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Presentation Notes
Today we’re going to talk about Content Discovery, one of the most exciting parts of the ECM portfolio where we’re innovating to help you take your ECM environment to the next level. Content Discovery is at the nexus between content management and business optimization – through a set of capabilities including classification, content analytics, and search, Content Discovery helps translate the content that’s piling up in your organization into new business value – helping you increase the return on your ECM investments and make your business users more productive.


Content Discovery for Business Optimisation

Cohasset Associates study:

Typical 1000-person organization can
spend $170K+/month in lost productivity
to manual records declaration

How much time are your
employees wasting trying to

find or Organize content? Large crime intelligence agency:
More than 50% of analysts time spent

looking for content rather than analyzing it

80% of information in today’s
enterprises is unstructured content.

How We_” SUE A ] Yet traditional decision support
leveraging content in your tools like Bl work only on the 20%

business decisions? of the information that’s structured.
What insights are you missing

as aresult?

What if you could automate content-based decisions and expose new
business insights from content, automatically?
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So let’s take a look at how Content Discovery helps drive business optimization. 

Every organization today is under pressure to make their business run faster, smarter, and leaner – especially in today’s economic climate. It’s become more important than ever to optimize the business to make the best strategic and tactical decisions in the most efficient way possible. And that’s driving leading organizations to make better use of their information to drive business optimization. But for many organizations, even leading ones, true information-driven optimization is still in its infancy.

<CLICK> For example, is your organization like the typical regulated company profiled by Cohasset Associates that can spend upward of $150K per month just in lost productivity cost due to having to manually sort content into records categories for compliance? Or might you be like this large crime intelligence agency where their business analysts – their highest-value knowledge workers – were spending more than half their time trying to sift through content to find relevant items, rather than doing their real job of analyzing that content to make the right business decisions?

<CLICK>

Or maybe you’ve got your content well-organized. But are your knowledge workers leveraging it effectively to make business decisions? Analysts report that as much as 80% of today’s enterprise information is in the form of unstructured content – clearly a treasure-trove of enterprise insight, be it in email, collaboration systems, documents, and more. But most traditional decision-making tools, like BI and EPM, only look at structured data – the remaining 20%. With only this narrow window, it’s almost a certainty that you’re missing critical insights about your customers, your competition, and your business – and thus are making less-than-optimal business decisions.

<CLICK>

But it doesn’t have to be this way...what if you could automate content-based decisions and expose new business insights from content, automatically?




Content Discovery for Business Optimisation

You can! Content Discovery products from
IBM extend your ECM environment to

optimise business decision making
ECM Content Discovery Capabilities

Provide Visibility Where\
Content None EXxists

Analytics * Accelerate strategic decisions with

content-based decision support

* Reveal new business insights &
new opportunities

fAutomate Daily
Decision Making Content

« Streamline operations Classification
* Improve consistency

Content

Extend Decision-Making Value
Access & Search

Beyond Managed Content

» Find unmanaged content and link to
decision-making processes
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Well, it’s not a pipe dream – it’s a reality. You can do all this and more, today,, by extending your ECM environment with content discovery technology from IBM ECM. 

Now, Content Discovery capabilities break down into 3 main pillars: content classification, content analytics, and finally content access & search.

<CLICK>

The first of these, Content Classification, is all about automating the daily decisions that your overburdened knowledge workers have to make about content. Is this document a record? Should this purchase order be saved? Which process should I invoke to route this type of claim? ... All of these are decisions that have to be made daily, and made consistently, for your business to run smoothly – and with content classification, they can be automated away freeing up your knowledge workers to focus on more critical business decisions.

<CLICK>

The second pillar of Content Discovery is Content Analytics. Content Analytics is all about providing visibility into the business insights buried deep inside your content. It enables you to accelerate strategic business decisions by drawing on these insights, and as we’ll see it can even help reveal new business insights and opportunities.

<CLICK>

And finally, the third pillar of Content Discovery is Content Access and Search. The capabilities in this pillar, which include our enterprise search offerings, help bring the value of classification and content analytics to more than just your managed content. They help find unmanaged but important content across your enterprise and link it into your decision making processes – leveraging the same classification and content analytics capabilities you can apply to your ECM repositories.


Content Discovery Portfolio
Driving visibility and business optimisation from enterprise content

Content Access
OmniFind Search

Disorganized

or Lost Content
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IBM Classification Module

Analyzed Content
visibility & business insight
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IBM Content Analyzer
Organized Content @
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Content Discovery is one of the newer pillars of the IBM ECM portfolio, and it delivers a powerful set of capabilities for getting more visibility into your organization’s content and helping you leverage it for business optimization. Content discovery starts by helping you find and organize the content that’s scattered out in your enterprise. Using classification, it helps organize your content as you put it under management, ensuring that content gets linked to your current business structures, and ensuring you’re making the right decisions for records management, process optimization, even email management. And using content analytics, it can take your content infrastructure to a whole new level, providing your business users with dashboards and deep visibility into content, even providing unique new insight, derived from your content, to support your business decision-making processes.

----

Putting it all together, the Content Discovery vision takes you from disorganized content – sadly, the state of many enterprises today -- <CLICK> to organized content managed fully inside of IBM ECM repositories...<CLICK>to analyzed content, the ultimate endgame for the forward-looking enterprise where insight from content drives content-centric business intelligence and better business outcomes. 

long the way, the new IBM Classification Module helps find and organize the content that’s out in your enterprise, even content that’s accumulated in your ECM systems but isn’t organized in a useful way for your current business priorities. It helps put documents into the buckets, linking them to your current business structures, and ensuring you’re making the right decisions for records management, process optimization, even email management.

<CLICK>

And, once your content is organized, the new IBM Content Analyzer helps you dig deep into it, providing visibility into trends, patterns, and anomalies that help you start leveraging your content as a driver for business optimization – not just a cost center to be managed.

<CLICK>

And finally, content access and search extend these value props to the content that’s floating around your enterprise in an unmanaged state – and even to public content on the web.






e
Agenda

Introduction
‘ Automating Daily Decisions: IBM Classification Module
Extending Beyond Managed Content: OmniFind search

Providing Visibility Where None Exists: IBM Content
Analyzer

Wrap-up

IBM Information
On Demand

2008



Presenter
Presentation Notes
So now let’s take a deeper dive into each of the three pillars of content discovery, starting with classification.


Content Discovery Portfolio
Driving visibility and business optimization from enterprise content

/Classification:
Automate Daily
Decision Making

» Streamline operations
* Improve consistenc
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Again, classification is the technology in this portfolio that helps automate daily decisions about what to do with content. Of course, it can also automate big batch decisions, like scanning over a whole mess of disorganized content in sharepoint, file systems, etc and determining what content is relevant and should be records-managed or maintained in a centralized ECM repository. In either case, it relieves the burden of that kind of decision making from your knowledge workers, freeing them up to focus on more critical business decisions.




What is Classification?

Leveraging the full content context to make the right decision

.

@ New Message - IBM Lotus Notes

M=%
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File| Edit iew ! Creats| Actior Textl T i
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Send  Sendand File.. =~ & Display Worew

Save as Draft  Delivery Options...

To: |j5mith@ibn1.com

Ce: | |

Subject: |Checking in

Diefault custom expiration date: 12/17/2008

Send  Sendand File..

F~ & nDisplayr Marev
To: |jsmi1‘h@ibm.oom. |
I:g Cc: | I
|

Save as Draft  Delivery Options ...

Subject: |Cl1ecking Account

Default customn expiration date: 12/17/2008

Joe,

Hope you're doing well. Just wanted to check in with you and
Sue to see if you needed a hand this weekend with your lawn.
The weather has been so terrible lately, I'm sure it will take a
ton of time to get all those leaves raked up.

Joe,

Hope you're doing well. A quick note to see if the check came
through like she said it would. It would be terrible to have the
firm sued over such a simple financial matter. No one wants
this project to get derailed.
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So how exactly does classification do this? Well, the concept of classification is pretty simple – take a piece of content and put it into a category (or set of categories) that determines what to do with it. But the details are quite subtle, and to be effective, a good classifier – like IBM’s Classification Module – will go deep into the content of a document, email, or file in order to understand the full context of that content and make the right decision.

You can see an example here where we have two emails. The one on the left is a rather inconsequential note between two friends about raking up leaves over the weekend. The one on the right is rather more weighty, and concerns an impending legal matter – this is clearly a message that needs to be retained and saved as a corporate record. How can classification tell them apart?

<CLICK>Some classifiers look at just metadata, like the sender. But this isn’t enough here – both notes came from the same person.

<CLICK>More advanced classifiers look at individual words in the email and use rules to classify. But this doesn’t work here either – both emails talk about “check” and “sue” – but with completely different connotations

<CLICK>An advanced classifier, like IBM’s, looks deep into the text to put words in context of their surrounding concepts – and so can tell that the e-mail on the right is about an important business matter whereas the one on the left is inconsequential.

<CLICK>Then, based on the classifier’s decision, the emails can be handled appropriately – disposed of on the left but retained for future eDiscovery on the right.


Why Classification? Velocity and Volume of Daily Decisions

A typical knowledge worker might
receive 50 emails
send 20 emails

take part in 20 instant
message conversations

create 5 new
documents every day

80% of information in
the enterprise is
unstructured

6.6 trillion business
emails sent annually

2008
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6.6 trillion comes from IDC’s projections for 2008 from their 2007 article “Worldwide Email Usage 2007-2011: Resurgence of Spam Takes Its Toll”. This number does not include spam.



500K archive number comes from various customer conversations and data from customers. 500K is the common number quoted by IBM customers in my experience – typically mid to large enterprises.


B
Manual Classification is a Path to Failure

National Archives and
Records Administration

Electronic Records
Management initiative
focused on user driven
records declaration

6+ month study

Significant user drop-off after
training period

End users frequently
outright refuse to
categorise content
Silos full of existing content abound resulting in large backlogs in
addition to new content

Manual classification and an emphasis on “user training” an outdated
practice
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As customers embark on electronic RM, they have difficulties getting their initiatives going . . . They can’t burden their end-users.



===

The National Archives and Records Administration – the custodian of all US records and archives – did a 6 month study which culminated in 2002 of  ‘state of the art’ technology available at the time. Of course, this technology relied upon end users to make decisions about what was a record and how to declare/classify.



NARA – perhaps more than any other organization, has a special interest in managing records – and yet they couldn’t get their own users to consistently file records. As you can see in the chart, there was a significant drop-off after the training period, and 56%  of people who participated in the study found the technology – which is still being marketed “Burdensome”  or “Extremely Burdensome” to use.

Interesting to note that some users did not even file any records.

======

Anecdotally, we’ve heard many customers say flat out, their end users won’t take extra steps to classify or file their email and documents.



Add this insight on typical employee willingness to the problem of silos full of content – silos that need to be assessed for their business value and appropriateness for enterprise maanagement – hanging out there in the enterprise – manual assessment just isn’t an option – it’s a path to failure for enterprise initiatives.


B
The Solution: IBM Classification Module

Expanding the ECM platform with a robust, adaptive classification service

£ Classification Module / Classification Review Tool

Filter: Show all documents Sort by: Top folder Descending

Yiew: Single Document
Yiew: Document List
Add New Document

Document: underfined name
(FFE7E0-17470928, txt, 1 K8)

Document preview: 1 fake bud

Document 1 out of hundreds
Start Over Additional Document Information

Reclassify all o
Previous L\ Mext E Apply Classification Lx\ Delete Document

Folders Classification
Suggested Folders

select  QA/BasejScience News 94.79%:
select  (A/BaseiNews 9.3%
select  QAjBaseiMovies 5.89%
select  QAjBasefHaaretz 2.59%
select  QAjBasejDeveloperWorks 1.39%

All folders. ..
Document Class Classification
Suggested Document Classes:

| OANews Aricle - 98.45% v |

Al document classes. .,

Previous [ Mext |;'| apply Classification Ex Delete Docurment

Start Ovar | Help | Sign Out

Show
@ Re-run Classification El Mark as Unknown
Selected Folders
unselect QABasefScience News
\l? Re-run Classification E} Mark as Unknown

=

€

“a Local intranet

Automates Content-Sensitive Decisions
Automated classification and filtering
Combines adaptive text understanding with rules
Acquires domain specificity from your own content

Unique learning technology for adaptive classification
improves accuracy over time
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Integrated with IBM ECM architecture and
in applications such as Records Crawler

Suggests new categories or even seeds an
entirely new taxonomy

5th-generation technology; market proven,
scalable platform supporting 12 languages
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So the technology behind all of these classification use cases is a newly-released ECM product from IBM called the IBM Classification Module, or ICM for short. ICM performs the automated classification we’ve just been discussing; it combines the ability to classify content adaptively based on statistical learning mechanisms, as well as using traditional rules, for maximum flexibility. It’s able to automatically learn your environment – meaning you can quickly get it to classify your specific business’s content based on your specific categories, records plan, etc., without a lot of tedious configuration. It’s deployable as a standalone service (with practically every interface imaginable, including SOA) or pre-integrated with IBM FileNet P8 and other ECM products like Records Crawler.

And while we’ve just released this as a new ECM product in December, the technology is very mature and has been in the market for nearly a decade under different guises. So it’s market proven, scalable, and ready to deploy.


Classification Module Automates ECM Decision-Making

Adaptive classification automates content-based decisions in
formal and ad-hoc workflows, improving productivity and

reducing cost

Disorganized v ( Start )

Legacy Content

e 5 !
_‘ % = Classify customer
= correspondence &
buying history o
Decisions Automated

via Classification

Is document
a record?

Select appropriate

retention policy Fits

known_churn
profile?

High-value
customer?

A 4
Activate
customer
retention

process

IBM Information
On Demand
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So we just saw how classification can automate a decision about email retention. If you think about it, this is really an example of automating a decision in a business process – like on this chart on the left, it’s a process around compliance readiness, with a decision about retention automated via classification.

This inspires a broader view of classification – that it’s really a tool for decision-making in any process, and in fact, the IBM Classification Module can be applied in the context of content-centric processes to automate content-based decisions that would otherwise take a human worker’s time and attention. 

For example, on the right of this chart we have a customer support process, where a complaint comes in from a customer and we need to classify it to determine if this is a high-value customer likely to churn away to competitor. Again, classification can assess the incoming complaint and classify it, selecting the right process to follow to manage the customer’s retention.


Example: Classification Automates
Records Management Decisions

v Records &
' ] t
Disorganised anagemen
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Use case review of organizing and automating records management decisions.


Example: IBM Compliance Warehouse for Legal Control
Leveraging IBM End-to-End Capabilities...including classification

Disorganised Organise / Control Optimise
Enterprise Content Automatic Classification Legal Discovery
Manual Processes Records Management Operational Controls

Paper Storage

Intelligent Content Archiving Analytics, Bl & Reporting
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ICM is a part of the compliance warehouse. Go listen to Laurence/Conor/Craig Rhinehart/Michele/Frank pitch ICW.


B
More Use Cases where Classification Adds Value

IBM Classification Module improves ROI by automating decisions in a
broad range of ECM-based solutions:

Loan origination: better automating routing based on analysis of free-form
descriptions and comments

Claims processing: claim prioritization, process routing, fraud estimation based on
descriptions, correspondence, interviews, and more

Correspondence management: automated routing and handling based on
determination of request type

Compliance management: automated identification & declaration of records from
poorly managed sources like SharePoint and file systems

Vertical document management: accelerated solution deployment and reduced
long-term cost with automatic mapping of existing documents into appropriate
vertical taxonomy

Legal/regulatory matter management and legal discovery: faster organization and
prioritization of content; adaptive similarity analysis

Similar value-add opportunities exist in process optimisation for insurance, utilities,

government-specific solutions, and more
- 2
e |
-
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So the previous example should have given you some idea of the value that classification can provide across the board in ECM-based solutions. Here are several more examples to highlight the wide applicability of classification. For example,

<pick a few examples and talk through them. I usually use claims, compliance, doc mgmt, and legal discovery>


IBM Classification M

odule in ECM
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Today, ICM has been integrated into several parts of the ECM portfolio. It works with Records Crawler 4.0.2 to classify crawled content automatically – and we’ll be extending this to Symphony when it comes out later this year. It integrates into P8 with an application for bulk-reclassifying existing content and reviewing and auditing the automatic classifications. And as mentioned before, it’s extendable to a much wider set of use cases, such as process decision automation, when deployed as a service running against your ECM content.


Cloudmark

Improving service while reducing costs c CLOUDMARK
with IBM Classification Module
Reduce support center workload 100% payback in less than

and costs while improving
customer service

three months
400% annualised return on

Solution investment
IBM Classification Module 15% increase in customer
helping to classify and auto- retention

respond to customer e-mails and

50% reduction in number of e-
support requests

mails received

96% faster solution
deployment than with
competitors’ products

/“Without the IBM Classification Module, \
we would have had to double our team to
handle our growing customer base, which

would have cost hundreds of thousands of Annual savings of hundreds of
dollars each year.” thousands of dollars
Kris Politopoulos, Manager,
K Cloudmark Customer Support
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Finally, just a quick example of a customer success story around ICM. Cloudmark is in the business of messaging security solutions, and as their business grew, quickly found themselves faced wit the challenge that their support and customer service teams were growing overloaded. By deploying ICM to automate e-mail handling in their customer service business processes, they were able to automatically classify customer correspondence, identify the customers’ problem more quickly, and often deliver an answer back immediately based on the classification, taking the human support worker completely out of the loop. As a result, the payoff was tremendous – Complete return on investment in less than 3 months, vastly reduced email volumes to manage, improvements in customer satisfaction and retention, and an annual savings of hundreds of thousands of dollars.
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Finally, let’s look briefly at the last pillar of Content Discovery, search and content access.


e
Business optimisation beyond managed content

Search & Content Access extend optimised decision-making to
unmanaged content

Extends beyond the confines of managed content to unmanaged content sources

Web pages, blogs, wikis, forums — internal or on the public Internet

File systems

Scattered enterprise repositories — Domino DBs, databases with text fields, ...
SharePoint and other “viral” collaboration sources

Integrates with classification and content analytics to deliver insight on “found”
content

And delivers insight with a familiar, effective search-box metaphor

Search for:

Dodge Neon claims

. B

ﬁ Insurance report 0001

r© -

car: Dodge Neon; Gec
pErTonst lohn WhHiTE
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Up to this point, we’ve been talking about optimizing businesses by leveraging managed content – classifying it to add organization and automate daily decision making, and analyzing it to provide the insight needed to accelerate strategic business decisions. But what if your organization has valuable unstructured information assets that are not managed in ECM and not ever slated to be moved under ECM control? This is where you need search and content access technologies...capabilities that allow you to extend the benefits of techniques like classification and content analytics to unmanaged content sources like web pages, blogs, wikis, forums, other enterprise repositories like Domino databases, and even the emerging “viral” collaboration repositories like SharePoint.

Search helps find these sources, indexes them, and makes their content available to tools like IBM Classification Module and IBM Content Analyzer, without having to migrate the content first into an ECM repository. And as a significant side benefit, it makes the content and the extracted insight available via a familiar, effective search-box metaphor that users have become accustomed to.


Example: Search + Analytics deliver decision-making insight
from public discourse

Online Media Analysis solution helps accelerate strategic marketing
and PR decisions based on unmanaged web and public Internet
content

Solution leverages OmniFind Enterprise Edition and IBM Content Analyzer

Search for: Help for query syntax [7]
|hvhrid car ||q\ Search |

H Add this search to My Searches
Refined results by Search & browse interface

Value for: Brands Toyota [Femove)

500 search results returned | 2654 documents match all query terms

Seort by: | [Relevance] | v Sort arder

.o Content auto-classified =
o by sentiment 1-10 of 500
w37 A 2006 Tg __fander Hybrid Car Reviews - The Car

Analytics-powered
interactive dashboard

Tonality

Conne

=
2006 Toyota Hghlander Hybrid Car Reviews The Car Connection, ...It 's pretty simple
to boil Toyotgd® Highlander Hybrid down to this It's the Lexus RX400h 's drivetrain
L #P0ta has seriously upped the Highlander 's profile by stuffing in the same
Hybrid Synergy Drive system that 's ...While the R¥400h 's and Highlander 's hybrid
system carries the same Hybrid Synergy Drive name as that in Toyota ...In fact the
R¥400h 's and Highlander 's system is in some ways more advanced than its hybrid
cousin. ..

B nositive (33.6%)
B neoative (2.4%)
neutral (8.0%)

93,57%  12/28/06 % 2006 Toyota Highlander Hybrid Car Reviews -
The Car Connection

pasitive

2006 Toyeta Highlander Hybrid Car Reviews The Car Cennection, ..It
's pretty simple to boil Toyota 's Highlander Hybrid down to this It's
the Lexus RX400h 's drivetrain ...Now Toyota has seriously upped the
Highlander 's profile by stuffing in the same Hybrid Synergy Drive
system that 's ...While the RX400h 's and Highlander 's hybrid system
carries the same Hybrid Synergy Drive name as that in Toyota ...In
fact the R¥400h 's and Highlander 's system is in seme ways maore

Hot Terms

prius (54.0%)

nizsan (34.0%)
lexus (30.4%)
camry (26.4%)
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Let’s look at an example of search and content analytics together in action. This slide shows a screenshot of one of the solution we offer for customers looking for reputation management and media analysis services. Before our solution, media analysis – which is about summarizing public discourse on a certain topic, product, or service, was typically a manual process, with people reading through lots of public content, news reports, web pages, blogs, forums, and so on to to determine hot topics and tonality. 

With the combination of search and content analytics, we were able to automate this process and deliver significant cost and time savings. We used our OmniFind EE search engine to crawl and index the unmanaged content on the internet that contained all the relevant public discourse – news pages, blogs, and so on. We applied IBM Content Analyzer to read through the content and automatically determines its tonality – whether it’s positive or negative – and its hot topics. This information is surfaced through a combined search and dashboard interface that gives the user a summary view of the public discourse on a selected topic, with the ability to drill down to more closely examine certain topics or documents with a certain tonality.

This is a perfect example of how search and content analytics enables knowledge workers to take action based on information stored in unmanaged content – a business user in the marketing department can search on a product, leverage the analytics to identify immediately what the public is saying, and take action to address incorrect or undesirable perceptions by modifying their marketing campaigns.








e
IBM OmniFind Enterprise Edition also delivers leading

content access capabilities for content solutions
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Presenter
Presentation Notes
Now, search does more than just enable classification and content analytics. I’m sure most of you use the search capabilities built into your ECM systems. Well, a common question we often get is whether our OmniFind Enterprise Edition search engine can add more value beyond these built-in search capabilities. The answer is simple – yes! While most repositories offer basic keyword search, <CLICK>, OmniFind EE adds significant additional value. Most important is the improved quality of the search results and experience you get with a full-featured enterprise-grade solution like OmniFind. You get a rich, customizable user experience with all the features your users expect from their experiences with Yahoo and Google. You get direct integrations with collaboration environments like WebSphere Portal, making your enterprise content more widely available. Critically, you get better search results with the power of concept search – helping users find relevant content more quickly and with less frustration. And finally, OmniFind lets you integrate your managed enterprise content with other content sources that you may not have yet decided to put under management – like wikis, blogs, file systems, and more.




OmniFind Enterprise Edition also delivers leading content
access capabilities for content solutions
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The Magic Quadrant is copyrighted 2007 by Gartner, Inc. and is reused with permission. The Magic Quadrant is a graphical representation of a marketplace at and for a specific time period. It depicts Gartner’s analysis of how certain vendors measure against
criteria for that marketplace; as defined by Gartner. Gartner does not endorse any vendor, product or service depicted in the Magic Quadrant, and does not advise technology users to select only those vendors placed in the “Leaders” quadrant. The Magic
Quadrant is intended solely as a research tool, and is not meant to be a specific guide to action. Gartner disclaims all warranties, express or implied, with respect to this research, including any warranties of merchantability or fitness for a particular purpose.
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OmniFind Enterprise Edition has been recognized as a leader by industry analyst Gartner, and it’s a great way to add robust enterprise search and access capabilities to content solutions. It securely integrates your content with other existing content silos across the enterprise, even integrating unmanaged content into the same search experience. It provides rich APIs for powering custom UIs and applications. And, critically, it integrates directly with the IBM Classification Module and IBM Content Analyzer. We just released a new version of OmniFind EE in March, so if you’re considering enterprise search, I encourage you to take a look at OmniFind EE and see what’s new.
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Ok, so next we’ll turn to the content analytics pillar.


Content Discovery Portfolio
Driving visibility and business optimisation from enterprise content

\
/Content Analytics: N - T, T
Provide Visibility T
COntl Where None Exists e
"I|III|
bl N e

BME Accelerate strategic decisions with

content-based decision support

R

Content Access e ———. S
OmniFind Search g "r____:__ __:—:____.':.:-.: -

Analyzed Content
visibility & business insight

Content Analytics

IBM Content Analyzer ?

A Glimpse Into The
Future...
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As a reminder, Content Analytics delivers analyzed content, the ultimate endgame for the forward-looking enterprise where insight from content drives content-centric business intelligence that can predict trends, reveal new insights and opportunities, and ultimately drive better business outcomes. It does this by digging deep into content, providing visibility where none existed before.


The Key to Content Visibility: Text Analytics

| Text .
. Analysis C

Example

Search

r\Content-

</Located-in> </Name> Centric

\ l o BI\

</Organization>

.

ECM Solution
Apps

.

(O by oA
The associated press reported today that, Mis Brown,
CEO of Textract Corp, haq been recently spotted at
the Summit meeting in Zurich,............ At, /2, Ms.
Brown, is the youngest CEO at the Sum
/
\_/

\ /B
</Occupation> </Is-a> </Age>

Powered by UIMA — the open, industry-standard Unstructured Information Management Architecture pioneered by IBM
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The key to the content visibility that analytics can deliver is in a technology we call text analytics. In a nutshell, text analytics takes unstructured content and digs deep into the text to extract meaning. This meaning, represented as structured facts about the content, can then be used to power interactive mining and visualization capabilities that deliver a content-centric form of business intelligence. (It can also be used to enhance search or deliver new metadata back to the ECM catalog to enhance ECM solution apps.) Content Analytics does for unstructured content what Business Intelligence did for structured databases – turning an information store into an insight repository.

Text analytics works by identifying and extracting both entities, relationships, and broader concepts like sentiment from unstructured text. Here is a simple example, where we’ve automatically extracted a name (Ms. Brown), her occupation (CEO), age (42), and location (Zurich) as structured facts from a paragraph of unstructured text. This is about as basic as it gets, but analytics can be much more sophisticated, to the point of reading a news report and deciding if it’s drawing a positive or negative conclusion about its subject matter.


What can Content Analytics do for You?

Provide visibility into your content
|dentify aggregate patterns, trends over time, unusual correlations or anomalies

Power content dashboards
To deliver insights from business lines that run on content

To identify compliance risk
To enhance database-backed BI/EPM systems with

insight from content
Increase the ROI on your ECM investment

Extend your content investment: deliver new
services that provide real business insight — go
beyond content housekeeping

Enhance your process investment: gain visibility
into how content and process interact, driving
process optimization

Accelerate your compliance initiatives: deploy
tools to help automate eDiscovery & compliance
investigations, and provide risk visibility
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Building on this underlying extraction technology, content analytics can do some pretty powerful things. Fundamentally, it provides you deep visibility into your content, going beyond the metadata to give you a window into the content itself. And it does more than look at a single document. Content analytics can aggregate the insight it extracts across collections of content, thereby giving you the ability to identify patterns, trends over time, even unusual anomalies or correlations in your content. For example, you could analyze customer correspondence and get visibility into emerging product or service quality issues. Or you could analyze insurance claims or medical treatment records to identify opportunities for optimizing healthcare coverage...the list is endless.

And once you’ve got visibility into your content, you can then track it over time with the content equivalent of a BI dashboard – keeping continuous tabs on new and emerging insights, monitoring for emerging compliance risks, or even feeding content-based insight into your existing BI or Enterprise Performance Management environment to expand strategic planning beyond the narrow view of database data.

Ultimately, what this means is that you can use content analytics to increase the ROI you’re getting from your ECM investment. You can take content to the next level by moving from a passive storage silo to delivering services that provide real business insight and value to your organization. You can take process to the next level by using analytics to understand why processes are behaving as they are – getting deep insight into, for example, the underlying trends in the content that explain why claims processing is taking longer than usual for a certain area of the country. And finally you can take compliance to the next level, by using content analytics to accelerate eDiscovery and compliance investigations, helping turn up smoking guns faster and provide visibility into emerging compliance risk areas for your business.


Example: 360° View of the Customer
Using Content Analytics to Expose New Service Opportunities

Content analytics plus classification on customer surveys provides
insight into new value-add services, improving profitability & client

satisfaction
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= Classifcation Nanager e dotnet Listene, 0 [ n, |0l
it Eft Yew ﬁe\p
BarteServer hl 8 g@ﬂ fed niguages |l
Ekmmw g e Sed
Rosex Stowed
ok Mlchms @ om nw WA B Sttes
@ Kl Stopged
|
i

Structured Data

Category tag
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Our next example comes from a use case where content analytics has been extremely popular...providing deeper insight into customers and powering initiatives often referred to as “360-degree views of the customer”. Here, content analytics is used to analyze customer-related content to extract new insight into customer satisfaction, potential issue areas, and even identify new product and service opportunities. For example, we’ve been working with a healthcare provider who’s using content analytics (combined, in fact with classification) to take a disorganized set of patient surveys, organize them into categories via classification, then analyze them with content analytics to get an aggregate, dashboard-like view into the issues their patients are having with the provider as well as the things the provider is doing that the customers most appreciate. From this new visibility into the customer – which they couldn’t have achieved without content analytics, this client of ours is identifying new value-add services to offer that improve their patients’ experiences, improving their patient satisfaction and creating new revenue streams from those services.


Example: Predictive Content Analytics in Context
Compliance Investigations & eDiscovery

Content analytics provides insight in context of compliance investigation and

legal discovery processes, reducing risk and cost of compliance
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| 4 > o
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Our next example comes from the compliance space. Here, we’re working with a large financial services company to use content analytics to optimize the process of compliance investigations. Content analytics is able to extract key information from e-mails, which can then be visualized and correlated, helping search for needles in the haystack of a large organization’s e-mail traffic, and proactively detect and alert when potentially suspicious or non-compliant behavior is detected. 

This same kind of content analytics can be applied to legal discovery or “eDiscovery”, helping provide lawyers with tools that mine large quantities of collected content, quickly providing unprecedented insight into the merits of a case, helping set early case strategy, cull down the amount of content that needs expensive outside review, and even highlighting suspicious patterns that can reveal smoking guns and drive quick case settlements.


Analysed content provides deep visibility and value in a wide
range of use cases

Industry Content analsed Enabling visibility into... Delivering Business Value
Manufacturing Technician notes, warranty Emerging quality issues Reduced warranty costs & improved
claims customer satisfaction
Insurance Claims materials Emerging claim trends & fraud | Proactive business response to fraud &
potentials shifts in claim workload
Finance E-mails Compliance violations and Reduced legal and financial exposure

legal liability (eDiscovery)

Law Enforcement

Police records, 911 calls,

Rapid crime solving and crime

Safer communities and optimized force

statements, ... trend analysis deployment
Media, FSS, Public opinion sources Market perception and Improved products & increased
Government (news, blogs, forums) sentiment marketing effectiveness
Pharma, Patent and scientific Improved drug development Higher return on drug R&D investment

Life Sciences literature repositories strategy

Healthcare Provider, patient, treatment Dashboard view of providers Stronger negotiating position with
information providers
Telecom, FSS Customer calls and 360° view of customer; churn Improved customer retention, agile

e-mails

prediction; marketing
opportunities

market responsiveness with new
offerings

New Content Analytics products and capabilities coming in 2008-2009
IBM Content Analyzer available in limited geos; more solutions and WW offerings coming
Get started today by organisng your content with IBM Classification Module
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Beyond these examples, content analytics can deliver insight from content in a wide variety of use cases, ranging from manufacturing to finance and insurance to media and entertainment and more. In each case, the analytics enable significant new visibility into key business issues, visibility that would not have been possible without very expensive (and often impractical) manual review of content. This visibility drives real business value, and our experience shows that forward-thinking customers that embrace content analytics solutions are able to optimize their business performance and get demonstrable ROI in ways that would have been impossible without the technology.

--

Today we have content analytics capabilities that support these use cases and more in the new IBM Content Analyzer offering, which is available in limited geographies today. Over 2008-2009 we’re planning to roll out more content analytics capabilities in the form of new solutions and products with worldwide availability.
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Recap

Content Discovery takes ECM to the next level, leveraging your
content to drive business optimisation

ECM Content Discovery Capabilities

TN

Provide Visibility Where

~

Automate Daily

Decision Maki None Exists
sielislln]a MLl Content Content » Accelerate strategic decisions with
« Streamline operations Classification Analytics content-based decision support

* Improve consistency * Reveal new business insights &

IBM Content Analyzer
S

Content
Access & Search

Extend Decision-Making Value
Beyond Managed Content

» Find unmanaged content and link to

IBM OmniFind Search
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So, to recap, we’ve been talking today about how the capabilities in the ECM Content Discovery portfolio drive new opportunities for business optimization and return on your content investments. We’ve looked in depth at classification, powered by the IBM Classification Module, which helps automate daily decision making, freeing up knowledge workers for higher-value tasks and improving the consistency and speed of your content-based decisions. 

We then drilled into Content Analytics, powered by the IBM Content Analyzer, an exciting new offering that can leverage content to provide deep, insightful visibility into areas of your business where currently you have blind spots – and in doing so, helping accelerate strategic decisions and deliver the notion of content-centric business intelligence as a value-add service above your ECM content. 

And finally, we looked at content access and search, where our OmniFind Enterprise Edition product helps extend and integrate the decision-making benefits of the rest of the content discovery portfolio to unmanaged content that lives outside of your ECM environment.


e
Take Action for Business Optimisation!

Get educated:
Classification: http://www.ibm.com/software/data/enterprise-search/classification/
Content Analytics: http://www.ibm.com/software/data/enterprise-search/omnifind-analytics/
Search: http://www.ibm.com/software/data/enterprise-search/omnifind-enterprise/

Deploy IBM Classification Module to
start automating daily decisions

Start planning for the business insight of
content-centric Bl with IBM
Content Analyzer

Leverage OmniFind search to expand
insight beyond managed content

Contact your IBM Representative for
further information
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So hopefully you’re as excited as we are about the opportunities you have to drive more return on your ECM investments with Content Discovery technologies! To take the next step, I’ve put some links on this chart to more information, and you can always talk more with me or contact your IBM representative for more details and information. If you’re looking for a good starting point amongst the landscape I’ve laid out in this talk, the IBM Classification Module is often the best place to start. You can deploy this today to start automating your daily content decisions and improving the organization of your ECM content. When you’re ready for the next step in content insight, or you want to experience the power of content-centric BI, IBM Content Analyzer is the right place to go. And finally, when you’re looking at your unmanaged content and wondering how to get value out of it, OmniFind Enterprise Edition search is the right place to start. So hopefully this gives you a great idea of how to take action on what you’ve heard today, and I thank you very much for your time and attention.


Brendan Reid

Global ECM Solutions Specialist

IBM Information Management Software
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