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Modelling intelligent content

What is intelligent content?

e Semantic markup, metadata, links l USER-ORIENTED

e Content separated from layout Focused on user goals

e |ntegration- and future-ready

e Human- and robot-readable, findable, reusable

Context-aware
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Modelling intelligent content .,
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Modelling intelligent content

User Persona

"l want to be able to
enter infarmation into
a patient’s record while
on rounds and make it
available to other care-

Assumplions

—g- v : v givers in real-time, 50 |
" r =1 . can be sure that data is
i consistent wherevar
=== L’W merly D-agram-ng_ Clustcfmg. the patient goes.”
| Labelking. and Higher-order Organization Persona
, Factoids Skeletons Prioritized
Data Persona Skeletons Persona
Sources Foundation
The Essential Persona Lifecycle, Tamara Adlin & John Pruitt, MK 2010 Document
ey “She may not look like much, Oncologist, Surgeon - Springfield Community Health
Male but she's got it where it counts,
kid. I've made a lot of special
25 modifications myself. Secure Patient Data Aggregator
b Tit “Never tell me the odds. *
Smuggler Desktop PC, Laptop PC, tablet PC

Desktop @ Office, Laptop @ Remote Locations (Home,
Travel), Tablet @ Patient Bedside (Hospitals, Clinics, Homes)

s

*

https://www.pinterest.com/cristinavigano/ux-personas/

http://designshack.net/articles/business-articles/design-for-people-not-interfaces/
‘
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Modelling intelligent content

Goals and task analysis
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ing the right information

a gquick an

Sub Tasks

Scenario

30
20

5]

tart the new work da

d compelet wa
5 very important E!r me to

fct

Considerations
and Influencers

Pain Pionts

Pia arrives to work
in the marning

Pla arrives 1o work

In the moarming. wa'ks
in to the office, greets
her colleagues.

1% thare ary Nnew incident
thiat | need to be aware
of 7 Is there any way that
| can getthe update?
How trustable is it?

Looking for updites
i Time comEuming bt
reme’y assantial
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Get updates from the previous shift - Task analysis

Pia talks to the last
nisght shift staff to
get updates

Fia talks 1o the last might
shift stafl o get updates,
they exchange the info

oraly, she asks guestoing
to make sure she's got all

Can | be notified if thoere
nes been some mone
mportatnt incidents?
Coald | get tham firee?
Can [ trust i17

i have to listen 1o
differant pecple to got
all what | nead vo tnow,
the possibility of not
seaing tham all s high

Pia checks in the
computer for the

reports

Fia goes bahind her desk
and logs in to the system
to chake the last night
report o Sea The noEole
B¥ents

Can | guickly getan
cvarview of the previous
ewvenis? 's ther a way |
can seo them sorted by
their importance?

Ao they datailed?

Going through atl the
reparts of the whale
alderly residents is
very time consuming,
and inafficient

Pia checks the
document files for

the weekly schedule

Fig sitg Denind the desk
and gets tha file and

open the relevan: paga
o check and compelat
the daily work schedula

Mow can | quickly got
the day's schedule?

i thare a way thatlcan
L@ miy own schediule
firse?

Going to the fiies and
flipping through the
pages i miking my tme,
and | have to look 1o
find ry name

Pia goes to check on
the elderly residents

Fia goes out of the office
19 check on the elderly
residants and nelp them
start the day

How do i know haw ungent
184 to chack on & speoific
perdon fira?

Crecking on &l of them
takas time and if 1 den't

know which one is mare
wrgent | can't nelp tham
first

http://zhangyangchen.com/potfolio/unet-system/



Modelling intelligent content

Use Cases
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Time
User Activities B §
[Backbone) g e "
User Tasks -
[Walking Skeleton] |
User Stories
" & ——— Releases

Image created by Steve Rogalsky  Terms by Jeff Patton
http-/fwinnipegagilist blogspof.com  http://agileproductdesign_com
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Modelling intelligent content

Customer
Journey
Maps

Thoughts
& Feelings

Emotional
Experience

Phases of
the Journey

) ég ct

>

Sarah's Broadband Provider Journey

Sarah is moving her family of three. She knows she's going to need phone and Internet service. The effective and contextual
factors that will affect Sarah’s choice in broadband vendors are price, and her existing knowledge of and previous experience
with service providers.

Inquiry

Description

The Inguiry pl

Recommendations
Design homepages with separate, targeted call-out
areas lying above th d for residential and
tech-savvy cust product areas should
Include basic plain-English product descriptions and
large price po: th a clear call to action, Bullet

ts should include keywords that summarize
pptions and features typically found in product
sheets.

© Copyright FCT AG 2016 | www.fct.de | 25-Sep-16

Recommendations

Use |P location services Lo geo-locate customers —
remaving the current service address roadblock. This
allows users to configure services before adding them
to the cart and reflects bundled price discounts ina
clear and obvious manner.

Description

The Purchase phas

Recommendations

Reduce the amount of information required by stream-

lining and improving any areas that ¢
using industry be ctices. Work on se
tions for the Inst h phone customer
service reps to improve the overall experience with
your brand.

effective®

Emotion throughout journey

- Emotion toward vendor

Ends phone call

Installation

Description

Recommendations

Many factors converge to make this phase of the
customer journey unpleasant. Praviding accurate
ourleous te ans and clear

llation can help
this phase. Also,
stomer comme
wered to give feedback




Modelling intelligent content

Touchpoints _ _
What touch-points are available for you to move customer through the phases?
GOAL: GOAL: GOAL: GOAL: r GOAL:
Finding the best Exhaustively |dentify the company  To enter the best To prove program’s
options to consider  compare the options  or solution they want partnership worth and continue
for their engagement and select a few to work with to agreement and peace to grow with partner.
& loyalty needs front runners. foster loyalty. of mind in decision.
Make the case. Stand out. Win out. Contract signed.  Partner happy.
Blog Product tour Sales calls Contract specifics Strategy docs
Case studies Performance reparts
Testimonials Sales metinge Supporting
Precs documents
S
Ex Implementations
Mewsletter Case studies Kick off steps
Client check ins.
Webinar Contract details
Featuwre lists Technical assistance In persan meetings
Wwonrd Pricing specifics
Technical support
Confaremnces Pricing sheets Design assistanca
Imnplementation o rt
Assets steps BSiEn SLppOo
Product demaos Expert strategic
Butbound ::!g?g::nent counsel Expert support
‘ 3 [ ] http://blog.bigdoor.com/wp-content/uploads/sites/4/2013/10/touchpoints.jpg
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Modelling intelligent content
Customer Journey Map

INTERNAL FOUND

ONLINE FORM
DISCUSSION VIA GOOGLE

SUBMITTED

SEQUENCE SAMPLES
CHEGKED SUBMITTED
® ° Q o Q [ ] ° [ DATASENT @ o ® ANALYSIS

@

INITIAL CONTACT (SALES)

: : o o d
' CLIENT MEETING ' ' ' ' l
(SALES) :

TELCON (SALES & TECHNICAL)

CLIENT CONTACT

KEEPING INFORMED OF PROCESS
(SALES)

http://www.add3.com/wp-content/uploads/2011/11/customer-journey-map.png
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Channels and semantic layers

I Modelling intelligent content

IIIIIIIII DR

PPN p—|
% Business rules - layers of the
arganization.

= i 7 Software Services

. Data Architecture )

Instam;ated ACross many
contexts & channels.

http://www.uxmatters.com/mt/archives/2015/03/images/Figh_OrglLayers_w474.png
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Modelling intelligent content

Information
model for
technical
content

30

Matrix of information needs
Example: Technical Documentation for a chainsaw

) Which means
WHO? Which target group? of
WHAT? Which info? |Private user |Retailer |Service staff|DIY shop seller |Licensing officer |Prof. tree feller| information?
Consulting M M Flyer with
technical data
Buying and prices

Transportation Bill of transport

Setting up

Sawing

Felling trees

Maintaining

Cleaning

Storing

Troubleshooting Operating

Mending manual

Add content for
more channels

Repairing

Disposing Repair manual

Three categories of information:
M = "must" C="can" F ="forbidden", excluded

Translation of version from 14.03.11. Creative Commons copyright (htp://creative.commons.org)

Original: ftp://trabant.tr.fh-hannover.de/Schwarzes_Brett/Schwermer/Prozesse_TR_2Sem/5_Schritte_Informationsplanung.pdf
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XML project
DITA pilot?
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Modelling intelligent content

Wireframes

I‘_- lpl . H Y

B CLOTHING o —— A ICLOTHI NG
FHOME Stop AROUT FAQ ik s T @

BEST SELLERS |

(<

SHoR ABOUT | FROICART

" LELCOMET

| = i R .
IMews T [GoHels TSR
i
>l |
N\ RESTSELLERS
AT CLOTH G- 1 L RS
Home | 23 15 e e e

e SR p—— Multi-channel publishing
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Modelling intelligent content
Workshop products
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Exercises:

Persona

Tasks break-down
Journey map
Information model
Wireframes

AN



Modelling intelligent content

Ressources
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The Essential Persona Lifecycle, Tamara Adlin & John Pruitt, MK 2010
http://www.servicedesigntoolkit.org/assets2013/posters/EN/P3-persona-A3.pdf
http://customerthink.com/how-to-build-a-customer-journey-map-that-works/
http://gibbon.co/c/63b86c01-83e0-4688-9133-8bf1006d746d/a-quick-guide-to-customer-

journey-mapping

http://sixrevisions.com/user-experience-ux/customer-journey-maps/
http://www.uxmatters.com/mt/archives/2015/03/understanding-context-environment-
language-and-information-architecture.php
http://www.designthinkersacademy.com/freedownload customerjourneycanvas/
http://wireframes.linowski.ca/2011/09/responsive-layout-wireframe/

© Copyright FCT AG 2016 | www.fct.de | 25-Sep-16

14


http://www.servicedesigntoolkit.org/assets2013/posters/EN/P3-persona-A3.pdf
http://customerthink.com/how-to-build-a-customer-journey-map-that-works/
http://gibbon.co/c/63b86c01-83e0-4688-9133-8bf1006d746d/a-quick-guide-to-customer-journey-mapping
http://sixrevisions.com/user-experience-ux/customer-journey-maps/
http://www.uxmatters.com/mt/archives/2015/03/understanding-context-environment-language-and-information-architecture.php
http://www.designthinkersacademy.com/freedownload_customerjourneycanvas/
http://wireframes.linowski.ca/2011/09/responsive-layout-wireframe/
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Magda Caloian
Business Consultant, DITA Expert

Fon +49 (0) 77 38/ 92 94 - 22

Fax +49 (0) 77 38/ 92 94 - 92

Email magda.caloian(dfct.de

Twitter (@thinkDITA , :

Blog think-dita.com Eljsgfs:goﬁrzgtatertechmk FCT AG

78315 Radolfzell (Lake Constance)

Fon +49(0) 7738/9294 -0
Fax +49 (0) 77 38 /92 94 - 92
Email info@fct.de

Web www.fct.de
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https://twitter.com/thinkDITA
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