Future of Technical Communication

Transform from Cost Center to Profit Center




Agenda

TRENDS & OPPORTUNITIES

HOW WE CAN TRANSFORM

MEASURES AND GUIDELINES

TECHNICAL INFORMATION AS A PROFIT CENTER
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If you've
ever wondered...

Are there any

How technical Ca:tt?:t:hmcal " methods and “Where do |
content can bring Carseis QanaveLe metrics?

? m
more sales? Revenue? : even start?!
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Key Questions

1l

What’s the cost of poor
documentation?

Do you know?

i

Is content the new sales
opportunity?

How?
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What’s the true value of
Content or Rol?

Any guesses?
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Become a CONTENT CHAMPION

(mstuctionManals, | JSEFUL and RELEVANT
Tools, Publishin
g CONTENT

Become a CUSTOMER ADVOCATE
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Top Three objectives a Company

i i
CUSTOMER

SALEABLE PRODUCT
ACQUISTION AND
SATISFACTION

E

INCREASED BRAND
SUCCESS

£ o
r E:\}

-
@
=



Map Content Goals

CONTENT CREATION
AND
PERFORMANCE

Actual Content

OPTIMAL CUSTOMER
ACQUISTION AND
EXPERIENCE

Leads and Sales
through Content
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INCREASED BRAND
SUCCESS

Thought leadership

Brand awareness

through Content
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Superior Information Experience

4 How can we make
it happen?
Next-level use of CONTENT
deluge MONETIZATION N
. 710
How it helps CONTENT EP\\XLP\
LT AMPLIFICATION ® ‘

wJ

3 What we write? CONTENT \ ﬂ

< PERFORMANCE XN\WN FORESIGHT
CONTENT
CREATION INSIGHT

N
No@'\mo HINDSIGHT

CONTENT ECOSYSTEM |
Inspired from a Gartner Chart @
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The Value of CONTENT

CUSTOMER
CONTENT

EXPERIENCE
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Opportunities

Involve in the Buyer journey
Track performance and

Repeat

Expand the reach Content as gcquisition
Edu, Service, UX, CX engine
Customer First Content @ Amplify and be a thought leader
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i Solve pain points
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MAP CONTENT TO THE BUYER'S JOURNEY

Recognize Needs

Ask:

« Problem?
BUYERS * Serious?
« Need to change?

Help buyers recognize
problems

MARKETING

BUYERS USE

Evaluate Options

Ask:

» Best service?
* Best product?
* Cheaper?

Compare and
differentiate

Resolve Concerns

Seek Confirmation From:
* Peers

* Google

« Influencers

Reduce risk through
third parties

STEP 1 STEP 2 STEP 3 STEP 4

Negotiate Contracts

Make the Deal:

» Finalize vendors
* Sign contract
* Arrange payment

Reinforce buyer’s
decisions

GEORGE STENITZER Content Strategy / Understanding Your Audience
4 Ways to Model the Buyer’s Journey
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Buvers Journey > Delighted Customer

Get found. Get involved. Get loved.




Customer Journey

CONTENT AS A REVENUE GENERATOR

=

Amplify the content as Provide more problem Superior Information
Leads and Sales engine solution content and Experience
reduce S3 & S4s

SALES SUPPORT CX thru IX
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Sample Use Cases

PRODUCT

DESIGN

A Design and Functioning
A Simple yet effective

A X thru UX

A Minimize doc dependence

SAED A X-FUNCTIONAL

MARKETING 1@

A Cost of a quality lead $100- A Time spent on S3/54
$200 A Cost per support ticket

A Cost of online advertising A Content performance

A Multi-channel pages vis-a-vis Ticket quantity
Omni-presence A Problem Solution content

A Campaigns across A Promote enrolment of
platforms paid product 101, 202

A Marketing costs are higher Educational Courses
than yesteryears A Leverage content in

A Leverage existing content Communities, Forums,
pages Groups

CONTENT ECOSYSTEM

CUSTOMER

SATISFACTION

A Create customer-centric
content, WBTs, Tutorials,
Videos, Graphics

A Analyze and Improvise

A Engage and Delight




Metrics — Content Rol

Let’s do some math now J
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Total leads or signups

Total conversions

Total cross-sales

Total reduction in support tickets
Total Customers Engaged

Total Customers Retained

Total Paid Course signups

Increase in New Visitor and
Returning Visitor Traffic

Content role in sealing a deal

Improvement in NPS

Cost per unit Cost saved or
Revenue generated

Share these Content Rol stats with the management
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CONTENT VALUE PYRAMID

SUMMARY

superior product and
Information Experience

customer engagement loyalty
satisfaction

leads conversions sales

content amplification

consumable content
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Questions??

)

and some x
answers too!
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7 W




Ravi Kumar Adapa

Senior Information Services Engineer
ravikumar.adapa@ca.com

¥ @ravikumaradapa
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