MODELLING INTELLIGENT CONTENT

Know the touchpoints of your customers’ journey with your
technical content. Use methods from your information architecture
toolkit to research and plan for intelligent content.

Magda Caloian, FCT AG | Information Energy 2016, Utrecht

'INTELLIGENT CONTENT

@ semantic markup, metadata, links

USER-ORIENTED
‘ Separated from layout Focused on user goals

) Integration- and future-ready

Human- and robot-readable, findable, reusable

@ Context-aware
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CUSTOMER JOURNEY MAP

©
, : effective
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. A
i 3 C\J JI.‘.)'??Q
A A #
e A
A &
{S\- ﬁ\_::- ‘)\c\
i e
8 s &£
o & D
) ¥
L -
Thoughts - o
. . .
& Feelings 8 8

Emation throughout journey

Emotional
Experience

I Emotion toward vendor

Phases of

the Journey Installation

Description

Recommendations
Many fact o

k. This ISINE 1ACUSLYy sl

o es before adding them it e Inst: as Tier instruc
to the cart bundled price discounts in a service reps to improve the rall experience with allev
anner.

OMEr cor ent
vered to give feedback

options and features typically found in product
datasheets. into the process,

IV TOUCHPOINTS

What touch-points are available for you to move customer through the phases?

GOAL: GOAL: GOAL: GIOAL: GOAL:
Finding the best Exhaustively ldentify 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 specifice Strategy doos
Case studies Sl mestings Performance reparts
Testirmonials Supportng
Prass documents
SLA
Ex. Implementations
Newsletter Case studies Kick off steps
Client check ins
Websinar Contract details
Feature lists Technical assistance In person meetings
Wond Pricing specifics
Technical support
Confaremnces Pricing sheets Design assistanca
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IV CONTENT MODEL

Matrix of information needs
Example: Technical Documentation for a chainsaw

Which means

of

WHAT? Which info? |Private user |Retailer |Service staff|DIY shop seller |Licensing officer |Prof. tree feller| information?

WHO? Which target group?

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

Repairing

Disposing Repair manual

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

 The Essential Persona Lifecycle, Tamara Adlin & John Pruitt, MK 2010

e http://customerthink.com/how-to-build-a-customer-journey-map-that-works/

e http://gibbon.co/c/63b86c01-83e0-4688-9133-8bf1006d746d/a-quick-guide-to-
customer-journey-mapping

e http://sixrevisions.com/user-experience-ux/customer-journey-maps/

e http://www.designthinkersacademy.com/freedownload customerjourneycanvas/

e http://wireframes.linowski.ca/2011/09/responsive-layout-wireframe/
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