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• quality

• quantity

• format

An effective language data management 

strategy thus provides answers to the follow-

ing questions:

• How can I provide data that fits the re-

quirements of my use case(s) in terms 

of data types, quality levels, consistency, 

etc.?

• How can I provide enough of it?

• How can I make this data available to all 

relevant applications and processes?

Since the definition of quality data hinges on 

fitness for purpose, knowing the potential 

use cases is the first step to managing your 

language data. Once these use cases have 

been identified, a language data manage-

ment pipeline can be set up:

1. Identify relevant data sources: List 

all available content systems, provid-

ers, and formats, and prioritize them 

according to their importance and po-

tential usefulness.

2.  Set up the data organization: Set up 

a global metadata scheme to identify 

and classify language data across the 

content lifecycle and define data struc-

tures, exchange formats, and interfaces. 

3.  Collect and analyze: Gather data 

from relevant sources and analyze it in 

terms of quantity and quality. 

LLMs such as the GPTs can be put to use in 

language data management.

What is language data?

Language data can take many forms. From 

a high-level perspective, we can define lan-

guage data as mono- or multilingual multi-

media content from any source and in any 

format (text, audio, video, images, …). From a 

more detailed perspective, we can differenti-

ate between raw data (e.g., an audio record-

ing of a customer support call) and anno-

tated data (e.g., the same customer support 

call in its transcribed version, complete with 

lemmatization, named entity recognition 

[NER], and sentiment analysis). Examples of 

what constitutes (potentially) valuable lan-

guage data are almost endless. In the end, it 

is the use case we have in mind that decides 

what data we need, how much of it, and in 

which form.

What is language data 

management?

As with language data itself, there is cur-

rently no generally accepted definition of 

language data management. A good start-

ing point is a look at the typical requirements 

of data-driven applications and processes. In 

this context, at the most general level, “good” 

data is data that is fit for purpose in terms of:

Language data is everywhere. In organiza-

tions, it is clearly visible in “heavy” language 

assets stored in component content man-

agement systems (CCMS), web content 

management systems (WCMS), translation 

management systems (TMS), etc. However, 

this data is only the tip of the iceberg, with 

a much larger number of language assets of-

ten floating outside the radar: from product 

names in enterprise resource planning (ERP) 

systems to chat conversations from custom-

er support.

With the recent rise of AI solutions, and gen-

erative AI in particular, all this data has ac-

quired new value, creating a need for effec-

tive language data management strategies. 

In return, AI models that we train with our 

linguistic assets can support us in our day-

to-day language data management tasks. In 

this article, we provide examples of where 

and how AI models such as Transformers and 

Figure 1: Terminology clean-up with ChatGPT
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AI applications such as ChatGPT feed off large amounts of language data. 

However, in turn, they can also help us effectively manage and leverage linguistic data.
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2.  Set up the data organization:

a global metadata scheme to identify 

and classify language data across the 

content lifecycle and define data struc-

tures, exchange formats, and interfaces. 

3.  Collect and analyze: Gather data 

from relevant sources and analyze it in 

terms of quantity and quality. 

What is language data 

management?

As with language data itself, there is cur-

rently no generally accepted definition of 

language data management. A good start-

ing point is a look at the typical requirements 

of data-driven applications and processes. In 

this context, at the most general level, “good” 

data is data that is fit for purpose in terms of:

However, in turn, they can also help us effectively manage and leverage linguistic data.

Text by Daniel Zielinski and Simon Varga
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These revealed positive results within 

a short setup time and were met with 

positive feedback from users. However, the 

setup for a prototype for the collaboration/

review concept was more difficult and had 

to be discarded due to time constraints.
SummaryWhile it may require more overhead (and 

thus, buy-in from management) with 

preparation, brainstorming sessions, and 

prototyping, a Design Thinking approach 

can lead to highly user-oriented solutions. 

To make the most of this approach, it is 

important to switch your perspective from 

fulfilling a specific role to thinking like a 

company within the company and focusing 

on finding convincing product or service 

ideas for customers. Overall, the Design 

Thinking approach provides a fresh and 

inventive way to generate solutions.

•  Write by hand on physical materials 

(sticky notes, boards …).

•  Brainstorming can also be done online, 

but to support the above points I, 

personally, prefer and recommend an 

in-person session.For my case, I chose the “Change Perspec-

tives” brainstorming method. For this 

method, several stakeholder perspectives 

are defined. In my case, the stakeholders 

were the following:
•  Research and development engineer

•  Sales account manager

•  Project manager
•  Service and support engineer

The goal of the brainstorming session is to 

find ideas that address the particular needs 

of each stakeholder – at least ten for each 

(the goal of this minimum is to inspire you 

to think beyond the obvious few ideas). 

We performed four brainstorming sessions, 

each with a different role in mind. This ex-

ercise should come easily for professionals 

in the field of technical communication, as 

thinking from a user’s perspective is, after 

all, one of our key skills. Of course, there are 

many more methods for brainstorming, so 

I invite you to explore and find what works 

best for you.

Step 3:Concepts and pitches

Now that we have a board full of ideas, 

we get to the next step: Clustering ideas 

into concepts that play towards our 

design goals. Check the ideas for simi-

larities or common solutions and gather 

them accordingly (this is where writing 

on physical sticky notes comes in handy). 

Now that we had a few concepts to work 

with, in my case, the following concepts 

emerged:1.   Enhance collaboration with the help 

of a more accessible and standard-

ized tool.2.   Create a central information hub for 

all stakeholders where they can ac-

cess information on any topic related 

to technical customer documenta-

tion: FAQs, process overviews, etc.

get involved sooner in the development 

process. These findings confirmed many 

of the assumptions I had made during the 

design project setup and became the focus 

of subsequent design steps.
Design Criteria

Based on the analysis of the current state, 

Design Criteria were defined to guide the 

following process:
•   The stakeholder has a clear picture of 

his involvement in the technical cus-

tomer documentation process and how 

to interact with it.
•   The stakeholder has an overview of 

the other steps and other stakeholders 

involved.•   The stakeholder knows what to expect 

from the process deliverables, for exam-

ple, a product manual.
The constraints and further requirements 

from our design brief of course still apply, 

but these goals are now our baseline to 

gauge any concept we come up with.
Step 2: Getting creative

True to the motto “What if?”, the goal of 

this phase is to generate creative ideas. 

And to have the chance for some good 

ones, numbers are key. We need as many 

ideas as possible to have the chance to find 

among them the one that will spark a great 

concept. This is why this phase is also often 

called the divergent phase of the process: 

We don’t want to think within constraints 

here. The constraints are sure to come back 

later in the process. 
This is where we encountered one of the 

challenges of this phase: We had only just 

drawn up the design goals and constraints. 

Therefore, my recommendation is to take at 

least one day off between drawing up the 

design requirements and the brainstorming 

phase so that you can clear your head and 

think outside the box.

A few key tips for effective brainstorming:

•   Eliminate group effects by having 

everyone note down their ideas indi-

vidually before gathering or presenting 

them to the team.
•   Stand up, move around.

•   Take regular breaks in the fresh air.

3.   Improve the process flow and over-

view for stakeholders by creating a 

central platform to view the current 

process state and dependencies of 

all the ongoing technical customer 

documentation tasks.

4.   Improve the distribution of content 

through a database accessible to all 

stakeholders.For each of these concepts, you then write 

a so-called “napkin pitch”: Summarize in 

three to four key points what makes your 

concept fly and how it fulfills the design 

goals for the target users. The goal is not 

necessarily to present the pitches to anyone 

but to have you work on the arguments 

and thereby see the viability of your con-

cept. If you can’t come up with anything 

good here, revise or discard the concept.

Step 4: Prototyping

With the concepts that made the cut of the 

pitches, we now enter the final stage of the 

design process: prototyping. Design Think-

ing is an inherently user-centered method, 

so putting our ideas out in the field is the 

ultimate goal. It’s important to note that 

prototypes don’t have to be great, and they 

don’t have to look nice. They can be a paper 

and sketch mockup for a web page on a 

whiteboard. The only role of a prototype is to dem-

onstrate the key points of your concept 

to your target audience – getting a quick 

sense of which solution looks promising 

and what problems or constraints might 

pop up. The key motto here is: Fail fast and 

iterate. Refine your prototype or get back 

to the drawing board. As tough as it might 

be to have to throw away a concept at this 

late stage – this is where the value of the 

Design Thinking approach is found. Don’t 

go forward with an idea that is not actually 

providing value to your customers.

In my case, the prototyping phase revealed 

that, for each of the three selected con-

cepts, promising prototypes could be set 

up. We found the most promising results 

in a SharePoint prototype for the technical 

customer documentation process informa-

tion page and a Microsoft Planner-based 

prototype for a central project overview. 
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tated data (e.g., the same customer support 

call in its transcribed version, complete with 

lemmatization, named entity recognition 

[NER], and sentiment analysis). Examples of 

what constitutes (potentially) valuable lan-

guage data are almost endless. In the end, it 

is the use case we have in mind that decides 

what data we need, how much of it, and in 

which form.

What is language data 

systems to chat conversations from custom-

er support.

With the recent rise of AI solutions, and gen-

erative AI in particular, all this data has ac-

quired new value, creating a need for effec-

tive language data management strategies. 

In return, AI models that we train with our 

linguistic assets can support us in our day-

to-day language data management tasks. In 

this article, we provide examples of where 

and how AI models such as Transformers and 

language data

with and for AI

AI applications such as ChatGPT feed off large amounts of language data. 

However, in turn, they can also help us effectively manage and leverage linguistic data.

What is language data 

management?

As with language data itself, there is cur-

rently no generally accepted definition of 

language data management. A good start-

ing point is a look at the typical requirements 

of data-driven applications and processes. In 

this context, at the most general level, “good” 

data is data that is fit for purpose in terms of:

However, in turn, they can also help us effectively manage and leverage linguistic data.

Text by Daniel Zielinski and Simon Varga
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•  Write by hand on physical materials 

(sticky notes, boards …).

•  Brainstorming can also be done online, 

but to support the above points I, 

personally, prefer and recommend an 

in-person session.For my case, I chose the “Change Perspec-

tives” brainstorming method. For this 

method, several stakeholder perspectives 

are defined. In my case, the stakeholders 

were the following:
•  Research and development engineer

•  Sales account manager

•  Project manager
•  Service and support engineer

The goal of the brainstorming session is to 

find ideas that address the particular needs 

of each stakeholder – at least ten for each 

(the goal of this minimum is to inspire you 

to think beyond the obvious few ideas). 

We performed four brainstorming sessions, 

each with a different role in mind. This ex-

ercise should come easily for professionals 

in the field of technical communication, as 

thinking from a user’s perspective is, after 

all, one of our key skills. Of course, there are 

many more methods for brainstorming, so 

I invite you to explore and find what works 

best for you.

Step 3:Concepts and pitches

Now that we have a board full of ideas, 

we get to the next step: Clustering ideas 

into concepts that play towards our 

design goals. Check the ideas for simi-

larities or common solutions and gather 

them accordingly (this is where writing 

on physical sticky notes comes in handy). 

Now that we had a few concepts to work 

with, in my case, the following concepts 

emerged:1.   Enhance collaboration with the help 

of a more accessible and standard-

ized tool.2.   Create a central information hub for 

all stakeholders where they can ac-

cess information on any topic related 

to technical customer documenta-

tion: FAQs, process overviews, etc.

get involved sooner in the development 

process. These findings confirmed many 

of the assumptions I had made during the 

design project setup and became the focus 

of subsequent design steps.
Design Criteria

Based on the analysis of the current state, 

Design Criteria were defined to guide the 

following process:
•  The stakeholder has a clear picture of 

his involvement in the technical cus-

tomer documentation process and how 

to interact with it.
•  The stakeholder has an overview of 

the other steps and other stakeholders 

involved.•  The stakeholder knows what to expect 

from the process deliverables, for exam-

ple, a product manual.
The constraints and further requirements 

from our design brief of course still apply, 

but these goals are now our baseline to 

gauge any concept we come up with.
Step 2: Getting creative

True to the motto “What if?”, the goal of 

this phase is to generate creative ideas. 

And to have the chance for some good 

ones, numbers are key. We need as many 

ideas as possible to have the chance to find 

among them the one that will spark a great 

concept. This is why this phase is also often 

called the divergent phase of the process: 

We don’t want to think within constraints 

here. The constraints are sure to come back 

later in the process. 
This is where we encountered one of the 

challenges of this phase: We had only just 

drawn up the design goals and constraints. 

Therefore, my recommendation is to take at 

least one day off between drawing up the 

design requirements and the brainstorming 

phase so that you can clear your head and 

think outside the box.

A few key tips for effective brainstorming:

•  Eliminate group effects by having 

everyone note down their ideas indi-

vidually before gathering or presenting 

them to the team.
•  Stand up, move around.

•  Take regular breaks in the fresh air.

3.   Improve the process flow and over-

view for stakeholders by creating a 

central platform to view the current 

process state and dependencies of 

all the ongoing technical customer 

documentation tasks.

4.   Improve the distribution of content 

through a database accessible to all 

stakeholders.For each of these concepts, you then write 

a so-called “napkin pitch”: Summarize in 

three to four key points what makes your 

concept fly and how it fulfills the design 

goals for the target users. The goal is not 

necessarily to present the pitches to anyone 

but to have you work on the arguments 

and thereby see the viability of your con-

cept. If you can’t come up with anything 

good here, revise or discard the concept.

Step 4: Prototyping

With the concepts that made the cut of the 

pitches, we now enter the final stage of the 

design process: prototyping. Design Think-

ing is an inherently user-centered method, 

so putting our ideas out in the field is the 

ultimate goal. It’s important to note that 

prototypes don’t have to be great, and they 

don’t have to look nice. They can be a paper 

and sketch mockup for a web page on a 

whiteboard. The only role of a prototype is to dem-

onstrate the key points of your concept 

to your target audience – getting a quick 

sense of which solution looks promising 

and what problems or constraints might 

pop up. The key motto here is: Fail fast and 

iterate. Refine your prototype or get back 

to the drawing board. As tough as it might 

be to have to throw away a concept at this 

late stage – this is where the value of the 

Design Thinking approach is found. Don’t 

go forward with an idea that is not actually 

providing value to your customers.

In my case, the prototyping phase revealed 

that, for each of the three selected con-

cepts, promising prototypes could be set 

of
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