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From the editor

At a press conference in late Janu-
ary, Microsoft announced that it 
has come one step closer of merg-
ing the virtual world with reality.  
The revelation of the HoloLens 
– described by its makers as “the 
most advanced holographic com-
puter the world has ever seen” – has 
wowed the audience and sent waves 
of reactions through the media. 
The HoloLens, which comes in 
the shape of a pair of oversized ski 
goggles, goes far beyond any virtual 
reality goggles out on the market. 
The lens makes it possible to play 
Minecraft atop the landscape of 
your own living room, to videocon-
ference without a screen or to walk 
through your latest architectural 
masterpiece before laying a single 
brick. The images and videos that 
can be viewed online are mind-
blowing already and we can only 
brace ourselves for the launch of 
this futuristic device sometime 
“within the Windows 10 time-
frame”.  It will be big! (You can read 
more on the HoloLens on page 7).
So what do these changes mean 
for information developers and 
technical communicators? First of 
all, we need to prepare ourselves for 
a whole new horizon of technical 
advances, market demands, and 
opportunities. Entering the holo-
graphic era is somewhat compara-
ble to the rise of the smartphone: 
It will not only alter the way we 
work, play and communicate, but 
also change user expectations with 
regard to technical content. Second, 
ever more intuitive applications call 
for ever more intuitive user assis-
tance. The future of technical 

content does not lie in lengthy 
manuals, but rather in smart, 
precise and intuitive instructions, 
demanding maximum creativity of 
its developers.
But most of all, the announcement 
of the HoloLens makes us realize 
that in order to create valuable 
content we need to think outside 
the box. Perhaps even re-define our 
profession. 
The emphasis on customer experi-
ence has already shifted the focus of 
content creators towards customer 
acquisition and retention. Today, 
the rise of content marketing offers 
information developers a chance 
to boost the value of their work as 
a significant contribution to their 
company’s branding strategy. In 
this issue of our magazine we take 
a closer look at the meaning of 
content marketing for technical 
communicators (from page 12).
Finally, I’d like to draw your atten-
tion to two notable industry events: 
The tcworld India conference has 
established itself as the number one 
international event for techni-
cal communicators and language 
professionals in India. It will be 
held in Bangalore on March 12–13. 
This year, tcworld will also run for 
the first time, an international con-
ference in China. It will take place 
in Shanghai on March 17th.  The 
event will focus on technical com-
munication in China and Europe, 
product safety as well as skills and 
competencies. For more informa-
tion please visit
www.conferences.tekom.de.

Corinna Melville
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Is our content the new sales 
pitch?

With content marketing, organizations are 
realizing what technical communicators 
have known for some time: That they must 
produce content that their customers 
and prospects want to use and deliver it 
through many different channels. Could 
this be a boost for tc?

page 12

US regulations on instructions 
for use

Looking to tackle the uS market? Here is 
an insight into achieving product compli-
ance and avoiding legal pitfalls.

page 22

Why New Zealand is the land of 
opportunity for the  
localization market

Could this island nation in the South 
Pacific become the next go-to destination 
for localization services?

page 29
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Digital business success will require 

organizations to take bold actions, 

including inventing new business 

models and changing the way they 

function, according to Gartner, Inc. 

The research firm predicts that, by 

2017, 70 percent of successful digital 

business models will rely on deliber-

ately unstable processes designed to 

shift with customers’ needs.

“Many organizations are either be-

ginning, or in the midst of, digital 

business transformation initiatives,” 

said Julie Short, research director at 

Gartner. “We expect that only 30 per-

cent of these efforts will succeed. To 

be part of that 30 percent, business 

“It’s imperative to break away from 

linear business processes and deploy 

a spectrum of standardized and vari-

able processes to reap the benefits 

of digital business,” said Ms. Short. 

“The need for this shift is intensified 

by the introduction of many types of 

Internet-connected ‘things’ into the 

business environment. Things like 

smart machines generate real-time 

information for other machines. Busi-

ness processes must be designed for 

change to enable organizations to 

exploit this information. Large, stable 

processes that have no ability to dy-

namically change according to new 

information will not enable organi-

zations to deliver on the promise of 

digital business.”

Through 2017, insufficient business 

process management (BPM) maturity 

will prevent 80 percent of organiza-

tions from achieving the desired 

business outcomes from their digital 

business strategies.

“Deficits in BPM maturity prevent 

change agents (individuals who lead 

changes) from delivering game-

changing business outcomes from 

digital business initiatives,” said 

Marc Kerremans, research director 

at Gartner. 

Digital business changes the com-

petitive landscape, so that one-time 

process reinvention is not enough. 

Organizations must become more 

resilient, adaptive and creative in 

order to master and sustain sudden, 

disruptive changes, as well as long-

er periods of transition – and even 

radical transformational changes 

that will be more frequent, unfore-

seen, varied and often unavoid-

able. Because organizations cannot 

control such changes, they need 

to sense, recognize and quickly re-

spond to them.

“With adaptive change, the goal is 

not to try to tackle big change on 

every front. Rather, the focus is on 

coping with the external nature of 

major change and its impact on or-

ganizations, cultures, governance, 

technologies and metrics,” said Mr. 

Kerremans. 

www.gartner.com

Image: © Sergey Nivens / 123rf.com

and IT leaders must be ready and will-

ing to innovate rapidly from a busi-

ness model, business process and 

technology perspective.”

As a result of business model innova-

tion, some business processes must 

become deliberately unstable – de-

signed for change and to dynamically 

adjust to customers’ needs. Such pro-

cesses are vital because they are agile, 

adaptable and “supermanoeuvrable” 

as customers’ needs shift. They are also 

competitive differentiators, because 

they support customer interactions 

that are unpredictable and require ad 

hoc decision making to enable larger, 

more stable processes to continue.

news

ASD Simplified Technical English (STE) 
term checker 

STE helps to make instructions as clear as possible. 
But, STE has many grammar rules and thousands of 
dictionary rules. 

To remember all the rules is difficult. Can you 
remember the approval status of the word fluid?* 
  - Not approved 
  - Approved as a noun 
  - Approved as an adjective 
  - Approved as a noun and as an adjective. 

Can you remember your organization’s technical 
terms and the unapproved alternatives? 

The STE term checker from TechScribe helps you 
to make sure that your text conforms to STE. 

Free trial: www.simplified-english.co.uk 

 
 

* Fluid is approved as a noun only, unlike liquid, 
which is approved as a noun and as an adjective. 

Digital business requires organizations 
to rethink their reaction to change
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Microsoft has revealed its first virtual real-

ity headset, the Microsoft HoloLens, delivering 

what the company calls “holograms” but what 

we perhaps know more as augmented reality. 

Experts predict that if successful, HoloLens will 

ultimately expand the way people interact with 

machines just as touch interfaces did after the 

introduction of the iPhone in 2007.

The headset overlays digital graphics onto the 

real world using transparent lenses and the 

newly released Windows 10. With the headset, 

Microsoft says, everything from gaming, through 

streaming media in apps like Netflix, to produc-

tivity apps, Skype video calling, or even creating 

virtual 3D objects in the new HoloStudio are 

possible in a full standalone wearable computer.

Research firm Forrester predicts that mixed-reali-

ty computing will catch on by 2020, with further 

holographic capability offerings from Apple and 

Google. Despite the cost, there will be millions of 

people likely to buy HoloLens by the end of 2016 

– as Microsoft first targets media and entertain-

ment, and gamers in particular, who are eager to 

experience the next big thing.

“HoloLens will expand the way brands interact 

with consumers forever more, working its way 

through industry after industry, much the way 

web and mobile experiences did before it,” writes 

Vice President and Principal Analyst James Mc-

Quivey.

HoloLens will also have profound implications 

on the enterprise.

“[It] will offer many of the best features of virtual 

reality and augmented reality, giving business 

leaders a powerful new tool to enable workforce 

scenarios like remote collaboration, field work, 

and training,” writes Vice President and Principal 

Analyst J.P. Gownder. “It has the potential to radi-

cally improve how enterprises conduct business 

in each of those areas and is a powerful platform 

for creating interaction innovations.”

www.microsoft.com

Image: © www.microsoft.com

Microsoft HoloLens changes 
the world we live in

MadCap aCquires 
doC-To-Help 

MadCap Software, provider of multi-channel 
content authoring and a showcase company for 
Microsoft Visual Studio and Microsoft XPS, has 
acquired Doc-To-Help from GrapeCity. Doc-To-
Help, which comes from the ComponentOne 
Division of GrapeCity, is a Microsoft® Word™-
based authoring tool for multi-channel publish-
ing. Together, the offerings enable MadCap to 
provide the industry a full spectrum of content 
authoring solutions.

www.madcapsoftware.com

aCross launCHes Trans- 
laTors’ advisory Board

CaT application manufacturer across Systems 
GmbH has launched the Translators’ advisory 
board. The purpose of the advisory board is to 
cooperate with experienced CaT tool users to 
better understand challenges that translators 
face and discuss possible solutions. The feed-
back gathered from these discussions will be 
used to establish product development priori-
ties that are most valuable for translators. 

www.across.net

proz.CoM parTners wiTH Taus 
on posT-ediTing Training

Proz.com will offer the TauS Post-editing train-
ing through its platform, allowing over 20,000 
translators registered on the Proz.com platform 
to educate themselves in machine translation 
and the best practices in post-editing machine 
translation. The online training is concluded 
with a certification.

www.taus.net

lingoTek and lingoporT 
parTner

Lingotek, a developer of collaborative transla-
tion technology and The Translation Network, 
has announced a global partnership and tech-
nical integration with Lingoport, Inc., a provider 
of software internationalization tools and ser-
vices. The integration allows automatic identi-
fication of user-interface strings, verifies locale 
completeness, tracks missing or nontranslated 
strings, translates them and brings the finished 
product back into a user’s code repository.

www.lingotek.comPlaying Minecraft atop the landscape of your own living room is only one of the gimmicks made 
possible by HoloLens.
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 The Globalization and Localization Association 

(GALA) has announced the following offices for 

its Board of Directors in 2015:

·  Chair – Robert Etches (TextMinded Danmark, 

Denmark)

·  Vice Chair – Véronique Özkaya (Xplanation, 

Belgium)

·  Treasurer – Diego Bartolomé (tauyou, Spain)

·  Secretary and Ambassador Liaison – Jesper 

Sandberg (Sandberg Translation Partners, United 

Kingdom)

·  CRISP Lead – Serge Gladkoff

·  Membership Liaison – Manal Amin

·  Events and Programming Liaison – Tea Dietterich 

The new Board and officers will be present at 

GALA’s annual meeting following the Language 

of Business Conference 2015, 22-25 March in 

Sevilla (see page 38).

The Globalization and Localization Association 

(GALA) is a trade association for the language 

industry supporting member companies and 

the language sector by creating communities, 

championing standards, sharing knowledge, 

and advancing technology. 

www.gala-global.org

Social listening platforms are 
failing marketers
Two-thirds of consumers want to have a relation-

ship with brands on social channels -  yet the 

majority of marketers are still struggling to gain 

insight from their customers’ social behaviors. 

But just a few years ago, social listening platforms 

offered marketers such ROI promise, with big ac-

quisitions from the likes of Salesforce and Oracle. 

But now these listening tools are seen as a neces-

sary evil, according to new Forrester research. 

Social listening platforms that capture, manage, 

and enable analysis of social data are essential 

tools for social marketers and customer insights 

(CI) pros alike, but at most organizations the 

prestige and perceived value of a listening plat-

form plummet outside of the social and analytics 

teams. Both listening platform vendors and the 

marketers who use them must take steps to 

infuse social data more deeply into the organiza-

tion, in a unified way, to ensure the longevity 

and success of a social listening function. The 

Forrester report replaces the previous tools and 

technology report for the social intelligence 

playbook. It is completely rewritten based on 

new research.

The bottom line, writes Forrester: While social 

listening platforms deserve some blame, these 

platforms will never save a failing marketer. To 

be successful with these tools, marketers must 

partner with their data insights peers to build a 

process that consistently shares results.

www.forrester.com

Your fast track  
to success  
in any language

✔  Translation and localisation  
services in all languages

✔  Use of specialised translation  
memory systems  
and localisation tools

✔  Document, software and  
website localisation

✔  40 years of experience in  
markets worldwide

KERN Global Language Services
Kurfuerstenstrasse 1 · 60486 Frankfurt / Main
kern.frankfurt@e-kern.com · Fax: 74 99 98

www.e-kern.com
info@e-kern.com

+49 (0) 69 75 60 73-0
International:
Amsterdam · Berlin · Cologne · Frankfurt · Graz 
Hong Kong · London · Lyon · Munich · New York  
Paris · San Francisco · Vienna · Warsaw 
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GALA announces new Board 

Image: © serezniy/ 123rf.com
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By Leah Guren

I travel a lot; my clients are all over the world and I 

usually speak at several technical communication-

related conferences each year. My business – 

coupled with my natural penchant for minimalism 

– has led me to become a seasoned road warrior. 

My friends call me “The Travel Ninja.” I can manage a 

three-city, ten-day trip with my ultra-slim carry-on 

spinner by Tripp. Packing everything I need into 

such a small case is challenging, but I do it to avoid 

the problems of over-packing:

·  Checked luggage can be lost or damaged. 

·  You waste time at the airport checking and 

retrieving it.

·  Getting to and from the airport is more difficult.

·  You are physically and metaphorically weighted 

down with unneeded possessions.

I’ve learned that ultra-light travel provides a better 

travel experience, just as minimalist documentation 

provides better usability.

Here are my favorite ultra-light travel tips and their 

application to documentation:

1.  Reuse, reuse, reuse. Never pack a garment that 

can only be worn once. Everything needs to do 

double (if not triple) duty. Never bring multiple 

versions of the same functional item (watches, 

raincoats, etc.). Pick top quality items that will 

hold up well to multiple demands. For example, 

my Caribou compression socks are comfortable 

enough to use as a mid-weight walking sock.  

For documentation: think about the multi-use 

value of a piece of information. A well-designed 

graphic, for example, can be useful in multiple 

topics.

2.  Keep it bland and universal. I tend to wear a lot of 

black, white, and gray. I then pick one highlight 

color to add some life and variety to outfits. The 

advantage is that everything goes with every-

thing and is always appropriate wherever I travel.  

For documentation: always select a design 

and style that is universally appealing (or at least 

inoffensive) and will not cause problems during 

localization. 

3.   Layer. Rather than a heavy coat or thick sweater, 

pack thin items that can be layered. You’ll be 

just as warm and comfortable, but won’t fill 

your luggage with one bulky item of limited 

use.  

For documentation: don’t try to dump all 

information onto the user at once. Layer it with 

techniques like DHTML, allowing the user to 

reveal information as needed. 

4.   Make do without. There are many things that 

you can live without for a few days. Do you 

really need three different face creams? Will 

you die without slippers? Of course not! And 

remember that special equipment (for example 

a tennis racquet), can be borrowed or rented.  

For documentation: get rid of elements that 

we can live without (for example, Conventions 

Used, lists of figures, and other dated elements 

that don’t really justify their weight). For some 

content, you can reference users to external 

(“borrowed”) sources.

5.  If you need it, make it small. Don’t bring that 

full-sized bottle of vitamins when you only 

need one week’s amount. If an item can be 

compressed when not used, even better. For 

example, I take an empty Platypus water bottle 

in my shoulder bag. The water bottle can hold 

0.5 liters but when empty, it folds flat. 

For documentation: think of ways that you can 

compress content to get it out of the way; for 

example, DHTML or graphics that can compress 

to a small icon when clicked. And if you need to 

define a term or explain a concept, do so briefly. 

6.   Wash as you go. Rather than carry clean gar-

ments for each day, plan to reuse items. This 

means that while you are packing and carrying 

less, you also need to do laundry in small 

batches, which keeps things manageable.  

For documentation: find ways to fix problems, 

errata, and user complaints on a regular basis, 

rather than letting them build up for the next 

big documentation release. 

7.  Don’t skimp on security. There are some items 

that are important for health and safety, even if 

you never need them. This includes emergency 

medication, a security device for hotel room 

doors, and your critical documents.  

For documentation: make sure that your users 

can find the critical info, such as your company 

contact info, quickly. Include safety and security 

measures on your website and in all of your 

content.

8.  Don’t collect more junk along the way. There is 

nothing like traveling ultra-light to cure you of a 

shopping addiction! I follow a zero sum rule: if I 

bring a small gift for my client or host, I can then 

purchase one tiny thing as a memento.  

For documentation: documents that are edited 

by committee often pick up a lot of “souvenirs” 

(content that the reviewer thinks “must” be 

included). If you are not careful, your documents 

will become weighted down with all this clutter.

Have a good ultra-light travel story or a documen-

tation minimalism tip? I’d love to hear from you.

contact

Leah Guren

is the owner/opera-

tor of Cow TC. She 

has been active in the 

field of technical com-

munication since 1980 

as a writer, manager, 

Help author, and usability consultant. She now 

devotes her time to consulting and teaching 

courses and seminars in technical communica-

tion, primarily in Israel and europe. 

leah@cowtc.com

www.cowtc.com

Pack less, provide more
What ultra-light travel has taught me 
about minimalism in documentation
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The magazine includes a wide range of stories. 

I remember one in particular that provided a 

travellers’ guide to Buenos Aires, complete with 

restaurant reviews and the occasional picture of 

a Mercedes navigating through busy and festive 

streets. The promotion of Mercedes’ products 

was clear, but it was secondary and it was toler-

ated, perhaps even welcomed, because the 

content was interesting and valuable. I guess 

I am confessing that I am an example of how 

content marketing can work.

Sharing your story
Of these two examples, I think it is the book that 

is the most interesting and the most instructive. 

The magazine is something of a special case. 

People only have so much time and so much 

space for glossy magazines on their coffee tables 

or digital tablets. So this is something that only a 

few elite brands can pull off. The book, however, 

is interesting because it showcases an organiza-

tion sharing a little of what it knows and some 

details about why it does what it does. 

When organizations take up content marketing, 

what they are really setting out to do is to share 

their story with their customers and with their 

prospective customers. This can be their grand 

story, such as Mercedes sketched out with A 

History of Passion. But it does not need to stay at 

that level. Perhaps there are stories associated 

with particular innovations or with particular 

teams and individuals. I recall one airline that in-

cluded a small section in their inflight magazine 

featuring an interview with a pilot. 

Creating 
valuable content
An example will probably help. Mercedes-Benz 

makes cars. If we really want to be precise about 

it, they invented the car. But Mercedes-Benz 

is also a publisher. Among the things that the 

owner of a new Mercedes will receive is a book. 

I know this because I have a copy in my library. 

It is a book titled A History of Passion: a small 

book, nicely bound and professionally finished. 

It is not an advertisement and it contains no 

advertisements. It is a book about the history of 

the automobile and more specifically about the 

contributions to the evolution of the automo-

bile that have been made by the engineers 

of Mercedes-Benz since the late nineteenth 

century. It is an interesting book because it is so 

genuinely about the pursuit of improvements 

in vehicle design. And, it is a book that leaves no 

doubt that the engineers at Mercedes-Benz liter-

ally dream about cars at night.

As the owner of a Mercedes, I appreciated receiv-

ing this book. I actually read it. I even used it as 

an example in a blog post and in this article. And, 

I found that the book changed the way that I 

viewed my car. It seemed to make me appreciate 

the details because I could now see the history 

behind them.  This is content marketing.

Mercedes also produces a magazine, a very 

good magazine indeed. It includes advertise-

ments for their cars, but also advertisements for 

other products. This means, of course, that other 

companies are helping to fund the content 

marketing activities undertaken by Mercedes. 

By Joe Gollner

Content marketing has been getting a lot of 

attention recently. And it’s not hard to see why. 

Organizations are coming to the realization 

that, in a busy and mobile world, the only sure 

way to connect with prospective customers is 

to share good content with them. People have 

become very adept at skipping over advertise-

ments, whether they see them on television, 

in magazines, on search engines, or on mobile 

applications. Marketing teams are therefore 

confronted with a serious challenge. And, with 

a fantastic new opportunity. This is why content 

marketing has received so much attention.

We are all publishers
With content marketing, organizations have 

come to recognize that they are publishers and 

that they must produce and deliver content 

that their customers and prospects want to 

use. And, just as technical communicators have 

known for some time, these organizations are 

also seeing that they must prepare content in 

ways that will allow them to reach audiences 

through many different channels. Audiences 

today have many options for consuming con-

tent and any one person may use several of the 

available channels on any given day. Research 

has even shown that some people use multiple 

channels at the same time, for example when 

they interact on social media through a mobile 

device while watching related content on 

television. Understanding this, advocates of 

content marketing are also advocates of multi-

channel publishing techniques.
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Technical content marketing

Why content marketing and technical 
communication need each other
The hype around content marketing has left many of us wondering what changes it will bring to our profes-

sional lives. Is it all happening in the parallel universe called marketing? Or are we on the road to technical 

content marketing?
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possible, and increasingly common, for organiza-

tions to provide rich media resources to show 

their customers what they have to offer. This 

might be an immersive online environment that 

allows users to drive the latest concept car. Look-

ing at a different industry, housing developers 

are now expected to provide three-dimensional 

simulations of planned apartments, complete 

with the actual views that the windows will 

afford. Using these new interactive experiences, 

prospective customers can start their process of 

familiarization. They may even be able to provide 

feedback on what they experience if the time has 

been taken to make the simulation an informa-

tion collection tool as well as a marketing device.

These types of simulations are interesting 

because they illustrate the value of sharing some 

technical details with an audience. It also illus-

trates some of the challenges. 

For these simulations to work convincingly 

they need to be based on, and driven by, the 

technical design information about the product 

being demonstrated. When this is done well, the 

users of the simulation can get a tactile sense 

for what the product will be like to use. With 

added enhancements, such as location-specific 

scenery and conditions, these types of marketing 

resources can be powerful sales tools. Getting 

these simulations to work in a way that is both 

accurate and compelling is a challenge in itself. 

Obviously, another challenge is to ensure that not 

too much technical information is made public 

through the simulation. Yet another challenge lies 

in finding an economical way to produce these 

simulations so that they are affordable and – 

perhaps even more importantly – easy to update 

as the product evolves.

Getting it right
One negative example illustrates what’s at stake 

when content marketing goes wrong: A different 

automobile manufacturer had invested heavily in 

a wide range of rich media resources to help pro-

mote a new line of vehicles. Keeping up with the 

times, the manufacturer placed a special empha-

sis on very sophisticated and polished interactive 

representations of the vehicles. Through these 

simulations users could explore new features that 

differentiated the vehicles from others in the mar-

ketplace. Problems emerged when the design of 

the new vehicles underwent late changes and 

these design changes, and altered features, were 

not reflected in the online simulations and other 

When flying high above the Atlantic, it can be 

reassuring to know that the pilot is someone 

who has dreamed about flying from a very 

young age. 

When Microsoft set out to improve its public 

image several years ago, they tried something 

quite bold and new: Central to their strategy 

was to let their employees speak freely on social 

media, and even to encourage Microsoft staff at 

all levels to get involved in the online commu-

nity. The result has been widely applauded as 

observers came to see that there were indeed 

many friendly and motivated people behind this 

huge company.  

Obviously some caution needs to be taken if 

you plan to share information about work that 

is advancing on a key innovation. Management 

consideration will be given on how much to 

disclose and when to do so. But when these 

guidelines are set, it can be very beneficial to 

engage an audience with the story about why a 

certain innovation is needed and how this might 

improve the usefulness of a product. Done well, 

the storytelling can help people to appreciate 

the effort taken to realizing new capabilities and 

help people to understand the value of a given 

product.

Listening 
to your customers
So in a nutshell, content marketing helps organi-

zations to connect with the audiences they care 

about. But there is another reason to really get 

excited about content marketing. And we can see 

what this is simply by recognizing that marketing 

is not a one-way street. It is not only about get-

ting your story out there. It is also about listening 

to the stories of your customers and your pros-

pects. What is it that they see themselves doing 

or needing to do? What experiences have they 

had that may be relevant to how your organiza-

tion views the marketplace? What can they share 

with you that will make your organization, and its 

products, better? It is when content marketing 

initiates a dialogue with a relevant audience that 

we see its greatest potential.

a wealth of opportunities
And with the latest technological advances, there 

are many new opportunities to go much further 

than what we have seen in our examples. It is 

focus
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collateral. The results were harshly negative with 

frustrated customers, bad press, and a court order 

to compensate customers and in some cases 

even to buy back the vehicles.

This example reveals a very important point about 

content marketing. It is critically important that 

the stories that an organization shares line up with 

reality. If these stories turn out to be false, then the 

main objective of content marketing – namely to 

establish a stronger connection with selected au-

diences – is undermined. To paraphrase Thomas 

J. Watson, the legendary former leader of IBM, 

trust is difficult to build and easy to destroy. It is 

also almost impossible to rebuild once lost. So we 

are reminded that all content marketing efforts 

do need to start from, and connect back to, the 

details about what an organization does, what it 

offers, and why it does what it does. If this connec-

tion is severed, problems follow invariably.

Technical 
content marketing
We can now see how content marketing con-

nects to, and interacts with, technical commu-

nication. 

Firstly, we realize that content marketing differs 

from traditional marketing in that it needs to 

be rooted in stories about an organization’s 

products and people. It is rooted in the details of 

what an organization offers. And for this reason 

it will tap into the information that has been 

prepared by technical communicators. 

Secondly, we see that the work of content 

marketing is actually closer to what technical 

communicators have historically been doing 

than what public relations professionals do. 

Technical communicators are the ones who are 

closest to the product engineers, who have the 

detailed knowledge that will attract audience 

attention. Indeed, having worked with vari-

ous product teams and often for many years, 

technical communicators themselves have built 

up substantial knowledge. The public relations 

team definitely has input for content marketing 

materials, but these need to be carefully man-

aged so that content marketing materials do not 

cross the line and become overtly promotional. 

Technical communicators, cast in this role, 

quickly find themselves juggling many different 

contributions.

Fortunately, technical communicators have 

lots of experience collecting, managing, and 

contact
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balancing inputs to create useful and informative 

content. It turns out that this is a vital skill in the 

creation of effective content marketing materials. 

There are certainly many things to be learned 

when shifting from writing service documenta-

tion to creating content marketing materials, but 

learning new things is also something technical 

communicators are very familiar with.

In looking at how content marketing and 

technical communication come together, we 

can also see how this interaction can influence 

how technical communicators handle their more 

traditional tasks. Content marketing does help 

to re-emphasize the importance of focusing on 

the audience, of tailoring all content assets to 

support and satisfy that audience, and of ap-

proaching the communication task with a view 

to learning from the audience every bit as much 

as informing them. So the link between content 

marketing and technical communication is a 

two-way street. They need each other. And they 

both benefit from being closely aligned. 

It is for this reason that we might find ourselves 

talking, more and more, about technical content 

marketing.
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Why we need to embrace 
social business
The rise of content marketing forces us to re-think the very idea of technical communication. Not only do we 

need to produce top-quality, accurate user information, but content that has the power to engage consumers 

at any part of the customer journey.

the social aspects of our transactions have 
become more pronounced. We may not 
wander down to our local shop and have a 
leisurely chat with the shopkeeper about the 
latest products that just arrived. But we do 
ask our friends on Facebook or Twitter for 
recommendations. For new products, we read 
reviews by analysts and other professionals, 
and for existing products, we read reviews by 
other consumers. 

We seek out advice and social validation 
before we try a new restaurant, buy a new 
wine, or lease a new car. Granted, some of 
this is generational. Baby Boomers value their 
privacy; Generation Jones like their anonym-
ity; Generation X is social, but with a large 

publishing of information alone is not social. 
What makes social media “social” is social 
interaction. 

•  Social interaction. This exploits the true 
strength of social media: its potential for 
conversation between organizations and 
their customers. Social interaction uses social 
media channels to close the communication 
loop, and as a result, strengthens trust in 
brands.

•  Social business. As social interaction reaches 
maturity, it moves to a model of social busi-
ness. This is where an organization creates an 
infrastructure that supports social interac-
tion by empowering everyone within the 
organization to participate. This applies not 
only to the professionals within communica-
tions departments who naturally need to 
interact with the public. It includes every-
one that the public encounters throughout 
the customer journey: from front line staff 
such as customer service representatives, to 
employees deep within the organization such 
as technical communicators.

Social brains and social trust

The rush to adopt social content strategies 
isn’t simply a “jump on the bandwagon” 
move (although it may seem like it at times). 
It is rather a natural development. Humans 
are hard-wired to be social. A prominent 
neuroscientist refers to this as having a 
“social brain”. In our hyper-connected world, 

By Rahel Anne Bailie

In many organizations, the pressure to take 
advantage of “social” is coming, if it hasn’t ar-
rived already. Marketing departments around 
the world are looking for ways to initiate social 
collaboration. Sometimes the ideas are sound; 
other times, it is painfully obvious that the ini-
tiative is a misplaced reaction to a conference 
presentation on the joys of being social, or a 
vendor meeting for social software. As techni-
cal communicators, training in social media 
and social business is not part of our curricu-
lum. So how can we determine an appropriate 
social initiative?
This article will discuss social interaction 
during consumer transactions, the concept 
of social trust, the creation of a social busi-
ness model, and the role of a content strategy 
within the framework of content marketing 
and social business.

Social interactions: what “social” really 
means

Many organizations attest to “doing social” but 
what that means can vary considerably. There 
are many aspects of being social or “doing 
social”, as we will explore here.

•  Social media. The most familiar way of 
being social involves publishing content 
through a variety of communication chan-
nels such as Twitter, Facebook, Google Plus, 
Pinterest, Instagram, SnapChat, or text 
messaging. Remember, however, that the 

Figure 1: Looking for social proof
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dose of skepticism. One social media profes-
sional, Charlie Southwell, points out that the 
Millennials may be the first generation to seek 
validation, or social proof, for almost every de-
cision, whether it be trivial or profound. Keep 
this in mind when engaging in social business. 
Your content may be social, but social for 
whom? Is it aimed at the intended audience?
A lot of the theories developed in the area of 
user experience are derived from the fields 
of cognitive psychology and, more recently, 
neuroscience. From these fields, we learned 
that commercial relationships are based on 
trust, much like personal relationships. These 
trust relationships are what affect every 
transaction a customer has with a brand, and 
ultimately drive brand loyalty. Every success-
ful transaction between a brand and a cus-
tomer, from prospective customer to repeat 
customer, involves an exchange of trust. 
Think of a customer handing over a “token of 
trust” for each successful interaction. Success-
fully found information on the website? One 
trust token. Successfully purchased an item? 
Another trust token. But what happens after 
an unsuccessful transaction – for example, 
when the customer encounters incorrect 
product information or experiences a failed 
online transaction? The customer takes back 
a trust token, or perhaps even all the tokens 
at once, and breaks off the relationship.

Types of trust and influence 
on relationships

•  Trust is complicated. There are several types 
of trust that go into a relationship with a 
brand:

•  Trust in the environment. This refers to the 
trust in the technical environment and in-

frastructure. Customers will decide whether 
they trust the site based on what they think 
of the design, the content, the safety of the 
shopping cart, and the trustworthiness of the 
people operating the site.

•  Trust in agents. An agent is a person or 
body authorized to act on behalf of a brand, 
such as a franchisee. In the case of, say, auto-
mobile rental companies, there could be trust 
in the brand, but not in particular agents. 

·  Trust in potential partners. This type of 
trust extends to people or organizations 
indirectly involved with the brand. Think of 
purchases from Amazon or eBay, where cus-
tomers may trust the site itself to be safe and 
secure, but may have mistrust of the shop 
sellers, the warrantors of their products, and 
other authorities. 
•  Cognitive trust. This is the confidence or 

willingness to rely on a service provider’s 
competence and reliability. Cognitive trust 
comes from the knowledge that allows a 
customer to predict with confidence the 
quality of their interaction with a brand. 
Think of service providers chosen on the 
basis of reputation, for example a particular 
dry cleaner or doctor.

•  Affective trust. This type of trust is confi-
dence based on feelings generated by a level 
of care and concern of a brand. It speaks to 
the security and perceived strength of the 
relationship between customers and brands. 
Consider the effect on consumer loyalty that 
is created by the charities or sports associa-
tions supported by particular brands, or 
the effect on brands that are known to be 
particularly responsive (or in some cases, 
unresponsive) to customer complaints.

Asserting that social trust drives business, 
particularly brand loyalty, may be stating the 

obvious; yet the principles of social business 
are not always incorporated in our business 
processes. Our organizations may say that 
they want to foster customer engagement, 
but there is no corollary investment in the 
infrastructure to make that happen. Social 
business needs to be implanted into the core 
of our organization and implemented from 
top to bottom.

Adopting a social business model

What organizations need to ask themselves 
is whether they are truly engaged in social 
business. At this point only few companies 
practice true social business. 
The bulk of organizations are using social 
media channels without real social interac-
tion. Their Twitter accounts are simply an-
nouncement channels, and Facebook is used 
for one-way marketing. There are forums left 
unmonitored, and opportunities for customer 
engagement going untapped.
The very term “social” indicates communi-
cation. Communication is not a one-way 
broadcast. It is a closed-loop circuit, a “call 
and response” as described by Marshall McLu-
han. Communication means not only sending 
out information, but closing the loop with 
acknowledgement that the message has been 
received. Social communication demands 
not only acknowledgement but also action 
– a response of some sort. It could mean 
fixing a problem, locating content, confirm-
ing information, or otherwise being a brand 
ambassador.
This, the act of incorporating social into the 
business model, is the basis for customer 
engagement. To truly practice social busi-
ness, the idea of social engagement has to 
become part of an organization’s DNA. The 
responsibility of customer engagement can-
not be restricted to a communications or 
social media department. Ensuring that the 
information we share is up for social scrutiny 
has to be borne by everyone in the organiza-
tion, especially those producing content. This 
is because published content is how customers 
interact with brands. They not only ask “can I 
trust you right now” but also “will I be able to 
trust you later” and “can I trust you, ever”? So 
producing and delivering content that works, 
and rectifying content that doesn’t, is critical 
to gaining and keeping customer trust. 

What we trust
How we trust

Rational

Emotional

Length of interaction

Transient
interactions

Long-term
relationships

Hard
(tech)

So�
(brand)

Figure 2: Aspects of Trust
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The content aspects of a social business strat-
egy will vary between organizations, but the 
basic components can be described as shown 
in Figure 3, Social Business Strategy. Pre-sales 
content, shown as marketing communications, 
is the content aspect of social business that is 
most recognized. After-sales content, shown 
here as part of customer support, also plays 
a significant role in pre-sales conversion and 
post-sales retention. Social channels refer to 
everything from social media to product re-
views and customer forums. Social media itself 
is only one of these communication channels. 
To make these communication channels work 
together, an organization needs enterprise-
level collaboration tools. And for these tools 
to work well, the organization must value and 
promote a collaborative culture.

The role of content strategy in social 
business

At the heart of any content strategy lies the 
content lifecycle. We know we have to think 
of content holistically, as an iterative asset that 
will morph and grow along with the product 
or service it supports. Our content lifecycle 
includes… 
·  acquiring content – either creating it our-

selves or bringing it in from elsewhere; 
·  managing content – how we structure, tag, 

edit, and store content during its production 
stage; 

·  delivery – publication or pushing content 
into a downstream system for later use; 

·  and the sunsetting – archiving, deleting, 
translating, or revising content.

Yet, that is only the beginning. Because content 
generally exists to support a product, service, 
or process, the content produced needs to be 
created in conjunction with the appropriate 
stage of the product lifecycle. There are six 
basic stages to a product lifecycle – analysis, 
introduction and maintenance, configuration, 

management, evaluation and sunset-
ting, and versioning – and content 
for each product phase will have a 
different effect in the market, and 
to the various audiences in those 
markets. So the coordination of 
these two lifecycles is important.
But perhaps even more importantly, 
there is a third lifecycle to consider, 
if we are to strategically prepare our 
content for use within a social business 
context. We need to think about where 
our content fits within the customer lifecycle, 
or customer journey. From initial product 
research to purchase to after-sales trouble-
shooting, there are different kinds of content 
that get produced, each with its own content 
lifecycle. Customers may be in the discovery 
phase, exploring their options, or becoming 
informed about your product, and comparing 
it to other products on the market. Or they 
could be in the consideration phase, doing 
their due diligence as part of their commit-
ment to purchase. Or they could be in the 
acquisition phase, where the content they need 
changes significantly to support the purchase. 
Or they may be in the post-sales phase where 
keeping them happy with the product they’ve 
purchased or service they’re using is an impor-
tant part of customer retention.

Conclusion

No matter what an organization does or sells, 
content is a significant part of how custom-
ers perceive the brand. Delivering appropriate 
content to the right audience at the right stage 
in the product lifecycle, and at the right time 
in the customer lifecycle, using the right ver-
sion, language, channel, format, and media, is 
a challenge. Yet, it is imperative that all content 
producers within the organization think of the 
impact their content has on customers and po-
tential customers, and the implications within 
the social business model. We must think of 

content as the conduit that inspires the trust 
relationships that nurture customer engage-
ment. This is our next challenge as a profes-
sion – to not simply produce good content, but 
to foster social connections.
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Building and managing a 
successful distributed team
How can we build an environment in which global technical communicators can be successful? 

Face the challenges head-on to keep your team energized, innovative, and productive.
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By Alyssa Fox

Managing a team is difficult, managing a team 

that is distributed around the world even more 

so. Building and managing a cohesive global in-

formation development team requires the right 

people, the right systems, and the right tools. So 

how can we get these components together?

Challenges for informa-
tion development 
Information development teams often face a 

number of challenges in an organization. These 

include:

·  Other members of the organization don’t value 

the work of information development teams. 

Some colleagues might even implicate that in-

formation developers “copy and paste” or “pretty 

up” what someone else has written.

·  Information development teams might experi-

ence reduced clout. This is due to the fact that 

people don’t understand what these teams do 

and therefore don’t recognize their value.

·  Information development might not be in-

cluded in planning and estimates, or is brought 

into a project too close to the end of the release 

cycle. This results in multiple projects that need 

to be handled at once and daunting workloads.

These challenges make it all the more important 

that information developers are thorough in 

what they do within their teams and present a 

united front across the organization. 

Creating 
distributed teams
Distributed teams can be created in several ways. 

First, you could inherit team members through 

mergers and acquisitions. When you inherit team 

members from other organizations, take some 

time to understand their history and the way 

they manage processes.

Secondly, you can build a team from scratch. 

This type of team creation is most common with 

startups and growing companies. Setting the 

tone for the team and establishing consistent 

standards is particularly important with newly 

created teams.

Finally, and the most common way to create a 

distributed team is through growth and hiring. 

When hiring, look for candidates who are flexible 

and self-motivated, as these are important qualities 

for distributed team members. 

The challenges of 
managing a global team
There are more and more distributed teams 

around the world. Modern businesses are set 

up globally and we all benefit from solutions to 

address the challenges associated with this global 

model.

Us vs. them

If two teams are joined as a result of a merger, 

people often fall into an “us vs. them” mentality. 

When you have larger teams in two locations, it’s 

easy to forget that the team in the other location is 

part of your global group. Consider the following 

to address this attitude:

·  Have a “buddy system” where a team member 

from one location is matched up with a member 

of the other group to have regular calls and 

discussions on work challenges, ideas for projects, 

etc. The goal of the buddy system is to build 

relationships and to help team members get 

to know each other. A solid team foundation 

helps coworkers to be more comfortable when 

asking for help from other team members, and 

to strengthen the overall team. It helps to give 

team members a particular topic, if they don’t feel 

comfortable about starting off the discussions.

·  Hold quarterly global team meetings to discuss 

what the team is doing and where it is heading. 

It’s important that everyone on the team feels like 

they are in the loop on team initiatives and team 

decisions.

Time zones 

Time zone differences are an obstacle you can’t get 

around. The most important thing to remember in 

this area is to be fair.

·  Alternate meeting times so that each group is 

meeting outside their normal work hours. Asking 

one group exclusively to give up their evenings 

does not share the burden and can cause resent-

ment towards the other group.

·  Be responsive outside of normal work hours. 

You don’t have to check your email ad nauseam 

throughout the evening, but it’s a good idea to 

check it at least once, so if someone needs urgent 

help, you can supply it without the team member 

having to wait until the next day. 

Consistency in standards

It can be difficult to keep standards consistent 

around the world. A group’s previous practices 

and interactions with other project teams can 

impact how well they keep team standards. Since 

information development teams typically have 

writers working on multiple projects, consistent 

standards across the organization are important 

to reduce process-learning times as people move 

from project to project.

People are the top priority
Managing a team is about people. The success of 

a global team strongly depends on knowing your 

team members, understanding how they work, 

and helping them adapt to a distributed team 

model.

Getting to know individuals

Having a general understanding about your team 

members’ lives and cultures helps you understand 

how they interact with others and how their daily 

personal lives intersect with work. Some cultures 

are more hierarchical, others less. Understanding 

how they interact with managers and colleagues 

helps you guide them in a way that works for 

them. It also gives you a better understanding of 

how things are generally handled in their office, 

e.g. at meetings. 

Knowing how your team members have worked 

in the past might help you understand their 

resistance towards new methods you are trying to 

implement. You might then be in a better position 

to show them how your new work approach can 

benefit each team member. Everyone handles 

change differently. Some are quite open to it while 

others are rather reluctant. Adapt your message 

to show each team member the benefits of the 

change you are proposing.

Probably the most helpful way to keep in tune 

with your team members is to have frequent one-

on-one meetings. This regular contact ensures that 

team members don’t feel left out, even if they are 

far away.

Visit your distributed team members personally, 

especially in the early days after a merger or acquisi-

tion. We have great technology today that helps us 

communicate easily with people around the world, 
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but yet it’s hard to beat face-to-face communica-

tion. It makes a big difference if you can visit your 

team members around the world regularly. Another 

option is to gather as many team members as pos-

sible for a few days of meetings or trainings.

On the social side, keep something like a “Who’s 

Who” page that helps team members to associate 

faces with names and get to know each other. 

Sharing things like hobbies, favorite books, or 

birthdays helps team members to see more per-

sonal aspects of their colleagues, thus facilitating 

teamwork and reducing location-based friction. 

Another way to encourage your team’s social 

interaction is a social area on your intranet, where 

people can chat, post their favorite recipes, recom-

mend books, post family snaps, etc.

Team expectations

Holding the entire team to the same expectations 

is vital. Showing favoritism one way or the other 

hurts the team. Even if the team in one location is 

more senior, guide them all with the same expec-

tations. It shows respect and faith in them.

Treat everyone fairly, not equally. Give each team 

member what he or she needs to grow. Remem-

ber that coaching that worked well for one team 

member might not work for another. The idea is 

to tailor your feedback, guidance, and support to 

each team member’s personality.

If needed, support everyone on the team by push-

ing back their projects if you feel their workload is 

overwhelming. Often, technical writers get pres-

sured by developers. It’s our job as managers to 

show team members that it’s okay to say “No, I’m 

not putting that in the documentation and here’s 

why,” or “I can’t get that done by tomorrow, but I 

can get it done by Tuesday.”

In my organization, we use a job ladder to clearly 

describe what is expected of each member in a 

certain role. This also shows all team members 

what skills they need to acquire if they want to 

move to the next level. The job ladder includes 

major areas like functional expertise, technical 

expertise, product knowledge, usability, quality, 

communication, teamwork, and leadership skills. It 

offers two paths: one towards management, and 

one towards a higher-level individual contributor. 

Having team expectations clearly stated reduces 

competition among team members, and encour-

ages people to refine their skills based on the 

ladder, rather than on where they think they are 

compared to other team members.

Having weekly management meetings with the 

global managers ensures that everyone is on the 

same page regarding expectations. 

Evaluating and tweaking processes and tools

All team members should use the same stand-

ards. This might be an issue when two teams are 

joined through a merger and various groups are 

doing different things. When determining how to 

move forward, see what you can use from both 

sides rather than just assuming that your preferred 

way is better. This shows your respect for all team 

members as well as your dedication to creating a 

truly global group. In addition to knowledge shar-

ing, ensure that your team leaders are distributed 

equally and do not come all from one location. 

Global team trainings help the entire team under-

stand a particular tool or process the team might 

be adopting. Having various team members from 

each location conduct these trainings keeps the 

knowledge flow active. Consider having a “show 

and tell” session at quarterly team meetings, where 

team members talk about their projects or recent 

accomplishments. This might provide others with 

inspiration for their own projects.

Consider having leadership teams in each location. 

Especially if you have to juggle many different 

projects at once and there are not enough people 

to handle them, you might get overwhelmed and 

lose the connection to the team. Team leaders 

might be able to assist here. Have regular meetings 

to allow your team leaders to fill you in on how 

their respective teams feel or anything else that 

needs to be addressed. You can also enlist the help 

of your team leaders when rolling out new initia-

tives. The leadership teams from all locations can 

meet regularly to compare notes and support each 

other in maintaining consistency and encouraging 

the entire team.

Having sub-teams based on various interests 

and needs helps to share knowledge as well. For 

example, we have a tools team and a video team. 

People can join whichever team they like. All teams 

have members from all of our locations – another 

opportunity for people in different locations to 

work together, get to know each other, and share 

information.

Working with project teams

One of the best ways to get people to know each 

other is to have people from different locations 

work on projects together. This approach is not 

always feasible or desirable but, if it’s possible, it’s a 

great way to consolidate teamwork. In addition, it’s 

important to have lead and senior team members 

around the world. Even if you have a team that is 

stronger in one location, or more senior, try to find 

ways to encourage and promote leadership based 

on position or role in each location. 

Communication
Communication is key in global teams. Too much 

information is better than not enough information. 

Frequent one-on-one meetings and group meet-

ings are important to keep the information flowing. 

Using various chat tools, conference calls, and 

video conferences helps to keep people in tune 

with each other. In particular, video conferences, by 

providing live images, make the team feel closer.

Use email as a last resort. It has its place, but doesn’t 

offer the real-time aspect of other types of com-

munication. Plus, it’s less personal than chatting 

with someone on Instant Messenger or talking on 

the phone. 

Whatever form of communication you use with 

your global team, focus on collaboration and con-

versation. The best teams work together to take the 

team forward. We, as managers, are here to coach, 

support, and encourage. Remember, if you take 

care of the people, the rest will fall into place.
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US regulations on  
instructions for use
Looking to tackle the US market? Here is an overview of the US regulatory framework and some easy-to-follow 

instructions on how to achieve product compliance and avoid legal pitfalls.  
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By Ferry Vermeulen and Michael Gerrits

In the EU, a manufacturer can use European 
harmonized standards to comply with the rel-
evant essential health and safety requirements 
of the CE marking directives and accordingly 
affix CE marking. Many of these CE mark-
ing directives also set requirements for user’s 
instructions. Although there are many similari-
ties, the process of product compliance in the 
US is slightly different from the process of EU 
compliance. 

An introduction to the US federal 
regulatory framework

Product safety in the US is regulated by various 
federal agencies. Once Congress has enacted 
a product safety law, the appropriate federal 
agency (e.g. the Consumer Product Safety 
Commission, the Federal Trade Commission, 
the National Highway Traffic and Safety Ad-
ministration, et al.) may create the regulations 
or rules to implement the law. Together, the 
enabling acts and laws and the final regulations 
provide a framework for the implementation 
and enforcement of most federal laws in the 
United States.
The nature and characteristics of the product 
or situation determine which federal agency is 
involved. An important federal agency when 
it comes to consumer product safety is the 
US Consumer Product Safety Commission 
(CPSC). The CPSC aims to protect consumers 
from unreasonable risks of serious injury (or 
death) from products under its jurisdiction. 
The CPSC has jurisdiction over thousands 
of types of consumer products used at home, 
in schools, in recreation, or otherwise. This 
includes products that pose a fire, electrical, 
chemical, or mechanical hazard or products 
that can injure children – such as toys, chil-
dren’s apparel and textiles, cribs, power tools, 
cigarette lighters, and household chemicals. 
The federal agencies are all independent 
agencies. Congress created the CPSC in the 
Consumer Product Safety Act (CPSA). In 
that law, Congress directed the Commission 
to “protect the public against unreasonable 
risks of injuries and deaths associated with 
consumer products”. In addition to the CPSA, 
the Consumer Product Safety Improvement 
Act (CPSIA) of 2008 is a United States law 

imposing new testing and documentation 
requirements. The CPSIA sets new acceptable 
levels of several substances and imposes new 
requirements on manufacturers of products 
covered by the CPSIA. 
The CPSC attempts to achieve the goal to 
protect the public against unreasonable risks of 
injuries and deaths associated with consumer 
products through education, (mandatory) 
safety standards activities, developing and pub-
lishing regulations, enforcement of the statutes 
and, if necessary, banning products. When 
Congress has enacted a law, the federal agen-
cies often develop or use existing standards to 
implement the law.
Section 102 of the CPSIA requires every manu-
facturer or importer of consumer products 
that are subject to a consumer product safety 
rule enforced by the CPSC, to issue a certifi-
cate stating that the product complies with the 
applicable standard, regulation, or ban. Besides, 
it is or can be made mandatory by regulations 
and standards that a product is tested by a 
third party, the product is marked with the 
country of origin, and that a manufacturer 
conducts recalls, if necessary.  
The CPSC also inspects if a product violates a 
specific statute or regulation. When CPSC staff 
determines violating cases, the CPSC Office 
of Compliance and Field Operations gener-
ally notifies the responsible firm and requests 
a specific remediation of the problem. The 
CPSA further requires importers, manufactur-
ers, distributors, and retailers of consumer 
products to report to the CPSC about product 
risks. Specifically, these entities must report 
“immediately” to the CPSC any information 
that reasonably supports the conclusion that a 
product
·  does not comply with CPSC safety regula-

tions; 
·  contains a defect, which creates a substantial 

product hazard; 
·  creates an unreasonable risk of serious injury 

or death. 

Regulated products in the US

The different US Federal Agencies regulating 
products and situations are divided in the fol-
lowing main groups:

·  Health/ Body
·  Vehicles/ Vehicle-Related Products
·  Hazards/ Safety/ Firearms
·  Other
The Health/Body group contains federal 
agencies covering alcohol, food, cosmetics and 
tobacco. 
The Vehicles group covers, amongst others, 
aircrafts, amusement rides, cars, boats and car 
seats. 
The Hazard/Safety/Firearms group contains 
agencies taking care of ammunition, industrial 
& commercial products, radioactive materials 
etc. Besides products the list contains many 
chemicals and substances that cause injuries. 
To collect the necessary information on the le-
gal requirements applying to your product, first 
make sure in which jurisdiction your product 
is to be marketed and then which federal 
agency or federal agencies is/are responsible.

Non-regulated products in the US

If you know the jurisdiction but if your prod-
uct is not on the lists of regulated products, you 
most likely market an unregulated product.
Unregulated products do not have standards 
or bans. For all unregulated products you must 
report defective or dangerous products. 
For most firms there are two reporting require-
ments: Dangerous products and lawsuits. 
Regarding dangerous products, manufacturers, 
importers, distributors, and retailers are re-
quired to report to CPSC under Section 15 (b) 
of the Consumer Product Safety Act (CPSA) 
within 24 hours of obtaining information, 
which reasonably supports the conclusion that 
a product does not comply with a safety rule 
issued under the CPSA, or contains a defect, 
which could create a substantial risk of injury 
to the public or presents an unreasonable risk 
of serious injury or death. Regarding lawsuits, 
manufacturers of a consumer product are also 
required to report information about settled or 
adjudicated lawsuits to CPSC.

Product liability in the US

In the United States, there is no uniform prod-
uct liability statute or common law. Each of the 
50 states defines product liability law under its 
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risks. Generally, warnings tend to be negative 
statements about things not to do or affirma-
tive statements about things always to do. 
Instructions tend to describe in more detail 
how to do something safely and correctly.
Because of the importance of warnings in the 
US, a specific standard has been developed 
dealing with the content, location and pres-
entation of warnings: ANSI Z535.6, Product 
Safety Information in Product Manuals, 
Instructions, and Other Collateral Materials.

ANSI Z535.6: 
A standard for safety messages

The ANSI Z535.6 provides guidance to any 
entity involved in creating collateral materi-
als. The standard defines collateral materials 
as printed information that accompanies a 
product (e.g. product manuals, instructions 
and other materials containing safety mes-
sages). According to the ANSI Z535.6 safety 
messages can contain a signal word (DAN-
GER, WARNING, CAUTION or NOTICE) in 
combination with a safety alert symbol. The 
signal word and safety alert symbol are placed 
in a so-called signal word panel. The standard 
defines the type, style and size of the signal 
words as well.

Figure 1: Example of a signal word panel

Together the signal word panel (or in some 
cases just the safety alert symbol) and the 
conveyed safety message form the safety mes-
sage as it can be used in collateral materials.

Figure 2: Example of a safety message

The ANSI Z353.6 gives four types of safety 
messages:
·  Grouped safety messages 
·  Section safety messages 
·  Embedded safety messages 
·  Supplemental directives 

product liability claim for damage caused by 
a defective product. Here, as well as in the EU 
product strict liability claims, the causation 
standard applies that the injured person bears 
the burden of proving that the product defect 
caused this person’s injury.

US regulatory framework  
and instructions

Both, mandatory standards and voluntary 
standards can provide product-specific re-
quirements regarding instructions. Standards 
are voluntary unless “Incorporated by Refer-
ence” in a regulation. Regulations are always 
mandatory. Guidelines may be voluntary but 
are often de facto industry standards. Product 
specific standards may include requirements 
regarding the instructions for use. Apart from 
this there are some commonly used standards 
that set out requirements for just the instruc-
tions for use. Some commonly used standards 
for user’s instructions are:
·  IEC 82079-1 Preparation of instructions for 

use
·  ISO/IEC Guide 37:2012 - Instructions for use 

of products by consumers

Due to case law warnings play a very impor-
tant role in the US. According to case law a 
manufacturer has a duty to warn where: (1) 
the product is dangerous; (2) the danger is 
or should be known by the manufacturer; 
(3) the danger is present when the product is 
used in the usual and expected manner; and 
(4) the danger is not obvious or well-known 
to the user.
Another way to state this is that there is a 
defect in the warnings when reasonably fore-
seeable risks of harm posed by the product 
could have been reduced or avoided by pro-
viding reasonable instructions or warnings, 
and the omission renders the product not 
reasonably safe.
The fact that adequate instructions are 
provided, assisting the operator in the correct 
operation of the product, does not necessar-
ily discharge the duty to provide an adequate 
warning. A warning may still be required 
to call attention to the dangers of using the 
product. Instructions affirmatively inform 
persons about how to use and consume pro-
ducts safely. Warnings alert users and con-
sumers to the existence and nature of product 

own standards. Typically, however, product li-
ability claims are brought under strict liability 
theory (is the product defective, irrespective 
of whether the manufacturer’s conduct was 
negligent), tort as in negligence (focus on 
the conduct of the manufacturer rather than 
the defect of the product), fraud (‘intentional 
tort’) or the warranty theory (contract). Fur-
ther, most states have some form of consumer 
protective statute.
Within the US product defects may be deter-
mined under a consumers’ expectations test 
or a risk utility test. The risk utility test tries 
to balance the utility of the product against 
the risks of its specific design. A product may 
be deemed defective on the basis of:
·  a manufacturing defect
·  a design defect
·  a warning defect

The failure to warn or to adequately warn of 
a reasonably foreseeable risk of the product 
sets a warning defect. Typical warning defects 
arise where
·  inadequate (e.g. unclear or incomplete) 

warnings or instructions are given;
·  the foreseeable danger of the product might 

have been minimized or avoided if the 
manufacturer (or another person responsible 
for the product compliance) had provided 
reasonable warnings or instructions;

·  the failure to provide such warnings or 
instructions rendered the product not rea-
sonably safe.

The test for defects in design and warnings 
and instructions is very subjective and based 
on reasonableness factors to be decided by 
a jury. Determining when there is a duty 
to warn or instruct and how far that duty 
extends is a difficult question that every 
manufacturer needs to answer. 
The (final) manufacturer, the manufacturer 
of individual components of the product, 
or the importer may be liable under a strict 
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1.  Identify the applicable acts, laws, and regula-
tions for your product.

2.  Identify the competent federal agencies for 
your product.

3.  Identify which standards are mandatory for 
your product.

4.  Identify which standards are voluntary for 
your product.

5.  Identify the specific requirement for ad-
equate instructions for use. 

6.  Identify the harmonized standards for user 
instructions. The EN-IEC 82079-1 and 
ANSI Z 535.6 are commonly used.

7.  Verify the product-specific requirements 
from both the voluntary and mandatory 
standards.

8.  Draw up the instructions (and other 
technical documentation) according to the 
requirements.

The EU and US compared

These are the main differences between the 
EU and the US when it comes to product 
safety:
1.  The US system does not use CE marking or 

any other (general) conformity marking.
2.  In the EU there is just one procedure to 

comply your regulated product with the 
applicable legislation, namely by following 
the steps towards CE marking. In the US 
the kind of product and thus the responsi-
ble federal agency determines which steps 
to follow for product compliance. 

3.  In the US both, the design of the product 
safety requirements as well as the inspec-
tion of compliance are done by the same 
federal agencies. In the EU, the European 
Commission is responsible for the design, 
but national authorities perform the in-
spection.

4.  In the EU new directives are designed from 
scratch. In the US product requirements 
are based on national laws as enacted by 
Congress.

5.  Whereas standards in the EU as a rule are 
voluntary, they can be mandatory in the 
US.

6.  In the US certain state laws and regulations 
are more stringent than the federal laws. In 
the EU European laws are harmonized at 
the same level for all member states.

7.  Case law in the US emphasizes a “general 
duty to warn” against product risks.

Grouped, section and embedded safety mes-
sages should identify hazards, give an indica-
tion on how to avoid them and explain the 
consequences when not avoiding the hazards 
(e.g. “Highly corrosive chemicals. Risk of se-
vere eye and skin injuries. Avoid contact. Wear 
eyes and body protection”).
Grouped safety messages need to be provided 
in a separate chapter or in a different docu-
ment. They are more general in nature and 
apply to the entire document. Section safety 
messages are placed in the first part of the spe-
cific section to which they apply. Embedded 
safety messages have to be integrated with the 
non-safety messages, e.g. with the specific task 
to which the embedded safety message applies. 
Supplemental directives, normally placed in 
the introduction of a document, may often be 
generic. For example:
·  General safety implications of a document 

(e.g. “read all instructions before use to avoid 
injury”)

·  Generic messages regarding the handling of 
safety information (e.g. “Keep these instruc-
tions for future reference”)

·  General safety implications of grouped safety 
messages (e.g. “to avoid serious injury, follow 
the safety information in this section”)

Steps to US consumer product 
compliance

A business that makes, imports or distrib-
utes consumer products has a variety of acts, 
laws, and final regulations to follow. The kind 
of product, and thus the applicable federal 
agency, determines which exact steps you need 
to follow so that your product complies with 
the legislation. For example, the following 
steps, as described on the CPSC website, will 
help guide you through the process of comply-
ing with federal government safety regulations 
concerning the products CPSC has jurisdic-
tion over:
1.  Do I make a product for children?
2.  What regulations apply to my product?
3.  How do I test and certify my product?
4.  What are required labels for my product?
5.  What is mandatory reporting?
6.  I still need more help

The following steps will guide you through the 
process to fully comply the documentation of 
your product with US standards, laws etc.:
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These differences also affect instructions for 
use that accompany a product. The require-
ments regarding instructions for use, as set 
out by mandatory standards, should be fol-
lowed strictly in the US. In the EU, the essen-
tial requirements as defined in the legislation 
are mandatory, and standards can be used 
on a voluntary basis in order to comply with 
these essential requirements. Warnings play a 
more central role in the US and are designed, 
placed, and formulated differently than in the 
EU. When trading with the US, these differ-
ences need be taken into account, so that the 
instructions comply with the respective laws 
and product liability will be minimized.
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TC in South Korea: 
Developing the smart manual
Home to major technology leaders such as Samsung and LG, Korea holds one of the highest smartphone 

penetration rates globally. Its TC industry is still in its infancy, but with remarkable technological progress 

comes a new realization and appreciation for technical communication.
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devices such as microwave ovens, 

washing machines, electric cookers, 

refrigerators, etc. Some devices can 

send notifications to a smart TV, which 

you can then see while watching TV. 

These notifications can help you to 

avoid burning your food, remind you 

that the laundry is done or that some 

of the products in your fridge are 

about to expire. 

Introducing the 
smart manual
But what kind of change does this 

smart new world bring for technical 

writers? In a smart mobile environ-

ment, users are searching for any in-

formation first and foremost on their 

displays. Technical communication 

providers need to be ready to meet 

these new user requirements. 

So called “smart manuals” are simple, 

customized manuals that enhance 

the user experience, are provided in 

digital formats, and connect user and 

developer. Smart manuals not only 

offer enhanced technology, but also 

enhanced content. 

Panasonic refitted their user manuals 

for almost all their home appliances 

seven years ago. The reason for the 

updated manuals was that there were 

more characters on a page of their 

user manuals than on a newspaper 

page. Panasonic managed to reduce 

the number of characters by intro-

ducing well-designed illustrations. 

Reading the new manuals was now 

as comfortable as reading a magazine, 

and in addition users could get more 

information from these new manuals. 

Smart mobile technology can im-

prove the user experience and pro-

vide many use cases. Digital content, 

like pictures, movies, and simulations, 

makes it easier for users to under-

stand products. Some content can 

be included in overlaying displays. 

Mobile apps and digital content allow 

a whole new flexibility for technical 

communicators.

Another great feature of smart manu-

als is their connectivity. Manuals are 

connected, for example, to the In-

ternet, to the device, to the manual 

server, to other content sites, and to 

other mobile applications. This con-

nectivity allows some fantastic things. 

For instance, if a mobile user manual 

application is connected to the man-

ual server, the manual can be updated 

whenever there are any changes to 

the product. Users do not have to 

request a newly printed manual any 

more. If the users enable the automatic  

update, the manual server pushes up-

dated content to the manual app au-

tomatically. In other words, the con-

tent of a smart manual is not static 

but dynamic. 

A manual app with dynamic con-

tent can also be customized or per-

sonalized. With printed manuals, all  

users receive the same content. This 

means that one manual might have 

to include the content of many simi-

lar product models to reduce printing 

costs. However, for smart devices you 

can develop a manual app that is cus-

tomized for each product and model 

at no extra cost. Thus users can get 

the right information regarding their 

specific product from this customized 

manual app. 

For industrial equipment, smart 

manuals can provide great new fea-

tures for manufacturers and users. 

Many industrial devices are custom-

ized to the customer’s specific usage. 

This means that products vary from 

customer to customer. The device is 

integrated with many components or 

modules according to the customer’s 

requirements. Of course, it is not easy 

to provide customers with the correct 

printed manual for these customized 

instruments. But, with smart manu-

als there is no limitation with regard 

to the content. Therefore, once the 

framework of a smart manual has 

been developed, customization does 

not increase the publishing costs.

DTP, single 
sourcing or 
authoring tool
As most big manufacturing compa-

nies in Korea have similar require-

ments, TC service providers are pro-

posing the development of smart and 

By Seokhwan Shin

Smart mobile devices are changing 

our daily lives. One particular episode 

recently reminded me of just how 

dependent we have become on our 

smartphones: My wife and I were out 

and about looking for a flower shop. 

But while she was scanning her mo-

bile, I spotted one right in front of us. 

The situation revealed to me how re-

ality sometimes seems to provide no 

more than the background shading 

for our busy mobile lives. 

Technical communication is also 

changing in this smart mobile world. 

Ikea, for example, provides not only 

a printed catalog, but also a mobile 

catalog app. Thanks to augmented 

reality this app will recognize items re-

corded by the camera and automati-

cally move to the detailed information 

and demo.

When it comes to the use of smart-

phones, Korea is a frontrunner. Accord-

ing to Google’s 2013 Our Mobile Planet 

Smartphone Research Report, over 73 

percent of Koreans use smartphones. 

This marks the second highest smart-

phone penetration rate in the world 

(see Figure 1).

Research firm Gartner says that Sam-

sung, a Korean company, produced 

24.3 percent of smartphones in the 3rd 

quarter of 2014. This makes Koreans 

naturally susceptible to smartphones. 

The only other two-digit market share 

holder is Apple with 12.7 percent. A 

good Internet environment is another 

reason for the high penetration rate. 

Even in subways Koreans use wireless 

Internet with a speed of ten Mbps. 

The Internet of Things (IoT) also 

changes our daily lives. It is the next 

big thing for large Korean companies 

such as Samsung, LG, and KT. In the era 

of the IoT, smartphones and TVs will 

be the control centers of connected 

devices. While being out and about, 

smartphones can gather data from 

wearable as well as home devices, and 

thus control operations. At home, a 

smart TV can display information from 

Figure 1: Smartphone penetration rate (by Google’s Our Planet Report 2013)
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sented Korean technical communica-

tors and held TC conferences every 

year. Over 200 technical communica-

tors attended the conference in 2014. 

The TC business started late in Korea 

and the market is not mature yet. 

Manufacturers are only just begin-

ning to realize that TC is an important 

factor for improving reputation and 

reducing customer complaints.De-

spite the late start of the TC industry 

in Korea, the number of TC providers 

has increased rapidly. In only three 

years the number of employees in 

major TC companies has doubled. 

These changes are worth watching, 

because Korea has achieved a re-

markable progress in technology. The 

huge smart mobile environment in 

Korea provides the basis for the next 

generation manual.

dynamic manual apps and web 

pages. TC providers recommend 

three methodologies for develop-

ing smart manuals: 

1.  Desktop publishing software 

  DTP software like InDesign and 

QuarkXPress has been upgraded 

with structured authoring and 

web/app publishing function-

alities. Since there are many 

DTP specialists in Korean TC 

companies, making customized 

manuals using DTP software is 

considered the easiest way to a 

smart manual, in spite of some 

disadvantages. 

2.  Single sourcing 

  The combination of a structured 

authoring tool with a compo-

nent content management 

system (CCMS) is the second 

proposed methodology. This 

methodology is suited for com-

panies with integrated systems 

or manufacturing companies 

with module-based content. Sin-

gle sourcing might be difficult to 

apply for manuals for consumer 

products with complicated de-

sign requirements.

3.  Mobile app authoring tools

  The aim of app authoring tools 

is to reduce the time and cost of 

developing manual apps. If set 

up efficiently, only one person is 

required to create a manual app 

in a month, so customers can cut 

costs dramatically. But in gen-

eral, authoring tools must be in-

tegrated with the manual server. 

The manual server may be any 

type of CMS. 

TC in Korea
The technical communication in-

dustry in Korea is fairly young and 

developing rather slow. The KTCA 

(Korea Technical Communications 

Association) was established in 

2005. Since then KTCA has repre-

contact
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business culture

Why New Zealand is the land of 
opportunity for the localization 
market
Despite its seemingly insignificant role on the global market, the island nation on the edge of most world maps 

boasts an astonishing wealth of opportunities for international businesses. Could it be the next go-to destination 

for the localization industry?
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The best country for 
business
From a business perspective, these are exciting 

times for New Zealand. It boasts a young popu-

lation (53 percent of New Zealand’s 4.5 million 

residents are aged 39 or under) and it has great 

international reach, with long established trade 

links with Australia, the USA and Japan and, in 

2008, it became the first western country to 

sign a free trade agreement with China. 

In 2012 Forbes rated it first in its list of the "Best 

Countries for Business" The Corruption Percep-

tions Index also ranked it as the second least 

corrupt country in the world in 2014. 

Its economy is stable and resilient and the 

World Bank placed New Zealand top for pro-

tecting investors in 2012, and first in the world 

for ease of starting a business in 2014.

New Zealanders also possess a strong entre-

preneurial spirit – it’s almost something of a 

national trait, and a strong streak of innovation 

runs through the Kiwi psyche. Little govern-

ment interference, and a lack of ‘red tape’ and 

regulation also make it a land of opportunity 

for start-ups. 

While New Zealand’s schools play catch up to 

solve its multilingual problems, its students are 

among the most computer-savvy in the word. 

iPads in the classroom are commonplace, and 

e-learning initiatives are all the rage. 

The New Zealand Ministry of Education has 

set a target of 97 percent of schools to receive 

ultra-fast broadband capability by 2016, and is 

developing a clear digital education strategy 

“which will support schools and educators to 

harness new technologies to prepare students 

with 21st century skills.”

These young Kiwis will be New Zealand’s pri-

mary workforce over the next 20 years – a work-

force of diverse ethnicity; possessing excellent 

IT and multi-language skills fostered through 

home and school, and a keen global outlook.

an advanced Internet 
economy
That’s all very well, but for localization and 

translation to truly work, a territory needs a 

sound IT infrastructure, and New Zealand’s is 

solid and booming. The technology industry is 

New Zealand’s fastest growing sector, is worth 

billions to the country, and is the third largest 

export earner after tourism and dairy.

New Zealand’s IT workers are highly skilled and 

highly experienced. They’re also highly valued. 

Advertised roles are up 11.6 per cent year-on-

year, and the Ministry of Business, Innovation & 

Employment estimates that wages in the tech-

nology sector are twice the New Zealand aver-

age, with four times as many firms investing in 

research and development than the average.

Successful NZ Language Service Providers (LSPs) 

are all closely linked to, or have roots in, tech-

nological development. Between 2000-2010 the 

CSD (computer systems design) industry’s work-

force grew by 78 percent and shows no signs of 

slowing, while the World Economic Forum ranks 

New Zealand among the world’s ‘advanced’ In-

ternet economies. 

a natural need for  
localization skills
Rather than looking in over the relatively small 

domestic market, successful Kiwi businesses are 

facing out. Export-oriented thinking is essential 

to compensate for the small size of the domes-

tic market. This very requirement makes locali-

zation an essential and attractive necessity for 

businesses seeking to expand into international 

markets.

Time zone benefits
New Zealand’s unique and hugely advantageous 

position in a 'negative’ time zone for the global 

market works in its favour. It is in step with Asia’s 

business day, is a few hours ahead of Australia, 

and is still operating when the west coast of the 

USA are at lunch and Europe is tucking into its 

coffees, croissants and English breakfasts.

That’s a real plus for the translation industry. 

Translators can work through the northern  

hemisphere night to have content back by the 

time the client wakes, but only if translators can 

be sourced in the New Zealand time zone, or 

close to it. 

a dedicated workforce
At present, translators in New Zealand tend to 

charge lower rates than those in Europe due 

to lower demands, making them increasingly 

business culture

By Ben Whittacker-Cook

New Zealand may not seem like the obvious 

location to set up a localization and transla-

tion business. Geographically it’s tucked away 

on the bottom right hand corner of most world 

maps and, at first glance, its linguistic com- 

petency seems insular. Its three official lan-

guages are English, Māori, and New Zealand 

Sign Language, while a mere 19.3 percent of 

women and 17.8 percent of men speak more 

than one language, according to the nation’s 

2013 Census.

a monolingual island?
There’s also evidence of a second language-

learning shortfall faced by New Zealand’s 

schools. While educators and politicians are 

devising a national language policy to tackle 

the problem, dig deeper and it’s clear that 

these statistics tell only a fraction of the story. 

Rather than being a confused mass of nation-

alities, New Zealand is earning a reputation as 

a homogenous, friendly and inclusive place to 

live and work. It’s a “go-to” destination for thou-

sands of migrant workers and their families 

from all over the globe. 

There are more than 160 different languages 

spoken in New Zealand, and Auckland is one 

of the world’s most culturally diverse cities. The 

census also reveals that the most commonly 

spoken languages after English are Māori, Sa-

moan, Hindi, Chinese, French and Yue (Canton-

ese).

This is one of the main reasons why New Zea-

land is at the very forefront of the translation 

and localization industry. Every day New Zea-

land’s workforce is bolstered by migrant work-

ers from Europe, the Pacific Islands, Southeast 

Asia and North America, all bringing with them 

specific working cultures and different work 

ethics, which combine the very best business 

practises from east and west.

So rather than focusing on New Zealand’s 

monolingual problems, the country’s more 

forward thinking companies are mining the 

wealth of linguistic treasures it has at its dispos-

al. That can only be a good thing for industries 

that rely on multiculturalism to succeed.
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more dependent and loyal to New Zealand 

companies. 

The majority of translators in this part of the 

world work on a freelance basis for the big-

ger companies. A smaller market also means 

that reputation is everything – a bad translator 

simply won’t get the work. Translators in New 

Zealand are meticulous and dedicated and pro-

duce consistently high quality work.

Translation companies in New Zealand use 

"auctions" to secure the services of freelancers. 

Translators bid for jobs and are regularly tested 

to ensure high standards are maintained and 

that the cream always rises to the top. 

Outsourcing language services is a low-risk way 

for translation providers to keep on par with de-

mand, ensuring staff costs are always in balance 

with revenue. LSPs have access to a continuous 

stream of highly qualified and talented free-

lancers seeking work from all over the globe. 

The only drawback is the risk of self-assessed 

quality and the huge amount of investment 

LSPs have to put into quantifying quality, test-

ing and ranking, not to mention software stor-

ing and accessing data against each freelancer.

The larger the provider the more translators 

available to meet client deadlines but the more 

cost involved in tracking and maintaining trans-

lator relationships. The smaller the provider the 

less commitment translators have and the less 

priority the LSP has with the translators as the 

ability to provide work is less.  

an outlook to the future
There are no typical regions looking to New 

Zealand for their translation needs. Clients from 

Southeast Asia, Europe and the USA are com-

monplace, and industry sectors that are particu-

larly well represented are education, medical, 

legal and gaming, which once again, are areas 

where Kiwi innovation and talent is strong.

What does this mean for the future? If things 

continue to evolve as they have over the past 

few decades, ethnicity in New Zealand will carry 

on playing to its strengths, empowering the in-

dustry to take advantage of the nation’s isolated 

location, "anti-social" time zone and select pop-

ulation to enlarge its role as a key player in the 

global LSP market place.

New Zealand companies continue to make their 

mark on the world stage – often in sectors not 

normally associated with this part of the world. 

The Wellington-based Weta Workshop design 

studio, for example, continues to scoop major 

film gongs in Hollywood for its special effects 

work, and the country’s numerous winemakers 

are consistently winning awards across Europe 

and the USA.

What connects these companies is ambition, 

talent and strength of innovation – core Kiwi 

business traits. The same can be said of New 

Zealand’s translation companies, who are con-

tributing more than their share to the $40 billion 

global translation industry, while boasting envi-

able blue chip international client portfolios.

Understandably entrenched in its deep Māori 

culture, one of New Zealand’s problems is how 

to walk the delicate tightrope between pre-

serving its linguistic heritage and tapping into its 

huge, complex, and ever increasing multination-

al language resource in an ever-changing world.

The New Zealand localization business is do-

ing a great job in working that balance – har-

nessing the skills of a talented and committed 

workforce, and getting the rewards it deserves. 

It’s the new hot spot for the industry and busi-

nesses big and small, near and far, will do well 

to look a lot closer at the bottom right hand 

corner of that world map.
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By Oliver Friese

Culture is for people, like water for fish. It sur-

rounds us at all times, even if we don´t notice it. 

Culture comprises the values and attitudes that 

a group of people has in common and that in-

fluences their thinking and behavior. If you are 

foreign to a culture and are not aware of these 

values and attitudes, your trip might not run as 

smoothly as you like. So get familiar with them 

and overcome the cultural barriers.

Values
Sweden has the highest level of gender equal-

ity, not only regarding politics but also with 

regard to payment, business and daily life. The 

Swedish economy is built on the proposition 

that both parents work. This is supported by a 

reliable network of day care centers, kinder-

garden and all-day-schools. Sweden has the 

highest number of men taking parental leave 

in the world. Women are not economically 

dependent on their husbands. They take the 

same responsibilities in business and social life 

as men do. Swedish women can invite business 

partners to a restaurant and pay the bill without 

any hesitation.

Gender equality even changes the modern 

Swedish language: In addition to the words for 

he (han) and she (hon) a new word was created, 

the gender neutral pronoun hen. Hen is used 

whenever a text refers to both genders and has 

replaced constructions like he/she (han/hon).

Equality not only means that men and women 

should be treated indiscriminately, it also 

extends to other areas: Hierarchies are very flat 

and often it is difficult to make out the head of 

a group or the boss of a department, because 

of the lack of status symbols. It is also com-

mon to call everybody by their first name, even 

strangers. In spoken language the family name, 

the profession or aristocratic titles are not used.

attitudes
In proportion to the population the country 

is vast. However, most Swedish people live in 

one of the three big cities. About one fifth of 

all Swedes live in the capital Stockholm and its 

vicinity at the eastern coast of the country. The 

other major cities are Gothenburg and Malmö 

on the western coast. Malmö is connected with 

the Danish capital Copenhagen via the Öresund Image: © Igor Stevanovic/ 123rf.com

Swedish business etiquette

Heading north
Sweden is known for its music industry, its engineering products and – 

more recently – for its video gaming industry. If you are heading north 

for your next business trip, consider these cultural insights.
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other meeting members and demonstrates that 

you are well organized and efficient. Being tardy 

is frowned upon. To be five minutes late is accept-

able, but not appreciated. If you’re ten minutes 

late, you should call. If you are fifteen minutes late, 

you should consider rescheduling.

Meet and greet
At meetings, like in everyday life, you shake 

hands swiftly and firmly. If somebody wears 

gloves wait until they have been removed.

Do not confuse business and private life. Al-

though Swedish business partners might exhibit 

ings. English is understood and spoken every-

where, so the language barrier for international 

guests is very low.

Dressing for business
Swedish business attire follows the classical 

dress code. The predominant colors for men 

and women are, for example, different shades of 

blue, grey and black. The quality of the clothes 

is as important as a pleasant combination of the 

individual parts. 

In contrast to the colors, the dressing style is very 

casual. Silk ties or bow ties are only required for 

important meetings or dinners, and not for every 

day work. Even senior executives might not dress 

much different from their employees.

As Sweden is a top address for designers, be 

aware that clothing and accessories, like hand-

bags, watches and glasses, are understated and 

casual, but will nevertheless be the latest style.

Do keep in mind that it can get very cold in 

Sweden. Therefore it’s advisable to dress in layers, 

including hats and gloves. It is common to wear 

warm and heavy clothes on the way to work and 

change into comfortable clothes at the office.

Planning a business 
meeting
If you need to arrange a meeting, make sure to 

invite everybody about two weeks in advance. 

Last minute changes should be avoided, but if 

they occur the reason must be made clear. If you 

are invited to a meeting it is expected from you to 

send a confirmation that you will attend.

Choose a convenient time for your meeting and 

keep in mind that Sweden is very family-friendly. 

Parents may take their kids to school or must 

be at home at a certain time. So don’t set a time 

before 9 a.m. or after 4 p.m. and try to avoid Friday 

afternoons. And, of course, do pay attention to the 

“fika” times. If you’re uncertain about these times, 

ask your business partner. Although Swedes value 

their breaks they are also very dedicated to their 

work and keenly aware of their duties. This means 

that a meeting is not seen as another coffee break 

or a good time to chat. A well-prepared meeting 

needs an agenda that should be sent in advance. 

Everybody is expected to be well prepared and 

on time. Being on time shows your respect for the 

Bridge and together they form a huge industrial 

center in Europe. The infrastructure is superb and 

all these business hot spots are easily reachable 

by car, train or plane.

But outside these busy urban centers, Sweden 

is scarcely populated and rural. As soon as 

you leave Stockholm or Gothenburg you get 

absorbed by the slower pace of the countryside 

and start to relax. However stressful daily life 

may be, the Swedes know the art of equanimity 

and dislike any over-excitement. Gentle under-

statement is the life motto.

Fika
One way to keep the work-stress-level down is 

a well-established coffee break. Often the time 

for this coffee break is an unwritten rule in a 

department. Everybody is welcome to join with 

or without invitation. Along with the coffee 

often come sweets or traditional cinnamon 

buns (kanelbulle). As important as the caffeine 

is the chat. Conversations are about personal 

or professional topics, but never controversial 

discussions.

It is very rude not to respect the fika break. So 

don´t be upset if someone is temporarily un-

available because of the coffee break. 

Planning your  
business trip
There are two main public holidays in Sweden. 

The first is Midsummer on June 21st, celebrat-

ing the summer solstice. The other time when 

most companies in Sweden are closed lasts 

from the Christmas holidays until the first week 

of January. Throughout the year there are other 

public holidays, called röd dag. If it is conveni-

ent people will take off half a day or a full day 

before a public holiday.

On the weekend Swedes frequently take their 

car or boat to their summer cottage, a house 

in the countryside. Many stop working after 

lunch on Friday or after the traditional Friday 

fika in the afternoon. Work-life-balance is a vivid 

principle in Sweden.

Hotels can be found in all price categories, rang-

ing from budget to luxury, from a plain room for 

a night to top conference hotels with the latest 

equipment for presentations and business meet-

Fast facts
Government: 
unitary parliamentary constitutional monarchy

Head of state: 
King Carl XVI Gustav

Parliament: 
riksdag

Head of Government: 
Stefan Löfven 

Area: 
449 964 km2

Biggest lake: area, volume: 
Vänern: 5 650 km2, 153 km3

Population: 
9.5 million

Population density: 
21.5/km2

Urban population: 
86  (% of total)

Currency: 
Swedish Krona (SeK)

GDP (2013): 
453 trillion €

GDP p.p.: 
47 684 €/ p.

Tax revenue : 
21.5 % of GDP

Exports of goods and services:  
46 % of GDP:

High-technology exports : 
13 % of manufactured exports

Information and communication technology 
export : 
7.2 % of total goods export

Unemployment, total (% of total labor force), 
modeled ILO estimate: 
8.0

Source: en/se/de.wikipedia.org, worldbank.
org, Statistiska centralbyrån scb.se
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building up business 
relations
When you first establish a business contact, the 

initial meeting should be used to get to know 

each other as business partners, and to introduce 

your company as well as your proposal. Swedes 

do not show a lot of emotions in business meet-

ings, and the same is expected from you. Always 

stay calm and friendly even if you think every-

thing has already been said twice. Swedes love 

to go into details until everything is absolutely 

clear. Never push decisions as this clashes with 

the much-valued Swedish consensus.

Swedes respect people that take rational deci-

sions based on facts and logic. Knowledge and 

experience are embraced. Deep knowledge, sim-

ple yet clever and elegant solutions are adored. A 

well-planned and methodological approach will 

always gain sympathy, because this is the Swed-

ish way of doing things.

To conclude
Building a business relationship can be a long 

process. But if you come to an agreement, you 

will find that you have a reliable business partner 

who will be honest with you. For a Swedish pro-

fessional a good and solid business relationship 

with you will always be more important than a 

short-term advantage.

an informal level of talking and call you by your 

first name, don’t mistake this as a personal 

relationship.

Communication style
Swedes communicate very openly. Everybody 

is encouraged to take part in a discussion and 

speak their mind. Being honest, direct, calling 

things by its name and not beating around 

the bush may seem rude to newcomers, but is 

never intended in that way. Quite the contrary: 

Swedes try to avoid direct confrontation and al-

ways try to find a solution that suits everybody. 

Sweden is basically a consensus society. So, 

listen carefully to every contribution and do not 

interrupt. Wait until the other person has clearly 

finished speaking and is not just considering 

what to say next or taking a breath. Everybody 

gets time to state his or her opinion.

Finding a decision
Just as meetings are expected to start on time, 

they should end on time. So stop when the 

time is up even if an agreement seems close. 

You are expected to set up a new meeting to 

continue the discussion. 

Decisions should not be forced or made by the 

boss alone. The higher rank does not grant this 

right. It is not unusual to end a meeting without 

a decision or a new action plan. A discussion 

may take several meetings before an agree-

ment has been found. But even if it seems to be 

a long way to an agreement, once it has been 

reached everybody will stick to the consensus 

and you will earn the respect of the other 

participants.

Closing a meeting
Swedes like to work out plans, schedules, 

and deadlines. Therefore, it is mandatory to 

stick to the agenda and to take notes during 

the meeting. If you organized the meeting, it 

shows professionalism to write a protocol or 

summary, which incorporates in brief the main 

aspects of the discussion, the consensus and 

the planned action items along with the name 

of the responsible person and the deadline for 

the action items. Complete your tasks in time 

to show that you are reliable. Without reliability 

there will be no trust in you and therefore no 

business done with you.
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the EXCELlence 
of tomorrow?

»  Detailed analysis of translation processes 
directly from within MS Excel

»  Planning and decision aid on the basis 
of state-of-the-art business intelligence 
concepts

»  Assessment with all functions available 
in MS Excel

»  Examination of costs, volumes, and fl ow 
times to identify savings potential

»  Supplier rating data – for optimum project 
planning

Available for v6

Across Data Cube

contact

Dr. Oliver Friese 

studied Mechatron-

ics and Technical 

editing at the aalen 

university. He 

received his doctor-

ate from the univer-

sity Duisburg-essen 

and the university Magdeburg. He has 

relatives and friends in Sweden, and stays 

there for several weeks every year. Today 

he is responsible for the training material at 

the airbus Helicopters Training academy. 

Their customers are from all over the world, 

including Sweden.

oliver.friese@airbus.com

www.airbus.com



Practical tips and guidelines: Basic principles, imple-
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Contents: Models for mobile documentation, develo-
ping a „mobile“ content strategy, managing mobile 
projects successfully

How to implement rule-based writing, text rules, 
sentence rules, word rules, glossary

Selecting a translation service provider and process 
flow of a translation order

Successful Terminology 
Management in Companies

Guide to Mobile 
Documentation 

Rule-Based Writing
English for Non-Native Writers

Purchase of Translation 
Services – A Guide –

Format DIN A4, 311 pages, 109 tables and illustrations, 
Published 2010 · ISBN 978-3-9812683-1-7

Format DIN A4, 68 pages, 
Published 2014 · ISBN 978-3-944740-02-7

Format DIN A4, 110 pages, 
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Format DIN A4, 24 pages, 
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70 EUR (Print), 60 EUR (PDF)
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Price for non-members:  
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25 EUR (Print or PDF)
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Adobe revolutionizes how the world 
engages with ideas and information. 
Adobe’s award-winning software and 
technologies have set the standard for 
communication and collaboration for 
more than 25 years, bringing vital and 
engaging experiences to people across 
media and to every screen in their lives, 
at work and at play.
The impact of Adobe software is 
evident almost everywhere you look. 
Whether people are collaborating at 
work, transacting online, or socializing 
with friends, businesses use Adobe 
software and technologies to turn digital 
interactions into richer, high-value 
experiences that reach across computing 
platforms and devices to engage people 
anywhere, anytime. With a reputation 

for excellence and a portfolio of many 
of the most respected and recognizable 
software brands, Adobe is one of the 
world’s largest and most diversified 
software companies. All Adobe tech 
comm software offer unparalleled 
stability, innovation, and business value 
that technical communicators can 
confidently put their trust in. 
Adobe’s technical communication 
products include the Technical 
Communication Suite, FrameMaker, 
RoboHelp, FrameMaker Publishing 
Server, FrameMaker XML Author and 
RoboHelp Server.

www.adobe.com/products/
technicalcommunicationsuite.html
Contact: techcomm@adobe.com

directory

India 2014

India 2014 India 2015
Across is the manufacturer of the Across 
Language Server, a market-leading 
software platform for all corporate 
language resources and translation 
processes. Within a very short time, the 
use of Across can increase the translation 
quality and transparency, while reducing 
the workload and process costs. Within 
the scope of its product development, 
Across is focusing on cooperative 
partnerships with renowned technology 
companies, language service providers 
and translators. Customers of Across 
include Olympus Europe, SH3, BSH 
Bosch und Siemens Hausgeräte, nlg, 
Allianz Versicherungs AG and ADA 
Translations.

www.across.net

GALA is the largest global non-profit 
association within the language industry, 
providing resources, education and 
research for companies working with 
translation services, language technology 
and content localization. Member 
companies are vendors and buyers of 
language services and technologies. 
They deploy sophisticated multilingual 
strategies and proven tools to take content 
and products to markets around the 
world. 

www.gala-global.org
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TCTrainNet

FREE 
GUEST TRIAL

The tekom certification is your pathway for a successful 
career in technical communication! Become a certified 
”technical communicator (tekom)“.

Ideal for: Professionals, Job starters and career changers, 
Corporate groups and Translators

TCTrainNet  TCTrainNet  TCTrainNet  
T R A I N I N G  &  C E R T I F I C A T I O N

TCTrainNet is an English language 
international training and tekom 
certification program for technical 
communication. This online program 
serves individuals like students, technical 
writers and other TC professionals as 
well as employers who want to ensure 
the standards and competencies of their 
technical writing team. The curriculum 
(consisting of ten learning units) was 
developed by leading professionals and 
experts from industry and academia 
and also serves as preparation for the 
international tekom certification as 
technical communicator. 

www.technical-writing-training-and-
certification.com
Contact:  c.keller@tekom.de

SDL enables global businesses to engage 
with their customers – in the language, 
the media and at the moment they choose. 
SDL’s technology and services help brands 
to predict what their customers want 
and engage with them across multiple 
languages, cultures, channels and devices. 
SDL has over 1500 enterprise customers; 
185,000 desktop software licenses 
worldwide, 80 percent+ of the global 
translation supply chain use SDL software, 
400 partners and a global infrastructure 
of 70 offices in 38 countries. 42 out of the 
top 50 brands work with SDL.  

www.sdl.com

Plunet GmbH develops and markets the 
business and translation management 
solution Plunet BusinessManager for 
professional language service providers 
and translation departments. Plunet 
provides a high degree of automation and 
flexibility, and integrates with translation 
software, financial accounting and quality 
management systems. Within a configurable 
system, various functions and extensions of 
Plunet BusinessManager can be adapted to 
individual needs. 

www.plunet.com

MateCat is an enterprise-level, web-based 
CAT tool designed to make post-editing 
and outsourcing easy and to provide a 
complete set of features to manage and 
monitor translation projects. MateCat 
provides the ideal environment for post-
editing and translation. Thanks to the 
integration of the largest collaborative 
translation memory and the best machine 
translation, you will always get from 10% 
to 20% more matches than with any other 
CAT tool and translate faster than ever.
Matecat also enables you to outsource 
your extra projects in one click and keep 
full control by monitoring real-time 
progress and translation quality in your 
dashboard.

www.matecat.com

MadCap Software, Inc. is a trusted resource 
for the thousands of companies around 
the globe that rely on its solutions for 
single-source multi-channel authoring and 
publishing, multimedia, and translation 
management. Whether delivering 
technical, policy, medical, marketing, 
business, or human resources content, 
MadCap’s products are used to create 
corporate intranets, Help systems, policy 
and procedure manuals, video tutorials, 
knowledge bases, eBooks, user guides, and 
more in any format, including high-end 
print, online, desktop or mobile devices. 
MadCap services include product training, 
consulting services, translation and 
localization, and an advanced developer 
certification program. 

www.madcapsoftware.com

With over a decade of experience, we at 
Innovatia have built a passionate team of 
educators, technicians and writers, and 
together crafted interactive, adaptable 
training courses, documentation materials, 
support mechanisms and other tools that 
become a living resource for our customers. 
It’s about value. And people understand 
value. That’s why today we are one of North 
America’s largest documentation and 
training outsourcers. Our team of more 
than 300 information developers, technical 
support professionals, information architects 
and solution developers are working to 
support clients around the world from our 
offices in Canada, the United States and 
India.

www.innovatia.net
Contact: Liane.Ghosh@innovatia.net

➧
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tcworld is organizing the first international confer-

ence for technical communicators and language 

professionals in China. tcworld China is the premier 

technical communication event for decision-makers 

and professionals in the field of technical communi-

cation from various industry sectors. 

The conference will focus on technical communica-

tion in China and europe, product safety, and on 

skills and competencies.

 
Information Development World 2015 is the only 

conference dedicated to helping organizations 

rethink the way they create, manage, and deliver 

content experiences. Last year, over 400 attendees 

from every conceivable industry sector convened in 

San Jose to learn from more than 100 of the world’s 

best and brightest content strategists, content mar-

keters, information architects, community managers, 

experience designers, data scientists, translators, 

taxonomists, usability pros, content engineers, 

technical writers, medical writers, editors, indexers, 

videographers, storytellers, and more. 


India’s only international conference for technical com-

municators and language professionals is back! Tech-

nical Writers of India (TWIN) and Gesellschaft für Tech-

nische Kommunikation – tekom e.V. are collaborating 

for their fifth annual tcworld India conference.

The keynote presentation “Innovation in Technical 

Communication” will be presented by Tom Johnson, 

the renowned technical writer and blogger (I’d rather 

be writing) from San Jose, uSa.

Participants can benefit in multiple ways from attend-

ing this event:

•  Keep pace with emerging trends and standards in 

the field of technical communication and translation

•  familiarize yourself with the market situation and 

new opportunities

•  Visit the best platform in India for showcasing your 

products and services to the Indian market

•  expand your business network with India-based 

technical communication and language profes-

sionals

•  expand your global team of technical communica-

tors, translators, editors and translators

•  find business partners in India

March

12 – 13

tcworld India 2015

conferences.tekom.de/ 
tcworld-india-2015

Bangalore, India

March

17

tcworld China

conferences.tekom.de/tcworld-china-2015

china.ahk.de/cn/trade-fairs/ 
single-view/events/tcworld-china-2015

 Shanghai, China

March

18 – 20

AIIM Conference 2015
www.aiimevents.com

  San Diego, CA, USA

March

22 – 25

GALA 2015
www.gala-global.org/conference

   Sevilla, Spain

March

23 – 25

Intelligent Content 2015
www.intelligentcontentconference.com

    San Francisco, CA, USA

April

13 – 15

Localization World Shanghai
locworld.com

     Shanghai, China

April 

16 – 18

ELIA Networking Days

www.elia-association.org/ 
Networking-Days

      Lyon, France

Sep 

8 - 11

Content Marketing World
www.contentmarketingworld.com

      Cleveland, OH, USA

Sep  

30 - Oct 2

Information Development World
www.etouches.com/ehome/113382

       San Jose, CA, USA

Nov  

10 - 12

tcworld conference 2015
onferences.tekom.de

        Stuttgart, Germany

when what where

calendar 2014/2015
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Adobe, the Adobe logo, and FrameMaker are either registered trademarks or trademarks of Adobe Systems Incorporated in the United States and/or other countries. 
© 2015 Adobe Systems Incorporated. All rights reserved.

98%
reduction in 
production time 80%

boost in sta� e�ciency 
in editing manuals

80%
reduction in 
turnaround time

60%
accelerated 
localization time

70%
reduction in printing and 
paper material cost

20%
reduction in development 
time for course content

For more information,
scan here.

For Local Customer 
Support, scan here

600,000+ users across 20,000+ companies worldwide trust 
Adobe FrameMaker to deliver measurable gains!

Real Results. Realized!

Adobe FrameMaker 12
Now available at a monthly subscription of €29.99/$29.99

Now available at a monthly subscription of $29.99/€29.99
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