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AN ANALYST PERSPECTIVE

The Magic Quadrant is copyrighted September 2009 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. This Magic Quadrant graphic was published by Gartner, 

Inc. as part of a larger research note and should be evaluated in the context of the entire report. The Gartner report is 

available upon request from Microsoft.

SOURCE: Gartner, Inc., ñMagic Quadrant for Information Access  Technologyò

Gartner Magic Quadrant 

for Information Access 

Technology, 2009
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FAST SEARCH SOLUTIONS  - BROAD OR DEEP

Productivity 
Search Experience

High-value
Search Applications

Connect all of your people with 
a broad set of information

ÅEnterprise content and data
ÅIntranet sites
ÅTeam workspaces
ÅPeople and expertise

Drive measurable ROI by helping 
a business group make the most 

of 
a specific set of information

Å360
o

customer insight
ÅCompetitive intelligence
ÅResearch portals



ENTERPRISE SEARCH: SINGLE POINT OF 

ACCESS TO INFORMATION

InternalExternal

FAST ESPÊ

WWW
(HTML, WML,
JavaScript)

Private Webs
(e.g. news feeds,

Intranets)

Legacy Data
(e.g. ISAM, 
VSAM, IMS)

Applications
(e.g. ERM, CRM,

Help Desk)

RDBMS
(JDBC, ODBC,

SQLNet, DW, DM)

Portals
(e.g. WebSphere, 

WebLogic)

DMS/eMail Systems
(e.g. MôSoft CMS, 

Documentum, Notes,

Exchange)

UNSTRUCTUREDSTRUCTURED

ENTERPRISE SEARCH

PLATFORM (ESP)

Files
(e.g. Word, Excel,
pdf, images, mp3)

XML

Multimedia
(e.g. images, 
sounds, video)

Community of users

STRUCTURED



INTENT-DRIVEN USER REVOLUTION

INTENT

CONTENT



SEARCH BREAKTHROUGHS

INTERACTION MANAGEMENT

CONTEXTUAL MATCHING

SQL XQuery

CONTENT ANALYTICS



THE FAST APPROACH

ÅGrow the needle

ÅAdd value to the content 

ÅMake the content easier to identify

ÅEnhance the dialogue

ÅEngage the user intelligently

ÅDirect the question

ÅDocuments are not the only fruit

ÅRespond with information not just documents

ÅTune the relevance approach to meet the need

ÅNews is about freshness

Å Intelligence is about authority



INTELLIGENT ANALYSIS

Acronym    

Person Locatio
n

End of 
sentence

End of 
paragraph

Date    

Base = 2002-03-XX



WHAT IS ENTERPRISE SEARCH ABOUT?

ÅA SEARCH project is not only an IT infrastructure project: 

ÅSearch vision and strategy

ÅUnderstanding of the content characteristic

ÅOrganizational challenges around the content: ownership / processes

ÅSupport of search concepts: entity extractions, classifications

ÅDecentralized approach to content management, lack of standard 
processes and technologies

ÅStaffing for project implementation

ÅResource constraints for application management



12

12

New: Start with your Users

5 What are enabling content & services?

5 How to hard-wire services in portal?

3 Key user and business drivers?

3 What type of relevant analysis?

2What ñtasksò do I serve?

2 How do I store and manage content?

1 Who are my users?

1 What content do I have?

4 How to build uniqueness?

4 How to expose services?

6 Content refinement advantages?

6ñI hope someone likes it...ò

Old: Start with Content

Architecting around the users



SOMEOF THE COMMON CHALLENGES

ÅLots of data, valuable data

ÅHeterogeneous environment 

ÅVery structured and very unstructured

ÅRich structured data, in terms of meta data, controlled 

vocabularies, multilingual thesauri

ÅDifferent community of users with different needs

ÅSome search patterns are in common



FAST Search on Microsoftôs Intranet

DOG FOOD



OUT-OF-THE-BOX KM SEARCH

Sub-second

Search

Featured Result

(e.g. From  Corp

Commsor HR)

Dynamic navigation

filters with

exact document

counts

Expertise

Discovery

Blog

Commentary



INTUITIVE DRILL-DOWN AND PREVIEW

Single-click

Refinement

Preview content

and view in the

browser



SELF-LEARNING TYPE AHEAD



AUTOMATIC DUPLICATE DETECTION



PROFILE SEARCH

Profile

Filters

Search across

job titles,

skills profiles,

past projects

etc.



READ THE EXPERTS VIEW

Documents

by this

expert on

this search

topic



CHECK WITH YOUR PEERS

Experts within

my peer group



CHECK WITH YOUR PEERS

Track their

availability

and start a

conversation



TYPICAL CHALLENGES

Å Time consuming process for gathering and extracting relevant information

Å Manual clipping (selection) and categorization

Å Manual federation of search queries across multiple content sources

Å Continuous discovery and validation of trust-worthy and up-to-date content sources

Å Gathering takes precious time off value-added analytical processes

Å Historical and trend analysis

Å Sentiment classification in articles from competition

Å Automated relationship extraction

Å Gathering takes precious time off end-user communication and overall quality assurance

Å Gathering time increases latency in distributing the final results to end-users

Å Need for metrics with regards to cost effectiveness of content sources, relevance of 

queries, and research throughput

GATHER ANALYZE COMMUNICATE



PROCESS REDESIGN OBJECTIVE

Enhance and unifythe current  processes and solutions in order to evolve from a 

unbalanced gathering-focused model:

to the more balanced and cost-effective model:

GATHER ANALYZE COMMUNICATE

GATHER ANALYZE COMMUNICATE GET FEEDBACK



Federated Off-site 

Content

Task-specific ranking

Line of Business data

Content rollup People & Expertise 

Location

Direct actions from 

Search results

Visual Navigation



SEARCH ïMEDIA MONITORING

Example: AFR or LexisNexis

Å (title:(( director or board or chairman or chief executive" or ceo) and ( governance or remuneration or 
legal or policy or meeting or minute or report or csror responsibilitor duty or conflict )) or intro:(( 
director or board or chairman or "chief executive" or ceo) and ( governance or remuneration or legal 
or policy or meeting or minute or report or csror responsibilitor duty or conflict ))) and source:or("The 
Australian Financial Reviewñ

Å taxonomy:or(/Subject/Law/Legislation"  "/Industry/Business and Financial Services/Legal"  
"/Industry/Business and Financial Services/Insurance") and status:approvedand not source:or("AAP"  
"Reuters"  "The Wall Street Journal"  "BRW.Online"  "MIS.Onlineñ

Å (legal services" or "legal sector" or "law firm" or "regulatory" or "legal industry" or "law society") and 
source:or("The Australian Financial Review"  "AAP"  "The Australian Financial Review - Online"  
"BRW"  "CFO"  "Illawarra Mercury"  "Newcastle herald"  "The Sydney Morning Herald"  "The Sunday 
Age"  "The Sun-Herald"  "The Age") and taxonomy:or("/Industry/Business and Financial 
Services/Legal") and status:approvedand not source:or("BRW.Online"  "MIS.Online")"  



HOW WOULD YOU CREATE THIS?

ÅContent Crawling: bring in data from lots of places

ÅOOB connectors to SharePoint (reports, account documents), exchange public 

folders, shared files

ÅBDCwith customization in SharePointDesignerfor Line of Business Data

ÅContent processing: creating metadata

ÅProperty Extraction of names of holdings, offerings, key concepts, companies, 

people

ÅSynonymsfor key concepts (real estate ~ REIT)

ÅOOB web parts configured for style 

ÅFederation, People Search, Search actions

ÅCustom web parts for visual navigation

ÅRoll-up configured via results collapsing

ÅCustom relevance profile

SharePoint workflows for act-on-selected-items




