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Preface

Disruplion in digital technologies has opened up an entirely new realm of pos-
sibilities for enterprises. Harvesting new-age digital technologies can redefine the
ways business is done online and can potentially give numerous possibilities to reen-
gage with stakeholders such as consumers, partners, resellers, and others. Digital
technologies enable enterprises to provide on-demand, customer-centric, personal-
ized, contextual, and meaningful content from anywhere, anytime, on any device.
Digital-enabled business models reshape customer experiences and form the key dif-
ferentiators. As a result, the digital user will be meaningfully engaged bringing in
productivity, loyalty, and long-term relationship. On the B2B front, digital technolo-
gies have also opened up new realms of possibilities through process optimizations,
enterprise integrations, and other developments, and a digital technology ecosystem
has reshaped infrastructure and operations sides of things through hardware consoli-
dation and cloud enablement.

Digital technologies are disrupting most of the business domains, technology
ecosystems, and business processes. Due to its wide range of benefits and long-term
strategic impact and competitive advantages, enterprises across domains are embrac-
ing digital revolution. In today’s hyper-connected world, word-of-mouth promotion
is given preference over sponsored ads, Facebook “likes” count more than expert
rating, and enterprises strive hard to convert a visitor into a brand advocate using
digital technologies.

DRIVERS AND MOTIVATIONS FOR THE BOOK

Modern enterprises face multiple challenges in building a robust enterprise digital
ecosystem. The challenges are multifold in nature and consists, among other things,
ol internal challenges concerning employee productivity, process optimization, infor-
mation management, content management, and big data management. Coupled with
these are external challenges such as, among others, Omni-channel customer engage-
ment, social and collaboration integrations, personalized presentation, and competi-
live pressures.

Based on our experience, the most effective way to address these challenges is
to provide a robust information management system consisting of seamless relevant
information discovery. This book tries to address these two fronts by exploring various
concepts in digital content management (for information management) and enterprise
search (for efficient information discovery). This book takes a differentiated view

Xvii



xviii  Preface

through a combined focus on content management and enterprise search. During the
process it aims to help organization build robust digital platforms using proven best
practices, practical models, and time-tested techniques discussed in the book.

We can map the technology topics (CMS and Enterprise Search) discussed in
this book with the modern digital platform’s capability as shown in the following
diagram:

The first layer depicts the core digital technologies, namely ontent management sys-
tem (CMS), enterprise search, portals, and analytics. The second layer maps the
technical capabilities offered by corresponding technologies. CMS provides robust
content management, workflows, documents, and asset management whereas search
provides relevant search and recommendations. Both CMS and search would enable
metadata-tagging capabilities. The outermost layer depicts the business capabilities
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enabled by corresponding technology capabilities. Content management enables intu-
itive user experience, communication, messaging, branding, and micro-site. Search
and CMS combined enables promotions management, campaigns, and marketing and
relevant information discovery capabilities.

The diagram depicts the importance of role played by CMS and enterprise
search in a digital scenario. CMS and search form the information management
backbone for a digital enterprise. The book tries to cover the capabilities dis-
cussed under CMS and search umbrella and relevant analytics capabilities wherever
applicable.

Key Differentiators of the Book

The key differentiators and novel aspects of this book are summarized in the following
list:

* Wide coverage of modern methodologies and techniques: We have covered
emerging technologies such as micro services architecture in content man-
agement, CMS-based customer experience platform (CXP), Big Data search,
semantic search, Omni-channel content enablement, JCR and CMIS standards,
content analytics, SEO, and KPIs. We have detailed trends in CMS and enter-
prise search we have noticed and have provided good coverage of emerging
trends. CMS is explored from security, infrastructure, and performance view-
point as well.

Content frameworks: The book covers many practically proven models and
techniques related to CMS evaluation framework, content migration frame-
work, search evaluation framework, and other aspects that can be used in
real-world digital engagements. Comprehensive CMS, search, and DAM eval-
uation templates are given in Appendixes C, D, and F, respectively.

* Elaborate content strategy discussion: As content strategy forms the core of
content management, we engage in an in-depth discussion of it in Chapter 2
along with a detailed case study. All chapters in Parts I and II are organized to
realize various elements of content strategy discussed in Chapter 2. We have
also provided a content strategy template in Appendix A to complement the
concepts discussed in Chapter 2.

Case-study-based approach: All core topics (such as templates, work-
flows, content security, performance, metadata, document management, con-
tent migration, and such) have detailed in-context case studies to provide the
practical flavor to the topic discussion. The Online Wiley book support mate-
rial section provides content case studies to explain the best practices used in
real-world engagement. Case studies are used as tools to reinforce the theory
concepts and provide practical applicability for them. Online support material
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also has an elaborate end-to-end digital program case study covering CMS and
enterprise search for a digital e-commerce platform.

Sample code and configuration: We have provided sample code while dis-
cussing JCR migration concepts to elaborate the concept in Chapter 9. We have
also given the configurations that can be used to address security vulnerabilities
and optimize content performance in Chapters 11 and 12, respectively.

Reference architectures: The book provides reference architecture for vari-
ous CMS and search-based applications. Reference architecture of CMS-based
customer experience platform, knowledge management system, digital mar-
keting platform, and e-commerce platform are elaborated.

Proven best practices and checklists: We have provided elaborate practically
proven best practices while discussing key topics (such as content services, con-
tent security, templates, etc.). We also provided content management checklist
in Appendix B section. Architects and managers for content and search engage-
ments could use this.

Content integrations: We have dedicated Chapter 7 to integrations with CMS
providing details about optimal integration techniques with CMS.

Synergies between enterprise content and search: This book tries to explore
the synergies between enterprise content and search systems to build a robust
digital platform. Metadata, taxonomy, SEO, analytics, and digital program
management are explored from this dimension.

Practically proven models and best practices: We discuss various models
and best practices related to content such as template design, workflow design,
and Omni-channel content design that are successfully employed in various
practical engagements.

Architecture concepts: There is an in-depth coverage of various architecture
concepts for content management and digital search. Practitioners can use this
as reference architecture in digital programs.

Reusable templates: We have provided CMS evaluation template, search
product evaluation, and content strategy template in the appendix sections.
Readers can use it for content programs.

MAIN THEMES AND FOCUS AREAS

Main themes and focus areas of this book are:

Digital content management and enterprise search: The primary focus
areas of this book are digital content management (primarily Web content and
digital assets through Web content management [WCM] concepts) and enter-
prise search. Wherever necessary, the book also elaborates other supporting
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systems/components such as digital asset management (DAM) systems, docu-
ment management system, workflow management, and Web analytics, among
others.

Technology and product agnostic view: The concepts, methodologies, tech-
niques, and best practices discussed in the book are product and technology
agnostic. Wherever necessary, concrete examples are drawn from specific tech-
nologies and products to explain the concept.

Open source frameworks: Many of the concrete examples are drawn from
open source products. Some reference architectures are also developed using
open-source components. The intention is to help readers leverage open-source
technologies while creating digital systems.

Proven practical methodologies and best practices: We have elaborated
many proven models and best practices in areas such as content migration,
CMS evaluation framework, content performance, content security, and such.
This would help the content and search practitioners apply these frameworks
and techniques.

Challenges and best practices: While discussing core portal technologies
such as integrations, content management, search, and others, we have dis-
cussed the commonly encountered challenges/pitfalls and the best practices.

CHAPTER ORGANIZATION AND TARGET AUDIENCE

The book is organized in three parts with 14 chapters. The online Wiley book support
material section provides various supporting material such as content case study and
end-to-end digital case study. Part I consists of six chapters that introduce reader
to core concepts of content management. We look at content strategy, CMS basics,
CMS architecture, templates and workflow, information architecture, taxonomy, and
content metadata. Part IT includes six chapters and extends the content management
concepts and elaborates on topics related to integration, content standards, DAM and
document management, content migration, CMS evaluation, content validation, con-
tent analytics, content security, content performance. Part I1I consists of two chapters
and is mainly dedicated to discussing basics of enterprise search and advanced search.

We have provided six appendix sections: Appendix A provides a content strategy
template, Appendix B provides a checklist for various content management activities,
Appendix C is a CMS product evaluation template, Appendix D is the enterprise
search product evaluation template, Appendix E provides sample Java code for adding
a JCR node, and Appendix F provides an evaluation template for DAM platforms.

The following is the high-level summary of various chapters along with intended
target audience:
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Chapter

J Main topics

] Target Audience

Part I: Content Management Basics For Digital Platforms

Chapter 1:
Introduction to
Digital Platforms

Enterprise digital ecosystem,
enterprise content management
concepts, digital strategy, content
strategy, digital content management
overview, enterprise search overview

Digital architects,
enterprise architects,
program managers,
business analysts, and
senior business
executive

Chapter 2: Content
Strategy

Content strategy overview, strategy
challenges, strategy essentials, content
characteristics, requirements
elaboration, content strategy definition
process, content strategy phases,
content strategy elements, content
strategy case study

Content architects,
content strategists,
CMS developers, and
enterprise architects

Chapter 3: Basics of
Content Management
System

CMS drivers, CMS design principles,
CMS attributes, CMS capabilities,
Discussion of CMS systems
(WordPress, Drupal, Joomla), and
Apache Jackrabbit

Enterprise architects,
content architects,
and CMS developers

Chapter 4: Content
Management System
Architecture

CMS design and architecture, CMS
architecture patterns, CMS value
articulation framework, CMS solution
component design, Multi-site design,
content folder design, content URL
design, localization design, CMS
infrastructure design, content strategy
realization in CMS, CMS reference
architecture, customer experience
platform design, knowledge
management system design. and
content marketing platform design

CMS architects, CMS
developers and
enterprise architects

Chapter 5: Templates
and Workflows

CMS template design, authoring and
presentation templates design and
usage, template-user interface,
template development case study,
workflow design, workflow
optimization, workflow case study

Content architects,
content authors, and
CMS developers

Chapter 6: Content
Information
Architecture,
Taxonomy, and
Metadata

Designing intuitive information
architecture (IA), elements and goals
of IA, taxonomy concepts, taxonomy
and metadata, metadata types,
metadata standards (Dublin Core and
SKOS), metadata case study

Enterprise architects,
content architects,
content strategists,
and information
architects
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Chapter

Main topics

Target Audience

Part II: Advanced Content Management

Chapter 7: Content
Integration and
Content Standards

CMS integrations with security
systems, TMS, search engine,
portals, presentation engines,
metadata systems, feeds, DAM,
CMIS integrations.

Content standards: HTML/XML,
DITA, JSON, SCORM, Web
service formats (REST and
SOAP)

Content architects,
Integration architects,
CMS administrators,
CMS developers, and
enterprise architects

Chapter 8: Digital
Asset Management and
Document
Management

DAM objects, architecting DAM
system, DAM challenges.
document management system
capabilities, document
management evolution and road
map. document management
case study

Content architects,
CMS developers,
content authors

Chapter 9: Content
Migration

Migration drivers, migration
design considerations, migration
challenges, migration checklist.
migration governance. migration
automation, migration case study

Enterprise architects,
CMS architects, CMS
developers and
program managers

Chapter 10: Content
Maintenance -
Validation, Analytics,
KPI. SEO, and
Evaluation

Content validation types,
validation checklist, content
analytics, content KPIs, content
analytics design, content
analytics case study, content
SEO strategy, content SEO best
practice, CMS evaluation
framework

CMS architects, CMS
developers, CMS QA
team and program
managers

Chapter 11: Content
Security

Content security vulnerabilities,
XSS, CSREF, denial of service,
clickjacking, generic content
security scenarios, SSO,
penetration testing, security best
practices, security testing case
study

Content architects,
security architects,
enterprise architects

Chapter 12: Content
Infrastructure and
Performance
Optimization

Content performance
optimization, CMS-level
performance optimization,
infrastructure-level performance
optimization, content
performance KPIs, content
performance testing

Content architects,
enterprise architects,
performance engineers,
CMS developers
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Chapter

Main topics

Target Audience

Part II1: Enterprise Search Technologies

Chapter 13:
Introduction to
Enterprise Search

Enterprise search drivers, search
overview, search trends, search
evolution, search capabilities, basic
search features, advanced search
features, Apache Solr and
ElasticSearch features

Enterprise search
architects,
information
architects, enterprise
architects. and search
developers

Chapter 14:
Advanced Enterprise
Search

Federated search, features, architecture
and challenges of federated search,
relevancy rank adjustment,
personalized search, semantic search,
semantic search process. people
search, Big Data search

Search architects,
enterprise architects,
program managers,
and search developers

DECLARATION

» Utmost care has been taken to ensure the accuracy and uniqueness of the
book content. Any inaccuracies or inconsistencies are entirely my own. If you
think any corrections are needed, or for any other feedback, please write (o
Shailesh.shivakumar @ gmail.com

In a few chapters I have used the features of popular and open-source WCM

products to explain the concepts. The explanation is for educational purposes
only and should not be considered as a product or technology recommendation
or evaluation. The CMS plugins and modules used to illustrate examples and
concepts are also for educational purposes only; they should not be interpreted
as recommendations or evaluations. Comprehensive evaluation template and
framework are provided in the appendix section.

time of writing of this book.

being used in this book.
o WordPress, Joomla, Drupal, and dotCMS are registered trademarks and are

the legal property of their respective owners.
o Documentum is a registered trademark of EMC Corporation.
o Oracle, Oracle Access Manager, WebCenter, WebLogic, OHS, and Java are

registered trademarks of Oracle and/or its affiliates.

All open-source tools mentioned are in public domain as open source at the

I acknowledge the trademarks of all products, technologies, and frameworks

o Synaptica is the registered trademark of Synaptica, LLC.

o SiteMinder is the registered trademark of CA Technologies.

o WebSphere, Tivoli Access Manager, IBM WCM, IHS, and DB2 are regis-
tered trademarks of IBM and/or its affiliates.

o AEM and CQS5 are registered trademarks of Adobe and/or its affiliates.
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o FAST, SharePoint, and SQLServer are registered trademarks of Microsoft
and/or its affiliates.

o Liferay is a registered trademark of Liferay and/or its affiliates.

o Intel is a registered trademark of Intel Corporation.

o All other trademarks or registered trademarks are the legal property of their
respective owners.
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