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The Enterprise Information Challenge...

= Do decision makers have the right
iInformation at hand to take timely,
effective action?

* |s enterprise content being leveraged
effectively to improve business
performance?

= How much time do employees spend
looking for the right answers?

= |s content being utilized to gather K = /
Insight on operational effectiveness of
the organization?
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There is a Solution: Business Insight from Content

= Turn content into actionable information

= Deliver breakthrough business insight:

— Discover new insights into customers,
suppliers, operations, and more

— Differentiate from the competition

— Empower knowledge workers to make the right
decision

— Improve business results

... all enabled by IBM Content Discovery solutions.

Leader in 2007 Gartner
Information Access
Magic Quadrant!*
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How Content Discovery Solutions Leverage Content

Improve Content Access Organize Unstructured Content

Derive Business Insight
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How Content Discovery Solutions Leverage Content

Improve Content Access

IBM OmniFind Search

Content
Discovery
Solutions

Find the right content at the

righ_t time to i_nf_Iuence key = Rapid access to managed and
business decisions unmanaged content
“What do our widget = Quickly find relevant content
contracts with ACME

Corp. say about = Respect and enforce native security

liability?”




How Content Discovery Solutions Leverage Content

Organize Unstructured Content

w

IBM Classification Module

= Maximize content utility by

Discovery accurately cataloging it

Solutions

= Increase productivity by
automating decisions

Integrate taxonomies and Organize content and records

“folksonomies” to provide a to manage legal exposure
coherent view of content

R\ 1 “How can | ensure users
“How can | standardize £ are classifying records
e 9’7
my taxonomy to make > properly?

“What records should |
examine first for this
case?”

it easier to find all
relevant content?”




How Content Discovery Solutions Leverage Content

IBM Content Analytics

Content
Discovery
Solutions

Understand the meaning of
content and gain

breakthrough insights = Discover trends and insights

v to optimize your business
Cmﬁitnrzi( izour or _ = Turn unstructured content
unhappy abouripg/ur J!..; e .-f.‘ﬁ' De_rlve into an asset by extracting
services? What are (A / lj"“' ' Business actionable knowledge

the trends?” Insight
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Content Discovery Solutions Drive Broad Value Across
an Organization

= Intranet Search

= Portal Search

= eCommerce Search

= Self-service Search

= Web Site Search

= Departmental File Search

Information Management

Initiatives = Notes/Domino Search
= Integrating Community
= Advanced Search Content
= Semantic Search EC M .
= Self-service Search |n|t|at|ves COIIaboration

= Integrating Managed and
Unmanaged Content

= Dynamic Warehouse insight
& analysis

Initiatives

= Content Classification
= Taxonomy Automation

= Vertical solutions for ) e-n_1a|l SHUPEEIT
Customer Insight, = eDiscovery
Quality Early Warning, = BPM Decision Automation
Law Enforcement analytics, = Content Insight / Analytics
Public Opinion Monitoring, = Process analytics

Healthcare, and more... = Additional vertical solutions...
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Topics

= Driving value from content with Content Discovery

= The three pillars of Content Discovery

) Search

— Classification

— Analytics-driven Business Insight

= Take Action: Roadmap for leveraging Content Discovery

10
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Improved Content Access — via Search

= Search is the most familiar, effective metaphor for users
trying to find information

— Accurate, relevant search provides rapid access to content
— Enables access to information regardless of where stored

— Improves productivity, reduces cost, and optimizes customer
experience

Search for:

Dodge Neon claims

. B

.'ﬁ Insurance report 0001
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Business Value of Search

Key Business Drivers

Improve
Productivity

Make Better

Reduce Support

Costs

Maximize Online

Revenue

Enable employees to
more quickly find
information needed
to complete their
business activities

*Rapid, accurate access to
the right document

=Draw content together
from managed and
unmanaged sources

=Secure access to content

Information-based
Decisions e
Find critical
information by
concept, not just
keyword, providing
key insight to make

better decisions
faster

= Semantic search to
enable linguistically-rich
concept extraction

= Drill-down and navigation

Empower customer
and partners to
support themselves
and perform their
own research

=Understand customer
intent, regardless of form
of interaction (keyword,
phrase, sentence)

=Rich user interface for
intuitive discovery of

Ensure customer can
easily find products
and services, driving
higher sales and
increasing customer
retention

=Contextually sensitive

access to the right
products

=Targeted cross-sells and
up-sells

<

y .l‘1||-1mﬁ

- f 2. =
- A, S _.

solution
to explore results by -Business user
SIS empowerment to manage
= Trend detection enables the customer experience
proactive action
Internally-facing = Externally-facing

>12
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OmniFind Enterprise Edition

IBM Products and Solutions

OmniFind Enterprise Edition

Improve Make Better
Productivity Information-based

0 Decisions e
Enable employees to | Find critical

more quickly find
information needed
to complete their
business activities

=Rapid, accurate access to
the right document

=Draw content together
from managed and
unmanaged sources

=Secure access to content

information by
concept, not just
keyword, providing
key insight to make
better decisions
faster

= Semantic search to
enable linguistically-rich
concept extraction

= Drill-down and navigation
to explore results by
concept

= Trend detection enables
proactive action

— Secure, scalable enterprise search

— Support for 30+ content sources,
including P8, CM8, Domino, web, file
system, and more

— Real-time, document-level security

— Out of the box integration with
WebSphere Portal

— Enterprise-tuned relevancy in over
50 languages

~ Easy semantic (concept) search
maximizes relevance

— UIMA framework for unstructured
analytics

Internally facing

TRITL {

>
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OmniFind Discovery Edition

IBM Products and Solutions

OmniFind Discovery Edition Reduce Support Maximize Online
Costs Revenue

— Deliver content to end customers via
rich, managed search experience 9 e
— Faceted navigation, contextual &
natural language queries guide

Empower customer Ensure customer can

hei | and partners to easily find products

customers to their goals support themselves and services, driving

— Graphical layout editor makes it and perform their higher sales and
own research increasing customer

easy to design rich search Uls )
) ) i =Understand customer retention
- BUSIHGSS owners can eaS"y mOnItOI' intent, regard|ess of form 'Contextua”y sensitive

& manage the customer experience | of interaction (keyword, access to the right
phrase, sentence) products
— Tight integration with"WebSphere . .
9 P -Rich user interface for =Targeted cross-sells and
Co erce fOr eC,oEnmerce intuitive discovery of up-sells
depl -6 (11) solution _
nyLmP\ - ola (24 =Business user

empowerment to manage
the customer experience

< Externally-facing >
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OmniFind EE/DE vs. Embedded Search

My Workplace | Tasks | Shortouts | Browse BTSN Author | p I 2 al by Profile Log Out OH_E'E l 2 J
) Advanced Search for "Codie Award .
*rm;@Lv Search Template 28 g fod Search
oo ECM and other IM solutions & icentor COOIE Award tinatios B2 Search
. lude basi h R — Experience &
srzaliTrateociess com. 41536332 .
InC U e aSIC SearC e 1 C0||ab0rat|on
I Updated: L5202 R .
st o e — = Integrations
e o & ICENTERA NAMED FINALIS [',escenc,,,g =T
- Actions Mery Thems Fourt: 100 ew: v.x,ame':] Show Items: | 10 :] ..._I.!-ll.::.-;__ll:f.:‘::u-:l:fe;:‘ umen%s match zll query terms

o E‘Inosﬁmsa s (ersions 1,0) )
\Written hy ermadmin and last madfied by [Ohject Store Sendce] en 3/28/07 3:00 P Ranking 99.32%

rmmrmmnm Fmdrmmsnkmmms st 1:Seate > <5t Liplace >hor
nstaled an EC xd‘r\oloqrartﬂedueclw ECM soutions 8
stnnare] for sbale goverrment agercie’ b proc reoris ared corile e e, Fichicl
uodabeumsxst_mwnmmmrf WEEK.com, 0% wtslk.he de\r':nslabeﬂliu‘ve upiutfu_nohdacnsmsm
advantage of busiress-,

o & 011000014, u’t\\!wnlﬂ]m
andd last

S But adding OmniFind
enables much more value

A site Map - Search Sitemap
wWabSphere Portal. welcome Partal User Intarfag

100.00%

7/13/06 Manage Virtual Portals - Virtual

not Keywords

5 results found in

madel | Unkaown W D Theft - PoliceReportE2-OKH. bkt
: Managed &
compact Lar Ltl Discovered Structures Unmanaged
z Ll Crime type: Theft Relevance Title
patEgery |y YP - Content
S City: Eorincfizld oooo P \Mew Doming
sedan |'¥’| s & i e —
Summary: Crime Theft Status un cooo E} parading to Lotus Motes 6 and Lo
Eliﬁterad nat in |""IIF California | ¥ gg;_eltf.ﬂ[r‘::;u:tnslirrllnhg;ﬁl::_le;; oooo |;_:, oming server and Doming Admini
the town center. The Dragster is ©0ooo0| gl foteroperability issues
Elt"p‘ | EpringﬁEIE' o = - == ] |Jé:|\-| ES FPFS Windows File System M
haft - DoliceBannrbCI-ON byt |
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A Starting Point for Taming Unmanaged Content
IBM OmniFind Yahoo! Edition — No-Charge Search for Web and Files

= Breakthrough simplicity in no-charge basic
site and intranet search for SMB and departments

— Easy to deploy and configure —in as
little as 5 minutes

— Customizable Yahoo! Search
interface that unifies enterprise and r—
Web InfO | ot . w2 |

., Files —
- ou b i mere sy dmctinins 10 ol
fErtar 3 Srestiony to .

[

— Built on Lucene open-source 3 mmoeen | (]
technology providing best of e
community and IBM innovation

— Try it! No-charge download
http://omnifind.ibm.yahoo.com

| Dedision Decision Critical uses OmniFind Yahoo! Edition to provide healthcare institutions
~ )/~ Critical with rapid access to key medical training resources

A growing partner ecosystem delivers value-add solutions built upon
OmniFind Yahoo! Edition

IBM INFORMATION ON DEMAND 2007 Right.Now.
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Topics

= Driving value from content with Content Discovery

= The three pillars of Content Discovery

— Analytics-driven Business Insight

= Take Action: Roadmap for leveraging Content Discovery

17
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f)
Where Do | Start” Organizing the explosion of

unstructured content
becomes critical:

= We've got 600 GB of content
from basic content services all
over the enterprise.
How can we get this content
efficiently mapped into our
ECM taxonomy?

= We’'ve been managing our
content without classifying it for a
few years now.
How can our users navigate
amongst this existing content
in a way that’s intuitive for our
business?

= The lawyers have to review
400,000 electronic documents for
their case.
How can we make sure they
don’t waste their time?

18
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Classification: Invest to turn Chaos into Order

Ensure more accurate content
catalogs

Accelerate the time to value in your
investment in ECM

P12 - ©)

_ Make your content easier to find and
Free up your subject matter experts leverage

‘ C LOUDMARK Cloudmark’s use of IBM Classification Module made a

return on their investment in three months

IBM INFORMATION ON DEMAND 2007 Right.Now.




S

Business Value of Classification

Key Business Drivers

ECM Taxonomy
and Classification

Compliance,
Records, Legal
Discovery

In Process
Classification

Message Tagging,
Classification an
Monitoring

Increase accessibility
of content under
management

= Automated, High Scale
Classification

= Classify at ingestion
and/or re-classify over
time

= Taxonomy Evolution
Tools

= Enhanced Accessibility

= Taxonomy Proposer

Increase legal
discovery review
effectiveness while
reducing risk

= Legal Discovery
Prioritization and Workflow
Assignment

= Records Classification
and Exception Handling

= Storage and Retention
Policy Assignment

Increase worker
productivity and
automate content
related decisions

= Ad Hoc Category
Suggestion

= Content-Based Workflow
Selection

= Content Based Decision
Making

Reduce inquiry
costs, automate
message routing and
increase customer
satisfaction

= Email, Chat Routing

= Agent Response
Suggestion

= Email Supervision and
Monitoring

= Automatic Customer
Response

20
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IBM Classification Module for ECM

IBM Products and Solutions

ECM Taxonomy Compliance, In Process Message Tagging,
and Classification Records, Legal Classification Classification an
Discovery e e Monitoring

IBM Classification Module

= Automated classification and filtering
= Combines text analytics understanding with rules
= Acquires domain specificity from your own content

=Unique learning technology for adaptive
classification

= Suggests new categories or even seeds an entirely
new taxonomy

= Rectifies conflicting taxonomies

= Market proven, scalable platform

21
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Understanding Your Content with Text Analytics

The strategic
value of this
market is
A I paramount to
A Training IBM
(Teach) i : 7
IPis| Legal i e .
o) o B Classification =
fullaf req C o Categories list and
“ ﬁ;r;:ﬁgﬁsm M (0] d u I e g Relevancies
the marketing o (Scores)
team Feedback

Corpus
(Categorized)

The strategic a

: value of thi .
C Audit @ aueo, S C: 97%,
The core market market is B 540/
for thi — )
product has been paramountto | = - 0,

‘iifl”heﬂffsmy IBM A: 12%
J x
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Example Classification Flow:
Accelerating Content Ingestion

rﬁ
Marketing

-

'

=

File S
Shares ==

Basic
Content
Services

Q/‘

. L ——— =

e-mail R?A\ﬂgy'\[l & o
future ,
gntegration) Taxonomy Proposer

Legal

-

IBM
Classification
Module

Finance

b B B

e
I

.I:""Da:ument Class:
J:—”Dgcument Class:

,I:"’Do/cument Class:

bl)ocument Class:

Research & Development

Records
Management

B x°

y -
. -,g.:f,—-.... E—]

Business
Process

e-mail/
Content
Archive
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Example Classification Flow:
Reclassification

- i

Finance/Accounting
rﬁ
J:",F(;der:

Finance/SEC Filings

IBM (-

| = —=7 = Classification J;/E?’rlgﬁég/smﬂ Meetings
e Module -

Review &
Audit

24
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Cost Savings from Automation:
Records Declaration Example

According to a recent study by Cohasset Associates, the typical enterprise spends

15 seconds declaring each record, by staff costing $75K/year, leading to — the law of
small numbers:

/\

at an Results in
each over the almost.
A cost of 15 cents SENIE declaring 18  course of 25Q SL0,000
: enterprise of : potential
per declaration 1000 records per working days o
employees day ayear savings per

month

ROI can be made in just a few months!

25
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Summary: IBM Classification Module is a Platform for
Bringing Order to Content Chaos

Email Queue Compliance,
Classification and Records, Legal
Monitoring | Discovery

IBM

Classification
Module

ECM
Taxonomy and
Classification

In Process
Classification

E | = >
=5 Sy ‘F=

26
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Topics

= Driving value from content with Content Discovery

= The three pillars of Content Discovery
— Search
— Classification
‘Analytics-driven Business Insight

= Take Action: Roadmap for leveraging Content Discovery

27
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Delivering Active Business Insight from Content

= What business insights are locked away in your content repositories?

= What if your ECM solution could understand the meaning of unstructured
content?

— Help identify trends, patterns, and correlations?
— Proactively detect potential fraud, liability, or product or service issues?
— Help discover new markets and opportunities?

= You could discover new business insights, differentiate from your
competitors, and improve business results

S 2006 Toyota Higl

28
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Enabling Capability: Content Analytics

Un e /8l — " search al)
Analysis ( )
A \ -
o _ Interactive ®
</Organization> <Located-in> </Name> Mining & Viz. "y [
N\
( . \ |
(D N

The associated press reported today that, Vis Brown,

the Summit meeting in Zurich,............ At, 72, Ms.
Brown, is the youngest CEO at the Sum

Y \ 7B

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

15 i [0 ==

==
e
e
[ [y
Taa
M
| ovall Pl
|
v
a1
L |.
|
T |

tra b2l il |
il | (8 (8 (a0 fiki o [ ey
| | | |
-'--I-Illlllllllll
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The Importance of Insight from Content

= Insight from content delivers key business value:

Industry

Content analyzed

Enabling...

Business value

Manufacturing

Technician notes,
warranty claims

Proactive quality
management

Reduced warranty costs &
improved customer satisfaction

Insurance Claims materials Proactive fraud & claim | Proactive business response to
trend detection fraud & shifts in claim workload
Finance E-mails eDiscovery for potential | Reduced legal and financial
fraud exposure
Law Police records, 911 Rapid crime solving and | Safer communities and
Enforcement | calls, statements, ... crime trend analysis optimized force deployment
Media, FSS, Public opinion sources | Customer sentiment Improved products & increased
Government (news, blogs, forums) analysis marketing effectiveness
Pharma, Patent and scientific Improved drug Higher return on drug R&D

Life Sciences

literature repositories

development strategy

investment

Healthcare Provider, patient, Dashboard view of Stronger negotiating position
treatment information providers with providers
Telecom, FSS | Customer calls and Churn prediction and Improved customer retention

-
-
_—

e-mails

4 -

FAQ auto-generation
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Business Insight Case Study: Media & x-Industry

= A media company analyzes public sentiment to determine
customer response and marketing effectiveness

Search for: Help for query = ntax 7]
|hvhrid car ||Q\ Search

= Add this search to My Searches

Refined results by
“alue for: Brands Toyota (Remove)

Sort by: | [Relevance] | W Sart or 500 search results returned | 2654 documents match all query terms

e Show Details 1-10 u'FEGﬂlEl
: 59,57 % 1/3/07 2006 Toyota Highlander Hybrid Car Reviews - The Car
Tonality - mstion
L o Positive
. positive (83.6%) 006 ToyotggMaghlander Hybrid Car Reviews The Car Connection, ..It's pretty simple
' B ota 's Highlander Hybrid down to this It 's the Lexus R¥400h 's drivetrain
. negative (3.4%:) ...Mow Toyeta 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
neutral (8.0%) 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. .
99.57%  12/28/06 “\ 2006 Toyota Highlander Hybrid Car Reviews -
Hot Terms &1 The Car Connection
positive
prius (54.0%) 2006 Toyeta Highlander Hybrid Car Reviews The Car Connectien. ...It
's pretty simple to boil Teyeta 's Highlander Hybrid down to this It 's
nissan (34.0%:) the Lexus R¥400h 's drivetrain ...Mow Toyota has seriously upped the
Highlander 's profile by stuffing in the same Hybrid Synergy Drive
lexus (30.4%) 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
camry (25.4%) fact the RX400h 's and Highlander 's system is in some ways maore 1

IBM INFORMATION ON DEMAND 2007 Right.Now.




Business Insight Case Study: Financial

= A financial services company analyzes and visualizes
emails for compliance monitoring and forensics

Geography Risk Email Analytics Timeline

Search Res

Interactive e-mail timelines ’

w 0 2
g 200 Risk analysis 2001
New Search
biomass Torichard.sand
Your Search Search & browse
Search Terms: JohnAnthory A‘;@g;der
biomass Alexgls-? or Caterina
Tacrichard.sanders@efron.com g Ben Jesse Jgnn_'lles
Accens — g . st ﬂ Lol o o
arey
OAE Tk %ﬂ\r | Wednesday, August 23, 2001 _
a‘-}f—'g Fermando M
Shane . ' /5 .
o - Interaction and toplc A
i ! - Jersm H Jeff o o o
Geography Risk Email Analytics EE?FI!" ally C Vlsuallzatlons
f .
Top 10 Email Recipients: Top 10 Em Mamgw np y ____nergy Issues, Enron Mentions
[click on email address to refine search] R"E?ﬁid Jgﬂrﬁip tﬁaﬁbanle
Name Emails Name gl:?ﬂt;;her wﬂ;@%m‘?a pp.iu B
richard.sanders@enron.com 100 jeff.dasovich 51:59}}: - Alan arie
james.wright@enron.com 92  james.steffes t{?
richard.shapiro@enron.com 80 jmunoz@mc | I. Marian
sandra.mccubbin@enron.com 74 miyung.bust n Rabert
pau:;kaufm;@enmn.com g: LTbag@ns.n i Email Relationships:
joe.hartsoe@enron.com pjv@c-zon | L H H H
harry.kingerski@enron.com 67 gus.perezi@e change grid size: [10] [15] [20] E-mall relatlonShlp maps
john.neslage@enron.com 66 lynnette. barnes@enron com richard_sanders@e : andra.mccu
alan.comnes@enron.com 65 kaplan@iepa.com jeﬁdaswich@enron com 91 A7 4E
karen.denne@enron.com 64 dks@cpuc.ca.gov T teff @ i g 0 17 19
James_stenes(@enron.com
Jmunoz@mcnallytemple.com 0 0 0 0
miyung.buster@enron.com 0 0 3 3
irmhallffine not n n n n
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Business Insight Case Study: Telecom

= A major mobile phone carrier optimizes customer retention,
Improves offerings, and reduces support costs by mining
customer contact transcripts

Customer

Voice
Email
Web

Employees

Business System

33
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Business Insight Case Study: Healthcare

= Healthcare insurance companies are starting to optimize
coverage models by mining and correlating treatments,
outcomes, and costs from unstructured records

VIEWS P Top Does  Category  Time Series  Topie  Delia 20 Map
Vetical category:  Disease{List) Honzontal catigory:  Drug
List 0 subcategories & keywords List: O subcategories & keywords
Sori (& Frequency O Alphabet Sort & Frequency O Alphabet
Max lines to display 210 ©20 @50 100 Max lines to display 10 O20 @50 D100
[ 3 z 8 z |z = E 2 |2 2 5 Z (2 [z 0= [ [=[zl=1[z[& [ Jz [z [=
= |2 |z e |2 [= 12 |5 |2 [2 |58 |18 [ 11|12 |z |71z 12 |2 |Z |2 =
: a7 | 230 1083 | 2 - S S S O S S P - g O C=17Y - B T = o O I
Subcategoriess B a L ® 11693 | & 11503 :_ = oe04| 3 047 | 8623 s = 539 R __ [EE LY Pees
keywords . H 5 10517 | & 9147 B481 ] gann 6280 | =
14835 14001 = 1= 7710
11656 10285 —
yndrom 112 |41 | M1 (282 (1404 |216 (166 (283 |[476 |403 |67 129 |52 E653 |24 (226 |34 (48 |42 1107 |12 |43 201 |86 (145 |119
111380 [ 2
dizorder 831 A58 rici] 178 447 | 344 (170 235 1o il BE 2 13 215 |44 207 |43 i3 |58 (38 (102 (I8 144 (100 (255 |43
105764 1 : . . ! - 3 L :
ArC B 427 (85 269 |2027 |233 (21 17 171|428 |578 |32 97 156 232 (78 |26 |17 |44 |70 |E99 (213 |94 (28 |57 (118 |557
E1TE [ -
dysfunction 1372 | 481 433 1345 240 565 148 166 T4 148 -7 1i5 108 218 | 20 258 |43 43 I 115 | 2f i} 183 |100 | BT S8
57558 [ d 1 d [
diabete 8120 (934 |96 25 176 217 (205 (@3 48 145 |16 |72 o1 204 10 (162 |64 (122 @2 |4 20 |48 (135 |18 (27 |1
50183 I i 1 P
1806 |262 139 |51 174 (881 |16 (236 |41 ar 50 105 |48 AT4 |23 (443 |11 (26 |58 (12 |5 20 (315 (B2 I8 (14
leprassion 435 (128 |28 111 |EO 526 (B9 234|198 48 lor |is 42 BT 25 |3 |88 (24 13 1A |7 12 (134 |92 |27 (4
4B128 i
BREAST
::. ;J_. 151 |2 84 iz ir 2 18 128 |1s 1219 |18 EE] 28 25 |20 |23 |28 |8 27 |g2B8 221 |58 |5 2 2 248
43545 17.4
“1|2_3| 83 218 |35 lpo |30 L L g 48 3 53 13 11 2 4 1 oj1z |4 8 2 s |2 I |4 4 10 |32
corversio 1129 |19z (363 |82 106 | 283 |178 4 168 |ias 258 |Z9 174 |257 |10f |22z |i70 |57 |13 |ZZ |55 |i2F 1 34
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IBM OmniFind Content Analytics Solutions
Powered by OmniFind Enterprise & Analytics Editions

= OmniFind-based solutions enable insight
from unstructured content

— Sophisticated natural language extraction from
unstructured content

— Rich mining Ul to analyze, correlate, and search
unstructured and structured data

— Targeted solutions for Customer Care, Quality
Insight, Forensic Compliance, and Public Image/
Media Analysis use cases

— Additional solutions in development

— Based on 10 years of experience in transformative
analytics engagements from IBM GBS & Research

— A key part of IBM’s Information on Demand initiative

— Solutions leverage various combinations of OmniFind
Analytics Edition* and OmniFind Enterprise Edition

* OmniFind Analytics Edition currently available in North America, UKISA, and Japan only 35




Take Action: Get More Value from your Content with
IBM Content Discovery Offerings

Improve Content Access Organize Unstructured Content

IBM OmniFind
Enterprise Edition IBM Classification
Module

IBM OmniFind
Discovery Edition

IBM OmniFind
Yahoo! Edition

Content
Discovery

H8as. @;@m\u’

Derive Business Insight

IBM OmniFind IBM Omanlnd Partner )
+ Analytics ﬁ;
Analytics Edition Enterprise Ed|t|on Plugms nf‘stem
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http://www.clearforest.com/index.asp
http://www.inxight.com/

Recap: The Keys to Leveraging Content

= IBM OmniFind Enterprise Edition

— Platform for secure, scalable search-based
content access

— Advanced concept/semantic search
Improved content ‘ . IBM OmniFind Discovery Edition

— Deliver searchable self-service content directly
aCCess... to customers

= |IBM OmniFind Yahoo! Edition

— Free and easy way to start taming unmanaged
content, complementing ECM

f = IBM Classification Module
Better organizing b |
— Proven auto-classification solution
con te n t “ns — Enables new ECM value from taxonomy
automation, compliance, BPM and more

= Insight solutions based on IBM
OmniFind

Delivering active ‘ e __
- . . - ing analytics and content mining
business insight... capabillies

— OmniFind Enterprise Edition
E = - s
> SEATSE 5

— OmniFind Analytics Edition
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Questions?

Aank
ou

Aaron Brown
Program Director, ECM Content Discovery
IBM Information Management Software

abbrown@us.ibm.com o
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More Discovery, Classification, & Analytics Sessions —
Thursday & Friday

Thursday

Session # Title When Where

HOL-1993A Automating Document Classification in 09:30 AM - 12:30 PM Breakers H
FileNet P8

TCM-2134A Secure Enterprise Search for WebSphere 10:00 AM - 11:00 AM Lagoon C
Portal and Lotus Domino

TCM-2136B Get More Value Out of Your Content with 10:00 AM - 11:00 AM Lagoon L
Content Discovery and Search

TCM-2133A Search & Text Analytics as Part of an 10D 11:15 AM - 12:15 PM Lagoon A
Solution from Warehousing to Bl

TCM-2135A Making Bl as Simple as Shopping 02:30 PM - 03:30 PM Lagoon C

BOF-2601A Classification and Taxonomy Automation: 05:30 PM - 06:30 PM Lagoon L
Business and Technical Challenges

Friday

Session # Title When Where

TTF;TCM-2138C Content Discovery Technology Trends and 08:00 AM - 09:00 AM Lagoon D

Directions
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Business Value of Classification — One Example

Key Business Drivers

ECM Taxonomy
and Classification

Most organizations face content taxonomy pains —
especially as they standardize around ECM

Increase accessibility — Mapping content to taxonomy or records plan during
of content under ingestion
management

— Reclassifying content under management
— Evolving taxonomies as new types of content emerge

= Automated, High Scale — Integrating folksonomies (SharePoint) into a master

= Classify at ingestion

and/or re-classify over /\\ T
time i il
= Taxonomy Evolution : e i ¥ L

Tools

-

= Enhanced Accessibility

= Taxonomy Proposer

s | E
= ) ©= E
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Example Classification Workflow:
Accelerating Content Organization

= Review T — Send to taxonomy proposer

Boy. Tl Tool P '

Existing \
Unclassified =

Managed Content

R
N
File /
System

Classifier
~_
() Filter out documents
Basic

Content

Services
~
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Our View: The Information Access Market

D rccess

Actionable Insight

Experience-Driven

Insightful
Solutions

Infrastructure Solutions

ComponRent

Simple Uity

L 4

Component
Search Engine Or
Libraries

* OEM

f‘- — E = = f 1
= § et "3 :

Basic, Unsecured
Web Site Or
Departmental File
System Search

» Simple site
search

= SMB/basic
intranet

L 4

Scalable, Secure 2
Enterprise Tunable, Business
Search With Controlled Search
Broad Reach To With Application-
Many Content specific Interfaces,
Sources And Reporting

= Secure intranet = Self Service

search = e-Commerce

» [ntegration of

enterprise content " Contact Centers

» [ntranet portals

» Platform for
search
applications

Solutions that deliver
breakthrough Business
Insight by Discovering,

Analyzing, Mining, &

Integrating Unstructured
and Structured Enterprise
Information

= Customer Care &
Customer Insight

» Quality Early
Warning

» Public Image
Monitoring

» Compliance &
Legal Discovery

= Bl for the Mas®es
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IBM OmniFind Offers Solutions for Every Market Need

/

OmniFind
Analytics

Edition

OmniFind
Discovery Edition

OmniFind
Enterprise Edition

Enterprise
Starter Edition

OmniFind
—_———— - Yahoo!
Components ‘ Edition
I for IBM

middleware ;

Incremental Capabilities and Value

Experience-Driven Insight
Solutions Solutions
N ST = s

Access 7 Actionable Insight

Eompenents  Simpletutiity, Intrastruciure




The Evolution of OmniFind: IBM’s Thrust for Leadership

o 4Q04: IBM enters enterprise search market with home-grown OmniFind EE

e 4Q05: IBM acquires iPhrase, aggressively moving to fill gaps and enter
market for high-value, LOB-driven search solutions

9 4Q06: IBM partners with Yahoo! to transform entry-level search and

adopts enterprise-hardened Lucene as open, strategic search platform OmniFind ]
Analytics
9 1QO07: IBM productizes high-value content analytics Edition
leveraging a decade of Research and Services expertise
e 3Q07: Gartner names IBM a Leader in Information 9 OmniFind
Access, citing leadership in analytics Discovery Edition

0 And we’re just getting started...

0 OmniFind
Enterprise Edition

Enterprise
Starter Edition

OmniFind
== —— ‘ Yahoo!
I Components Edition
-I for IBM

middleware ;

Leader in 2007 Gartner
Information Access
Magic Quadrant!

Incremental Capabilities and Value

Experience-Driven Insight

@omponents S Simpletutilitys Infrastructure ENtions Solutions

Access 7 Actionable Insight




Search History

= IBM has been involved in search since the 1970’s
— 1970s: System 370 text search offering (STAIRS) defined keyword search
— Continued investment in research and product through present day
— 2004: IBM re-enters the modern search market
— 2004 — 2007: Rapid acceleration of IBM’s search offerings

¢ 2004: OmniFind Enterprise Edition introduced, powers IBM intranet

« 2005: IBM acquires iPhrase, broadens portfolio capabilities and enters market for high-value,
LOB-driven search solutions with OmniFind Discovery Edition

* 2006: IBM partners with Yahoo! and releases OmniFind Yahoo! Edition, enabling every
organization to get started with enterprise search at no charge

« 2007: OmniFind Analytics Edition expands high-end analytics capabilities

= Today: IBM offers a complete portfolio of search solutions
— Leading security, content reach, and integrations with IBM middleware
— Leading content analytics capabilities
— IBM continues to invest heavily in leading-edge search innovation

= Recognized by Gartner as a Leader in the 2007 Information Access Magic
Quadrant
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Classification History

= Banter develops leading-edge text classification software

= iPhrase acquires Banter in 2004 E

— Banter technology marketed primarily for customer interaction use
cases such as contact center routing & e-mail response

= IBM acquires iPhrase in 2005 fphr dsé

— Continues to ship classification technology for customer service e
and contact center use cases

= IBM acquires FileNet in 2006
: . IBM & Fusher
— Portfolio assessment reveals new synergies in content
classification

= 2007: IBM ECM announces new content classification
solutions for ECM customers
— Unlocking new value via IBM ECM'’s new leadership position
— Leveraging leading technology with a long proven history in-

market
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IBM has delivered analytics value for 10+ years!

Mid-1990s: IBM begin delivering first-of-a-kind content analytics solutions

— Delivered by IBM Research and Services, offered early adopters a taste of transformative
business insight from unstructured data

= 1998: TAKMI project first delivered by IBM Research — precursor to OmniFind Analytics
Edition

— Advanced text analytics and mining tools for unstructured data

= 2004: Unstructured Information Management Architecture (UIMA) framework released to
market

— Open platform and SDK for content analytics
= 2004: OmniFind Enterprise Edition productizes UIMA
— Becomes basis for commercial deployments of analytics-enhanced search solutions
= 2004 — 2007: UIMA adoption grows
— Widely used by open community, adopted by 15+ software companies
— Standard architecture for DARPA-funded research
— Delivered to open community first via SourceForge, then as an Apache incubator project
— Currently undergoing standardization by OASIS
= 2007: OmniFind Analytics Edition productizes TAKMI
— Brings advanced UIMA-compliant annotators and mining Ul to widespread commercial use
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Business Insight Case Study: Manufacturing

= An automotive company mines technician notes and
warranty claims to preemptively address quality problems

Reports = Parts Associated with FUEL PUMP Problem Code

P4 Top 10 Parts Associated with FUEL PUMP Problem Code

P A Incident Total
24 Count Claims Cost
I::: P 2 21 $29,761
P 20 18 $21,150
18
|::> D 16 12 $15771
14 12 415,045
12 10 $14,953
Al ‘: 9 $13,562
i ] 8 $13,460
' 4 7 48,050
Af 2
i o fuse 6 $10,004
S > o do & B iel 6 $6,905
& &Y & & IR shietd
\"’& i&(‘g" w g‘;-"
Semantic Search and Drilldown Interface
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Meaning from Content

= IBM OmniFind solutions use advanced content analytics to extract deep
meaning from unstructured content

— Leveraging decades of advanced R&D and field experience from IBM
Research and Global Services

— Based on open, standard Unstructured Information Management
Architecture (UIMA) framework

Search for: Help for query s ntax (7]

|h',fhrid car ||°\ Search |

(=] Add this search to My Searches

Understand
Customer Sentiment

Refined results by
Value for: Brands Toyota [Remove)

Sort by: | [Relevance] [ # Sort order: | Descending

fts returned | 2654 documents match all query terms

Show Details 1-10 o'FSDDIE‘

53,57 % 1/3/0 ° 2006 Toyota Highlander Hybrid Car Reviews - The Car
Connection
positive

Tonality

2006 Toyeta Highlander Hybrid Car Reviews The Car Connection, ...It 's pretty simple
to bail Toyota 's Highlander Hybrid down to this It 's the Lexus R¥400h 's drivetrain
..Mow Toyota has seriously upped the Highlander 's prefile 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 Teyeta ...In fact the
R¥400h 's and Highlander 's system is in some ways more advanced than its hybrid
cousin. ..

B positive (83.6%)
B neoative (2.4%)
neutral (8.0%)

99.57%  12/28/08 % 2006 Toyota Highlander Hybrid Car Reviews -
The Car Connection
positive
2006 Toyota Highlander Hybrid Car Reviews The Car Coennectien, ...It

's pretty simple to boil Teyota 's Highlander Hybrid down to this It's
the Lexus R¥<400h 's drivetrain ...Mow Toyota has seriously upped the
Highlapnd 'z pro b ffina in th ame Hwbrid nergy [ir

Hot Terms

prius (54.0%)
nissan (34.0%)




Behind the Scenes: Sentiment Analysis

Sentiment analysis is enabled by “annotators” that perform linguistic
analysis of text in content items:

1. Recognize words that are “positive” and/or “negative”
= pargain, successful, ..., bad, pollution,...

= One word can have different meaning:
fine (adjective) vs fine (noun)

= Based on standard + app-specific word lists

2. Recognize syntax in order determine the sentiment of a paragraph
= A bargain -> positive
= (Is) A bad bargain - negative
= (Is) not a bad bargain = positive
= Underpinned by sophisticated understanding of linguistic rules

3. Assign overall sentiment score to paragraphs [ < zpp6 Toyota Higl

and content items onne




The IBM Difference

= A complete portfolio covering every content discovery need
— Solve today’s business problem...with room to grow tomorrow

— Open platforms, standards, and APIs enable unprecedented
customization and preserve your investments

= Leading content analytics capabilities to maximize business value
— Go beyond keyword search to improve findability and extract new insight
— Leverage decades of investment by IBM Research and Global Services

= The best integrations with IBM middleware and content sources
— Faster time to market with reduced risk
— Broad support for third-party sources as well, with easy extensibility

= Rapid access to the latest leading-edge search innovation

— IBM invests ~$50M annually in research and development for search and
text analytics (200+ people)

— IBM holds over 200 patents in search with more each year

— Our worldwide development team is focused on delivering that innovation
to drive value for OmniFind customers
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