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Diary Dates

AIIM Certificate Classes – 2-4 day classroom or online

ECM – Enterprise Content Management
2-5 Nov, London, 30 Oct–3 Dec, Utrecht

E2.0 – Enterprise 2.0 
30 Nov-3 Dec, London

AIIM Essentials – short on-line courses

Web Analytics Technology, 5 online modules

E-Discovery, 5 online modules 

+44 (0)1905 727606  
www.aiim.org.uk/training

www.aiim.org.uk/training
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Content Analytics – research tools 
for unstructured content and rich 
media

An AIIM Industry Watch Survey conducted during February 2010

Part sponsored by: 
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Research capability across multiple content types

How would you rate your ability to research across the following content 
types? – ratio of “Search” to “Research”

Rich media 
files present 
problems  as 
well as emails 

and documents

Ability to 
“research” can 

be 4-6 times 
less than ability 

to “search”
N=450 Non-trade, 

excl. Not Applicable 
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BI & Content Analytics

How useful would it be if you could use questions like this 
across your content?

•What is most frequently occurring?
•Why is there a higher occurrence between these dates? 
• What are the trends and why are they occurring? 
• Is this a normal or an unusual result? 
• What types of people, living where, are saying this and why?
• Can I find an image that matches this one? 
• Has this been mentioned before in this context?
• How can I know what I don’t know?

70% would find 
these advanced 

functions 
“Extremely 
useful” or 

“Very useful”

N=484 Non-trade
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AIIM Surveys

Content Analytics Report

www.aiimhost.com/survey

Content Analytics Report 
free to download at:

www.aiim.org.uk/research

Email: 
doug.miles@aiim.org.uk

Blog: ECM by Numbers

More 
Reports:
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Derive new insight with IBM Content Analytics

November 2010
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A Smarter Planet harnesses today’s information explosion for 
business benefit …

Instrumented
Interconnected

Intelligent

… driving a need for better
Enterprise Content Management

Managing essential content anywhere

Governing information over its lifetime

Optimizing processes that rely on content

Deriving unexpected content insights
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Extend content 
insights to
Cognos BI, 

SPSS Modeler 
Premium

IBM Content Analytics, the compass for Text Analytics at IBM

ICA supports 30+ 
sources and 150 file 

formats; including web 
content

Integrate Consumer 
Insights from social 

media sites

Improve productivity and 
efficiency to find and 

organize content within 
your Enterprise Content 
Management system.

Historical case analysis 
to improve case 

management decisions 
and optimize processes

Reduce time 
and 

complexity to 
build models

Use advanced 
classification to 

organize 
content

Content 
Decommissioning 
and Preservation

Dynamic 
analysis and 
exploration to 
derive insights
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IBM Content Analytics adds value to…

Automotive Quality Insight
•Analyzing:  Tech notes, call logs, online media
•For: Warranty Analysis, Quality Assurance
• Benefits: Reduce warranty costs, improve customer 
satisfaction, marketing campaigns

Crime Analytics
• Analyzing:  Case files, police records, 911 calls…
• For: Rapid crime solving & crime trend analysis
• Benefits: Safer communities & optimized force deployment

Healthcare Analytics
•Analyzing: E-Medical records, hospital reports
•For: Clinical analysis; treatment protocol 
optimization
•Benefits: Better management of chronic diseases; 
optimized drug formularies; improved patient 
outcomes

Insurance Fraud
• Analyzing:  Insurance claims
• For:  Detecting Fraudulent activity & patterns
• Benefits: Reduced losses, faster detection, more 

efficient claims processes

Customer Care
•Analyzing:  Call center logs, emails, online media
•For: Buyer Behavior, Churn prediction
•Benefits: Improve Customer satisfaction and 
retention, marketing campaigns, find new revenue 
opportunities

Content Assessment
•Analyzing:  File shares, Sharepoint, multiple content 
repositories
•For: Content Decommissioning or Smarter Archiving
•Benefits: reduce storage costs, repurpose IT assets, 
save on energy consumption, reduce risk exposure
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Future of BBC Content and Data 
…using content analytics to manage services

John O’Donovan, Chief Architect, BBC News and Knowledge
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Our goal…

“Moving from a page publishing model to a content 
publishing model where metadata and asset 
management is used to render the appropriate 
content to different target platforms for the lowest 
possible cost "
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The challenge…

• Make more quality content…
• …for more devices…
• …and more platforms…
• …and all for less money than we used to have

Sounds impossible.

But it’s not.
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What tools are we using…

Using the power of the following tools to organise 
content

• Semantic Concept Extraction with Unique 
Identifiers

• Linked Data

• Content Tagging

• Ontology to organise content



Future Media & Technology © BBC 2010

What do we do now…complex technical and manual 
process
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How does metadata help reduce costs and improve 
content use…?
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Metadata and automation makes the best of what you have 
automatically…
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Metadata and automation makes the best of what you have 
automatically…
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Metadata and automation makes the best of what you have 
automatically…
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Without context, content is difficult to understand…
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Without context, content is difficult to understand…



Future Media & Technology © BBC 2010

Search doesn’t know how things are related…
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What is concept extraction – what role did IBM 
Languageware play?
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Current organisation of effort…all in it’s own silos…

Products

Create

Databases

Publishing

Products

Create

Databases

Publishing

Products

Create

Databases

Publishing

Products

Create

Databases

Publishing

Feeds

Products

Databases

Publishing

Feeds

Products

Databases

Publishing

Editing

Content
Management

Transforming

Organising /
Presentation
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What does this look like architecturally…

Audience Facing Product
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What does this look like architecturally…

Audience Facing Product

RDF - Triple Store
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What does this look like architecturally…

Audience Facing Product

Concept Extraction - Analyse and Tag Content

RDF - Triple Store
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What does this look like architecturally…

Audience Facing Product

Proprietary 
Sources

Internal 
References

Wikipedia / 
DBPedia

Linked 
Data Cloud

Concept Extraction - Analyse and Tag Content

RDF - Triple Store

Ontology

Load Concepts and Relationships
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What does this look like architecturally…

Audience Facing Product

Proprietary 
Sources

Internal 
References

Wikipedia / 
DBPedia

Linked 
Data Cloud

Concept Extraction - Analyse and Tag Content

RDF - Triple Store

Things Relationshi 
ps

People Places

Ontology

Create Ontology

Load Concepts and Relationships

Data Design

Service Design
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Connecting in the content…
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Connecting in the content…where we are now
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Next step to the “Content Store”…
Audience Facing Product

Proprietary 
Sources

Internal 
References

Wikipedia / 
DBPedia

Linked 
Data Cloud

Concept Extraction - Analyse and Tag Content

Feeds
RDF - Triple Store

Things Relationshi 
ps

People Places

Content

Ontology

Create Ontology

Load Concepts and Relationships

Content Store – Assets not files
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Form & Function - the most elegant solution is often the one 
that works best
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User Experience

Tagging 
through 
ontology

Content 
Objects

Simple vision – create content, metadata to organise it, 
services to use it
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How do you tag things… “Graffiti” as part of the 
process
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How do you tag things… “Graffiti” as part of the 
process
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What does an ontology look like…
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Another example – tagging AV with ontology based 
concepts…



Future Media & Technology © BBC 2010

Value…how does this reduce costs?

Over 800 pages running automatically

Not possible any other way

Cost approx. 80% less to run than 
managed content

Exposed more content

Fast to build – infrastructure, software, 
and product build including World Cup 
site loaded with data in less than 3 
months 

Reliable – no content with wrong 
metadata, no content displayed to 
audience in the wrong place
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Reach…SEO Benefits
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Automated Content Linking and Discovery…
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What next…

• Next Product Builds
• Sport Redesign based on Semantic Platform 
• Content being managed by location automatically
• London 2012 - building out the Ontologies and 

automation to make it possible 

• Other services lining up to use the triple store 
• Linking AV and Programmes data to other content
• Contextual navigation – linking content together from 

across the BBC
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Key learning points…

• Keep ontology and metadata model simple

• Essential to deliver quality data at the start of the process

• Make sure it is based on what people are looking for – the 
ontology relfects your use cases

• This approach is simple, elegant and scalable

• Triple stores, concept extraction and other semantic 
technologies have matured

• Not an academic exercise – link this to real deliverables
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Back to our goal…

“Moving from a page publishing model to a 
content publishing model where metadata and 
asset management is used to render the 
appropriate content to different target 
platforms for the lowest possible cost "
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Thanks for listening…

Any questions…?
jodbod@gmail.com
john.odonovan@bbc.co.uk

More details at:
http://www.bbc.co.uk/blogs/bbcinternet/2010/07/the_world_cup_and_ 
a_call_to_ac.html

mailto:jodbod@gmail.com
mailto:john.odonovan@bbc.co.uk
http://www.bbc.co.uk/blogs/bbcinternet/2010/07/the_world_cup_and_a_call_to_ac.html
http://www.bbc.co.uk/blogs/bbcinternet/2010/07/the_world_cup_and_a_call_to_ac.html
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Appendix Slide: Architecture in a bit more detail…
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Real‐Time Reputation Monitoring & Analysis



Page 54

Who We Are: 

• A global leader in Communications Monitoring and Analysis established in 1987
•Eight locations worldwide: US (2 Offices), UK, Germany, China, Switzerland, India, Uruguay
•500 consultants, analysts and staff who gather, vet, translate and report on media trends
• Currently providing custom solutions to clients across 45 countries 

About PRIME

How We Help: 

• Prove PR value in the language and at the speed of business 
• Improve PR performance – over time, versus competitors and in light of best practice 

What We Offer: 

• Media Analysis to set objectives, develop strategy and evaluate performance
• Consultation to facilitate PR decision-making
• Executive News Summaries to engage and inform
• Statistical Modeling to enhance PR return-on-investment

Who We Serve: 

PRIME client experience spans all of the Fortune industry categories
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Overview of Services 

Interactive Online Platform | Navigator 
> 24/7 availability 
> Continuously updated news and analyses
> Pre-defined trend analyses
> Flexible ad-hoc analyses

News & Social Media Tracker
> Daily | weekly news briefings
> Including relevant news, posts and analyses
> Human validated results
> Management summary
> Optional: Alerting when news or posts with risk potential are found

Strategic Reporting
> Frequency as required
> In-depth analyses, based on human-validated coding
> Charts and analyzed texts
> Management summary

PRIME delivers three basic types of monitoring and analysis services:
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Faz.net

Times.com

positive
GM

positive

Audi

Toyota
pr‐inside.com

negative

Online content

IBM Content 
Analytics

PRIME Online 
Media Analysis

Data Output

Analysis Results

http://www.prime-smartnews.com/eon
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Case Study One

Using Web.Analysis As An 
On-The-Fly Reporting Tool
To Update a Dashboard or
Create a Custom Report
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Case Study One: On-The-Fly Real-Time Reputation Analysis

Define the reporting parameters

1. Filter by concept. 
Concepts are pre-defined intelligent search terms.

2. Filter by time frame. 
Up to 30 days are stored in analysis database.

3. Filter by type of content. 
Choose between news or social media.

4. Filter by geography. 
Restrict the search to a specific region.
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Within seconds the system returns results in a combination of text and chart form.

Total number of results

Directional 
tonality 

Relevance ranking

Case Study One: On-The-Fly Real-Time Reputation Analysis

Review the results
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1. Update an existing dashboard 2. Customized view using individual charts

Case Study One: On-The-Fly Real-Time Reputation Analysis

Choose your charts
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Automated Translation Function

Case Study One: On-The-Fly Real-Time Reputation Analysis

Extra: Use translation feature to verify foreign language content
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Case Study Two

Web.Analysis As An Issue 
Observation and Reaction Tool
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Case Study Two: Issue Observation and Reaction

Keep coverage under review using pre-defined dashboard

A discussion 
spike is 
identified
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Case Study Two: Issue Observation and Reaction

Click through to coverage



Page 65

Case Study Two: Issue Observation and Reaction

No longer “I think”, but “I know”.

• The communications 
manager no longer has to 
assume that the coverage 
spike is related to the 
industry conference currently 
taking place. 

• In addition, a mini-dashboard 
could be produced on the 
coverage for quick use.
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THANKS VERY MUCH!!!

PRIME Research Center CH

 

Zurich, Switzerland

EUROPEAN RESEARCH CENTER 
Mainz, Germany

AMERICAN RESEARCH CENTER 
Ann Arbor, USA

PRIME Research UK
Oxford, Great Britain

PRIME Research Center China
Shanghai, China

PRIME OFFICE
Montevideo, Uruguay

PRIME Research India
New Delhi, India

www.prime‐research.com

 

|   info@prime‐research.com
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