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the driver for business process is relatively
new and radical. 

“We were considered a little bit ‘out
there’ by some of the financial and industry
analysts three years ago. But we knew we
were on the right track because we were
validating it all along with customers,” says
Harris. They heard over and over that
unstructured content is tied together with
the business process, rules and workflows
that define how business operates. “Within
three years, ALL customers will demand
enterprise content management that natu-
rally includes process management and
connectivity with their line-of-business
systems,” he predicts.

And Harris warns that “customers won’t
be satisfied with a one-off solution that’s
related only to ‘publishing, formatting and
viewing’ content. Which is unfortunately
what too many products offer today—
there’s not enough of an ROI to convince
(customers) to deploy” these non-process-
savvy solutions enterprise-wide.

Of course, this is the core message that
FileNet would be expected to deliver: Its
new P8 architecture is predicated on the
linkage between content, process and con-
nectivity. But it’s more than an empty prod-
uct pitch. This unified view of the world
accurately shows how inextricably linked
content and process has become.

Here how it has progressed:
Level One of the problem is: “I need to

publish documents to the Web.”

Level Two of the problem: “I need to
publish documents to the Web in a way that
complies with all the regulatory rules I’m
forced to work under, and be able to do so
in a structured, repeatable way, because I
have to do it all over again tomorrow.”

Level Three of the problem demands
that I can aggregate all the various docu-
ments and other forms of information and
present it in such a way that conforms to
“the way we do things.” (For example, in
order to pay an accident claim, all the vari-
ous documents have to be in the proper
folder, in the proper form, so that the peo-
ple in my company will process that claim
and get the guy paid.)

Moving up a notch to Level Three-and-
a-Half: “The customer needs to receive pos-
itive assurance that the interaction was valu-
able to him. So there needs to be immediate
impact on all the systems and processes that
touch the customer.” So, for example, if I
call with a customer service problem, and a
resolution results from the call, I want to go
online and view that resolution-update in
my account.

All the above is mechanics. It’s plugging
access into information, tab A into slot B.
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The Next Big
Thing...Again
Bringing Content to Life

Two years ago, in the very first of these 
KMWorld White Papers, I floated a radical
idea: that content management was poised to
supersede all other forms of “data” manage-
ment as the single most important value-en-
hancing, wealth-creating, asset-leveraging,
technology-aided effort that any modern busi-
ness could possibly attempt. Last month, I
somewhat meekly (for me) suggested that my
self-fulfilling prophecy had come to pass: that
the term “Content Management” is now the
equivalent of, and interchangeable, with “In-
formation Management.” Now I’ll say it with
a little more force: Content Management is
all that matters.

Michael W. Harris, SVP of Worldwide
Product Marketing, Strategy & Corporate
Communications, FileNet, sets the stage:
“Our customers’ problems are all about
driving a decision, whether that means
answering a question about a loan
approval, or telling an agent how much to
pay on that insurance claim, or telling a
constituent whether his tax is going to
increase next year, and why. What they
need is a framework to drive a correct deci-
sion quickly.”

And the fuel for that drive is content.
“Our strategy is to drive the unity of content
management and process management and
workflow,” continues Harris. “We discov-
ered this: Customers know they’ve got a
content management problem. They know
they’ve got to assemble documents into fold-
ers, and store them. But the new question
they’re increasingly asking is ... Why?”

And it turns out there are several rea-
sons. “They need to comply to regulatory
requirements, sure,” says Harris. “But they
also need to comply with their own business
rules and make sure that the content man-
agement serves the business process in the
best possible way.” Content management
that is not designed from the ground up with
the sole purpose of complying and serving
the business process is misguided. And it is
doubtless that many such misguided content
management efforts have been launched
over the years. This notion that content is
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Important stuff, and not as trivial as it sounds
when you’re a multi-million dollar, interna-
tional insurance company, say.

But it’s Level Four of the problem that
will kill ya. It’s the “DEFCON 5” of business
process, and we’re only just scratching the
surface of preparedness. There’s not enough
duct tape and plastic in the world to solve it
without getting the basic message straight in
your mind. Level Four is: “Take all the
above, and Do It Better.” And believe me,
just doing it at all is hard enough. This is
where many enterprises spend most of their
time, money and energy.

But facing Level Four means getting a
new definition of the role of content. “We
have a concept of ‘Active Content’, says
Harris, apologizing not a bit for introducing
a new slogan to the vernacular. “Content
can’t just be about capturing and archiving.
It can’t just be about creating a PDF and
making it viewable. Content has life! And it
has to interact and react with other business
processes across the organization to truly
have value.”

It’s hard to avoid the Dr. Frankenstein
imagery—“it’s alive!”—but there’s a strong
argument to be made that the transformative
moment for document management—when
it changes from its steady state to something
different—is when content is seen as an
active participant in business process, not a
dead, passive object. Making this leap will be
the life-altering challenge for business in the
next three to five years. Some will make it;
some won’t.

The Difficult I Can Do;
The Impossible Takes Longer

My two kids are ages 7 and 9. Because of
the secret influence of alien intruders some-
time in the ‘90s, my kids—like all kids their
age—intuitively understand computer
games. They don’t need a manual. They
don’t do the “orientation” training that
games come with these days. They just,
know, somehow, how to play these damned
games. (My seven-year-old son can also beat
me at chess, but that’s due to good genes on
his mother’s side.)

I noticed the other day that they were
playing this particular game a lot, and
seemed to be always somewhere in the first
few levels. “Is that all this game does?” I
asked. “Aren’t there more levels?”

“Oh, yeah, but it gets hard after the
Really Bad Monster level, so we start all
over again.” Their response right now is to
play it safe. They’d rather play in the famil-
iar fields than risk venturing into unknown
territory. Educators tell me that their reluc-
tance is age-appropriate, and once they’ve
conquered the easy stuff, they’ll eventually
move on to where the really good stuff is. I
told my kids this, and they gave me one of

those “parents are so dumb” looks. Why
should they move on? They are perfectly
happy to win the battles they know how to
win. Why take on the unknown?

Despite the imperative to transform busi-
ness processes—“Better Living Through
Content”—the everyday management of
content still remains a key point of pain in
today’s businesses. And as if all those trans-
actional documents, contracts, invoices and
expense reports weren’t bad enough, God
gave us e-mail. The management, storage,
access and risk management aspects of e-
mail are mucking up the works for an awful
lot of well-meaning document and records
managers.

Starting life as a software development
effort in a hardware world, KVS was origi-
nally part of DEC, then of Compaq, before
being spun out by its management group as
a solutions provider in its own right. Serving
initially as an archiving solution for
Microsoft Exchange, KVS has always seen
the inherent problem and the need for a solu-
tion in the massive amount of e-mail being
created daily—make that hourly—in every
business under the sun. KVS has (since
about 1999) sold archiving software for
more than 1-1/2 million mailboxes. But they
didn’t stop there.

“There’s obviously value in storing
information,” says Mary Kay Roberto, VP
and General Manager, North America, for
KVS. “But there’s much more value in
being able to use that information to the
benefit of the organization.” The key is
finding out how all that information that
goes into the “vault” (their product is
brandnamed “Enterprise Vault”) becomes
valuable to some specific responsibility in
the organization. “Our approach is to
build specific views into (the unstruc-
tured) data that are templated around a
vertical function,” Roberto explains, with
the current emphasis on compliance by
financial services companies required by
the SEC and other regulatory arms, and
for legal departments that need to reply to
court subpoenas, etc. Pretty targeted, pret-
ty specific stuff.

What’s key—and very interesting in the
context of this White Paper—is that KVS
views the content repository as a single, cen-
tralized vault that contains raw information
that can be either extremely relevant or not,
depending on the business process demand-

ing the information. An e-mail about a lunch
meeting might be seen as innocent junk to
me, but that meeting might have been called
in the course of a thread of e-mails that dis-
cusses a subject the SEC might find sensi-
tive—“Dear Martha, how’s Tuesday for you?
Wednesday will be too late, if you know
what I mean....”

As we’ve been saying, it’s not merely
content that matters, it’s the context in
which it’s applied in the course of doing
business. Without that context, the mere
publishing, storage and retrieval of content
is meaningless.

But there’s one more inescapable con-
clusion: If practically every little e-mail is
important to somebody, then that has to be
one honkin’ humongous vault!  It is, and if
Sony has anything to do about it, it’ll get
more honkin’ very soon. Sony, according to
Michael Hall, product development and
marketing at Sony electronics, has partnered
with KVS specifically because of this
enlightened view of the repository as a
source of value to various functional users,
and that value varies depending on who’s
doing the searching and why. It’s not a mys-
tery, then, that Sony is one of the leaders in
creating a larger, more reliable near-line
storage medium from the emerging next-
generation “blue laser” technology.

“We see ourselves at the very center of
the enterprise. Behind the scenes, maybe,
but absolutely critical,” says Hall, and I
couldn’t agree more. “We choose partners,
like KVS, who can leverage our storage
capabilities to make the content useful to a
business’s goals.”

Content at the center of the enterprise,
and driving every business process? Sounds
like a brave new world. Get ready.

To find out what the other participants
in this White Paper have to say about the
intersection of content and process, quickly
turn to page 11.   ❚
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decades. Moore is currently serving as Editor-in-Chief of KMWorld
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change. Business today requires activating
content to solve real business issues.

Enter Enterprise Content Management
(ECM), which supports the business decision-
making process by leveraging content, process
and connectivity. While basic content man-
agement technologies and tools have been in
existence for more than 20 years, it is the in-
tegration of these same technologies today that
promises even more powerful and rapidly at-
tainable results. Unlike traditional, niche doc-
ument management and Web content man-
agement technologies, ECM helps businesses
achieve better business results by enabling
greater access to content, optimizing business
processes and connecting disparate systems,
people, applications and databases. This en-
ables companies to more effectively manage
and leverage content that drives their business
to make better decisions faster.

ECM’s Role in Enhancing 
Decision Making

ECM promotes rapid decision making in
a number of ways. First, it allows businesses
to apply business rules to automate processes,
reducing the need for human intervention in
routine or low-risk decisions. This enables
companies to apply valuable human resources
when there is an exception (for example, a
loan amount over a pre-established value) re-
quiring a human decision.

Speed is of the essence in this equation.
The faster you can process a business trans-
action, the more transactions you process. The
more transactions you can process, the more
clients and more businesses you service, and
the more revenue you generate. Faster deci-
sion making not only shortens cycle time, it
reduces handling costs—and ultimately in-
creases profitability.

Additionally, ECM aggregates the right
content and delivers it to the right people at the
“critical moment” when a decision must be ex-
ecuted, so they have all the information neces-
sary to make real-time decisions. This also sub-
stantially reduces the likelihood that employees

will make poor decisions, helping the company
manage its exposure to risk. While it’s difficult
to capture the cost of wrong decisions within
the enterprise, it’s easy to appreciate their cu-
mulative effect. One wrong decision may cost
you money—many wrong decisions may put
your company out of business.

Defining Active Content
Imagine a business that has a handle on all

of its content, yet no processes in place to ex-
ecute business decisions based on this con-
tent. Now consider the flipside: a business that
has comprehensive processes in place, yet
lacks the ability to capture and manage the
content critical to providing the right context
for decision making.

The simple management and delivery of
content does not provide sufficient value in to-
day’s business environment. Content by nature
is event-driven. Events trigger the use, creation
and management of content and associated
processes. In fact, most business situations re-
quire content, process and connectivity to vary-
ing degrees. They must work together to facil-
itate information exchange. And connectivity
is key, as many organizations have “stove-
piped” applications, creating obstacles for data
and content exchange.

Harnessing the power of content, process
and connectivity, ECM “activates” content by
creating relationships between documents,
Web pages, folders, etc. and the processes and
business systems that are critical to the opera-
tion. “Active” content reacts to changes or
events and is put to work to solve business
problems in real-time. (Imagine a runner,
crouched at the starting line, poised to take off
at the exact second the starting gun fires.) 

Content becomes “active content” when it
is: 1) proactively delivered when and where it
is needed to accelerate decisions; 2) when it is
enabled to react to business or transactional
events, and 3) when its context can launch
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ECM: Make Better
Decisions Faster
Through a Focus on Content, Process and Connectivity

As content continues to grow exponentially,
companies struggle with issues of aggregat-
ing, sharing and using various types of con-
tent. In fact, content management was ranked
the No. 2 priority—second only to security—
in Gartner’s 2002 CIO Survey. However, sim-
ple and passive management and delivery of
content is no longer adequate to meet the
needs of today’s business environment.

Today, companies need every advantage
to differentiate themselves, and to maximize
competitive edge and shareholder value. Cost
and revenue aspects are more important than
ever before, as is the need to deliver compre-
hensive value-added customer service in re-
sponse to an increasingly sophisticated and
demanding consumer base. Key to achieving
these goals is improving the way decisions
are made. Let’s face it—to a great extent, the
quality and quantity of decisions made by a
company determine its competitiveness.

Better, Faster Business 
Decision Making

Consider that across industries and around
the world, critical business decisions that de-
fine an organization's very existence are made
hundreds and thousands of times each day.
Loan applications are being accepted (or de-
nied), manufacturing designs are approved (or
denied), insurance is granted (or denied). The
methods of arriving at these decisions, and
their outcomes, have a significant impact on
the financial health and reputation of a com-
pany, as well as its ability to meet return on in-
vestment, response time and cycle time goals. 

Better, faster decision making is chal-
lenging for most organizations due to the fact
that the information required to make vital
business decisions is spread throughout the
company in multiple formats, IT systems, lo-
cations, business units, even time zones. To
facilitate decision making, content and data
must be shared across applications, business
processes and organizational boundaries to
increase responsiveness and knowledge ex-
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business processes or updates to enterprise
business applications.

Active Content in Action
Applying the active content concept, com-

panies can use business rules to automate
processes, reducing the need for human in-
tervention in routine or low-risk decisions.
This automation eliminates both the cost and
potential for errors associated with human-
based workflow, and allows companies to ap-
ply expert human resources when and where
they can add the most value to the decision-
making process. 

Aside from cycle time and cost advantages,
automated workflow also assists companies in
complying with security and privacy regula-
tions by limiting file access to only designated
personnel and providing audit trails.

The value of active content can be observed
when a customer calls with a common query
about a service request (for example, a policy
change). This query is the event that creates
the need to use, create and manage content.
Specifically, this event triggers a requirement
to identify, locate and extract specific content
related to the status of the request. The data and
content related to the sales order process may
be located in various systems and applications
(i.e., a CRM system, a customer database, or
perhaps a third-party contract management
system). Connectivity is then necessary to ag-
gregate, integrate and update this broad range

of content that exists in different locations
across the enterprise. As a result, these inquires
can be serviced more quickly and accurately
than ever before and new or updated informa-
tion can be immediately captured and shared
with the rest of the organization.

Companies using ECM to activate their
content are seeing significant ROI. For ex-
ample:
◆ CNA Insurance lowered claims handling

costs by 11 percent and improved claims
processing productivity by 53 percent. CNA
now pays 1.7 million claims automatically,
and 93 percent are paid within 28 days.

◆ The Missouri Public Services Commission,
which regulates 1,100 public utilities
statewide, has seen average productivity
savings of an hour and a half a day per em-
ployee—an estimated ROI of more than $3
million a year.

◆ Standard Bank of Africa, which operates
674 outlets throughout South Africa, has

seen improvements in productivity of 140
percent turnaround on financial decisions
reduced from seven days to an average of
seven minutes, and reductions in headcount
by 50 percent to 60 percent in one location,
resulting in significant cost savings.

Empowering Your Business with ECM
Today’s ECM technology is more accessi-

ble and easier to deploy than ever before, which
means if you’re not incorporating ECM into
your business, your competition probably is.

When sourcing ECM technology, be sure to
look for a vendor that offers the full range of
ECM capabilities, yet offers a modular ap-
proach so you can purchase only what you need
and add more capabilities as your needs change.
This “one-stop shopping” also reduces the risks
associated with contracting multiple vendors, as
well as lowers total cost of ownership.

Look for products that offer enterprise-
level scalability and flexibility to handle the
most demanding and complex content, busi-
ness process and application integration chal-
lenges. Finally, look for critical integration ca-
pabilities, which will ensure your new ECM
technology will “play nicely” with existing in-
frastructure and legacy systems.

The end result will be an ECM system that
delivers compelling ROI—in the form of im-
proved business agility, response and cycle
time, as well as lower transaction costs. But
the killer ROI will come in the form of better,
faster decision making, ensuring that the over-
all health, reputation and market share of your
organization continues to grow.   ❚

FileNet Corporation (Nasdaq:FILE) helps organizations make better
decisions by managing the content and processes that drive their busi-
ness.FileNet’s Enterprise Content Management (ECM) solutions allow
customers to build and sustain competitive advantage by managing
content throughout their organizations, automating and streamlining
their business processes, and providing the full-spectrum of connectiv-
ity needed to simplify their critical and everyday decision making.

FileNet ECM solutions deliver a comprehensive set of capabilities
that integrate with existing information systems to provide cost-
effective solutions that solve real-world business problems.

Since its founding in 1982, more than 3,800 organizations, including
80 of the Fortune 100, have come to depend on FileNet solutions for
help in managing their mission-critical content and processes.

Headquartered in Costa Mesa, Calif., the company markets its inno-
vative solutions in more than 90 countries through its own global
sales, professional services and support organizations, as well as via
its ValueNET® Partner network of resellers, system integrators and
application developers.Enterprise Content Management aids decision making through a focus on content,process and connectivity to other applications,databases and systems.

"Today's ECM technology is more accessible 

and easier to deploy than ever before, which

means if you're not incorporating ECM into your 

business, your competition probably is."



vant information is continuously evaporating
out of the organization.

A Further Issue
The total body of unstructured informa-

tion in the organization is itself an informa-
tion asset, ready to be explored and exploit-
ed. It is possible to envisage advanced tools
in this space that will take advantage of the
fact that not only is there a massive amount
of raw information stored within the organi-
zation, but also the metadata defining how
that information was routed or shared is also
recorded. If that data is fully interpreted and
exploited then there are very exciting oppor-
tunities for using it to re-engineer businesses
and maximize the effectiveness of their
employees. Needless to say, if the body of
information is continuously reduced through
evaporation, or if it is distributed in thou-
sands of local and personal stores, then it is
not in a position to be exploited.

Legal Discovery
Given the growing number of corporate

lawsuits and increased issuance of govern-
ment subpoenas, implementing e-mail
retention polices has become a must-do. You
don’t have to be a corporate giant under sus-
picion to have your e-mail requested as part
of legal discovery in a lawsuit or inquiry.
Thanks to Federal Rules of Civil Procedure
and many similar state rulings, corporate e-
mail is recognized as a discoverable form of
electronic information, which must be pro-
duced on demand if requested. The burden
is often on your legal counsel to produce the
requested data; the problem is, producing e-
mail for electronic discovery is an extreme-
ly expensive and labor-intensive task.
Without the proper tools, locating and sift-
ing through enormous volumes of e-mail
and attachments can prolong legal defense
work and possibly cripple your ability to
respond. As many enterprises have learned,
it’s better to be prepared than be surprised
during the discovery process.

Regulatory Compliance
Apart from its use as a knowledge store,

there is another more pragmatic and often
mandatory reason to manage unstructured
information properly, and that is the law. In
many sectors, especially finance, pharmaceu-
ticals and government, there are already legal
mandates to retain some or all of information
contained in e-mail. Surprisingly, many
organizations simply apply general backup
principles to their e-mail hoping they will
never have to retrieve the content. In today’s
business climate, with increasing scrutiny
from regulatory bodies that demand strict e-
mail retention policies, the most effective and
pragmatic approach is to implement intelli-
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Intelligent Archiving and
Storage for Compliance
and Knowledge Mining

E-mail is no longer just an informal, tran-
sient messaging mechanism—it’s a vital part
of an organization’s infrastructure. But while
the dynamic flow of e-mail is now recog-
nized as the lifeblood of an enterprise, the
value of its content is often overlooked. The
items held in mailboxes and shared folders,
for example, are a vital information asset
both as a major part of each individual’s
knowledge base, and as a significant intel-
lectual property asset of the organization as
a whole. This means that the problem of
managing e-mail is not just one of keeping it
moving and preventing it from clogging up
frontline storage. Now it’s also about pro-
tecting and fully utilizing the contents of e-
mail—a “knowledge management” problem
in the literal sense.

Information Evaporation
Most organizations today have typically

done little or nothing in the way of an infor-
mation retention policy for e-mail. They
tend to concentrate primarily on the practical
issue of controlling storage growth by limit-
ing mailbox sizes and applying storage quo-
tas, with little thought being given to pre-
serving the content. As users hit their quota
limit enforced by the administrators, they are
automatically prevented from sending or
even receiving e-mail, which immediately
puts them under pressure to do housekeep-
ing with little or no direction as to what
should be retained and how. As a result,
important items tend to be deleted, moved to
private stores or forwarded to external mail
systems. Unfortunately, information moved
out of central systems is information lost.
This situation is exacerbated by regular staff
turnaround; when people leave the organiza-
tion, privately stored information goes with
them. Administrators also jump on the
chance to delete past employee mailboxes
rather than leaving them to consume storage.
The overall effect is that important and rele-
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gent e-mail archiving and WORM technolo-
gies. As a result there is an immediate oppor-
tunity to harness information mining and
searching technology to implement audit and
supervisory functions. Even the legal impli-
cations of deleting the e-mail, which in
essence is a legal record, need to be consid-
ered. If not managed properly, the risk 
of severe penalties now seems almost
inescapable wherever litigation can apply.

Content Archiving with 
KVS Enterprise Vault

Content archiving software, including e-
mail archiving, should be designed for alle-
viating the pains, pressures and risk compa-
nies feel from the explosive growth of infor-
mation in messaging and collaborative sys-
tems. From legal and regulatory compliance

and risk mitigation to infrastructure and
migration challenges, good archiving soft-
ware should bring industrial strength to e-
mail and collaboration systems by protecting
and preventing a company’s intellectual cap-
ital from becoming lost or dormant. KVS
developed its flagship product, Enterprise
Vault, precisely to meet these goals.

Sony, one of the hundreds of KVS cus-
tomers, attests to the importance and rele-
vancy of Enterprise Vault. “Most corporate
e-mail systems are the backbone for sharing
information for many companies. If you
don’t apply some sort of e-mail storage,
archive, retrieval and lifecycle management
system, you need more and more exchange
servers to cope with the PST files. As the
amount of e-mail flying between them
increases, the amount of data increases as
does the time and cost involved in back up

and restore,” said Max Griffiths, a Sony UK
Ltd Network and Server Team Leader.
“With Enterprise Vault, we are able to take
the old, infrequently used e-mail out of the
system and securely store it. In doing so, we
can keep our Exchange system lean and get
good speed for our users. Without it, our
day-to-day database would just get bigger
and slower.”

Sony also wanted to find a full solution
that would provide lifecycle management of
e-mails and access to older e-mails. “We
wanted a system that would remove the risks
associated with PST storage, as well as
improve legal compliance through e-mail
lifecycle management,” Griffiths adds. “A
lot of the products we looked at were not
100% stable. Enterprise Vault is one of the
few robust, comprehensive e-mail manage-
ment systems on the market.”

Protecting Information with Sony Optical
While RAID is the most commonly used

storage technology, its rewriteable character-
istics fall short of meeting the guidelines of
regulatory markets. The addition of an
Optical Library System provides companies
with the means to create a regulatory com-
pliant high-performance storage solution.
Because optical drives support both WORM
and rewriteable media, optical libraries can
store information required to meet legal and
regulatory guidelines on WORM media,
while the rewriteable media provides eco-
nomical storage load balancing with the
RAID. And because of optical’s high-per-
formance seek times and transfer rates, users
may not distinguish if they are retrieving
information from an optical drive or RAID.
This performance advantage, combined with
the disk caching and prefetch features of
optical library management software, can
effectively make the media swap times asso-
ciated with optical libraries virtually trans-
parent to the users.   ❚

KVS Inc.and Sony Electronics offer industry-leading products and technolo-
gies to help businesses address the challenges highlighted in this article:

◆ An intelligent and efficient e-mail and content archiving product;
◆ Compliance Accelerator to ensure regulatory compliance, includ-

ing supervisory functions;
◆ Discovery Accelerator to provide corporations with a 

cost-effective and efficient way to retain, manage, and search
your e-mail and attachments;

◆ Multifunction Optical drives with compliant WORM (Write Once
Read Many) and high performance rewriteable storage technology.

To find out more about Enterprise Vault from KVS please visit us at
http://www.kvsinc.com.You may also contact us via e-mail at
info@kvsinc.com, or by phone at +1 877-358-2858.

For more information on Sony's optical products, email
mike.hall@am.sony.com or visit www.storagebysony.com/oem

Win a chance to receive a free, personalized ROI study from
KVS and find out how Enterprise Vault can save you money
while optimizing your Microsoft Exchange Environment.
Simply e-mail info@kvsinc.com with the subject line “I want to
win a free ROI study”and you will be contacted with the
details of this exciting opportunity.

The City of Oceanside, CA, recog-
nizes the value and importance of the
content being generated and received
via government e-mail. Oceanside policy
states that all e-mails associated with the
conduct of the City are considered public
records and must be retained at a mini-
mum for two years. The preserved e-mail
must also be easily accessible for both
City management and fulfillment of pub-
lic records requests as similarly defined
by Federal Freedom of Information Act
(FOIA) standards.

While this aggressive retention policy
was initiated to protect and better serve
citizen interest, the City e-mail system
became flooded with critical public infor-
mation, creating numerous issues for
Oceanside’s existing Microsoft Exchange
environment:

◆ City e-mail records were being lost or
deleted by human error;

◆ Backups failed to adequately support
recovery requests;

◆ Lack of search functionality made
retrieving City e-mail difficult.

To solve these problems, the City of
Oceanside implemented Enterprise Vault
e-mail content archiving from KVS Inc.
to address recovering lost e-mail and
assured compliance to public records
requests and City policy.

“Enterprise Vault dramatically simplifies
our e-mail management and recovery
process,” said Michael Sherwood, CIO of

the City of Oceanside. “The amount of
time saved by restoring e-mail through
Enterprise Vault vs. backup is immense.
What used to take us hours now takes five
minutes.”

Managing an Exchange environment
of 1200 users, Oceanside’s IT department
must regularly process public records
requests for City e-mail as well as addi-
tional requests to restore City e-mail
from backup. With Enterprise Vault in
place, Oceanside has reduced the search
and retrieval time of its e-mail requests 
by 95%.

Enterprise Vault Mailbox Archiving
streamlined Oceanside’s environment by
eliminating any need for mailbox quotas
or message size restrictions, and its
Journaling feature automatically captures
and saves a copy of every message pass-
ing through the Exchange server. Lost or
accidentally deleted e-mail is a thing of
the past because users can search and
retrieve their archived e-mail directly
from Outlook, and the City can instantly
search and fulfill all public records
requests via a centrally accessible archive
of all City e-mail.

“On the legal side, Enterprise Vault
enables us to recover not only messages
but also attached documents via the key-
word search feature. It allows us to
search text within an attachment and
that’s another great time saving feature,”
said Sherwood.

The City of Oceanside—
A Case Study in E-Mail Retention

http://www.kvsinc.com.You


archival, preservation and persistence; and the
access, retrieval, redaction and dissemination
of these archived records.

Next-generation electronic records man-
agement solutions need to extend their tradi-
tional records lifecycle management func-
tionality to encompass technologies that can
manage content lifecycle along the following
guidelines:
◆ Capture content declared as official cor-

porate records;
◆ Interpret the content of these records and

process them based on content policies
defined by the organization;

◆ Authentically store, preserve and secure
these records;

◆ Provide access to the content, free from
dependency on where it is stored (physi-
cally or as part of a superset of other con-
tent); and

◆ Provide an auditable process for the iden-
tification, archiving, retention and disposi-
tion of content based on corporate policies,
and legal and industry regulations.
The above must be provided seamlessly

within the content management environment.
It must be also applied to the content while it
remains in its native environment and inte-
grated with the existing business processes. In
addition, this technology must be extended to
an ever-increasing variety of document for-
mats stored in a wide variety of sources.

Leading Edge Records Management

Most current records management prod-
ucts are self-contained and closed systems
targeted at the RM professionals. These
products require the physical migration of
documents from their source repositories to
their own proprietary repositories, which ul-
timately leads to the creation of isolated is-
lands of information that are disjointed from
the rest of other corporate content.

Leading Edge Records management must
be able to integrate seamlessly into the con-
tent management environment so that docu-
ments and records are handled in a seamless
manner (with the additional controls imposed
on the records):
◆ It must manage records, apply security to

them, perform retention and disposition ac-
tions on them while they remain in their na-
tive repositories;

◆ It must provide simultaneous support for
multiple types of record repositories;

◆ It must maintain the integration of docu-
ments that become records with business
processes; and

◆ It must interpret the content of records
based on corporate policies and subse-
quently apply actions to these records based
on these policies.

The benefits of such an approach are nu-
merous and include:
◆ Direct bottom line benefits, such as:

leverage of existing IT infrastructures,
procedures, and personnel; reduced total
cost of ownership; improved productivity
and efficiency; reduced legal risks; and
elimination of expensive and unreliable
migration of records between stores.

◆ Indirect, intangible benefits, such as:
improved access to corporate knowledge;
and higher user acceptance. 

◆ Better customer service through: effec-
tive and efficient servicing of external (pub-
lic, corporate, etc.) information requests;
and compliance with privacy and access to
information regulations and laws.   ❚

eManage provides key technology components to be embedded in
enterprise content management solutions, and has been a pioneer in
developing innovative software solutions for electronic records man-
agement and email archiving and lifecycle management.These solu-
tions address the market needs for intelligent content interpretation
and processing, content lifecycle management and archiving.
eManage products enable organizations to improve productivity,
reduce the total cost of ownership of its’messaging infrastructure,
mitigate legal costs and risks, ensure compliance with corporate poli-
cies and enable regulatory compliance.

eManage enjoys a top tier leading position in North America as a
provider of electronic records management and email management
solutions.eManage products are U.S.DoD 5015.2 certified and compliant
with several industry regulations such as SEC 17a-4,HIPAA,FDA rule 11
and Canadian PIPEDA/C6.Headquartered in Ottawa,Canada,eManage
markets its innovative solutions worldwide through a network of distrib-
utors,OEM partners,value added resellers and system integrators;with
customers in government,securities,healthcare,utilities and banking.

Special Supplement to 

Marrying Records
Management and
Enterprise Content
Management

Electronic Records Management is emerg-
ing as a key component of enterprise con-
tent lifecycle management. It is the ability
to systematically capture, process, organize,
retain and preserve, provide access with se-
curity and finally dispose of official corpo-
rate content based on rules defined by the
organization, and mandated by laws and in-
dustry regulations. Records Management is
an emerging infrastructure function, and ul-
timately, a component of ECM.

Rescuing Corporate Knowledge
Today, more than ever, managing content

lifecycle has become a key requirement by all
enterprises regardless of their industry focus.
It is now widely accepted that organizations
lacking a clear program for implementing
content lifecycle management solutions may
fail to systematically capture their corporate
content, organize it in a corporate classifica-
tion, preserve it and manage it. These organi-
zations run the risks of accidental or some-
times deliberate destruction of official con-
tent, the unnecessary and expensive retention
of obsolete content, and most importantly the
loss of a key asset in the organization—“cor-
porate knowledge”—resulting ultimately in
non-compliance with legal and regulatory
obligations. The capabilities required to deliv-
er such seamless solutions include the receipt
and processing of records for storage,
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formation,” then deliver it to the device and
format the user needs or desires.

◆ Managing portal growth. As the need
for portals across the enterprise grows, IT
organizations have to find a way to
quickly assemble and deploy new portals
based on a standard set of capabilities and
configurable applications. IT has to main-
tain control over mission-critical aspects
of these portals, such as authentication,
hosting and failover, while distributing
the day-to-day management of the site
and the information to the business users
who need it.

Vignette’s Portal Solution

Vignette’s platform for creating, deploy-
ing and managing enterprise Web applications
ensures that organizations gain maximum ad-
vantage from their IT infrastructure, informa-
tion and customer interactions. IT teams gain
the power of a comprehensive suite of infor-
mation management and delivery capabilities
for departmental and enterprise portal de-
ployments through:

◆ Comprehensive content integration, appli-
cation adapters, multi-level workflow, data
transformation and syndication tied to a
“virtual content repository” model that ac-
cesses and manages enterprise information
and business processes, and delivers them
in context.

◆ Observation, analytics, segmentation, im-
plicit and explicit personalization and meta-
tagging that matches user needs with in-
formation from virtually any data source
across the enterprise.

◆ The most advanced portal framework
available today that quickly configures,
deploys and manages multiple advanced
enterprise portals.

◆ Modular, reusable out-of-the-box manage-
ment console and desktop integrations
combined with best practices and packaged
service offerings.

◆ Completely integrated with Vignette’s flag-
ship content management for sophisticated
enterprise information management needs.

The Benefits of Vignette’s Portal Approach
All businesses want to increase revenue,

improve productivity and decrease costs. With
Vignette’s portal capabilities at the core of their
unified Web strategy, organizations can:

◆ Target and deliver complete information
in context to customers, suppliers, em-
ployees and partners.

◆ Deliver customized information that im-
proves productivity by enabling users to
make informed business decisions.

◆ Reduce ownership costs across all enter-
prise Web applications by deploying and
managing all portal capabilities through a
unified management console.

◆ Gain competitive advantage through rapid
assembly and deployment of applications
to meet tactical business needs.

◆ Reduce the deployment risk associated with
buying from multiple vendors and having to
integrate their often-incompatible products.

With Vignette, organizations can quickly
assemble, deploy and manage multiple on-
line portal applications that capitalize on their
infrastructure, information and interactions
to deliver the information users need, when
they need it. Vignette’s capabilities have been
put to the test in more than 2,000 live site im-
plementations.   ❚

Not all portals are created equal.Visit
http://www.vignette.com/eval for a free evaluation guide for
content management and portal solutions. See how the combination
of Vignette and Epicentric can get you up and running faster, and
reduce your ownership costs on your Web initiatives.

Unifying the Management
of Portals and Content

You’ve likely seen the trend of departments
in your organization creating unique Web sites
to accelerate their collaboration or communi-
cation with customers, employees or partners.
They’ve likely labeled it a “portal.” However,
as this trend accelerates, it presents both chal-
lenges and opportunities for organizations
seeking a competitive edge.

The key to successfully harnessing portals
across your enterprise, and the valuable in-
formation contained within them, is to im-
plement a portal management solution that in-
tegrates the infrastructure, information and
interactions that users have within these ap-
plications. This unified and comprehensive
approach ensures that across all lines of busi-
ness, users have access to the right informa-
tion to make informed decisions and applica-
tions that scale to the needs of the entire
organization.

Portal Challenges

The promise of an enterprise portal is to
create a window into relevant information
and applications for each user. But with the
exponential growth of information and the
complexity of enterprise applications, por-
tals can serve to either complicate or sim-
plify the lives of users, depending on sev-
eral key factors:

◆ Location of information. Most organiza-
tions process and store business-critical in-
formation in multiple data locations. Data
is created and housed in silos within and, in
some cases, outside the organization. The
challenge is to provide users with unified
access to this information without incurring
the costs and headaches of creating and syn-
chronizing new data repositories.

◆ Information in context. With access to so
much information and so many business
processes, users can become overwhelmed.
The challenge for portals is to consider el-
ements of a user’s organizational role (e.g.
demonstrated preferences, implied inter-
ests, business rules) and perform a content
usage analysis to determine the “right in-

Conleth O’Connell is
chief technology officer
at Vignette Corporation,
where he manages the
technical direction and
is responsible for
driving new product
technology initiatives.
O’Connell joined
Vignette in 1996 as one
of the company’s first
engineers.He has more
than 18 years of

software product development and project
management experience.

O’Connell has demonstrated Vignette’s support for open
standards by participating in standards committees
including the World Wide Web Consortium and the Web
Services Interoperability Organization.O’Connell holds a
master’s degree and Ph.D.in Computer and Information
Science from Ohio State University.He was a member of
the original XML Working Group that produced XML 1.0.

Conleth O’Connell

By Conleth O’Connell, Chief Technology Officer, Vignette® Corporation
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information. The content manager has a num-
ber of conflicting interests to address:

◆ Providing information that is comprehen-
sive but not surplus to requirements;

◆ Empowering people to manage their own
information searching but with an element
of control;

◆ Using the open Internet but ensuring re-
sults are reliable and accurate; and

◆ Giving access to the open Internet but us-
ing internal business applications as the
first point of contact.

Aggregation addresses many of the chal-
lenges of content management— it offers sin-
gle point access, it mirrors the existing trend
for on-line searching, it offers breadth of
sources and it is completely automated. There
are still, however, some problems inherent to
aggregation which Moreover addresses as
follows:

Access to the right sources: Most ag-
gregators crawl the Internet, collect head-
lines and deliver those headlines as headline
links. With less sophisticated solutions,
however, what you get is information over-
load—an abundance of headlines delivering
information of varying quality. Moreover ad-
dresses this problem by using a powerful
combination of automated and human editors
to select which online sources to use and then
scours those sources on a continual basis. The
difference can be seen in the quality and re-
liability of information that is provided.
Christine Bennett, Editorial Program Man-
ager at Microsoft Information Services, chose
Moreover as a result of its “breadth of cover-

age and quality of information”. Moreover
provides comprehensive online news cover-
age delivered in real time via multiple deliv-
ery mechanisms to more than 50,000 em-
ployees across Microsoft. 

Relevance: Many of today’s search en-
gines provide fast and efficient searching
across the Internet. Moreover powers over
65% of these searches resulting in more
classified and organized content retrieval.
Jim Lanzone, Vice President of Product
Management at search engine Ask Jeeves,
explains why they chose Moreover to en-
hance their offering: “We selected Moreover
Technologies to supply our news feed be-
cause the sophistication of its technology
solves the unique challenges inherent to
search engines.” Moreover adds qualitative
data, called metadata, to online sources. The
metadata added includes information based
on publisher source information and article
subject matter, enabling very controlled cat-
egorization of information based on type of
publication, location, category, media type
and so on. The metadata opens the door to
powerful filtering capabilities like Al-
taVista’s News 2.0 search product and for
corporate customers produces very specific
and tailored information results. 

Variety of Different Formats: Online
information is published in a variety of for-
mats. Moreover’s technology normalizes
these formats and converts them into XML,
thus ensuring universal compatibility with
any technology platform. As a result, prod-
ucts can be quickly and easily integrated into
any business application. Moreover also has
a reputation for pioneering new technolo-
gies like RSS and has partnered with many
of the leading names in technology, includ-
ing PeopleSoft, Autonomy, IBM's Web-
Sphere and Inktomi. 

Conclusion

In general, it’s an exciting bewildering
and, above all, challenging time for the in-
formation industry and content managers.
New tools, new formats and new resources
mean that there is more and more informa-
tion available. As the volume of online in-
formation continues to grow at such a rapid
rate, content managers need to look to solu-
tions such as Moreover Technologies, which
enable them to gain control of this informa-
tion, improve the way users search for on-
line content and ultimately provide the right
information to the right people at the right
time.   ❚

Moreover Technologies, Inc. is a provider of real-time information
management solutions, delivering essential online information in
time to impact business decisions. If you are interested in learning
more about Moreover Technologies, please visit www.moreover.com 

Special Supplement to 

Taking on the 
Challenge of ECM

Content management is a tough job and it’s
not going to get any easier. The glut of in-
formation online continues to grow, not only
in the types of content known to the Inter-
net but even more so with the advent of
lightweight publishing tools such as Move-
able Type and Google’s Blogger. Geek and
respected journalist alike can now have their
say. Online publishing can be done easier,
quicker and cheaper than ever before, re-
sulting in near instantaneous travel of break-
ing events, instant editorials, and opinions
online. Indeed, by the end of 2002, there
were 3 million web sites, 3 billion pages,
and 500,000 Blogs online, but only a frac-
tion of which could be considered news-
worthy.

Today, four out of five people turn to the
Internet first for their information needs, re-
flecting the fact that most business critical in-
formation appears first, and often exclusively
online. As information continues to meta-
morphose, it becomes less defined, more dis-
persed and, by default, more difficult to man-
age. The greater the number of online
sources, the more difficult it becomes to keep
track of which sources to read. And while the
ideal content management solution utilizes
both aggregated and syndicated solutions, it
is the fluid nature of Internet content that
poses the greatest challenge. 

The Content Manager’s Challenge
While Internet content plays a mission

critical role in creating a comprehensive con-
tent management solution, the challenge is
how best to leverage and control this online
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“As information continues to metamorphose, it

becomes less defined, more dispersed and, by

default, more difficult to manage.”
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The Case for 
Content Management
In the words of White Paper authors, powerful statements regarding the 

value of enterprise content management:

It is now widely accepted that organizations lacking
a clear program for implementing content lifecycle man-
agement solutions may fail to systematically capture their
corporate content, organize it in a corporate classifica-
tion, preserve it and manage it.These organizations run
the risks of accidental or sometimes deliberate destruc-
tion of official content, the unnecessary and expensive
retention of obsolete content,and most importantly the
loss of a key asset in the organization—“corporate knowl-
edge”—resulting ultimately in non-compliance with le-
gal and regulatory obligations.

“Marrying Records Management and ECM”
By: eManage

Imagine a business that has a handle on all its content,
yet no processes in place to execute business decisions
based on this content. Now consider the flipside: a busi-
ness that has comprehensive processes in place,yet lacks
the ability to capture and manage the content critical to
providing the right context for decision making.The sim-
ple management and delivery of content does not pro-
vide sufficient value in today’s business environment.

“ECM: Make Better Decisions Faster”
By: Michael W.Harris

FileNet

The total body of unstructured information in the or-
ganization is itself an information asset, ready to be ex-
plored and exploited.It is possible to envisage advanced
tools in this space that will take advantage of the fact that
not only is there a massive amount of raw information
stored within the organization, but also the metadata
defining how that information was routed or shared is
also recorded. If that data is fully interpreted and ex-
ploited then there are very exciting opportunities for us-
ing it to re-engineer businesses and maximize the effec-
tiveness of their employees.

“Intelligent Archiving and Storage for 
Compliance and Knowledge Mining”

By: Lydia Bennett, KVS Inc. & Mike Hall, Sony Electronics

Today, four out of five people turn to the Inter-
net first for their information needs, reflecting the
fact that most business critical information appears
first, and often exclusively online. As information
continues to metamorphose, it becomes less de-
fined, more dispersed and, by default, more difficult
to manage. The greater the number of online
sources, the more difficult it becomes to keep track
of which sources to read. And while the ideal con-
tent management solution utilizes both aggregated
and syndicated solutions, it is the fluid nature of In-
ternet content that poses the greatest challenge.

“Taking on the Challenge of ECM”
By: Angus Bankes

Moreover

You’ve likely seen the trend of departments in
your organization creating unique Web sites to ac-
celerate their collaboration or communication with
customers, employees or partners. They’ve likely la-
beled it a “portal.”However, as this trend accelerates,
it presents both challenges and opportunities for or-
ganizations seeking a competitive edge. The key to
successfully harnessing portals across your enter-
prise, and the valuable information contained within
them, is to implement a portal management solu-
tion that integrates the infrastructure, information
and interactions that users have within these appli-
cations. This unified and comprehensive approach
ensures that across all lines of business, users have
access to the right information to make informed de-
cisions and applications that scale to the needs of
the entire organization.

“Unifying the Management of Portals and Content”
By: Conleth O’Connell

Vignette®
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