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Why metrics

Suggested process for content teams to stay on track and provide data

Understand the company objectives and draw the team objectives from them ]

Assess the risks of not meeting the objectives and prepare eventual corrective
measures

Know your audience and take control of your content portfolio
Portfolio J

Assess the operation model of the content team (waterfall/ agile/ custom processes,
integrated with other teams) and ensure your team has the proper skills and tools

Operation

Formulate hypotheses, estimate, and set metrics to verify them, and to signal when
risks occur

Measure and report constantly
Dashboard /

Interpret and take informed decisions, based on the data

Make action plans and new estimations, to apply those decisions

LY

_ . Frequently measure the results of the actions
Folldw-up <

/

Evaluate, learn, and repeat
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Metrics and context

What we can learn from web analysts

Numbers are only part of the story: context, comparison, segmentation, dashboards, reports.

 Business Objectives:
Why does your website exist? — Sell more stuff.
DUMB: Doable. Understandable. Manageable. Beneficial.

 Goals:
Strategies to accomplish the business objectives - do x, improve y, reduce z
* Metrics:

A metric is a number that determines progress performance in terms of monetary,
schedule, or quality results.

Key performance indicator: a metric that helps you understand how you are doing
against your objectives. - Average Order Size.
 Targets:
Numerical values you have pre-determined as indicators of success or failure.
 Dimensions:
An attribute of the Visitor to your website, used for custom reports and advanced
segmentation — referral site, browser version, visits

A group of entries from one or more dimensions. - People who come from
images.google.com and smartphones
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Metrics and context

What we can learn from web analysts

Dashboards per role:
e Tactical dashboard
» Strategic dashboard

 Executive dashboard
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Accessto data

Ability to analyze
Understanding of causal factors

A A A A A
5r. Data Directors VP CMO CEO
Analyst Marketing Owners Mkt, Adv, CFO

Campaign Budget Holders Prod, PR, HR
Full access Customized datapukes(CDPs) Tactical Strategic
to data Custom reports with drill- dashboards dashboards
downs

Tellthem exactly what to do continuum

/

Amount of words in plain English included

Insights
Data Recommended Actions
Business Impact

Classification: Restricted
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Content and metrics

What we can learn from web analysts

Tactical dashboard
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Strategic dashboard

Web Analytics Dashboard

Executive dashboard

ACQUISITION BEHAVIOR OUTCOMES
Audience SE Keyword Engagement RSS Feed Value per Task
Growth Rank Average Rate Growth Aquisition Completion
-15% 18 1.06% 26% $5.16 79%
.0 ZEe soh m
DOWN  aeii% up <20 DOWN  >ai% 235,00 wsu'rnu >a75%

O Ov OV

KEY TRENDS & INSIGHTS

®  Occam's Razor (OR) organic traffic is down 15%.

¢ OR positions well n search engines for many key-
wards, but still has room to grow - especially in regard
to Bing and Yahoo.

* ORengagement is healthy, but it's on a slight down-
ward trend that needs to be reversed.

*  ORRSSFeed Growth is up 26% despite the downturn
in traffic and engagement.

* OR's $5.16 Value per Aquisition is doing well, but this
can improve by optimizing several site Goals.

*  OR's 79% Surveyed Task Completion Rate is healthy.

RECOMMENDATIONS

* ORneeds to work on SEO for several new and existing
keywords to increase organic search.

* ORneeds to encourage more engagement by means
of medifying blog design to highlight important site
Goals.

* DR needs to highlight RSS Feed subscription on site
and on other web properties.

* ORneeds to cptimize Goal conversion for three high-
est value Goals.

IMPACT TO BUSINESS

. Impmv!ng OR website Gnal conversions has a positive
21.7%

* Im in ller i il conversions will
have only an incremental economic impact on the

site, but they will help the site grow it's subscriber and
social media base,
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Cart Abandonment

Metric Owner: Sidney Song
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Content and metrics

Calculation example - Customer KPI

monthly cost of calls =
(monthly unique visits x calls to customer service ratio) x (customer service hourly rate x handle time)

where
calls to customer service ratio = number of unique visitors of a website who made a call + total unique visitors of that website

To improve: run survey/ interviews to investigate the causes; improve usability by adding FAQs, glossary, how-to sections.

Source: "When search meets web usability*
Shari Thurow, Nick Musica
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. 101 Kennzahlen fir die Technische Kommunikation — takomn-Kennza hlensystem mit Beschreibungen und Scorecard
C O n te nt an d m et rl CS 7.4.5 Neuerstellungs- und Aktualisierungsquote

RESCHREIBUNG Die relationalen Kennzahlen Neuerstellungs- und Aktualisierungs-
guote ermitteln den Anteil an Dokumentationsprojekien, die eine

101 metrics for technical communication (tekom) R A s M e

projekten.

M et rc DEFINITION Fiir eine exakte Ermitilung des Anteils an Neuerstellungsprojekten

s bzw. von Aktualisierungs- und Pflegeauftrigen an den

DeSC“ pt'o n Dokumentationsprojekten muss eindeutig definiert sein, ab wann

D f e ein Dokumentationsprojekt als Neuerstellung gilt. Beispielsweise

e |n|t|0n kann als Neuerstellung gewertet werden, wenn mehr als 75 % der

C al cu | at| on Informationseinheiten neu zu erstellen sind. Die Kennzahl gibt die
Belation der Anzahl von Neuerstellungsprojekten bzw. von

Re | evance Aktualisierungen mur Gesamtzahl der Projekie wieder. Berechnet

werden kann ferner das Verhilinis Anzahl von Akiualisierungen

WO rth me nt| on | n g geteilt durch Anzahl von Neuerstellungen. Diese Kennzahl wird am
sinnvollsten als ,1:x* angegeben, d.h. pro Neuerstellung werden x

Aktualisierungen bearbeitet.

Example: New and updated projects rate

T-Neuerstellung

100
T Dokumentationsprojekte *

Meuerstellungsquote =

3 Aktualisierung

Aktualisierungsquote = = _
. Dokumentationsprojekte

. Y. New projects “5ooe
New projects rate = : : x 100 et Zhesanng
Y. Documentation projects

RELEVANZ Was ist unser Hauptgeschift? Das Ausmall an Neuerstellungen und
Alktualisierungen ist weitgehend von der Produktstruktur des
Unternehmens bestimmt — davon, wie viele Produkineuent-
wicklungen und wie viele Produktinderungen aufireten. Daher ist
diese Kennzahl in erster Linie ein Indikator fiir die grundsétzliche
Struktur der Leistungseratellung des Bereichs. Sie gibt Auskunft
iiber die Art der Tatigkeit einer Abteilung fiir Technische
Kommunikation und ist daher besonders fiir den Vergleich von
Unternehmen relevant. In Verbindung mit Kennzahlen wie die —»
Auftragszahl, die &+ Medienvielfalt und der — Informations-
produktquote rundet diese Kennzahl das Bild vom Leistungs-

, Y. Updated projects
Updated projects rate = : : x 100
Y. Documentation projects

R . Z NeW projects portfolio in der Technischen Kommunikation ab.
atio = ; o o Maotichke .
Y. Updated projects NS meinneien die bersangs von Newormetang s,

Aktualisierung fliefend.
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Content and metrics

Metrics for technical content

Content Strategy experts are sharing:
o quality checklists

e maturity models

« yearly industry benchmarking

e tools surveys

o satisfaction surveys

e other reports and publications
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Easy to use

Task orientation (page 17) 12 3 5
The information is appropriate for the intended 1 2 5
audience.
The information is presented from the user's point 1 2 1 DITA Maturity Model reference
Of VieW. The following table provides an overview of the maturity levels and key adoption points.
. . . . . J Table 1: DITA Maturity Model reference
A practical reason for the information is evident. 1 2 1 2
Key DITA Features
The focus is on real tasks. 1 2 J|tomaeses Nested DITA WYSIIYG eclfer
The headings reveal the tasks. 1 2 ]
publishing
The tasks are divided into discrete subtasks. 1 2 1
. . 4| zoma = Te Reuse process Map editor
The step-by-step instructions are clear. 12 7™ o P S
management
Accuracy (page 47) 1 2 7 Reuse planning | + Camponent criptable toolkit
skills content
. . management
The information has —
The information refle g i ihough reuse
prOdu‘:t- in this section. specify of for —it's generally
X X bedter imate a bit, especially if pou ement
The information abot _—
TEUSE P ge with new Content analysis | * Content model
. skills idelines.
Corrections have bee i”'j:ﬁﬁ
from accuracy-check _ authoring
Annual cost savings from reuse guidelines
Map authoring
The references to rel - guidelnes
authoring skills Style guich o _—
Completeness (pag  Automated formatting vomior |- cainee S
- ™ on calculates the cost savings you get by Ao o T with - architecture skills | | ¢ e z’jrjgensm
All topics that suppol policies

and only those topic:

Each topic has just tl

Patterns of informati

Information is repeal

Classification: Restricted

Annual cost savings from automated formatting

that your

Localization

Humber of target |

Annual localization spending

Inwhich content Is first written)

Annual cost savings fr

Business case summary
Your total esti ings

from

TOTAL annual estimated cost savings

and localization.

ible toolkit

Globalization

workflows,

ization

management

Autornated
metadata-driven
builds
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Content and metrics

Metrics for technical content

48

Some DITA tools come with a few helpful

reports and dashboards: | |

Domain analysis 1 -
° OXygen DITA Map re port ek s ot o

This domain defines & elements, this do

 DCL Content Clarity I

L

e Zoomin analytics

sub

Content reuse e, RS § 'nCON'I_'ENT
[ J AC ro Iyn X d as h b O a rd Total reused words (words in conref content) 38 Content reuse percentage (words) is 2 79% : :@:C LARI TY

Total reused elamants (slemants in conrel content) 10, Elements reuse parcentags is 2 35% s

Total content referance elements 2
Dashboard Overview
Metrics | Graphs | Insight

Reused elements

 REX (Report Exchange format)

A 7

ety Initial dashboard provides various

Attributes graphs, counts, and other insight. Drill

° down to individual reports to

Total attributes 752

. o - understand specific files that require

mgue attinbutes

Total map atirbutes ne updates.

Unique map attributes 15 '

Topic altributes 634 i —

Unique topic atfributes 18 —
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Content and metrics

DITA Metrics 101 (Mark Lewis)

What you should know about your process (baseline)

10

cost to create new content w/o reuse

cost to review new content w/o reuse

cost to edit new content w/o reuse

reuse percentage (e.g. 10-50%)

cost to find and reuse content (factor)

time for contextual review of reused content by tech reviewer
time for contextual review of reused content by editor

cost of formatting (e.g. 30-35%)
average number of words per topic (e.g. task:125, concept:75, reference:100)

translation speed (e.g. 185 words/hr)

translation cost per word (e.g. $0.24)

Content metrics in context, ConVeX 2021

Figure 78: Savings trend as percent reuse increases

Cost
with
Cost Cost Cost Reuse
without with to plus
“ Reuse Reuse Find Find Savings 4
Reuse (hrs.) (hrs.) [hrs.) [hrs.) (hrs.) Savings
. 10.00 4.45 4.0 0.04 405 0.40 30
15.00 445 378 0.07 385 0.60 135
20,00 4.45 356 009 365 0.80 180
2500 4.45 1 Figure 86: Translation savings as the percent reuse increases
30.00 4.45 : Cost Cost
- without with
00 445 ‘ b4 Reuse Reuse Savings b
------ 40.00 4.45 Ml Reuse [his.) (hrs.] (hrs.) Savings
) : 45.00 445 < | 10.00 0.65 0.50 06 23.85
= 5000 | 445 | | w00 | 065 | 047 | 01 | 2808
2000 | 065 | 044 [ 021 | 323
= 25.00 085 | 0M 024 | 3654
30.00 0.65 039 0.27 40,77
i S 300 | 065 | 036 | 029 | 4500
- - 4000 | 065 | 033 | 032 | 4923
E_ - "o e ow oW e e w 45.00 065 0.30 0.35 5346
« v .| werehouse | Mastertopic | Project-umquetowarch-topics | Project-umiguesn .. (@) 50.00 0.E5 0.2a 0.3a 57.69
Vaestas.
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Content and metrics

101 metrics for technical communication (tekom)

Organization metrics
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Content and metrics

Quality checklists - Content auditing

Auditing goals:

U Content is targeting at least one clear audience
Content reflecting the persona interests and goals
A call to action on each web page

I Wy W

Content mapped to a step in the customer task flow

Content audit checklist
Ownership
Accuracy
Relevance
Uniqueness
Brand

Call to action
Purpose
Format
Performance
Readability
Discoverability

AN NN N Y U N N NN
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Content audit report

R/
0’0

R/
0’0

R/
0’0

R/
0’0

R/
0’0

R/
0’0

0

0

Executive summary
What we assessed
Business goals
User needs
Audit criteria
Current state assessment
s Qualitative audit
s Content effectiveness/ performance
s Competitive audit
Recommendations

Appendices

Classification: Restricted
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Content and metrics

Qualitative audit factors and scale

Scale or category

Usability Rating scale (1-5)

Knowledge level Rating scale

Findability Rating scale

Actionability Rating scale

Audience Predefined list of audience
Accuracy Rating scale

Business value Predefined list of goals
Message Predefined list of key messages
Brand/ Voice Rating scale

Source: Content Strategy for the Web, K. Halvorson, M. Rach
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Conclusion

Context matters

Not necessarily...

"I R

High bounce rate Long time on site
Short time on site Top search results
Downloads
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Conclusion

Take-aways

» Make the business goals measurable & realistic

» Decide what to measure, why it's important, how to measure it, and how often.
 Measurement is useless if you don't act on what you learn.

» Combine quantitative and qualitative KPIs

« Segment and compare across dimensions and time periods

» Track both lagging (revenue, profit, cost of past actions) and leading indicators (estimates)

» Look for context beyond financial and customer indicators. Check products, processes, people indicators for important

warnings. Ask for customer feedback and for retrospective meetings results

 Be more than the deliverer of data. Don’t look at overloaded metrics reports like a Tarot reader. Be knowledgeable about

what to do with the data, and what actions to take.
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Content metrics In context

Resources

* The Technical Communication Body of Knowledge (TCBOK) https://www.tcbok.org/producing-information/tools-and-technologies/metrics/
* Avinash Kaushik https://www.kaushik.net/avinash/digital-marketing-and-measurement-model/

» Agile transformation and the elephant in the room - why traditional budgeting is the antithesis of Agile and what to do about it , Bjarte Bogsnes,
Jan. 2021 https://www.linkedin.com/pulse/agile-transformation-elephant-room-why-traditional-what-bogsnes

* How to incorporate Product Goals in SAFe, Luxshan Ratnaravi, Jan. 2021 https://www.linkedin.com/pulse/how-use-product-goals-safe-
luxshan-ratnaravi

e Strategize, Roman Pichler

* When search meets web usability, Shari Thurow and Nick Musica

* The Content Strategy Toolkit, Meghan Casey

» Content Strategy for the Web, K. Halvorson, M. Rach

* DITA Metrics 101, Mark Lewis

* Einfihrung eines Redaktionssystems fiir die Technische Dokumentation, VDMA Verlag, 2010 (The Mechanical Engineering Industry Association)

* 101 Kennzahlen fir die Technische Kommunikation, Straub D., Grau M., Fritz M. (tekom, 2008)

* Metrische Untersuchung der Wiederverwendung im Content Management, W. Ziegler

» https://www.styrz.de/projektaufwaende-anhand-von-kennzahlen-und-einer-entscheidungsmatrix-richtig-abschaetzen-tekom-summercon-2020/

e Content audits and inventories, Paula Land
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https://www.tcbok.org/producing-information/tools-and-technologies/metrics/
https://www.kaushik.net/avinash/digital-marketing-and-measurement-model/
https://www.linkedin.com/pulse/agile-transformation-elephant-room-why-traditional-what-bogsnes
https://www.linkedin.com/pulse/how-use-product-goals-safe-luxshan-ratnaravi
https://www.styrz.de/projektaufwaende-anhand-von-kennzahlen-und-einer-entscheidungsmatrix-richtig-abschaetzen-tekom-summercon-2020/

Thank you for attending.

Contact

o @thinkDITA

@ www.linkedin.com/in/magdacaloian

Q think-dita@email.de
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