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Why can’t our
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You're not the only one feeling this way. In a world where we're
able to find whatever we need with just a few keystrokes,
company searchaes fail spectacularly again and again.

But why exactly is that? And most importantly,
what can we do about it?



Why Your Company Search Isn’t Google

.y

01. Your Company’s Search Isn't Google

Everyone wants their company search to work like the search
engine Google. Why can't document search work that well? It
can be a real head scratcher.

After this section, you'll understand exactly why the two
systems don’t work the same way and why company search is
much more difficult to nail.

We all know that Google provides a surefire way to find what or
who you need on the internet. But how, exactly?

Google's power comes from the World Wide Web; it harnesses
the ability to draw from a sea of global online resources,
searches, and users.

The online giant has the enormous benefit of learning from
over 3.5 billion searches every day. This kind of reach is
invaluable for giving people what they want. Imagine you

work for a marketing firm that's doing research on the buying
habits of millennials. If your research covered 500 people, you'll
certainly uncover telling habits and data. But what if you could
expand your research to 50,000,000 people? 500,000,000? Your
results will be more specific, accurate, and actionable. The
same goes for Google’s use of the world wide web.

Search engine optimization experts all agree that there are
100s of factors that go into how Google ranks a website

and decides whether it will end up on the first page of

search results or on page 5. A report by the company MOZ
summarizes all these key factors into a more manageable 10.
See the chart below.
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Weighting of Thematic Clusters of Ranking Factors in Google

(based on survey responses by 128 SEO professionals in June 2013)

Domain Level Keyword Usage
(e.g. exact-match keyword domains,
partial-keyword matches, etc.)

Social Metrics
(e.g. quantity/quality of tweeted links,
Facebook shares, Google +1s, etc.)

Domain-Level, Link
Authority Features

(e.g. quantity of links to the
domain, trust/quality of links
to the domain, domain-level

User, Usage, & Traffic/Query Data PageRank, etc.)
(e.g. traffic/usage signals from
©,
browsers/toolbars/clickstream, 20.94%
quantity/diversity/CTR of queries,
etc.)

Page-Level Link Features
(e.g. PageRank, TrustRank,
Domain-Level Brand Features quantity of link links,
(e.g. offline usage of anchor text distribution,
brand/domain name, mentions quality of link sources, etc.)
of brand/domain in

news/media/press, entity Page-Level KW 19.15%

association, etc.) & Content Features

(e.g. TF*IDF, topic-
modeling scores on

content, content
Page-Level, Keyword- quantity/relevance, etc.)
Agnostic Features

(e.g. content length, 14.94% MOZ

readability, uniqueness,
load speed, etc.)

As you can see, most of these factors are external of the search
engine itself — meaning they rely on things that the site isn't
directly in control of, like inbound links, traffic data, and social
metrics.

This is what makes replicating a “Google-level” search within

a company so challenging. Let's take a look at the chart below
of how Google ranks results as compared to the capabilities of
a typical internal search such as Dropbox, Google Drive, Box,
SharePoint, or OneDrive.



Why Your Company Search Isn’t Google

Search Factors

Google

Company
Search

Page-Level Keywords & Content-Content quantity,
content relevance, topic modeling scores, etc.

Page-Level Link Features-PageRank, anchor text
distribution, quality of link source, etc.

Domain Level Link Authority-Quantity and Quality
of links to the domain, Domain-level PageRank,
etc.

Page-Level Keyword Agnostic Features-Content
length, readability, uniqueness, load speed, etc.

Domain Level Brand Features-Mentions
of brand/domains in news, press and media, etc.

User, Usage & Traffic Data-Quantity and quality
of incoming website traffic, website usage, and
website clicks from browsers, toolsbars, etc.

Social Metrics-Quantity and quality of tweeted
links, Facebook shares, Google+1's, etc.

Domain Level Keyword Usage-Exact-match
keyword domains, partial-keyword matches, etc

Domain-Level Keyword-Agnostic Features-Domain
name length, top level domain extensions,
domain response time, etc.

O 00 000 0|0

0O 00 0 00 0|0




Why Your Company Search Isn’t Google 7

It's not that the company search engine is inferior, it's that
there is so much more available criteria to put into the search
algorithm with publicly facing content. Inputs like the domain
authority, backlinks, social media mentions, press mentions,
anchor text distribution, link quality, domain traffic quality, and
domain response time are all factors available to a World Wide
Web search engine but striped away from a company search.

A company search can’'t rely on the volumes of data generated
on the World Wide Web everyday. It can't crawl other sites and
weigh content based on relevancy. It's an unfortunate truth but
most company searches rely purely on the content.

This can explain the findability frustrations that people have
with platforms like SharePoint, OneDrive, Box, Dropbox, and
Google Drive.

But there is hope; there are proven ways to improve company
findability by implementing best practices from knowledge
management to make the company search experience more
like going to a local bookstore or library than wading through
piles of clutter in your attic or basement.

While you can’t turn a World Wide Web search engine into your
company search, you can pick a better one with robust features
and capabilities to help your team find what it needs faster.
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Qualities of an Incredible Company Search

To counterbalance your company search’s inability to crawl

the web and learn from the 100s of criteria generated by 3.5
billion people, you need a platform that supplements and
complements Findability with other search & browse best
practices. It's by leveraging these best practices of Findability
that you're able to get closer to the power of a World Wide Web
search like Google.

Not all enterprise content management systems are the same.
Some are designed for optimizing storage, others are designed
for optimizing collaboration. And others are designed to
optimize for Findability.

According to the McKinsey Global Institute, the average
company sees employees spending 19% of their time looking
for information or tracking down colleagues who can help with
a specific task.

High performing organizations can reduce the average time
employees spend on information retrieval tasks by 5.5% -
6.5%. This represents a 30-35% improvement over average
performing companies and equates to saving each employee
2.5 hours a week and 125 hours a year.

The improvement can be realized by any organization simply
by implementing best practices in enterprise search technology.

Qualities of Best Practice Enterprise Search

Keyword, Best Match First
Phrase Match Search
In-Document Search
Image Search

Harnesses Metadata

000000

Federated Search
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Faceted Navigation

Unified Discovery (Keyword + Faceted Search)
Recommendations

Connections

Tag Library

Badges

0000000

Flexible Taxonomy

Let's take a closer look at how these features work and why
they're important to have as part of your company’s content
management system.

In the next section, we'll break down each feature to give you
a more complete understanding of these unfamiliar terms and
discuss their value to businesses of all sizes.
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The Winning Features of Enterprise Search

For most, our experience with company search usually starts
with a keyword. Seems like an easy to understand concept, but
it's more complicated than that. Powerful keyword searches are
more sophisticated than just the ability of an algorithm to look
for words. There are many different types of keyword searches
which cover a wide-range of uses and the more powerful the
search, the more types of keyword combinations and variations
it simultaneously covers.

While it seems reasonable to expect that every company search
would have exact phrase match—the ability to search for a
sequence of words instead of the individual words, most don't.
You'd also think that all content management platforms would
include the ability to search inside documents like PDFs and
Excel files, but they don't.

If you're scratching your head and wondering why, so were we.
It's how we came to learn so much about what can help make a
company search great.

In this section we're going to cover the best practice features of
a company keyword search and provide examples on why each
one is important and should be included as an overall search
platform.

A. Best Results, Not All

The primary quality of a great search is providing only the

best results, not every possible result. Too many content
management platforms either don't return any results at all, or
provide every possible result, even though they're not relevant.
This is a classic Goldilocks example where a lack of results is too
cold, and every result under the sun is too hot. Both options
hurt the user’s ability to find what they need.
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Box search can be too cold. This is an example of the notorious,
dead-end sorry we couldn’t find what you're looking for
message.

[ ] [ ]
m —
= Al Files Search Results for taxonomy
@ Rec
& F
@ syne D
E Messag
& Collabo
Box No

Sorry, we couldn't find what you're looking for.

This type of message causes the searcher to reword their
search again and again, or start clicking through their folders to
find what they need.

Google Drive's search is too hot. It does the opposite and
returns way too many results. Here we have to comb through
every result to find what we're looking for. In reality, it's no
more efficient than clicking through your filters and folders
manually.

[ ] L]

= shelf Drive Q. taxonomy X - #= 0%

“ Search results w0 %

» @ myorve Name Owner Last modified File size

== sheredwitts ma Bl Taxonomy-d05-171124-Sedarius 2% Sedarius Perrotta Nov 24,2017 Sedarius Perrotta ‘

(©  Recent
B what s Taxonor my & Why Important for Biz Outline-d01-171020 2% Arsen Redko Oct 30, 2017 Arsen Redko

4% Google Photos
B Taxonomy-d04-171023-Catherine =%

H  stam

B e B3 what Is Taxanomy And Why Important For Your Business

rasl

B Copy of Taxcnomy expanded outline-d03-171023 2%
B Taxonomy-d03-171023-Gatherine £t
B what s Taxonomy & Wiy Important for Biz Outline-d01-171020 % e 0c123,2017 me
B Taxonomy expanded outline-d02-171023 £% me 0c1 26,2017 me
B3 wihat s Taxonomy And Why Important For Your Business Arsen Redko 0c130,2017 Arsen Redko
B For Editorial Review - Taxonomies-d02-171020 =%
B Taxonomies-Publicize
B Tagging Outhi 171111 -Patrick/
E  Taxonomy expanded outline-d02-171023 &%
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In both cases above we're still not getting what we need. A too
cold search gives us too few results and creates a dead end
for the searcher, while a too hot search gives tons of irrelevant
results which causes stress and frustration. A great company
search is *just right* and only provides a targeted list of
relevant results.

= shelf

Con . ses @

PRIVATE LIBRARY ear A Search Term analytics saas x

> & My Library

SHARED LIBRARIES

» fit Organization

+ Create Group

FILTERS

Added By tractior

B. Exact Phrase Match Search

The best searches need to be able to search by individual words
but also by an exact sequence of words, or phrases. Actually,
according to Jumpshot over 86% of all searches are 2 words or
more. See graph below;

# of Words per Search Query

Distribution

# of Words
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For example, if you were doing a typical search for the keywords
“email marketing,” a non-phrase match search algorithm would
return all results that had both “email” and “marketing” in the
documents. While some of these materials may be relevant to
your search, chances are the search engine is not returning the
most relevant, phrase-matched results first.

A phrase match algorithm would return results that had “email
marketing” together in the documents first. This provides a
more precise and practical way to locate exactly what you're
looking for. It also covers the vast majority of use cases of the
average person searching. Without an exact phrase match
algorithm only 14% of all user searches will be hundred percent
relevant.

Surprisingly, many platforms, including Sharepoint, have
trouble with this feature. In fact, sometimes the search is so
poor, itis hard to understand what the the results have to do
with the keyword search. In the example below, Sharepoint
returned a bunch results for email marketing but does not
indicate where the result is coming from. All that can be seen is
a document title that may or may not have the keyword.

L] L]

H Office 365  SharePoint PR (2)

<= emai marketing "\ Files % Allfile types g

Files

Growth Hacker Marketing- Interview Transcripts (1)
= marketing 1 1 AgpSu i email
L) Startup Resourc ansey, Catherine M

hackermonthly-startupmarketing
timizat By PA TUF MARKETING t t marketing
Catherine M

Exploring Psychology

Emma Cavalli
E-mail mark

Bryce A. Benza Bryce A. Benza Bryce A. Benza
"} Mentauk A st email marketi

Final Project Data File - Raja - 5.0
Email X Email
Chasse, Amanda E 4

Final Project Data File - Duncan - 5.0
" i 1y Emall 4 K —— torEmall act
Duncan R MacArthur
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Alternatively, the same search in a platform with exact phrase
match, like Shelf, provides much more targeted, focused results
matching “email marketing” first.

=chlf S I v o0 @
PRIVATE LIBRARY A

& My Library

SHARED LIBRARIES
1-200f 624 ¢

» i Organization

+ Create Group

FILTERS

Added By

The bottomline is that you want to have phrase match as a key
feature of your search engine because it covers 86% of all user
searches. Without it, any search algorithm is incomplete.

C. In-Document

In-document search is the ability of a search engine to search
within ALL types of documents, including; PDFs, PowerPoint,
Word Docs, Excel spreadsheets, CSVs, and more.

This is a powerful and necessary component of the best search
engines because it allows you to go beyond the basic title
search that most platforms rely on.
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For example, say you heard about an interesting HR study
that involved the company Avanti. You want to show some
colleagues but can't remember any other identifying details
so you type “Avanti” into Dropbox.

Search results Q. Avanti

o
LM

Files

My files

Deleted files
No results found

Most document platforms essentially rely on a title search,

and because “Avanti” doesn’'t appear in the title, the platform
doesn't correctly match the search with the results even though
the same file has been uploaded.

Now try the same search in a platform that has the technology

to search inside various document formats. It turns out the title
of the document was, “What is Talent Intelligence”, but the user
only remembered that it was by Avanti.

With in-document search the software is able to locate the file
correctly.

= shelf v © 0 2 P

PRIVATE LIBRARY
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In-document search lets you go beyond searching by simply by
title. You can search inside the body of any document, whether
it's 50 pages or 500 pages. With this feature you call pull specific
material out of PDFs, word docs, excel spreadsheets and more
with a few simple keystrokes, and continue on with your work.

E. Image Search

Image search is much more than the ability to search for an
image or graphic. Rather, image search, known as optical
character recognition (OCR) is technology that allows you to
search the text within images, infographics, and photos.

This is helpful because you're able to look for information
contained within images like never before.

Say you've become well acquainted with Max Marmer’s Startup
Genome project and you'd like to share a chart of his with a
colleague. You can't remember what it's called but you know
“Marmer” is contained within the graphic somewhere.

With OCR, a quick search for Marmer returns four results:

= shelf m Search v 2 0 = g ;
PRIVATE LIBRARY b cearm w

& My Library

[A Open @ Preview =3 Share W Remove  *** More 1 item selected x
SHARED LIBRARIES

> @& Organization

+ Create Group

FILTERS s

Favorites

Content Type
B Premature Scaling Example02 PG ove ear ago

q BEHAVIORAL MARMER STAGE nus 4.5ms: m

File Format

Source " o
StartupEcosystemReportPart1v1.2.pdf over 1year ago, by Sedar
©2012 Page 120 1210 2012 Page Acknowledgment and Sources Bjoern Lasse Herrmann, Max Marmer

Date

Tag
Badge

Added B
o ] 14 1 5 Display 20 Gems
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Knowing it's the graphic you're after, you open up the third
down to find just what you're looking for:

shelf Bl s v ® 0 £ P
> & Organization Clear All
+ Create Group H
Recent F

FILTERS ~ g 1-80f8 &

Favorites CONTENT

Content Type

From Online to Offline: How ... How to write an email subje. Entrepreneur - Start, run an... Building_a_Body_of_Knowled. KMI KM Bulls List.pdf
v
- " ibe ? INNOVATOR'S
No Badge . : Ultimate ;
Best Practice e e Sales e
| =Tt Machine
Idea b sy
Innovation : *.
&
Key Decision == A1 AvTAR BA
Opportunity Tools for_Knowiedge and L The Ultimate Sales Machine: The Innovators Dilemma: W.
Purchase Order '
Reports
Trend
Addediey ¢ n 5 Display 20 Gems

OCR is a powerful tool to have in your arsenal and brings a

new level of granularity to your search by allowing you to look
within the text of images, photos, infographics, maps, menus, or
graphs.
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Faceted Navigation
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Advanced Search
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Badges

Taxonomy

Section Summary

When a user doesn’t know the right search term, keywords
alone don't help them find what they're looking for. The best
company searches go beyond keyword search and incorporate
other ways to pinpoint exactly what the user needs. The
qualities discussed next are all ways to help your users browse
and discover.

Power of Metadata

A great search is built off of processing rich metadata, so it
must be capturing the metadata of the source material. Many
platforms just collect basic information like title and file type.

What happens when user’'s don't remember the title? Knowing
the file type alone isn't going to help them find anything.

Most likely, users will remember other things about the file,
such as; who added it, when it was added, and where were

they when it was added. By remembering any combination of
these other factors a user can quickly pinpoint information. This
is why harnessing rich metadata is a foundational element of
great findability.



Search isn't Enough: the Power of Browse & Discover 19

For example with metadata capture, you could filter by “Added
by” and see all the content contributed by a selected user.

= shelf

w0 | - o 0 ¢ P

. : e S
Favorites

Content Type

1-20 o° 516

CONTENT

or filtering by Content type, videos, see videos in a certain
folder.

= shelf : v © 0 ¢« P
FieTERs

Eaunrires

Content Type

Article

When a content platform leverages Metadata it gives users
additional ways to find the things they need, when they need it
most.
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Federated Search

Modern workplaces have lots of different programs and
platforms to manage their digital stuff. It's amazing that we live
in such a diverse tech friendly workplace, but what about when
you go to search for something? Where do you look?

This is why you need federated search. Federated search is the
ability to search across different platforms through a single
search bar.

For example, with Shelf you can search Google Drive, Dropbox,
and OneDrive in a single place after syncing your accounts.

L] L ]
CONNECT YOUR ACCOUNTS

*S
S Dropbox

- Import and synchronize files from Dropbox

+ CONNECT

+ & OneDrive
Import and synchronize files from OneDrive

ONE-TIME IMPORT

Google Drive
gle IMPORT
Import files from GOOg e Drive without synchromzat on

g

Dropbox
Import files from Dropbox without synchronization

+
ey
e

OneDrive
Import files from OneDrive without synchronization

IMPORT

Bookmarks
Import Bookmarks from your web browser

= b

Federated search is powerful because it allows you to draw
information from a variety of sources into a single place.

Siloed content can be an achilles heel of findability because
users don't know where to search. Federated search alleviates
this issue by allowing users to centralize and search through
one bar.
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Faceted Navigation

Peter Moreville, the author of Search Patterns heralded faceted

search as “arguably the most significant search innovation of
the past decade”. Its done by leveraging metadata to provide
users with visible options for continually refining their search

queries.

Amazon does this, perhaps, better than anyone.

When traditional search lets you say, “I'd like to purchase a
laptop” faceted search lets you say, “I'd like to purchase a black
laptop with a 15 inch screen that's under $900, was made in
2015, is four-star rated, and available with express shipping.”

r .
. | - !
- . HEW & INTERESTING FINDS ON AMAZON m m = oy = ba

amazon

1-24 of 3,758 results for Elctrenics - Telewision & Video  Televisions  ~ TV

Eddctronics Durvic Mol ¥ear

SPONSORED BY THYONE
Watch Free TV with High- ,{-
Quality HD Antennas . |

Shoe natesd results i A Depart=wents

TCL 3253800 32.Inch T20p Roku Smart LED TV (2015 Model

$169% prime
18 b Thearsatar. Dea 1 o G Cutic
" Al wrches
§160 M T
S T Buinin
F
e L
Avera IZAERT0N 32-Inch T20p LED TV
By Meoesa
100% £100.00 orime
21 1 by Traamatay, Do 1 = Dimplay Se 32 inches
P o THp
a ¥ Te 3y Mo
30 G0 e 1%
:‘: o ol 4
b nckogy. LED
Samsung UNSSKLIEI00 55-Inch 4K Wira HD Smart LED TV (2018 Model)
$807
TR T
ik Lilra HD
macirty T oy B V)
Mcxded o 28

o LED
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Faceted navigation is more powerful than traditional search
because the filters help the user continually narrow their
search. It also offers options which may have been previously
unknown to the user.

Companies can also take advantage of faceted search.
For example, by using the filters on the left panel a user can

narrow their search by see by content type, file format, source,
date, tag, Badge, or by the person who added it.

= shelf v © 0 » J
PRIVATE LIBRARY
> & MyLibrary

org

SHARED LIBRARIES -
> @ Organization FOLDERS

+ Create Group @ Company Directory [ Design fay cvents & Incubator-Acceler.. @ Integrations
FILTERS

@ LoginPages [y Marketing @ Presentation Videos @ Startup- Genera @ Startup Marketing

CONTENT

Typeform: Free & Beautifull... moz_chart gi

Added By

o 3
Ed

The power of faceted search is you can go from 1000’s of
results down to less than 10 in three clicks or less without even
knowing the name of the title or keywords.

For example, say you're looking for a piece of content added
by a coworker but you can't remember exactly what it's called.
You know who added it, that it's an article, and that it's about
fundraising.
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You can first filter by user, Colin, and get 309 results:

= shelf

Tag

clarity call

events

asecamp

und marketing

automated

cold emails

Badge

Added By

Colin Kennedy
Catherine Tansey

Joe O'Hara

Bartosz Polanczyk

Edens Saint Fleur

= shelf

SHARED LIBRARIES

> ft Organization
+ Create Group
FILTERS
Favorites

Content Type
Article

Audio
Document
Folder

Image

Link

Organization

Person
Post
Project
Video
Wiki Page

Added By Colin Kennedy x

un
HH
1-20 of 309
FOLDERS
ri Company Directory E Drafts fi glog fi Live Posts E Peer Review Notes

E Meeting Recordings

CONTENT

Blog Post - Shelf P

8C

oduct U.. Peer Review - Colin Notes 2017-04-11 - Shelf CEC's Ar

Content Type Article x Added By Colin Kennedy x

1-20 0f 90 <

CONTENT

The Anatomy of
SaaS Marketing £

107 Mind-Blowing Sales Sta 7 Great Examples of "'Welco.. 8 Guidelines for Exceptional SaaS DNA Project - Comm

reative Ways to Manage 87 Must-Try Saas Growth H 17 Website and UX Design hat Email List ¢
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And lastly by tag, Fundraising, and refine to 1:

[ s e | g s | i oo -

1-1 af1

CONTENT

This is the true power of faceted navigation: the ability to
filter 1,000s or 10,000s of results with just three clicks. With so
many different options to narrow down what they need, your
employees will be finding what they need in no time.

Advanced Search

Advanced search is usually available as a dropdown menu from
most search engines or databases for those who are confident
using it.

Advanced search is helpful because it gives the user options
for specificity that basic search doesn't offer and gives you the
option to quickly filter and find what you're looking for.
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For example, say you're trying to find a specific web link.

You know it was about an innovative way to deal with content
sprawl. You also remember that it originated from a web
clipping and know that it was added by George from Sales.

m Content Sprawl

e 8 = m B e R r s el s

By using advanced search you can leverage all 3 pieces of
information at one time through a single search. This enables
you narrow down possible results quickly and more effectively
then searching via any one method along.

Advanced search lets you plug in this information and what
what you need quickly.

Unified discovery

Unified discovery is an interface design where you're able to
search, browse, and view results simultaneously. This is helpful
because it allows you to browse within folders, use the search
bar and filters, and see results at the same time, preventing the
annoying back and forth between the results and the content
you're actually looking for.
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Many knowledge management softwares don't include this
feature in their interface. For example, in Google Drive you
can't search inside the “recent” filter. Instead, Google Drive's
searches across your entire collection of content stored. This is
Inefficient and just plain annoying, as you can end up scrolling
and scrolling to find what you need.

[ ] [ ]
— Shetf Drive Q. taxonomy X - #00 ‘
m Search results o o0 o
» B Myorive Name Ow Last modified File size
&%  Shared with me B Taxonemy-d05-171124-Sedarius 2%
(O Recent
B Whatis Taxanomy & Why important for Biz Outline-d01-171020 2t
4% Google Photos
B Taxonomy-d04-171023-Catherine £t
W Stared
§  Tash B3  What s Taxonomy And Why Important For Your Business
ras!
B  copy of Taxonomy expanded outline-d03-171023 2% A e
B Taxonomy-d03-171023-Catherine =%
B whatis Taxonom y & Why Important for Biz Outline-d01-171020 22
B Taxonomy expanded outline-d02:171023 %
B3 whatlis Taxonod ymiy And Why Important For Your Business
B For Editorial Review - Taxonomies-d02-171020 =%
B3 Taxonomies-Publicize
B  Tagging Outline Feedback-171111-Patrick/Catherine 2%

With Unified Discovery this problem doesn’t exit as you can
“search” and “browse” at the same time.

For example, below the search “knowledge management” was
done and then the folder “Organization” was clicked.
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Favorites ?T\IJ 'lj',_J_.B.JUv_'_\;_KI owledge :a“:id essing_Change(2) DD!K.
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We can then filter by “Recent First” to find the document(s)
we've been working on with ease.

~ ® e £ P

+ Create G

FILTERS

Favorites

Flle Format
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B L
a
Fipping_Version_{Updates) pdf
Badge ! h e . y Knowbedge Manage
Added By =
s
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Unified Discovery is one of the most important features of a
company content management platform because it reduces the
number of abandoned searches and allows users to leverage
the power of both search and browse together.

Recommendations

The best search platforms recommend other items, content, or
services you're likely to be interested in based on your current
search or page. Recommendations help people find things
they don't even know exist, and the feature is widely seen in
ecommerce and online streaming services.

For example, by searching for the book Good to Great on
Amazon, you'll see recommendations that look like this:

Customers who bought this item also bought Page

book (summary) |l i

HOW THE
MIGHTY

K TAKEAWATS,
§F ANALYSIS & REVIEW OF
JIM COLLINS"

600D
T0

FALL

SIMON SINER
GREAT Jim Collins T fo 1
< W instuncs MortenT.Hansen e e e : Stephen . Covey

Good to Great: Why Some  Great by Choice Start with Why: How Great ~ How the Mighty Fall: And  Summary of Good to Great  The 7 Habits of Highly The Five ions of a
Companies Make the Jim Collins Leaders Inspire Everyone ‘Why Some Companies by Jim Collins: Why Some Effective People: Powerful ~ Team: A Leadership Fable
Leap..and Others Don't,... Y 350 to Take Action Never Give In Companies Make the Lessons in Personal... Charles Stransky;...
Instaread Audible Audio Edition Simon Sinek Jim Collins Leap..and Others Don't  Stephen R. Covey e e dolr 1,958
ok il vy 27 1 credit Fodr e vl 1,980 sl 204 Dean Bokhari e v vy 4,802 Audible Audio Edition
Audible Audio Edition ['#1 Best Seller 41 Audible Audio Edition Audible Audio Edition Audible Audio Edition 1 credit
1 credit 1 credit 1 credit 1 credit

Computers & Technology...
Audible Audio Edition
1 credit
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An internal company search engine that incorporates
recommendations will be equally as helpful for your employees
to discover valuable content that they may not know exists.

] ]

= shelf [ oo | . © 0+ §

H Essential_KM_Methodology_Components_-_Evaluation_Exercises.pdf

Study KMBOK™ Methodology

Module 4: Essential KM Methodology Components  *

Get Certified »

Think of recommendations as a similar experience to browsing
a bookshelf at Barnes & Nobles. Although users didn't look for
a particular title or document it's a great way to help them find
new content that may be more valuable than what they were
looking for.

Connections

Connections is a feature of search platforms which let
administrators manually recommend content to users by
“connecting” them. With a few clicks, admins are able curate the
content that users see when on a particular page.

Connections is a powerful tool as it helps ensure users are
seeing all the information necessary to a project, client, or
training program.
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Take the onboarding process, for example. You have a number
of different materials which need to be read or viewed.

With a connections feature, you're able to manually group
these together to make sure your new employee sees all the
necessary information.

Connections is similar to recommendations, but much more
personal as the admin get to link the content instead of an

algorithm.

Tag Library

Great searches harness the power of rich metadata through
search, but also allow you to add metadata to content in the

form of tags and view them in a library.

Tags are pieces of metadata you add to documents, images,
videos, etc, in the form of your own keywords. Having the
option of adding tags to your content is important for your
search because it gives you and your users another way to
categorize your content so you can more easily find it later.
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In her book, The Entrepreneurial Instinct: How Everyone Has the Innate Ability to

= Capture Article X

Start a Successful Business, author Monica Mehta explores the role of brain
chemistry in entrepreneurship. in this excerpt, she details goal setting.

Achieving your goals isn't just about hard work and discipline. It's about
physiology. By understanding how the brain processes success and failure, you
<an jump-start your productivity to create a winning streak and put an end to
failed New Year's resolutions.

The more times you succeed at something, the langer your brain stores the
information that allowed you to do so well in the first place. That's because with
each success, our brain releases a chemical called dopamine. When dopamine
flows inta the brain's reward pathway (the part responsible for pleasure, learning
and motivation), we not only feel greater concentration but are inspired to re-
experience the activity that caused the chemical release in the first place.

This is why the cultivation of small wins can prapel you to bigger success, and
you should focus en setting just a few small achievable goals. While your
ambitions can remain grand, setting the bar too high with goals can actually be
counterproductive. Each time we fail, the brain is drained of dopamine making it
nat only hard to concentrate but also difficult to learn from what went wrong.

‘Why We Learn More From Success Than Failure

Ever find yourself destined to repeat the same mistakes over and over again?
According to a study completed by researchers at MIT's Picower Institute for
Learning and Memory, that is exactly how our brains are wired to work. Their
findings determined that our brain cells only learn from experience when we do

pa_— Why Our Brains Like Short-Term Goals

W https:/feww.entrepreneur.com/article/2
25356

T Why Our Brains Like Short-Term Goals

= Putan end to failed New Year's resolutions.
The key to accomplishing a grand vision is to
work your way there with small, manageable
goals.

& entreprenuer|

goals X productivity x

> My Library > SAVE TO

In the image above, we've tagged an article about setting short-
term goals. We've added metadata to it that we found useful

n u

and appropriate: “productivity,

goals,” and “entrepreneur.”

Later we're able to search by the keywords we've applied in the
form of tags, or filter by the tags themselves in the tag library.

Tag Library

Filter by. books 12 sea tools

startup resources startup tools government

Al tags

web development

My tags 0
My Library o

Organization 110

knowledge management
software advice

github

¥C

customer development
lean canvas

warkshops hub
advertising

boak

business trip

chet holmes

customer validation

entrepreneur matchup
digital services playbook
km process

alex osterwalder
entrepreneurship
networking partal

18f

andrew grove

busiress executive
case stucies

doud platform

david arnoux

growth hacking

dod

startup resource

api

innovation

persanal km

actalca

ben horowitz

business model canvas
cbinsights

company culture

digital marketing

Users can view the entire tag library to see the distribution and
abundance of tags, or gain inspiration for their own.
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Badges

Badges are another type of metadata users can add to content,
but they differ from tags in that they are pre-determined by the
system administrator instead of phrased in a users own words.

Badges also differ from tags in that they're best utilized when
they center around work-flow indicators (Completed, To Do,
Postponed), conceptual topics (Best Practice, Strategy, Trend),
or industry-specific commonly used terms.

Like Tags, Badges help make a company search great because
they're another piece of identifying information for users to add
to content and search by.

BIU ==== . - How | Write 10,000 Words Per Day, Ever
y Day - ART + marketing
https://artplusmarketing.com/how-i-writ

How | Write 10,000 Words Per Day, Every Day £10000 o perccayevesy-day 8184
- ART + marketing

Most people don't believe me when | say that | write 10,000 words per day, every
day.

T How | Write 10,000 Words Per Day, Every Day -

= Between writing on Quara, my Inc Magazine
column, ghostwriting for my clients at Digital

Between writing on Quora, my Inc Magazine column, ghostwriting for my clients Press (not counting the dozens of emails |

at Digital Press (not counting the dozens of emails | respond to), | can honestly respond to), | can honestly say that even

53y that even 10,000 words per day is (at times) a low estimate. 10,000 words per day is.

| am a professional writer.

¢ Comment
So, if you want to know what a day in the life of a very busy professional writer
looks like, here you go (and what you can do to crank out the same amount of & Tags
writing). &
The Morning: 3,500 Words > My Library > SAVE TO

Every single morning, | wake up and try to knock out three pieces before | do.
anything else.

What I've learned over the years is that there are really only two windows of time

i Innovatios
that allow me to write at my absolutebest. | [resen

7.00a.m.—11.00a.m.

7:00 p.m.—11:00 p.m.

For example, say you run the marketing department of a SaaS
company. You've created a blog to help position your company
as thought leaders in your industry. In collecting similar web
articles which mirror the tone and format you're hoping to
strike in your own pieces, you clip them from the web and add
the Badge “Best Practice.”
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Your employees can then filter by the Badge “Best Practice” as
they prepare to write their own articles, giving them a focused
set of results to draw from.

shelf Bl 7 ® 0 ¢ P
> i Organization Clear All

+ Create Grou

FILTERS ~ g 1-80f8 &

CONTENT

KMI KM Bulls List.pdf

No Badge
Best Practice

Added By ¢ n 5 Display 20 Gems

Badges add another level of organization and specificity for you
and your team to work from. A quick way to categorize content
in predetermined terms, Badges will help make clipping,
organizing, and finding easy for all.

Taxonomy

Online search engines have trained us to think of the term
search as a keyword search, but that’s not really all it entails.
Search is everything you or your employees do to find what you
need.

A taxonomy, or a structured organization to your content and
data, is vital to increasing the findability of your company’s
content by search. Having your files scattered all over the

place in different folders and platforms results in chaos where
documents are lost, work needs to be redone, and unnecessary
mistakes are made. A good taxonomy helps avoid all of this, but
you're still left with a ton of files and folders to search through.
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In order to best harness the power of the taxonomy you've
designed, you need to be able to refine your search with filters
like content type, file format, added by, and so on.
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Taxonomies make this easier for you and your team by
providing a clear hierarchical structure of your data. They help
present a clear and easily navigable map of a company and its
resources.

A structured taxonomy ensures that everyone on your team
knows where final drafts are expected to be saved for easier
retrieval later, where to find last year's marketing budget, and
how you should name your documents — but the real power
comes from your ability to filter results within the taxonomy.

Section Conclusion

Complementing search with browse and discovery form the
foundation of a resilient and scalable content system which will
help your company save 1000's of hours a year, prevent work
from being unnecessarily redone, and improve your overall
efficiency and performance.



Not Google, But What Your Company Needs 34

A

= shelf

.

Not Google, But What Your Company Needs

While we're accustomed to easily finding what we need with an
online search engine, the same can't be said of most internal
company searches. We end up manually searching through
various files and folders, or calling, texting, and emailing
colleagues for help in locating the missing content. This is a
waste of time and causes friction amongst employees.

If enterprise search could imitate a world wide web search like
Google, it would. But that's not possible, and for all the reasons
we discussed here — Google’s ability to learn from 3.5 billion
searches per day, and it's reliance on 100s of external factors to
determine relevant results.

Instead we have to create new and innovative ways to get the
same great results and help people find and organize their
company’s most valuable content.

This white paper was written to demonstrate how search can
work in a company. Our platform, Shelf, is much more than a
cloud based content management software with a sophisticated
set of search capabilities. It is also designed to make organizing
easy and intuitive so your content platform can grow and
change with your business.

Upgrade your company search and capitalize on the valuable
knowledge and content your company has created and
collected.
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How Do Other Content Platforms Stack Up?

Search is synergistic — all of the components come together

to form something much more powerful than they are on their
own. Let's review the elements of search, browse and discover
and see how different commonly used content platforms stack

up:

Search Comparison

Qualities of an Incredible
Company Search

Shelf

SharePoint

Box

Drive

Dropbox

Keyword, Best First

Flexible Taxonomy

Advanced Search

In-Document Search

Phrase Search

Image Search

Federated Search

Faceted Navigation

Unified Discovery
(Keyword + Faceted Search)

Recommendations

Connections

Tag Library

Badges
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According to the McKinsey Global Institute, the average
company sees employees spending 19% of their time looking
for information or tracking down colleagues who can help with
a specific task.

High performing organizations can reduce the average time
employees spend on information retrieval tasks by 5.5% -
6.5%. This represents a 30-35% improvement over average
performing companies and equates to saving each employee
2.5 hours a week and 125 hours a year.

The improvement can be realized by any organization simply by
implementing best practices in enterprise search technology.

Consider this, by increasing efficiency by just 5%, a company of
100 employees could save 15,625 hours a year. In real dollars
that is a savings of approximately $625,000 each year. This is
make or break money for many organizations.

While it's easy to get lost in the day to day logistics and stress
of running a business, it's important to consider just how much
time and money you're losing because your employees aren't
able to find what they need easily.

Consider just how much money you could save by helping your
people do their jobs more efficiently. Book a demo with Shelf
and we'll show you how.

Please visit: shelf.io/request-demo


http://shelf.io/request-demo

Shelf is the Enterprise Content Platform with the best search
in the industry. Quickly find what you need in seconds
with an intuitive, easy to use interface.

Trusted by Top Brands
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We have made Shelf our entire practice's document repository...
amazing customer service gives us confidence that we will be
supported using Shelf if/when anything comes up. If you're

looking for an easy to use, effective content repository, this is
by far the way to go!

Dave Visser Consultant at Slalom Consulting

Use code: BESTCOMPANYSEARCH by March 21st

and get 50% off your first 3 months.

Contact us for a demo today.


https://shelf.io/request-demo

