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Context



The company and team

What’s Mailchimp?

Mailchimp is an email and marketing 
automations platform for growing businesses. 

What’s the Technical Content team?

The Technical Content team owns 
mailchimp.com/help, including a suite of 570+ 
help articles.  



My role ⭐
Senior Content Strategist for the 
Technical Content team
(DRI)

My role and partners

The team 🤝

8 writers 
Content engineering
Support engineering

I led this multi-phase project from discovery through delivery, while partnering with 
multiple roles across the support organization. 



The problem



The Technical Content team at Mailchimp used several templates to write help 
articles. 

It wasn’t clear how often writers used each template type and we were publishing 
articles without a clear way to show what content was most helpful.

The problem

Pain points for the customer 😓

Customers can’t find the answer to a 
question or problem quickly causing them 
to have to reach out to support via email 
or chat. 

Impacts to the business 📉

Low self-serve rates and weighty and 
costly maintenance loads for managing 
the 570+ help articles. 



My approach



Approach

1. Make the data accessible

2. Audit and tag the knowledge base

3. Analyze the article types

Approach

Goals

Understand what content is most helpful to our customers, 
so we can make sure we’re giving our customers the most helpful experience. 

Trim unnecessary content from the knowledge base to 
reduce time and maintenance costs.



As technical writer (before I moved into the content strategy role), 
I noticed there was data about our help content that wasn’t being used. 

Information about how support agents and customers were interacting with the help articles 
documented, but wasn’t directly available to writers. 

Approach: Make the data accessible



I reached out to the support engineers and started a conversation. 

Together, we implemented a process where, via JIRA tickets, writers could request 
information about: 

● How many views an article had received in a specific time frame
● How often it had been shared by support agents in a chat 
● And more… 

Approach: Make the data accessible



Approach: Make the data accessible

This process worked well for awhile, but there were still problems. 

Because the support engineering team needed time to fulfill each request, the data was often slightly 
out-of-date or less relevant to the technical writer’s question. 

When I moved into the content strategist role, my focus became partnering with a content engineer to 
pull our internal support data and customer interaction information from Google Analytics into a 
dashboard. 

This meant writers could get information they needed in real time. 



At the same time that we were building the 
dashboard, I started auditing and tagging 
each article in the knowledge base 
according to the template type. 

I stored this information in the metadata in 
our CMS (Contentful). 

This is an example from 
https://styleguide.mailchimp.com/ of the 
types of templates the team used to outline 
technical content articles. 

Approach: Audit and tag



With the powers of our dashboard and 
tagged content combined, I was able to 
group articles together by type and 
analyze their performance. 

In the audit, I found that there were some 
articles that did not fit any of the article 
template types. I grouped these into the 
“shrug”  category. 

Approach: Analyze the types

:shrug: was an inside joke with the team based on 
the emoji name in Slack. 🤷 It meant we didn’t 

know where these articles fit.



Approach: Analyze the types

When I compared “shrug” articles with the other categories, I found they had a 
much lower self-serve rate. 

Customers were much more likely to contact technical support from “shrug” articles. 

I also looked at average time on the page and user satisfaction rates from the feedback form 
on mailchimp.com/help/ pages. People tended to spend less time on the page and were less 
satisfied over all in articles that fit the “shrug” category. 



Approach: Analyze the types

:shrug: articles are a 
small percentage of the 
articles, but are where 
the majority of support 
clicks were coming 
from



Recommendations



I presented my findings to the Technical Content team and 
recommended restructuring each of the articles in the :shrug: category 

into alignment with a template. 

Recommendations



Recommendations



Recommendations



Impact



After a “shrug” article was restructured to fit a template, 
I circled back on a regular cadence to assess if the changes had any impact to 
the self-serve rate or user satisfaction rate. 

I found that both metrics increased to the level of the articles in other template types when 
articles were in alignment with the typical patterns and structure. 

Articles that were brought into alignment reached a 99.2% self-service rate. Industry 
standard at the time was closer to 75%. 

Impact: Higher self-serve rates



Because of this, I was able to verify the value of the consistent patterns in help 
content and make the content more helpful for customers. 

I was also able to identify the articles in each template category that had a low self-serve rate 
and low views. 

We cut 50+ articles from the knowledge base without impacting customer satisfaction 
scores. This became a successful, repeatable maintenance strategy that helped us reduce 
costs and effort. 

Impact: Low-lift maintenance strategy



Thank you for your time!


