

See app
Tap app to 

use

Number 

pad screen 

appears = 

stop tap-

ping app

Over time, this 3R process becomes refl e-

xive. When the individual sees the correct 

visual, that person automatically performs 

the corresponding action and will continue 

to perform that action until the expected 

result – or change in visual display – occurs. 

Psychologists call this refl exive response si-

tuation “conditioning”. This infl uences how 

humans use many items on a daily basis.

Conditioning and

visual content 

Visuals are often central to these conditio-

ning processes involving the 3Rs. In many 

cases, it is the recogni
tion of a specifi c visual 

that prompts individuals to perform a given 

shape audience expectations for 

usable visual designs. Techni-

cal communicators can benefi t 

from an understanding of these 

processes when creating visual 

content.

Understanding

3R expectations 

The 3R processes are not inherent to 

items. Rather, individuals learn them ba-

sed on their experiences. When first en-

countering an item (e.g., a “call phone” 

app), individuals don’t know what that 

item is or what it does. Rather, they need 

to learn the 3R processes associated with 

using it. Individuals also need to learn 

how 3R processes interconnect in a feed-

back loop that guides their use of that 

item.

When using a “call phone” app, for exa-

mple, individuals must learn that when 

they see a particular icon (visual stimu-

lus), they need to tap that icon (action) 

to use it when making a call. If individuals 

perform this process correctly, a new vi-

sual (stimulus) – the “number pad” screen 

– should appear to indicate the process 

was performed successfully. Individuals 

also need to learn that when the number 

pad appears, they should stop tapping 

the app (cease action). 

From a 3R perspective, the process might 

resemble the following:

•   Recognition: The individual knows 

the design of the “phone” app and 

identifies it as something used to 

make a phone call.

•   Reaction: Upon seeing the “call 

phone” app, the individual knows to 

tap the app to use it.

•   Resolution: If the individual used the 

app as intended, the interface should 

change to display a “number pad” 

screen; upon seeing this screen, the 

individual knows to stop tapping the 

“call phone” app.

On first use of a “call phone” app, indivi-

duals need explicit instruction to iden-

tify each part of this 3R process. For ex-

ample: First, locate the “call phone” app, 

which resembles… Next, tap that app 

as depicted… The “number pad” screen 

Visual content plays a central 

role in technical communication. 

Audiences often rely on visual 

factors – including headings, 

icons, and menu bars – when 

using technical content. The 

question becomes: What makes 

visual content usable? The answer 

involves psychological processes 

that shape how humans interact 

with visual information.

The three Rs of usability

To use something eff ectively, humans need 

to perform three interconnected processes:

The fi rst process is “recognition”: Do indivi-

duals know – or recognize – what to use to 

achieve an objective?

Example: Do individuals recognize a “call 

phone” app on a smartphone AND do they 

recognize what that app does? 

Goal: Know what an item is and what it 

does.

The second process is “reaction”: Do indivi-

duals react to – or use – a recognized item 

as needed to achieve an objective?

Example: Do individuals know what ac-

tions to perform when using the “call 

phone” app to make a call with a smart-

phone? 

Goal: Know how to use an item to achieve 

the desired objective.

The third process is “resolution”: Do indivi-

duals know when a resolution has occur-

red – i.e., that they used an item correctly 

to achieve an objective?

Example: Do individuals know what the 

smartphone screen should display to in-

dicate they correctly used the “call phone” 

app to make a phone call? 

Goal: Know the task was performed suc-

cessfully.

Usable content allows individu-

als to address all three “R” (3R) 

processes easily and effectively. 

Similarly, these three processes 
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The psychology of 

visual design

When scanning information, our attention is naturally drawn to graphics. 

Understanding how humans process visual content helps us to become better designers.
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After the audit, technical writers can focus 

on restructuring each section of the article 

so that the information flow is streamlined 

and the transition between different sec-

tions is clearer.

Article contentThe article content needs to be revised so 

that all content is elaborate. Add more text 

content to make your content as explana-

tory as possible. Given the nature of GenAI 

to harness the power of natural language, 

it needs more content to understand the 

semantics and domain of your knowledge 

base content. When you review your con-

tent, ensure that the purpose of the article 

is clearly articulated and the scope is clearly 

defined. Depending on the nature of the 

article content, the procedural steps can be 

added in the following subsection of your 

article. Any other relevant content can be 

added to the article following good content 

structuring. The pronoun “it” can be used within a para-

graph, but not to reference anything in the 

following paragraph. Repeat the subject in 

new paragraphs. The rationale behind this 

is that GenAI-based agents use a Retrieval 

Augmented Generation (RAG) framework 

that works by chunking content to gener-

ate apt contexts. If “it” is used in the chunked 

content, it might lose relevance! After the 

audit, technical writers can focus on adding 

more content to existing articles so GenAI-

Content freshnessFor a GenAI-based agent to provide ac-

curate information to your customers, the 

underlying content should always be up to 

date. Thus, it is imperative to ensure that all 

the content in your knowledge base has the 

“last modified”/“last updated” date added to 

its metadata. This helps GenAI-based agents 

to provide timely and accurate responses 

to customer questions. A good measure to 

check content freshness is categorizing con-

tent into a few buckets based on time, e.g., 

one-month-old content, three-month-old 

content, and more than three-month-old 

content. Then prioritize reviewing your con-

tent to ensure that your knowledge base 

remains up to date. Focus on the content 

that needs to be fresh all the time, as new 

information needs to be added frequently. 

Apply good processes within your technical 

writing team.

Content structure The content structure is crucial for GenAI-

based agents to understand the importance 

of each subsection inside your articles. The 

article content hierarchy can be adhered to 

with the help of H1 – H6 tags. This semantic 

structuring of content helps GenAI-based 

agents retrieve relevant information inside 

appropriate subsections of your article to 

answer customers’ questions. During the 

content audit, check for instances where ar-

ticle content deviates from semantic rules. 

The emergence of Generative Artificial Intel-

ligence (GenAI) has had an impact on self-

service. Customers are no longer interested 

in typing search keywords and browsing 

a few articles to find what they are looking 

for. Instead, they utilize ChatGPT-like assis-

tive search providing them with accurate 

responses to their questions. The underlying 

content needs to be trustworthy to ensure 

the responses meet customer expectations 

and prevent GenAI from hallucinating.
There are a lot of companies around the 

world that are working on enabling GenAI 

assistive search to latch onto their knowl-

edge bases. However, the underlying con-

tent in these knowledge bases is still written 

for human consumption and focuses on 

meeting human requirements such as:
•  Content is usually concise, catering to the 
limitations of the human attention span.

•  Content is often complemented by rich 
media artifacts such as animated GIFs, 
images, videos, and so on to ensure that 
content is easy to comprehend.

•  Hyperlinks to various related articles are 
added for additional references.However, writing content for GenAI-based 

agents has to cater to different requirements, 

such as: 
•  GenAI-based agents are text-hungry; 
thus, underlying content must be as ex-
planatory as it can be.•  Given the nature of the chat-like inter-

face, the underlying content must be 
written in a conversational style in a 
more generic persona.•  A good business glossary is needed to 

ensure that GenAI offers accurate re-
sponses rather than hallucinations.If your customers are utilizing assistive search 

such as ChatGPT and your existing content 

is not tailored to accommodate the require-

ments of GenAI-based agents, it is high time 

to conduct a content audit. The underlying 

content must be GenAI-friendly to ensure it 

serves your customers with trustworthy re-

sponses. This article provides a set of assess-

ment criteria to make your content ready for 

GenAI agents to build upon. The content au-

dit will focus on content quality issues such 

as content freshness, content structure, and 

business glossary, among others.

Figure 1: A “Getting Started Guide” from Airtable 

Source: support.airtable.com

Is your content ready for GenAI-based agents?Unlike human users, GenAI requires elaborate,

text-rich information from which to generate precise responses.

Here is how to prepare your content for a new era. 

Text by Selvaraaju Murugesan

Unlike human users, GenAI requires elaborate,

text-rich information from which to generate precise responses.

Here is how to prepare your content for a new era. 

Text by Selvaraaju Murugesan

Unlike human users, GenAI requires elaborate,

text-rich information from which to generate precise responses.

Here is how to prepare your content for a new era. 
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• quality

• quantity

• format

An effective language data management 

strategy thus provides answers to the follow-

ing questions:

• How can I provide data that fits the re-

quirements of my use case(s) in terms 

of data types, quality levels, consistency, 

etc.?

• How can I provide enough of it?

• How can I make this data available to all 

relevant applications and processes?

Since the definition of quality data hinges on 

fitness for purpose, knowing the potential 

use cases is the first step to managing your 

language data. Once these use cases have 

been identified, a language data manage-

ment pipeline can be set up:

1. Identify relevant data sources: List 

all available content systems, provid-

ers, and formats, and prioritize them 

according to their importance and po-

tential usefulness.

2.  Set up the data organization: Set up 

a global metadata scheme to identify 

and classify language data across the 

content lifecycle and define data struc-

tures, exchange formats, and interfaces. 

3.  Collect and analyze: Gather data 

from relevant sources and analyze it in 

terms of quantity and quality. 

LLMs such as the GPTs can be put to use in 

language data management.

What is language data?

Language data can take many forms. From 

a high-level perspective, we can define lan-

guage data as mono- or multilingual multi-

media content from any source and in any 

format (text, audio, video, images, …). From a 

more detailed perspective, we can differenti-

ate between raw data (e.g., an audio record-

ing of a customer support call) and anno-

tated data (e.g., the same customer support 

call in its transcribed version, complete with 

lemmatization, named entity recognition 

[NER], and sentiment analysis). Examples of 

what constitutes (potentially) valuable lan-

guage data are almost endless. In the end, it 

is the use case we have in mind that decides 

what data we need, how much of it, and in 

which form.

What is language data 

management?

As with language data itself, there is cur-

rently no generally accepted definition of 

language data management. A good start-

ing point is a look at the typical requirements 

of data-driven applications and processes. In 

this context, at the most general level, “good” 

data is data that is fit for purpose in terms of:

Language data is everywhere. In organiza-

tions, it is clearly visible in “heavy” language 

assets stored in component content man-

agement systems (CCMS), web content 

management systems (WCMS), translation 

management systems (TMS), etc. However, 

this data is only the tip of the iceberg, with 

a much larger number of language assets of-

ten floating outside the radar: from product 

names in enterprise resource planning (ERP) 

systems to chat conversations from custom-

er support.

With the recent rise of AI solutions, and gen-

erative AI in particular, all this data has ac-

quired new value, creating a need for effec-

tive language data management strategies. 

In return, AI models that we train with our 

linguistic assets can support us in our day-

to-day language data management tasks. In 

this article, we provide examples of where 

and how AI models such as Transformers and 

Figure 1: Terminology clean-up with ChatGPT

Super-charge your

language data

with and for AI

AI applications such as ChatGPT feed off large amounts of language data. 

However, in turn, they can also help us effectively manage and leverage linguistic data.

Text by Daniel Zielinski and Simon Varga
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An effective language data management 

strategy thus provides answers to the follow-
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• How can I provide data that fits the re-
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of data types, quality levels, consistency, 

etc.?

• How can I provide enough of it?

• How can I make this data available to all 
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Since the definition of quality data hinges on 

fitness for purpose, knowing the potential 
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language data. Once these use cases have 
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all available content systems, provid-

ers, and formats, and prioritize them 

according to their importance and po-

tential usefulness.

2.  Set up the data organization: Set up 

a global metadata scheme to identify 

and classify language data across the 

content lifecycle and define data struc-

tures, exchange formats, and interfaces. 

3.  Collect and analyze: Gather data 

from relevant sources and analyze it in 

terms of quantity and quality. 

Language data can take many forms. From 

a high-level perspective, we can define lan-

guage data as mono- or multilingual multi-

media content from any source and in any 

format (text, audio, video, images, …). From a 

more detailed perspective, we can differenti-

ate between raw data (e.g., an audio record-

ing of a customer support call) and anno-

tated data (e.g., the same customer support 

call in its transcribed version, complete with 

lemmatization, named entity recognition 

[NER], and sentiment analysis). Examples of 

what constitutes (potentially) valuable lan-

guage data are almost endless. In the end, it 

is the use case we have in mind that decides 

what data we need, how much of it, and in 

What is language data 

As with language data itself, there is cur-

rently no generally accepted definition of 

language data management. A good start-

ing point is a look at the typical requirements 

of data-driven applications and processes. In 

this context, at the most general level, “good” 

data is data that is fit for purpose in terms of:

Figure 1: Terminology clean-up with ChatGPT

The emergence of Generative Artificial Intel-

GenAI-based agents?
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JULY 2024

SEP ‘24
NORDIC TechKomm 

Copenhagen September 18-19, 2024

 Copenhagen, Denmark
IUNTC Meeting

Topic: A framework for understanding 

cognitive biases in technical commu-

nication
 September 19, 2024, 4 PM (CEST)

 Online  www.technical-
communication.org

Elia Networking Days
 October 1-2, 2024

 Berlin, Germany
 elia-association.org/our-eventsTAUS Massively Multilingual AI 

Conference October 2-4, 2024
 Albuquerque, NM, USA

 www.taus.net

IUNTC Meeting
Topic: AI-based iiRDS tagging of 

technical documents as an example 

of applied and collaborative research

 November 14, 2024, 4 PM (CET)

 Online  www.technical-
communication.org

IUNTC Meeting
Topic: AIWorkbench

 December 5, 2024, 5 PM (CET)

 Online

NORDIC TechKomm Stockholm

 March 12-13, 2025
 Stockholm, Sweden

 Save the date!

tcworld conference 2025

 November 11-13, 2025

 Stuttgart, Germany

  Save the date!

OCT ‘24

NOV ‘24
DEC ‘24

MAR ‘25

NOV ‘25

IUNTC Meeting
Topic: Artificial Intelligence literacy 

and adjacent digital literacies for the 

digitalized and datafied language 

industry
 October 2, 2024, 4 PM (CEST)

 Online  www.technical-
communication.org

ATA Annual Conference

 October 30-November 2, 2024

 Portland, OR, USA
 www.atanet.org

tcworld conference 2024

 November 5-7, 2024

 Stuttgart, Germany
 tcworldconference.tekom.de

In his keynote “Departure and Disrup-

tion: Rethinking Knowledge”, Dr. 

Michael Gebert will dive into how AI is 

revolutionizing technical communica-

tion and opening up new possibili-

ties. With a background in business 

administration and a PhD in swarm 

intelligence, Dr. Michael Gebert is a 

visionary entrepreneur who is pas-

sionately committed to innovation, 

particularly in the field of AI.Languages & The Media

 November 13-15, 2024

 Budapest, Hungary
 www.languages-media.com
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Presenting the latest tools and 

developments
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Lost in machine 

translation?

Quick turnaround of large volumes 

is the essence when using machine 

translation (MT) for your technical 

documentation, software UI/UA 

and training documents. We bring 

consistency, human touch, and 

time & cost effectiveness to your MT 

content with our:

•    Seamless MT post-editing (MTPE) 

process

•    Domain-specialized editors 

iiRDS Consortium: 

Be part of it!

The iiRDS Consortium was founded in 

January 2018 and has been growing 

ever since: Now counting 30 inter-

national members, the Consortium 

pursues the goal of further developing 

the standard for intelligent informa-

tion request and delivery. 

As a standard for intelligent informa-

tion request and delivery, iiRDS aims 

to meet the demands of an industry 

that has been revolutionized by 

buzzwords such as “intelligent infor-

mation”, “Industry 4.0”, and “Internet 

of Things”. The future development 

of the standard lies with the iiRDS 

Consortium. 

With system vendors, industry 

members, consultants, and technical 

writers all in one pool – the iiRDS 

Consortium connects members 

with a wide variety of expertise, all 

with the aim to foster the world of 

technical communication. 

The diversity of our members is 

a great advantage, as different 

experiences result in a highly 

creative process of generating 

ideas. This makes the Consortium 

a strong and vibrant community. 

And you can jump on board too: 

Seven rules

for quality

Quality is a concern for anyone who 

processes and produces content. How-

ever, there are often stark discrepancies 

when it comes to the definition of qual-

ity. Just like with beauty, the individual’s 

assessment plays a decisive role. In this 

article, we want to demonstrate which 

traceable criteria can make quality 

verifiable.

Thucydides once said that beauty 

is in the eye of the beholder; in 

other words, people decide for 

themselves what they like and 

why. The same can be said for con-

tent and, of course, translations. 

However, in the “industrial” process 

of producing global content, 

individuality and spontaneity are 

problematic. Customers, service 

providers, and translators would 

much rather opt for predictable 

quality with calculable risks. Clearly 

defining quality expectations 

is crucial for choosing the right 

production workflow and for ob-

jectively evaluating the outcome. 

These seven rules make quality 

measurable – and thus also man-

ageable:

1    Define quality targets and key 

figures.

Let’s leave it all 

in one place

How new tools make cross-de-

partmental work for SCHEMA ST4 

easier and enable automation.

Before publishing any docu-

ment, technical writers have 

to take a whole range of steps 

that involve interdepartmental 

collaboration. From the first 

briefing and multistage review 

processes to the final approval 

and publishing, many people 

can be involved – and some 

of them might not be overly 

familiar with the work environ-

ment of technical writers. Quite 

often, the process involves 

emails, various text editors or, 

in the worst-case scenario, a 

quick chat shouted across the 

breakroom. All information and 

change requests then some-

how need to be collated and 

implemented by the technical 

writing team before finaliza-

tion. For this reason, informa-

tion often goes missing outside 

of the editorial system, or 

misunderstandings occur that 

lead to a final document that 

does not meet the demands of 

all those involved.

2 Encourage active and sustainable 

terminology work. 

3 Make use of the quality potential 

that is hidden in queries.

4 Turn the review process into stra-

tegic quality management with 

“Business Intelligence”.

5 Use content profiles and sampling.

6 Collect and visualize process data 

to optimize the overall system.

7 Automate routine tasks!

Would you like to know more about 

these “7 Quality Rules”? An e-mail to 

info@kaleidoscope.at with the sub-

ject “7 Quality Rules” will do! We will 

send you a document with which 

you can make quality measurable, 

comprehensible, and plannable.

www.kaleidoscope.at

Fortunately, we have a solution: 

the new Workflow Designer for 

SCHEMA ST4 2018. Together with 

the Workflow Automation Library, 

it can be used to compress 

ST4 for external parties, so that 

previous knowledge of how to 

carry out tasks in ST4 is no longer 

relevant. The browser can be 

used to carry out reviews, make 

comments and grant approval, or 

a wizard can be used to retrieve 

concrete information from col-

leagues. SCHEMA ST4 can there-

fore even be used by colleagues 

from different departments, as 

all information stays in the same 

place in the editorial system right 

until the document is published. 

This means that nothing is lost, 

and no misunderstandings occur 

during the creation of a docu-

ment. Along with collating infor-

mation, feedback and approval, 

the workflows also provide a 

greater degree of consistency. It 

becomes possible for colleagues 

outside of the department to 

standardize texts, for example.

SCHEMA – complex documents 

made easy | www.schema.de

•    Best understanding of quality 

metrics

If you want to reach a global audi-

ence, reduce time to market with 

exceptional customer experience, 

then look no further. Braahmam 

provides end-to-end solutions 

in 100+ languages that help you 

reach global markets.

sales@braahmam.net

 
www.braahmam.net

The global machine translation market is expected to reach US$1.48

billion by 2022.

The Consortium is open to anyone 

who wants to be a pioneer in the 

world of Industry 4.0! 

You can also profit from these 

membership benefits: You can 

improve your competencies in the 

field of intelligent information de-

livery, share your opinion, help to 

reach decisions regarding our in-

dustry with other experts, and be 

ready to implement new releases 

as soon as they are launched.

iiRDS is heading towards large inter-

national recognition and is expected 

to be the most common standard for 

content delivery in upcoming years. 

As a member you can actively partici-

pate in these new developments. 

Would you like to learn more? 

Then come and visit the iiRDS Café, 

which will be held at the tcworld 

conference from 9:45 – 12:00 on 

November 14, at Plenum 2. In this in-

teractive forum, our experts will give 

insights into the use of iiRDS such as 

exploring the RDF schema or gener-

ating an iiRDS package. Whether you 

are an expert or a novice, this forum 

will surely provide answers for your 

questions. 
www.iirds.org

Quantifying the eye of the beholder 

/ Bild © Geralt / Pixabay
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Technical requirements
for 1/2 page advertorial
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* 
1/2 page advertorial: 710 EUR

1/1 page advertorial: 1,200 EUR

* All prices exclude VAT.
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