
Knowledge Management

What it is, why it matters, and 
(Google) options for making what(Google) options for making what 

you know findable



Knowledge as a hard copy conceptKnowledge as a hard copy concept



Knowledge as a digital conceptKnowledge as a digital concept
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Web search paradigmsWeb search paradigms

It’s not just about the search boxIt s not just about the search box…



Web search paradigmsWeb search paradigms

Navigational you want to know where ‐ i eNavigational... you want to know where i.e., 
tell me where a  particular site or document is 
locatedlocated

Andrei Broder
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Web search paradigmsWeb search paradigms

Navigational... you want to know where ‐ i.e., tell me where a  
l d l dparticular site or document is located.

Informational... you want to know who or what ‐ i.e., acquire y q
static information on a web page or in a document.

Transactional... you want to know how – i.e.,Transactional... you want to know how i.e., 
take a web search result and perform an 
activity or process the information 
d i ll t ti ldynamically, to a particular purpose

Andrei Broder



Other web search paradigmsOther web search paradigms

exploratory search
crowd sourcingcrowd sourcing
real‐time search

known‐item search
vertical search (filtering)vertical search (filtering)



Vertical search (filtering)Vertical search (filtering)



Vertical search (filtering)Vertical search (filtering)



Impact of search paradigmsImpact of search paradigms

Search concepts have changed how weSearch concepts have changed how we…

perceive “information”perceive information
locate information

access th t i f tiaccess that information
use information
share information



Is it all about “search”?Is it all about  search ?

“I’m gonna search like it’s 1999”

Google becomes a verbGoogle becomes a verb

Web content goes crazy social

The cloud emerges as an application platform

Sharing of documents breaks out



The pervasiveness of GoogleThe pervasiveness of Google

How Good (or Not Evil) Is Google?
David Carr, New York Times (June 21, 2009 )



Is it all about Google?Is it all about Google?

Google has ~70% of the search engine marketGoogle has  70% of the search engine market

G l ff 0 b li iGoogle offers 50+ web applications

A year ago, 1.75 million companies were using
Google Apps increasing at a rate of 3,000 a dayGoogle Apps, increasing at a rate of 3,000 a day



Seriously, is it all about Google?Seriously, is it all about Google?

No… 
It’s about “findability”



What is findability?What is findability?

find•a•bil•a•ty n

a. the quality of being locatable ora. the quality of being locatable or 
navigable

b the degree to which a particularb. the degree to which a particular  
object is easy to discover or 
locate

c. the degree to which a system 
or environment supports 
navigation and retrievalnavigation and retrieval

Peter Morville



Information as a valueInformation as a value

Peter Morville



What about information architecture?What about information architecture?

t t l d i f h d• structural design of shared 
information environments

• combination of organization, 
labeling, search, and navigation 
systems in web sites and 
i t tintranets

• art and science of shaping 
information products and 
experiences to support usability 
and findability

Peter Morville



Complaints about IA designComplaints about IA design

• design and layout damages usability and g y g y
credibility

• users do not trust accuracy or currency of 
content

• difficulty of submitting content discourages use

• users cannot find the information they need

Peter Morville



Enterprise Findability = IA + KM + SearchEnterprise Findability  IA   KM   Search

• In a portal space, IA is top‐down: traditional, controlled
methods of structure and organization

• In a collaboration space, IA is emergent: learn byIn a collaboration space, IA is emergent: learn by 
observing and harnessing user patterns and metrics

• enterprise search is the bridge across portal intranet and• enterprise search is the bridge across portal, intranet and 
collaboration space,  web sites and (CMS) databases

• Success requires supportive culture and incentives

Peter Morville



Usability: Not as simple as it looksUsability: Not as simple as it looks

“design and layout
damages usability”



Usability: Not as simple as it looksUsability: Not as simple as it looks

Eric Burke
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Usability: Not as simple as it looksUsability: Not as simple as it looks

Eric Burke



Usability: visual hierarchyUsability: visual hierarchy

Luke Wroblewski



Usability: no clear hierarchyUsability: no clear hierarchy

Luke Wroblewski



Our shared portalOur shared portal



Our shared portalOur shared portal



Our shared CMSOur shared CMS



Our shared intranetOur shared intranet



Our shared intranetOur shared intranet



Our shared document repositoryOur shared document repository



Our shared document repositoryOur shared document repository



Our shared document repositoryOur shared document repository



Our shared document repositoryOur shared document repository



Our public web content…Our public web content…



The Findability ProjectThe Findability Project

How LSNC as an organization identified what itHow LSNC as an organization identified what it 
knows and how it went about organizing it so 
it could be targeted by a Google Searchit could be targeted by a Google Search 
Appliance (GSA).



Summary of GSA targetsSummary of GSA targets

1. all Google Sites organizational “intranet” 
t tcontent



Summary of GSA targetsSummary of GSA targets

2. Additional Google Sites special project 
t tcontent



Summary of GSA targetsSummary of GSA targets

3. peer‐reviewed advocate exemplars of 
d d l di drecommended pleadings, memoranda, 

etc.



Summary of GSA targetsSummary of GSA targets

4. comprehensive collection of supporting 
d f ll i t ddocuments for all impact cases and 
projects



Summary of GSA targetsSummary of GSA targets

5. all LSNC public web content, including 
11 i 6 f d d ll11 program sites, 6 feeds, and all 
domain‐linked documents 



Summary of GSA targetsSummary of GSA targets

6. user‐generated, high‐value text‐based 
d i d i t t ddocuments organized in a structured 
taxonomy in a Google Sites shared 
document repository



The Findability ProjectThe Findability Project

http://www.webdogs.org/the‐findability‐project‐archive/



Promoting presumptive sharingPromoting presumptive sharing

http://www.webdogs.org/2008/12/18/presumptive‐shareability/



What about CMS data?What about CMS data?

Yeow!What happened when we targeted PikaYeow!What happened when we targeted Pika
CMS with the GSA

We had two options: either make code fixes to 
Pik ’ PHP i ld l i i h h GSAPika’s PHP so it would play nice with the GSA, 
or target the MySQL database directly



“Did I mention…Did I mention…

not everything is find‐worthy”…not everything is find‐worthy



Real / imagined obstaclesReal / imagined obstacles

1. financial costs



Real / imagined obstaclesReal / imagined obstacles

2. organizing your organization’s “stuff” ‐
h l i h i h i fthe paralysis that comes with issues of 
taxonomy, vocabularies, folksonomies, 
metadata models, etc.



Real / imagined obstaclesReal / imagined obstacles

3. integration of document management ‐
h d dd d h dlithe need to address document handling 
protocols and real world practice.



Real / imagined obstaclesReal / imagined obstacles

4. hidden costs of the learning curve, 
i t d tmaintenance and nurturance



Real / imagined obstaclesReal / imagined obstacles

5. expectations of practical obscurity: the 
d i G l fi d higood news is, Google finds everything; 

the bad news is, Google finds everything. 
Like, it really finds everything.



Google Apps vs. SharePointGoogle Apps vs. SharePoint

Why LSNC abandoned SharePointWhy LSNC abandoned SharePoint

Why SharePoint Scares Me, by Peter 
Campbell @ Idealware

Sharepoint and Enterprise 2 0: The good theSharepoint and Enterprise 2.0: The good, the 
bad, and the ugly, by Dion Hinchcliffe @ 
ZDNetZDNet



Rethinking metadata modelsRethinking metadata models

Why metadata mattersWhy metadata matters
The problem(s) with metadata
Why metadata may or may not be 
essentialessential

Rethinking how users “add search value” 
t d tto documents



http://www.webdogs.org/2009/03/29/schmetadata‐2‐judgment‐day/



“As we ramp up the digital content we acquire, the need for indexing and 
tracking this content in a meaningful way has grown exponentially andtracking this content in a meaningful way has grown exponentially, and 
it's the elephant in the room every time we capture [and] save content.

“A t ti t d t ti i th H l G il b t th t h l“Automatic metadata creation remains the Holy Grail, but the technology 
isn't ready yet to be affordable and mainstream. The way broadcast media 
handles metadata today doesn't work for this mass market scale: You can't 
have people dedicated to spending eight hours to index a one hourhave people dedicated to spending eight hours to index a one hour 
broadcast. And individuals can't do like Rovi, whose company has 
hundreds of people dedicated to metadata generation.

“For metadata to work and work well, it has to be universal, and be 
understood in context by different devices, applications, and systems. The 
consensus that easy and meaningful metadata generation is necessaryconsensus that easy and meaningful metadata generation is necessary 
may be there, but … as one speaker on the panel noted, ‘For metadata to 
be useful, everyone needs to agree on it.’ We're not there yet.”

Storage Industry Tackles Making Sense of Metadata
Melissa J. Perenson, PC World (January 6, 2010 )



What are the possibilities?What are the possibilities?
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