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1 Overview

This workshopis designedfor librariansand
informationprofessionalswho (plan to) offer
researchandcompetitive intelligence(CI) ser-
vices to clients with Internet–affiliated prod-
ucts, services,or target markets. “Online”
clients have information needsthat are new
and unique to the Internet. Report mod-
els developedwith Inter@ctivate Consulting
Groupcustomersandconsultingprojectswill
besharedanddiscussed.

2 Research Evolution
� traditionalmethods

� new media,old methods

� new methodsfor thenew needs

3 Scenarios
� new or improvedonlineservice

� targetingaspecificonlineaudience
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� convertingfrom competitor’s offering

� what do netizenssayaboutmy company
online?

� how dowerankin searchenginesanddi-
rectories?

� trendandtraffic questions

4 Tools

4.1 Feature Anal ysis of an Online
Product or Service

Figure1: excerptfrom anonlinefeaturematrix

purpose A featureanalysisallows you to
compare specifics of your (client’s) online
product or service offering to competitors.
This matrix allows intelligent businessdeci-
sions to be madewith current awarenessof
how competitorsare (not) handlingcompara-
bleoptionsandopportunities.

method

� brainstorminitial criteriawith client

� identify competitorURLs

� start surfing,about15 minutesper com-
petitorsite

� refinecriteria,revisit URLs asnecessary

� write executive summaryandanalysis,as
appropriate

4.2 Visual Presentation of
Competitor s on the Web

Figure2: side–by–sidethumbnailsallow fast
comparisonof key visual interface
elements.

purpose Provideyourclientor designteam
with avisualoverview of competitorinterfaces
at–a–glance.Makes it easyto spot trendsin
look andfeelamongsitesin agivenindustry.

method

� consideraudiencetechnology

� identify competitorURLs

� screencaptures,about2 minutespercom-
petitorsite

� addexecutive summary, if appropriate
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4.3 Presence Evaluation

Presencecomesdown to two questionsfor the
client,brand,product,or serviceof interest:

1. Canpeoplefind us online? This type of
presence(or lack of presence)might be
calledSearch Presence.

2. If peoplehave found us, what are they
saying about us online? This sort of
presencecanbereferredto asDiscussion
Presence.

4.3.1 Search Presence Anal ysis

Figure3: SavvySearchpositionanalysistool

purpose Provide feedbackon a client’s ef-
forts at search engineplacementand results
optimizationagainstdesiredkey terms.

method
� determinekey terms. top–down, from

client;bottom–up,from searchlogsor on-
site poll. Typically query from two sce-
narios:1. userknows this URL existsand
is trying to recall by exactname, 2. user
is performingageneral subjectsearchre-
latedto thisclient URL.

� query key terms in an online position–
analysisresource(or performmanuallyif
desired)

� report resultswith suggestionsfor legiti-
mateimprovementsto theonlinecontent.

� re–submittheURL to appropriatedirecto-
riesandindexes

4.3.2 Discussion Presence Anal ysis

Figure4: Usenetmentionsof a client name
over time

presenceanalysis - health/diet presence
analysis- insurancetrademarkabuse- zoolog-
ical societyattitudediscovery

purpose Is therea consumeraudienceon-
line discussingour company, product,or ser-
vice? Is this audiencewaxing or waning?
Whatarethey sayingaboutus?Whichof these
onlineaudiencesis themostappropriatetarget
market for ourproduct?

method

� defineresearchquestionandgoal

� spot–checksomesamplequeriesin a dis-
cussionsearchengine

� runqueriesoverdesiredtimeperiod

� analysis, maybe help from a statistics
guru

� presentdata,usuallytablesor charts
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4.4 Usability

Figure5: excerptfrom a usabilityreview for a
clientwebsite

purpose Determinehow well a (client’s)
interfaceand relatedonline factorsadhereto
webusabilityprinciples,andsuggestimprove-
ments.

method

� establishusabilitycriteria/template1

� surf the site in question,recordobserva-
tions

� comparereal to ideal, recommendim-
provements

4.5 Systems Anal ysis & Design

purpose Refinesystemsin thecontext of an
entiredepartment,organization,or information
watershed.

1youarewelcometo contactmevia emailfor acopy of
theusabilitytemplateonethati use:sean@durak.org

Figure6: detail- useof frames- fromanonline
usabilityreview

Figure7: client extranetaccessto online sys-
temsanalysisreport
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method Systemsanalysis(andfriends,e.g.
contextual analysis)is a long, formal process,
uniqueto theclientandsituationbeingstudied.
It is not the kind of serviceyou’d performin
anafternoon—but its definitelyan option that
librariansshouldbe awareof andpreparedto
recommendto clientswith complex situations
whereinformationneedsandretrieval maybe
asmallpart.Thebroadsteps:

� defineuser/audience,scope/focus

� determineneeds

� auditexistingsystems

� researchalternatives

� iterative design,development

� implementation(including training, doc-
umentation,conversion)

� maintain,monitor, refine

5 Online Deliver y
� intranets,extranets,webservers

� accessto live/raw data

� portabledocumentformats

� security

� monitor/ measureuse

� recycled reports make excellent search
gateways!

6 Keeping Up
� reduceinfoglut with filtering

� profile–basedstandingqueries

� serendipity. it happens.

� market trends- qualitative

� market analysis- utility industrymarket
analysis- agriculture

7 Speaker Bio

Education BA in visualart mediafrom the
Universityof California,SanDiego. MLIS with
specializationsin informationsystemsandin-
formationaccessfrom the University of Cali-
forniaLosAngeles.

Work University of California: Internetin-
structor, academiccomputing specialistand
networkadministrator. foundedKensho,acon-
sultancy for Internetresearch,education,and
marketing in 1995. JoinedInter@ctivateCon-
sultingGroupasdirectorof research& intelli-
gencein December1996. Presentlydedicated
to thecommercialsuccessof SavvySearch.

Additional Information Most of the
projects, cases, and clients discussed in
this talk are care of the Inter@ctivate
ConsultingGroup: http://interactivate.com/ Profes-
sional and personalURL: http://durak.org/sean/

Notes from this conference available:
http://durak.org/sean/pubs/ili/
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