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Welcome to this webinar. Let me start by giving more of an overview of what this 
presentation is about. When we have large numbers of help topics, it can often be 
difficult for users to find those topics. The larger the help system, the more 
problematic findability becomes.  
 
I think the standard method for organization help content, with folders and topics 
ŀǊǊŀƴƎŜŘ ƛƴ ǘƘŜƛǊ άƭƻƎƛŎŀƭέ ŎƻƴǘŀƛƴŜǊǎΣ ƛƴ ŀ ƪƛƴŘ ƻŦ ƘƛŜǊŀǊŎƘȅ ōŀǎŜŘ ƻƴ ǘƻǇƛŎǎΣ ƭŀǊƎŜƭȅ 
ŦŀƛƭǎΦ !ǎ ŀ ǊŜǎǳƭǘΣ ǳǎŜǊǎ ŎŀƴΩǘ ŦƛƴŘ ǿƘŀǘ ǘƘŜȅΩǊŜ ƭƻƻƪƛƴƎ ŦƻǊΦ  
 
Lƴ ǘƘƛǎ ǇǊŜǎŜƴǘŀǘƛƻƴΣ LΩƭƭ ǇǊŜǎŜƴǘ ǎƻƳŜ ŀƭǘŜǊƴŀǘƛǾŜ ǿŀȅǎ ǘƻ ƻǊƎŀƴƛȊŜ ƘŜƭǇ ǘƘŀǘ Ƴŀȅ 
ƛƴŎǊŜŀǎŜ ǘƘŜ ŎƘŀƴŎŜǎ ƻŦ ǳǎŜǊǎ ŦƛƴŘƛƴƎ ǿƘŀǘ ǘƘŜȅΩǊŜ ƭƻƻƪƛƴƎ ŦƻǊΦ 
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[ŜǘΩǎ ǎǘŀǊǘ ǿƛǘƘ ŀ concrete example. If you were to try to find fresh coconut cream in a 
grocery store, where would you look? This is an item that can be seemingly grouped 
in a number of different places:  
 
Å It could be next to coconuts because it contains coconut.  
Å Lǘ ŎƻǳƭŘ ōŜ ƴŜȄǘ ǘƻ ǘƘŜ ŎǊŜŀƳΣ ǇŜǊƘŀǇǎΣ ōŜŎŀǳǎŜ ƛǘΩǎ ŀ ŎǊŜŀƳ ǇǊƻŘǳŎǘΦ  
Å It could ŀǇǇŜŀǊ ƛƴ ǘƘŜ ŎŀƴƴŜŘ ƎƻƻŘǎ ŀƛǎƭŜΣ ōŜŎŀǳǎŜ ƛǘΩǎ ŀ ŎŀƴƴŜŘ ƎƻƻŘΦ   
Å It could be grouped ƛǘ ƴŜȄǘ ǘƻ ǘƘŜ ŘŜǎǎŜǊǘ ǎŜŎǘƛƻƴΣ ǎƛƴŎŜ ƛǘΩǎ ŀ ŎƻƳƳƻƴ ƛƴƎǊŜŘƛŜƴǘ ŦƻǊ 
desserts.  
Å It could also be grouped with the ethnic food aisle. 
 

In reality this item could be grouped in a number of different places. As a result, users 
Ƴŀȅ ōǊƻǿǎŜ ǘƘŜ ǎǘƻǊŜ ŀƴŘ ƴƻǘ ŦƛƴŘ ƛǘΦ ¢ƘŜǊŜΩǎ ƴƻ ƻǾŜǊǿƘŜƭƳƛƴƎƭȅ ŎƭŜŀǊ ƭƻŎŀǘƛƻƴ ŦƻǊ ƛǘΦ  
 
I think help topics are often like this.  
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To user another analogy, many help topics are frequently like the platypus. They have 
characteristics that could allow them to be logically grouped in a number of different 
ǇƭŀŎŜǎΦ ¢ƘŜ ǇƭŀǘȅǇǳǎ ƭŀȅǎ ŜƎƎǎΣ ƛǎ ǾŜƴƻƳƻǳǎΣ Ƙŀǎ ŀ ōŜŀǾŜǊΩǎ ǘŀƛƭΣ ƻǘǘŜǊ-like feet, and a 
ŘǳŎƪΩǎ ōƛƭƭΦ  
 
Not all help topics are like this, but enough of them are that it becomes a real 
dilemma when organizing content. At times you may want to put content in multiple 
places, but duplicating topics will bloat a help file and potentially confuse users.  
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Dmitri Mendeleev was a Russian scientist who organized the periodic table of 
elements. In a podcast from Radiolab, the hosts explain how he struggled to figure 
out the exact way that all of these elements, with their various atomic constituencies, 
should be organized. He would ride around on trains, flipping a stack of cards with 
each element written on it, trying to come up with the ordering principle that 
correctly fit the elements.  
 
He struggled with this, sorting and rearranging, and sorting his cards again and again 
until one night he had a dream. In the dream, the table of elements snapped 
perfectly into place. He arranged the elements based on repeating patterns. 
 
I think that too often we have this mindset when trying to organize help. We have a 
stack of help topics in our mind, trying to come up with the arrangement that makes 
the most possible sense to us. We flip topics around and around until we find that 
exact organization that seems to perfectly express their relationships and structure.  
 
But while the organization may make sense to us, the organization of the help is 
Ƴƻǎǘƭȅ ƭƻǎǘ ƻƴ ǳǎŜǊǎΦ ¢ƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴ ŘƻŜǎƴΩǘ ǊŜŀƭƭȅ ƳŜŀƴ ƳǳŎƘ ǘƻ ǘƘŜƳΦ ¢ƘŜȅ ŎŀƴΩǘ 
ŦƛƴŘ ǿƘŀǘ ǘƘŜȅΩǊŜ ƭƻƻƪƛƴƎ ŦƻǊΣ ōŜŎŀǳǎŜ ǘƘŜȅ ƻŦǘŜƴ ŘƻƴΩǘ ǎƘŀǊŜ ǘƘŜ ǎŀƳŜ ƻǊƎŀƴƛȊƛƴƎ 
logic as the help author. 
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Although I would like to propose a simple answer that addresses the entire problem ς 
ŀƴŘ Ƨǳǎǘ ǎŀȅ ǎƻƳŜǘƘƛƴƎ ƭƛƪŜ ά5ƻ ǘƘƛǎέ ŀƴŘ ǘƘŜ ǳǎŜǊ ǿƛƭƭ ŦƛƴŘ ǘƘŜ ǘƻǇƛŎ ŜǾŜǊȅ time -- I 
think that a single, all-explaining formula is short-ǎƛƎƘǘŜŘΦ Lǘ ŘƻŜǎƴΩǘ Ŧƛǘ ǘƘŜ ŎƻƳǇƭŜȄƛǘȅ 
and variety of user behavior and characteristics.  
 
Instead, I think there are a lot of little solutions that can each contribute towards 
findability. Some of these solutions are search, metadata, user research, indexes and 
glossaries, quick reference guides, personalization, interface text, tags and categories, 
alternative modes, and level-based learning.  
 
If each of these techniques increases the findability factor by a small percentage, 
their cumulative effect will have a large increase in the ability of users to find the 
content.  
 
LΩƭƭ ǘŀƭƪ ŀōƻǳǘ ŜŀŎƘ ƻƴŜ ƻŦ ǘƘŜǎŜ ǎǘǊŀǘŜƎƛŜǎΣ ƎƛǾƛƴƎ ŀ ŦŜǿ ǘƛǇǎ ŦƻǊ ƛƳǇƭŜƳŜƴǘƛƴƎ ƛǘΣ ŀǎ 
well as pointing out shortcomings with each method. 
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[ŜǘΩǎ ŦƛǊǎǘ ŜȄǇƭƻǊŜ ǎŜŀǊŎƘ ŀǎ a technique for findability. 

7 



One of the immediate solutions people think for increasing findability is search. 
Without question, search has to be a key feature in any help system. Users will 
undoubtedly use it.  
 
Optimizing for Google search can also help people find your content online. But to 
enable this findability, you have to understand how Google ranks search results. 
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No one knows the exact algorithm that Google uses to rank content, but there are a number 
of known factors:  
 
Å The number of links pointing to your site. These may be called incoming links, inlinks, 
inbound links, or backlinksΦ LǘΩǎ ǇǊƻōŀōƭȅ ǘƘŜ ƎǊŜŀǘŜǎǘ ŦŀŎǘƻǊ ƛƴ ǎŜŀǊŎƘ ŜƴƎƛƴŜ ƻǇǘƛƳƛȊŀǘƛƻƴΦ LǘΩǎ 
best if these links come from external sources, but you can also do internal linking, meaning 
links from within your same domain pointing to pages on your domain. Wikipedia does a ton 
of internal linking ς links from one Wikipedia article to another. Internal links can provide a 
tremendous SEO boost. 
 
Å The authority of the sites linking to you. The authority of the site linking to you makes a 
huge difference as well. Each site online has a Pagerank between 1 to 10. Only the top sites 
score 9, such as the New York Times.  
 
Å The text used in the links linking to you. The link ƛǎƴΩǘ ǘƘŜ ƻƴƭȅ ǘƘƛƴƎ ǘƘŀǘ ƳŀǘǘŜǊǎΣ ōǳǘ ŀƭǎƻ 
ǘƘŜ ǘŜȄǘ ƻŦ ǘƘŜ ƭƛƴƪΦ ¢Ƙƛǎ ƛǎ ǿƘȅ ƭƛƴƪǎ ƭƛƪŜ ά/ƭƛŎƪ ƘŜǊŜέ ŀǊŜ ƻŦǘŜƴ ǉǳƛǘŜ ǳǎŜƭŜǎǎΦ 
 
Å The frequency of the keywords, especially in the title and h1, h2, h3 tags. While you often 
ŎŀƴΩǘ ŎƻƴǘǊƻƭ ǘƘŜ ƴǳƳōŜǊ ƻŦ ŜȄǘŜǊƴŀƭ ƭƛƴƪǎ ǇƻƛƴǘƛƴƎ ǘƻ ȅƻǳǊ ǎƛǘŜΣ ȅƻǳ Ŏŀƴ ŎƻƴǘǊƻƭ ǘƘŜ ŦǊŜǉǳŜƴŎȅ 
of keywords. First you want to find the right keyword that users might be searching for. You 
then repeat that keyword about 6 times between the title, first paragraph, and subheadings.  
 
Å ̧ ƻǳǊ ƻǿƴ ǎƛǘŜΩǎ ǇŀƎŜ ǊŀƴƪΦ CƛƴŀƭƭȅΣ ȅƻǳǊ ƻǿƴ ǎƛǘŜΩǎ Pagerank plays a role as well. Pagerank is 
determined by several factors: how long your site has been around, how many incoming links 
ȅƻǳ ƘŀǾŜ ǇƻƛƴǘƛƴƎ ǘƻ ȅƻǳǊ ǎƛǘŜΩǎ content, and more. 
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One of the key things to remember about Google is that people find content 
searching Google primarily because there is so much content to find. Merely adding a 
/ǳǎǘƻƳ DƻƻƎƭŜ {ŜŀǊŎƘ ōƻȄ ŦƻǊ ȅƻǳǊ ƘŜƭǇ ƳŀǘŜǊƛŀƭǎ ƛǎƴΩǘ ƎƻƛƴƎ ǘƻ ŀƭƭƻǿ ǳǎŜǊǎ ǘƻ ŦƛƴŘ 
ŎƻƴǘŜƴǘ ƛŦ ǘƘŜ ŎƻƴǘŜƴǘ ƛǎƴΩǘ ǘƘŜǊŜΦ DƻƻƎƭŜ Ƙŀǎ ŀǊƳƛŜǎ ƻŦ ŀǳǘƘƻǊǎ ŀƭƭ ŎǊŜŀǘƛƴƎ ŎƻƴǘŜƴǘΣ 
much of it duplicate or variations of what is already out there.  
 
If your help ǎȅǎǘŜƳ ƘŀŘ ǘǊƛƭƭƛƻƴǎ ƻŦ ǇŀƎŜǎΣ ǳǎŜǊǎ ǿƻǳƭŘ ǇǊƻōŀōƭȅ ŦƛƴŘ ǿƘŀǘ ǘƘŜȅΩǊŜ 
looking for as well. The sad fact is that we are often an army of one, and the scope of 
ƘŜƭǇ ŎƻƴǘŜƴǘ ƛǎƴΩǘ ǳǎǳŀƭƭȅ ŜȄƘŀǳǎǘƛǾŜ ƻŦ ŜǾŜǊȅ ǳǎŜǊΩǎ ǎŜŀǊŎƘ ǘŜǊƳǎΦ 

10 



Another thing to consider is that search algorithms differ from one product to the 
next. ̧ ƻǳ Ƴŀȅ ōŜ ƻǇǘƛƳƛȊƛƴƎ ŦƻǊ DƻƻƎƭŜΣ ōǳǘ ƛŦ ȅƻǳΩǊŜ ǇǳōƭƛǎƘƛƴƎ ƻƴ ŀƴƻǘƘŜǊ ǇƭŀǘŦƻǊƳΣ 
ŦƻǊ ŀƴƻǘƘŜǊ ǎŜŀǊŎƘ ŜƴƎƛƴŜΣ ǘƘŜ ǎŀƳŜ ǊǳƭŜǎ ŘƻƴΩǘ ŀǇǇƭȅΦ IŜǊŜ ŀǊŜ ŀ ŦŜǿ ǾŀǊƛŀǘƛƻƴǎ ǿƛǘƘ 
search engines: 
 
Å WordPress: Sorts based on date. 
Å SharePoint: Defined by search scope settings. 
Å Mediawiki: Results segmented by namespaces. 
Å Author-it: Change and changing are not the same. 
Å Flare: Exact matches rank extremely high. 
 
My point here is that to make content visible in search engines, you have to 
understand how that search engine ranks and sorts content. More often than not, 
ǎŜŀǊŎƘ ƛǎ Ƨǳǎǘ ŀ ōƭŀŎƪ ōƻȄ ǘƘŀǘ ǇŜƻǇƭŜ ŘƻƴΩǘ ǳƴŘŜǊǎǘŀƴŘΦ 
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Although search seems like a good strategy for making your content findable, there 
ŀǊŜ ŀ ŎƻǳǇƭŜ ƻŦ ƭƛƳƛǘŀǘƛƻƴǎΦ {ŜŀǊŎƘ Ŧŀƛƭǎ ǿƘŜƴ ǳǎŜǊǎ ŘƻƴΩǘ ƪƴƻǿ ǘƘŜ ŜȄŀŎǘ ǘŜǊƳǎΦ ¢ƘŜ 
ƛƳŀƎŜ ŀōƻǾŜ ƛǎ ŦǊƻƳ 5ƻƴƴŀ {ǇŜƴŎŜǊΩǎ Practical Guide to Information Architecture. 
She points out that not many people know what the name of these drink holders are 
called. Some call them stubbie holders, others coozie. I would call it a neoprene drink 
holder. 
 
²ƘŜƴ ǳǎŜǊǎ ǎŜŀǊŎƘ ŦƻǊ ƛƴŦƻǊƳŀǘƛƻƴΣ ƛŦ ǘƘŜǊŜ ƛǎƴΩǘ ŀ ŎƭŜŀǊΣ unmistakable name for what 
ǘƘŜȅΩǊŜ ƭƻƻƪƛƴƎ ŦƻǊΣ ŎƘŀƴŎŜǎ ŀǊŜ ǘƘŜȅ ǿƻƴΩǘ ŦƛƴŘ ƛǘΦ  
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Another reason search Ŧŀƛƭǎ ƛǎ ōŜŎŀǳǎŜ ƛǘ ŘƻŜǎƴΩǘ ƘŜƭǇ ǳǎŜǊǎ ŘƛǎŎƻǾŜǊ ǿƘŀǘ ǘƘŜȅ ŘƻƴΩǘ 
know. Users just search within their own limited perspective. In reality, there are 
usually a ton of ŎƻƴŎŜǇǘǎ ŀƴŘ ǘŜŎƘƴƛǉǳŜǎ ǘƘŜȅ ŀǊŜƴΩǘ ŦŀƳƛƭƛŀǊ ǿƛǘƘΦ If search is their 
only method for finding information, they will be trapped by their own ignorance. 
 
Peter Morville, one of the leaders in findability, emphasizes this point. He quotes 
Donald Rumsfeld to illustrate the idea. Speaking of weapons of mass destruction in 
Afganistan, Rumsfield says,  
 
ά¢ƘŜǊŜ ŀǊŜ ƪƴƻǿƴ knowns. These are things we know that we know. There are known 
ǳƴƪƴƻǿƴǎΦ ¢Ƙŀǘ ƛǎ ǘƻ ǎŀȅΣ ǘƘŜǊŜ ŀǊŜ ǘƘƛƴƎǎ ǘƘŀǘ ǿŜ ƴƻǿ ƪƴƻǿ ǿŜ ŘƻƴΩǘ ƪƴƻǿΦ .ǳǘ 
ǘƘŜǊŜ ŀǊŜ ŀƭǎƻ ǳƴƪƴƻǿƴ ǳƴƪƴƻǿƴǎΦ ¢ƘŜǎŜ ŀǊŜ ǘƘƛƴƎǎ ǿŜ Řƻ ƴƻǘ ƪƴƻǿ ǿŜ ŘƻƴΩǘ ƪƴƻǿΦέ 
-- Donald Rumsfeld, qtd. by Peter Morville 
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IŜǊŜΩǎ ŀƴ ŜȄŀƳǇƭŜ ƻŦ an unknown unknown. In Adobe IllustratorΣ ƛǘΩǎ ǇƻǎǎƛōƭŜ ǘƻ ŀǇǇƭȅ 
the same formatting from one object to another. Many beginning users probably 
ŘƻƴΩǘ ǊŜŀƭƛȊŜ ǘƘƛǎΣ ŀƴŘ ǘƘŜȅ ǿƻǳƭŘƴΩǘ ǘƘƛƴƪ ǘƻ ǎŜŀǊŎƘ ŦƻǊ ƛǘΦ LǘΩǎ ƻƴŜ ƻŦ ǘƘƻǎŜ ǘƘƛƴƎǎ ǘƘŀǘ 
ȅƻǳ ƪƛƴŘ ƻŦ ǎǘǳƳōƭŜ ƛƴǘƻ ŀƴŘ ǘƘŜƴ ǎŀȅ hƘΣ ŎƻƻƭΣ L ŘƛŘƴΩǘ ƪƴƻǿ L ŎƻǳƭŘ Řƻ ǘƘŀǘΦ 
 
LǘΩǎ ŀƭǎƻ ŀ ƎǊŜŀǘ ŜȄŀƳǇƭŜ ƻŦ ǘƘŜ ǇǊƻōƭŜƳ ƻŦ ǎŜŀǊŎƘ ǘŜǊƳǎΦ LŦ ȅƻǳ were in fact familiar 
with the concept, ȅƻǳ ƳƛƎƘǘ ǎŜŀǊŎƘ ŦƻǊ άCƻǊƳŀǘ tŀƛƴǘŜǊέ ƻǊ Ctrl+Shift+C, which is the 
parallel function in Microsoft ²ƻǊŘΦ .ǳǘ ƛƴ LƭƭǳǎǘǊŀǘƻǊΣ ȅƻǳ ƘŀǾŜ ǘƻ ǎŜŀǊŎƘ ŦƻǊ ά/ƻǇȅ 
appearance attributes between objectsΦέ 
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bƻǿ ƭŜǘΩǎ ƭƻƻƪ ŀǘ ǘƘŜ ǎǘǊŀǘŜƎȅ ŦƻǊ ƛƴŎƭǳŘƛƴƎ ƳŜǘŀŘŀǘŀΦ  
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One of the most popular books on this topic is Everything Is Miscellaneous, by David 
Weinberger. In the book, Weinberger says to visualize a store, like Staples (or in the 
case of my photo here, Home Depot) and consider how in a store, objects can only be 
in one arrangement. You walk in, and no matter who you are, the arrangement is still 
ǘƘŜ ǎŀƳŜΦ !ƭǘƘƻǳƎƘ ǎǘƻǊŜ ƻǿƴŜǊǎ ǿŀƴǘ ǘƻ ƳŀȄƛƳƛȊŜ ǘƘŜ Ǿƛǎƛōƛƭƛǘȅ ƻŦ ǇǊƻŘǳŎǘǎΣ ǘƘŜȅΩǊŜ 
trapped by the physical laws of the universe the prevent the same object appearing in 
two places at the same time. 
 
5ƛƎƛǘŀƭ ǎǇŀŎŜǎ ŘƻƴΩǘ ŎƻƴŦƛƴŜ ǳǎ ǘƻ ǘƘŜ ǎŀƳŜ ƭƻŎŀǘƛƻƴ ŀōǎƻƭǳǘŜǎΦ ¸ƻǳ Ŏŀƴ ŀŎǘǳŀƭƭȅ Ƨǳǎǘ 
rearrange content in any way you want. For example, suppose you walked into the 
store and wanted to see only information about bathroom doors. You could do that, 
and all the other objects could be hidden. Or suppose you wanted to only see 
ƎŀǊŘŜƴƛƴƎ ƛƴŦƻǊƳŀǘƛƻƴΣ ƻǊ ƭŜǘΩǎ ǎŀȅ ǘƘŜ ǎǘƻǊŜ ǊŜŎƻƎƴƛȊŜǎ ȅƻǳ ŀǎ ŀ ŎƻƴǘǊŀŎǘƻǊ 
ǎǇŜŎƛŀƭƛȊƛƴƎ ƛƴ ǊƻƻŦƛƴƎΦ ¢ƘŜ ŜƴǘƛǊŜ ǎǘƻǊŜΩǎ ƛƴǾŜƴǘƻǊȅ ŎƻǳƭŘ ōŜ ƛƴǎǘŀƴǘƭȅ ǊŜŀǊǊŀƴƎŜŘ 
based on these attributes. 
 
²ŜƛƴōŜǊƎŜǊΩǎ main strategy for doing this involves the application of metadata. 
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One way to think about metadata is to think of a diamond. A diamond has a ton of 
different facets to it. Similarly, each object or topic has various facets. Once you 
identify the facets for an object, you can push or pull information, as well as sort and 
arrange it, based on those facets. 
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A common example showing the power of metadata is a site like Grooveshark. 
Grooveshark allows you to manipulate the information based on what you want to 
see: song, artist, album, people, playlist, or event. A single song has all of these 
attributes.  
 
When you create an MP3 file, you can tag it with all of this metadata. 
 
As another example, when you take pictures with a camera, metadata such as time, 
location, F-Stop, aperture, etc., is often stored along with the photo. 
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The ability to sort and arrange information dynamically based on these facets is a 
huge innovation in findability. Peter Morville says that άCaceted navigation is arguably 
ǘƘŜ Ƴƻǎǘ ǎƛƎƴƛŦƛŎŀƴǘ ǎŜŀǊŎƘ ƛƴƴƻǾŀǘƛƻƴ ƻŦ ǘƘŜ Ǉŀǎǘ ŘŜŎŀŘŜΦέ  
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In faceted navigation systems, there are at least two approaches: a dynamic or a 
static ƴŀǾƛƎŀǘƛƻƴΦ ²ƛǘƘ ǘƘŜ ŘȅƴŀƳƛŎ ŀǇǇǊƻŀŎƘΣ ǘƘŜ ŦŀŎŜǘǎ ŘƻƴΩǘ ŀǇǇŜŀǊ ǳƴǘƛƭ ȅƻǳ 
search for something. Then the facets related to your search appear as filters that 
allow you to narrow down the content.  
 
With static navigation, you would choose a filter that will narrow what you see. It 
would be more like a door that you enter to a different arrangement of the 
information. 
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You probably interacted with faceted navigation all the time. When you google 
something, you can narrow the results by choosing a filter on the left. These filters 
will then narrow the results shown on the screen. You can narrow the results not just 
by images or places, but even by recipes, patents, news, videos, and more. 
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Sportsshoes.com offers a good example of a more faceted navigation experience. In 
this case, the filters are both static and dynamic. In the case of shoes, there is a very 
clear set of metadata to add: gender, sport, price, color, size, type. 
 
If you search for something, you see the relevant filters on the left based on the 
ǎŜŀǊŎƘ ǊŜǎǳƭǘǎΦ LŦ ȅƻǳ ŘƻƴΩǘ ǎŜŀǊŎƘΣ ȅƻǳ Ŏŀƴ ǎǘƛƭƭ ǳǎŜ ǘƘŜ ŦƛƭǘŜǊǎ ǘƻ ŘǊƛƭƭ ƛƴǘƻ ǘƘŜ ǇǊƻŘǳŎǘ 
ȅƻǳΩǊŜ ǘǊȅƛƴƎ ǘƻ ŦƛƴŘΦ 
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Amazon.com is another example of a faceted search. After you search for a movie, 
such as Beauty and the Beast, you can narrow down your selection by format, 
decade, rating, edition, or region. These filters appear dynamically based on the 
attributes of the search results.  
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Hulu.com provides another faceted navigation experience. You can choose different 
entry points into the content through static navigation at the top, but if you decide to 
search for the content, you can select different facets that determine what is shown. 
You can narrow what appears based on video type, show, whether it has captions, is 
on Hulu Plus, in HD, and so on. 
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Lƴ ǘǊȅƛƴƎ ǘƻ ŀǇǇƭȅ ǘƘƛǎ ǎŀƳŜ ŎƻƴŎŜǇǘ ǘƻ ƘŜƭǇΣ ƛǘΩǎ ƴƻǘ ŀƭǿŀȅǎ so apparent. Information 
ŘƻŜǎƴΩǘ ŀƭǿŀȅǎ ƘŀǾŜ ŀ ŎƭŜŀǊ ǎŜǘ ƻŦ ŦŀŎŜǘǎ ǘƘŀǘ ȅƻǳ can apply to it. This image is a 
brainstorm of potential facets that could be applied to help information.  
 
These facets (or the metadata) include the following: 
Å Topic 
Å Role 
Å Skill level 
Å Popularity 
Å Concept or task 
Å Help format 
Å Problem  
Å Screen 
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If ȅƻǳΩǊŜ ƎƻƛƴƎ ǘƻ ǇǳǊǎǳŜ ŀ ǎǘǊŀǘŜƎȅ ǘƘŀǘ ŀƭƭƻǿǎ ȅƻǳ ǘƻ ƳŀƴƛǇǳƭŀǘŜ ŎƻƴǘŜƴǘ ƛƴǘƻ 
dynamic arrangements based on metadata, you have to first chunk your content into 
small pieces. As an analogy, consider cairns that you might see while hiking. The 
cairns provide guide markers to hikers to let them know where the trail is. When the 
rocks are small, you can stack and arrange them into hundreds of different 
arrangements. 
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¢ƘŜǊŜΩǎ ŀ ŘŀƴƎŜǊ ƛƴ ŎƘǳƴƪƛƴƎΣ ǘƘƻǳƎƘΦ {ƻƳŜ ƛƴŦƻǊƳŀǘƛƻƴ ǎƘƻǳƭŘƴΩǘ ōŜ ŎƘǳƴƪŜŘ ǘƻ 
such a degree that it is no longer recognizable. Mark Baker gives the sample of an 
alarm clock. Sure you could break it down to smaller parts. 
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[ƛƪŜ LΩǾŜ ŘƻƴŜ here. These are all the individual components of the alarm clock. 
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But these individual chunks ǊŜŀƭƭȅ ŘƻƴΩǘ ƘŀǾŜ ƳŜŀƴƛƴƎ ŀƭƻƴŜΦ ¢ƘŜȅ ǿƻǳƭŘ ƻƴƭȅ ƘŀǾŜ 
meaning if you were an alarm clock repair technician and you needed a transistor or 
motor or pin or some other part. So the level to which you chunk content really 
depends on your audience and their needs. 
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I was thoroughly convinced that metadata was the way to go with help content, so I 
started down this path. I first chunked up my content. Because it was on a wiki, a lot 
of the pages contained multiple topics. I first broke up the topics so they each resided 
on their own page. 
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I then came up with a set of metadata to apply to the topics. Some of my metadata 
included the following: calling, created on, enhancement, format, goals, has bug, 
location, popularity, role, even type, skill level, status, subject, topic type, version, 
category, author, and modification date.  
 
Each metadata has two parts: the property and the value. For each property, I defined 
a list of possible values.  

31 


