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Henryk Rybiński, and Marek Niezgódka (Eds.)
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Foreword

In recent years, progress in the analysis of business data by methods of data mining
or machine learning has continued to be fast-paced. New computing paradigms like
the map-reduce framework for fault tolerant large-scale distributed computing and
the availability of vast computing resources without high setup costs through cloud
computing now enable the analysis of sizes of data and complexities of models that
have been unthinkable before. “Big Data”, “In Memory Analysis” and so forth are
keywords describing these developments.

Accompanying this trend, a plethora of business applications based on data and
derived analytic insights have been developed. Some business authors have coined
the concept of “analytic enterprises”, whose key competitive advantage are not their
products, services or customer base, but their analytic understanding and decision
support facilities. Many, maybe most of these applications, serve immediate busi-
ness goals such as increase in sales and thus could be counted towards the broad
field of analytic marketing.

In his book, Cai-Nicolas Ziegler widens the scope to a much broader set of ap-
plications that aim to provide intelligence for many other aspects of companies, i.e.,
reputation of brands, the coverage of companies, products, or news events, and tech-
nological synergies between different units of large companies. At the same time the
focus of these applications is on a much longer time frame for expecting pay-offs for
investments in these types of analysis. The term “competitive strategic intelligence”
very well describes this area of research.

For this type of analysis, evidence often is buried in complex data such as Web
pages that mix relevant parts of text with lots of non-relevant information. Methods
from different areas such as natural language processing, sentiment analysis, social
network analysis, and, of course, machine learning, have to be adapted, developed
and integrated to achieve these goals. As someone having many years of experience
on both sides, the academic side and the business side, Cai-Nicolas Ziegler is the
perfect candidate to translate between both spheres: to capture and describe relevant
business problems, to boil them down to the analytical core problem involved, to
solve this problem, as well as to translate the results back into the realm of business
understanding.



VI Foreword

This book provides the reader with a compact introduction into an exciting and
complex field of research, starting with an overview of the basic methods and tech-
nologies, providing a summary of recent developments in this field, up to a sample
of genuine research contributions for different problems and applications. This book
could become a condensation point for researchers to start their own research from
and for practitioners to get ideas about how to solve their own problems; to both
ends it will serve a very good purpose.

Hildesheim, Lars Schmidt-Thieme
November 2011



Preface

The textbook at hand aims to provide an introduction to the use of automated meth-
ods for gathering competitive strategic intelligence. Hereby, the text does not de-
scribe a singleton research discipline in its own right, such as machine learning or
Web mining. It rather contemplates an application scenario, namely the gathering
of knowledge that is of paramount importance to organizations, e.g., companies and
corporations.

To this end, the book first summarizes the range of research disciplines that con-
tribute to addressing the issue, extracting from each those grains that are of utmost
relevance to the depicted application scope. Moreover, the book presents systems
that put these techniques to practical use (e.g., reputation monitoring platforms) and
takes an inductive approach to define the gestalt of “mining for competitive strategic
intelligence” by selecting major use cases that are laid out and explained in detail.
These pieces form the first part of the book.

Each of those use cases is backed by a number of research papers, some of which
are contained in its largely original version in the second part of the monograph. So,
the book’s structure is organized into three layers, with increasing detail: The first
layer describes the foundations, the second lays out the use cases in a summarizing
fashion, and the third then exposes the inner nucleus of these cases.

Most parts of the content have been drawn from the “Habilitationsschrift” (thesis
for the post-doctoral lecture qualification) of the author. Some chapters have been
significantly expanded while some papers from the original thesis have been left out
in order to only include the ones that are seminal to the given context. Hereby, the
contributions presented encompass more than five years of research work at various
institutions, both in academia and industry.

Why dedicating a monograph to the topic of “mining for strategic competitive
intelligence”, the reader may ask? The rationale can be found in the evolution of the
World Wide Web:

With the emergence of the so-called “Web 2.0”, the participation age has begun
to flourish on the Internet: Everybody is able to overtly express his opinion in news-
groups and weblogs, which are best described as personal diaries open to the public.
And these weblogs are being read by millions of others. Moreover, people contribute



VIII Preface

side by side to the creation of massive knowledge structures like Wikipedia or ODP,
the Open Directory Project. These represent collective efforts that would not have
been conceivable by mere individuals or smaller groups. As such, the Web 2.0 has
levelled the ground for the rise of new large-scale information sources and struc-
tures. And these sources of consumer-generated, mainly unstructured data (i.e., text)
offer fresh new opportunities to be exploited:

Taking a closer look at them is particularly worthwhile from a corporate per-
spective, aiming to use its lush sprinkle in order to distill knowledge of strategic
value for any given corporation or product. “Strategic knowledge” hereby refers to
knowledge that can be utilized to obtain a better competitive position, e.g., by being
able to more accurately target campaigns, or by receiving market feedback on new
products more quickly so that product issues can be eradicated faster.

While these strategic insights were gathered before the advent of Web 2.0 already,
they could not be gathered in an automated fashion. There was market research
manually performed by people, there were surveys, opinion polls, and the like. Now
it can be done at virtually no cost per unit. The information is out there – information
generated by all of us – in a format digestible by machines. Here is the brave new
world.

München, Cai-Nicolas Ziegler
November 2011
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