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In producing the FreePint Topic Series: Beyond Aggregation, we’ve been very 
conscious of the radical changes that Dow Jones is implementing to its Factiva 
proposition. We have provided practical support to those readers who are considering 
their options.

Among the key themes to emerge from the series are the importance of ensuring that 
users embed news aggregation solutions into their workflow. Other highlights are the 
continued improvements in news aggregation tools we’ve reviewed and a possible 
return to basics for news aggregation. As users react negatively to the amount of poor 
quality news, one provider tells us that his customers are prepared to pay for tailored, 
accurate information.

Providing Practical Support
Information managers today are fortunate in having an unprecedented selection 
of news aggregation tools. Claire Whayman’s Market Map outlines the marketplace, 
describing the options including software-only solutions, media monitoring options 
and the traditional providers such as Nexis which bundle content and software 
together.

For those who want to go a step further and review their news aggregation solution, 
my article Shortlisting your News Aggregation Suppliers, outlines key criteria to use. 
Separating software functionality and content needs is an important first step.

Once you have a news aggregation solution in place, Shimrit Janes reminds us to 
consider the support that people will need when using a solution - the support is 
essential in order to embed the new solution into their workflow. In her article Taking 
a Step Back from News Aggregation Tools: What is Current Awareness? she shares with 
us the model that City law firm RPC developed.

Helping You Understand Suppliers’ Different Approaches
Our supplier Q&As deliver insight on how key players are approaching the news 
aggregation marketplace. FreePint’s news editor Tim Buckley Owen has been following 
developments at Dow Jones closely. In his article Journey to DJX had “Customers’ 
Needs in Mind”, Tim found there is no retreating for Dow Jones with its plans to 
incorporate Factiva within its broader DJX solution and to move to a standardised 
pricing model.

In contrast to Dow Jones’ news, in Sophie Alexander’s candid interview with Jesper 
Martell, CEO of Comintelli, he predicts a return to basics. Comintelli produces the 
Knowledge XChanger enterprise information access tool, reviewed by FreePint in 2011.

Describing the proliferation of web-based content, Martell said that his enterprise 
customers were fed up with the amount of garbage out there; it meant good 
information was lost and gems were hard to find. The good news is that his customers 
are willing to pay for solutions that deliver content that individuals want and need.

Introduction

Andrew Grave
View Editor Biography

http://web.freepint.com/go/topic/series/newsneeds/
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Product Reviews: a Backbone of the Series
Given the very large number of providers in the market, it is unsurprising that product 
reviews formed the backbone of the series.

In her Mini Review of Acquire Media’s NewsEdge, Jan Knight found that the company 
had taken on board feedback that its non-North America content was lacking and had 
partnered with ISI’s Emerging Markets to add 3,400 hard-to-find titles.

Sophie Alexander reviewed SinglePoint from Northern Light. She noted that the 
company was unique in being able to automatically aggregate external sources with a 
client’s own internal content.

The FreePint Topic Series: Beyond Aggregation provides valuable insights via practical 
guidance on news aggregation issues, interviews with key providers and in-depth 
reviews on the leading products.      

Introduction FreePint Report: Buyer’s Guide on News Content  |  December 2013
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Market Map: the Options in News 
Aggregation & Beyond
By Claire Whayman

        ...news impacts upon a 
business at almost every level. 
Intended as a top level reference 
tool, this market map article 
examines the types of news 
aggregation resources available... 

The pace of technological advancement and the advent 
of social media has widened the provision and scope of 

news aggregation resources. Products traditionally focused 
on legal or financial information, PR, communication and 

marketing activities, together with those aimed at the news 
industry itself all provide a potential wealth of business 
news. This Market Map provides a top-level comparison 

of the types of news aggregation tools available, from 
social media aggregation to press cuttings and software-
only solutions. It is intended as an aid to the information 

professional in considering alternative sources of news.

Feature Article 1
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Use    Feature Article

Market Map: the Options in News Aggregation & Beyond

By Claire Whayman

News impacts upon a business at almost every level. Intended as a top level reference tool, 
this market map article examines the types of news aggregation resources available. It looks 
at the traditional focus of the resource and the search and reporting output capabilities. 
Compiled after reading reviews in FreePint, attending webinars and speaking direct with 
vendors, the intention is to provide “food for thought” to encourage the information 
professional to widen their scope when looking for sources of reliable business news.

A product reference table is provided. The table lists the different types of news 
aggregation tool, sources covered by each, search functionality, reporting formats, 
special features and pricing strategies.

Feature Article 1

Table 1: Comparison of news product type 

Product Type Sources Search Functions Reporting 
Formats

Special Features/
Functions

Pricing Strategy

Online 
Newspapers

Newswires
Journalists

Basic & Advanced Scheduled keyword 
alerts
E-mail briefings

-
Paywall

Newswires Journalists/Editors
Press Releases

Basic Social media posts
Multimedia
RSS Feeds
Full text content to 
website or blogs

- Pricing strategy 
aimed at PR – 
Newswires charge 
for press releases to 
be processed and 
circulated.

News Search 
Engines

100,000’s of web-
searchable sources

Basic & Advanced Limited ability to 
report or reuse 
information.  No 
guarantee of 
accuracy.  Underlying 
sources prohibit 
commercial use.

- Free

Content 
Background 
Aggregators

Factiva
ThomsonReuters
LexisNexis

Business & Trade 
publications
Company Profiles
Financial Market 
Research Reports
International News
Biographical data
Newswires
Websites
Blogs
Curated twitter feeds

Advanced Search 
Historical search 

Alerts
Mobile applications
Dashboard
RSS feeds

Historical search Individual
Subscription based

Table continued »
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Feature Article 1

Product Type Sources Search Functions Reporting 
Formats

Special Features/
Functions

Pricing Strategy

Software 
Background 
Aggregators

NewsDesk
NewsEdge
First Rain
Silobreaker

Business & Trade 
publications
Company Profiles
Financial Market 
Reports
International News
Biographical data
Newswires
Websites
Blogs
Audio/Video 

Advanced
Limited historical 
search facilities

Newsletters
Alerts
E-mail
Dashboard
Graphical Analysis 
Tools
RSS feeds
Mobile devices

Large quantity of 
sources
Additional sources 
can be added at 
client’s request

Individual
Group
Organisation wide

Software-only 
solutions

Linex Systems
Attensa
Manzama

Paid subscription 
sources 
blogs,
Open web
Internal Information

RSS Feeds
API access
Mobile devices 
Intranet portals
Dashboards
Email briefings
Newsletters
Alerts
CRM systems

Review and 
curate distributed 
information
Users can rate and 
tag information

Customisable 
subscription models

Summarised 
Content

M-Brain

Online sources
Social Media
Print Media
Radio/TV broadcasts

Technology search 
& human input from 
in-house analysts

E-mail alerts
Limited ability to 
report or reuse 
information.   

Summaries comprise 
headline, short 
paragraphs
Journalist and 
publication name

Not for commercial 
use.

Corporate 
Subscriptions

Press Cuttings 
Agencies

Early Morning 
Media
Gorkana Group
Precise Media
PR Newswire: 
Agility
Cision
Meltwater

Newswires
Newspapers
Subscription sources
Gvt & Assn websites
Social media

Searched by agency 
in line with client 
brief.

Alerts
PDF documents
RSS Feed

Predominantly 
for PR, Journalists, 
Communications 
and Marketing 
professionals.

Not for commercial 
use

Corporate 
subscriptions

Social 
Aggregators

LinkedIn
Facebook
Twitter
FlipBoard

Content from user 
connections
Thought leaders
Industry updates

Basic &
Advanced search 
structures

Alerts
E-mail

Personal pages
Company/
Organisation pages

Free
Premium Rate 
Subscriptions

Social Media 
Tools

Hootsuite

Social Media sites Basic search Dashboard Originally 
constructed to track 
media coverage of 
own organisation.

Free
Subscriptions

FreePint Report: Buyer’s Guide on News Content  |  December 2013
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Traditional News Aggregation Resources
Online Newspapers
Corporate subscriptions, based on the number of users, are available for many 
newspapers. Most newspapers are available in mobile format, provide RSS feeds 
and are hosted on their own websites. Newspaper articles can be accessed directly 
from the online newspaper or via third-party news aggregation services and media 
monitoring tools.

Newswires
Aimed predominantly at journalists and PR agencies, a newswire provides up-to-date 
information regarding breaking news. Vitis Public Relations, a technology and B2B 
PR Agency, surveyed 80 UK journalists regarding their use of newswires. The results, 
published in September 2012, indicated that:

 � Search facilities were basic (date, organisation, category, country, language) 

 � Filtering of results was poor; irrelevant news stories were captured in every search 

 � The most valuable newswires were the most expensive 

 � Sector-specific newswires were regarded as more useful 

 � Monitoring industry trends and fact checking were a popular use of newswires. 

Search Engine News Sites
News captured using a search engine news site can be used as a starting point only. 
It can be used to ask questions and highlight areas of further research. All researchers 
appreciate that search engine news sites have their restrictions. Not all company 
or industry news will be captured in a search. There is no guarantee of accuracy or 
reliability. It is not possible to re-use articles found directly by the search engine news 
site.

Content Background Aggregators
Historically, Factiva and LexisNexis have been the market leaders in digital news 
aggregation. LexisNexis has a predominantly legal base but also covers business news. 
The incorporation of Factiva into product DJX (see FreePint comment here) has caught 
the interest of customers and alternative providers of news aggregation services.

A recent webinar “What’s new with Factiva.com for the Americas”, held on 3 September 
2013, stated that Factiva now provides complex search strings for issues where it’s 
considered difficult to form adequate search strings. An example given was “thought 
leadership”. Sources searched now cover up to 200,000 tweets per day, curated via 30 
Dow Jones Business Groups. Changes have also been made to the Newsletter builder. 
These facilities have also been incorporated into some of the newer news aggregation 
services in the market place.

You can read FreePint’s most recent review of Factiva here and of LexisNexis here. 
FreePint’s review of Nexis.com will be published later this month. We also reviewed 
Nexis Media Coverage Analyzer in January 2013.

News Aggregators with a Software Background
A brief conversation with a representative of Acquire Media led to the disclosure that 
within their product NewsEdge (FreePint review upcoming, and case study here), 
search criteria are being constructed in consultation with individual clients. They are 
also working on a further area of concern to the information professional, that of 
historical search.

Feature Article 1 FreePint Report: Buyer’s Guide on News Content  |  December 2013
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The majority of the newer news aggregation providers are aimed at the PR, 
Communications, Sales and Marketing activities. Vendors are responding to the 
changing market place. Whilst some are restricted to English speaking articles, others 
have expanded into languages reflecting current business markets. Emphasis is on 
current news. Historical search is limited.

Some provide “real-time” news, aimed at the trading floor for instant news. All are 
embracing social media, covering blogs and Twitter in particular. The number of 
sources covered varies but most claim access to “hundreds of thousands” of articles per 
day. Most vendors state that sources can be added at the request of a client.

Software-Only Solutions
Software-only solutions provide organisations with a platform to populate themselves. 
Aimed at corporate organisations they allow the capture, dissemination and 
collaborative working on internal and external information.

Features, as illustrated by Attensa (see FreePint review) include:

 � Capturing internal and external information 

 � Automated tools enabling the dissemination of information to relevant teams and 
individuals 

 � Alerts capturing new information as it is published 

 � Delivering information to websites, mobile applications and via email 

 � Analytics 

 � The ability to collate, curate and store information 

 � Access controls ensuring secure information. 

Summarised Content
Vendors providing summarised content work to a client brief. In summarising a news 
item, the original article is analysed. The main points of the article are then rewritten. 
Summaries can be devised by:

 �  Computational algorithms 

 � Human intervention 

 � A mix of the two techniques. 

The use of computational algorithms means that a vast amount of content can be 
summarised in a short period of time.

Press Cuttings Agencies
The majority of press cuttings agencies focus on PR, Communications and Marketing 
activities. Covering social media, websites, printed resources, TV and radio broadcasts, 
customers are able to obtain current information on their industry and competitors.

Social Media Sites
Social media comprises a mixture of text, pictures, video and oral posts. Platforms 
include those designed for traditional and mobile applications and for mobile 
applications only. Social media is good for immediate information and for discussion. 
Issues may be picked up on prior to their being recorded in the more traditional news 
channels. Articles may be published in the more traditional sources of news but not 
attract attention until they are picked up in social media streams.

Feature Article 1 FreePint Report: Buyer’s Guide on News Content  |  December 2013
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Social Media Aggregation Tools
Social media aggregation tools were originally set up to aid organisations in 
monitoring their own media mentions and to manage social media output. Creative 
use of such tools allows the capturing of alerts, social media search results and 
headlines from relevant social media posts. Information is provided in a dashboard 
format. Different social media aggregation tools provide access to different social 
media platforms. In order to select the right tool, the information professional needs 
to understand the company social media policy and be aware of the social media sites 
used by the organisations, individuals and thought leaders that they are interested in.

Next Steps:
 � Determine organisation-wide news requirements 

 � Assess resources in use in individual departments 

 � Evaluate individual resources. 

Feature Article 1
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Shortlisting Your News 
Aggregation Suppliers
By Andrew Grave

As news touches every part of an organisation, a wide variety 
of needs must be understood and then met. Andrew Grave 

outlines the suggested criteria to use when shortlisting news 
aggregation providers, such as IT infrastructure compatibility, 

training & support, advanced search capabilities and 
delivery formats. Separating software needs from content 

requirements is an important first step, he advises.

Feature Article 2

        ...the news aggregation market 
offers the option to purchase 
software-only solutions and then 
buy-in the content separately... 

About the Author
Andrew is the owner 
of Research Counts Ltd 
which provides training 
and support to corporate 
information teams.

He began his information career at the 
business support agency Business Link, in 
London. He then joined the UK’s sixth largest 
accountancy firm, BDO, where he worked for 
11 years. His work there spanned competitive 
intelligence, vendor management and 
research and analysis.

More details about Research Counts can be 
found at www.researchcounts.com.

FreePint Subscription content

Subscription content requires paid 
subscription and login. 

Contact us at support@freepint.com for assistance.

http://web.freepint.com/go/how/
http://web.freepint.com/go/how/
http://web.freepint.com/go/my/


^ Back to Contents  |  www.freepint.com  © Free Pint Limited 2013- 14 -
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Shortlisting Your News Aggregation Suppliers

By Andrew Grave

To an outsider, selecting a news aggregation solution may seem a simple task. In fact, it’s 
quite the opposite. As news touches every part of an organisation, a wide variety of needs 
must be understood and then met. Technology doesn’t stand still; and neither do providers.

In particular, Dow Jones’ announcement this year that it is withdrawing its content 
from aggregators and bundling Factiva access into a product called DJX with standard 
pricing has compelled many information managers to consider reviewing their news 
aggregation arrangements. See our recent interview with Dow Jones for the latest 
news on this.

Splitting Out Functionality From Content
Unlike many information resources which combine functionality (software) with 
content, the news aggregation market offers the option to purchase software-only 
solutions and then buy-in the content separately.

The advantages and disadvantages of this approach are shown in Table 1.

Advantages Disadvantages

 � Ability to change news supplier 
behind the scenes without having to 
re-train everyone in organisation

 � Greater choice of solutions enabling 
you to get the functionality that 
meets your needs

 � Can have more control over the 
news content you purchase which 
should result in cost savings.

 � Not a “plug and play solution” in the 
way that tools such as Factiva are

 � Greater involvement required from 
the information manager as multiple 
suppliers and more IT input required

 � Organisation may have to take on 
more copyright enforcement than 
when using a hybrid system.

Table 1: Advantages and disadvantages of buying a software-only solution

The separation of the two does not mean the information manager will have to 
negotiate with thousands of individual news providers. They will still have to buy this 
from a traditional aggregator, with the exception of some specific content like the 
Financial Times which is only available directly.

Drawing Up Your Selection Criteria
A great starting place is to consider the criteria listed in our Sixth Annual News Needs & 
Preferences Survey. The most important criteria used by our respondents are shown in 
Figure 1.

Feature Article 2
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Figure 1: Importance of factors when considering a news resource for your organisation
Source: FreePint Sixth Annual News Needs & Preferences Survey 2013 - Purchase Criteria

To this list I also suggest adding the following variables:

 � Training and support: what training solutions does the provider offer? This is 
particularly important for enterprise solutions and where a period of intense 
training is required to embed a new solution.  
Does the provider have a support desk? Is this available 24/7 five or seven days 
a week? A good training solution would include in-person, webinars, online and 
great supporting materials and a similarly strong helpdesk. If you have to invest 
a lot of time in preparing your own solutions then price considerations can be 
eroded away. 

 � IT Infrastructure Compatibility: this is a key area and can be a deal-breaker. If 
your organisation has a particularly old web browser then you will probably be 
paying particularly close attention to the IT requirements of each provider anyway. 
Other areas to consider are whether the aggregators can integrate with your client 
relationship management system and intranet, even if you don’t currently have 
such arrangements in place. 

 � Future-Proofing Your Solution: it is important to make sure your solution is 
as future-proof as possible. I believe there are three aspects which you need to 
prioritise in order to meet future needs adequately:

 � Mobile Availability. This only scored 2.6/4 in our survey but is likely to rise 
in importance very quickly. By 2017, research from Forrester has predicted 
that 905 million people i.e. one in eight of the global population, will have a 
tablet. And as we highlighted last month, Ovum research shows that 70% of 
employees who own a tablet also use it for work. And a growing percentage 
of such devices are directly provided by employers, almost 18% in mid-
2013, up from 12.5% in 2012. So although mobile availability was not rated 
as important as other factors by information managers in our survey, it is 
certainly something that should be given strong consideration. Especially as 
users may receive a tablet from Santa sooner than they receive one from their 
IT department.

Feature Article 2 FreePint Report: Buyer’s Guide on News Content  |  December 2013
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 � Social Media Content. News often breaks on channels such as Twitter before 
more traditional media. Having swift access to news near-instantly is of key 
importance to an organisation, especially its external communications teams. 
A good news aggregator will offer curated social media content, the ability to 
select your own social media sources or, ideally, both. The ability to mine non-
text news will also prove increasingly useful.

 � Integrated Sharing. This is a feature which has travelled across from social 
media sites into information products. In the 2011 FreePint News Needs & 
Preferences Survey, respondents ranked this 2.6/4 but respondents to this 
year’s survey gave it 3.0/4. 

Other Considerations
Must-Have Content 
In the UK and the US there are two publications that are often considered to be “must-
have” resources for business news analysis: the Financial Times and The Wall Street 
Journal. Each of these requires you to have a corporate subscription directly with them. 
The Financial Times states it is available through 40 aggregators. But don’t be limited 
by to this list; as the FT also offers RSS feeds it is available through pretty much every 
news aggregation tool.

As mentioned earlier, Dow Jones is no longer making its content available through 
aggregators. Therefore users who require Dow Jones content are left with two choices: 
a DJX news aggregation solution with the company’s new standard policy or a news 
aggregation solution from another provider alongside a smaller number of DJX seats 
for Dow Jones content.

Links to Other Content Spend 
Suppliers are understandably keen on selling as much to an organisation as possible. 
Do consider the impact of existing spend with your potential providers when 
considering your aggregation solution.

Unavailable Solutions 
Factiva is not available to the legal market but makes its content available to the sector 
via Nexis.

Multiple Solutions 
Faced with such a wide variety of criteria, many organisations have adopted multiple 
news aggregation solutions. Although having multiple suppliers creates extra work, 
the high cost of news content makes providing different solutions sensible. At EY, for 
example, they have adopted a model whereby acquired content advisers focus on 
optimising content purchases through a portfolio approach.

Companies frequently invest in tools such as OneSource Business Browser and BvD’s 
Mint (see the FreePint review in October 2012) for basic research purposes. These 
contain news, so duplicating this with another news research solution is unnecessary.

In addition, PR teams may require the functionality of a solution that meets their 
particular needs. As part of the FreePint Topic Series: Beyond Aggregation, we have 
reviewed three such solutions: M-Adaptive, Eureka.cc & Eureka.cc Analytik, Meltwater 
News & Meltwater Buzz.
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A typical set up is shown in Table 2.

Type of User Example users Current awareness 
solution

Historic news 
research solution

Power User Information and 
knowledge and 
research teams, 
compliance, in-house 
legal team, paralegals, 
public relations, forensic 
accountants

General  centralised tool 
e.g. NewsEdge plus
premium tool e.g. 
Factiva, Nexis.
Possibly a media 
monitoring tool for PR 
team.

Premium tool e.g. 
Factiva, Nexis

Enterprise User Marketers, business 
development, client 
relationship owners

General centralised tool 
e.g. NewsEdge.

General company 
research tool e.g. 
OneSource, Mint

Media 
Monitoring

Press and public 
relations office

Media monitoring e.g. 
M-Adaptive, Eureka.cc, 
Meltwater

Premium tool e.g. 
Factiva, Nexis.

Table 2: Multiple news solutions

Next Steps:
 � Draw up the list of criteria which you will use to evaluate your solution(s) in 

conjunction with your sponsor, users and stakeholders. Think about giving a 
ranking to each one 

 � Separate your software needs from your content needs 

 � Consider different solutions for power users, enterprise users and PR; one size may 
not fit all. 
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For most knowledge-based businesses, aggregation is now the starting point — not the goal — of their 

information system. At Attensa, we’ve been working with customers for years to enable them to deliver 

the right information, to the right people, at the right time and creating immediate ROI by:

■ Increasing productivity by reducing time-consuming manual search

■ Improving content utilization from all available sources of information

■ Reducing time spent on curating, producing and delivering information 

■ Driving innovation by connecting knowledge and expertise

info@attensa.com    |    (USA) +1 971 340 2000    |    (UK) +44 203 318 5284

WAY BEYOND AGGREGATION

Everything you need to turn
information into knowledge

To find out how companies from global pharmaceuticals to law firms and knowledge-based 
startups use Attensa to turn information into knowledge, please visit www.attensa.com and 
discover the world beyond aggregation.
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Journey to DJX had “Customers’ 
Needs in Mind”
By Tim Buckley Owen

        ...some people still feel, however, 
that the new product will mainly 
benefit “power users” rather than 
the enterprise community... 

Following FreePint reporting and commentary last summer 
on Dow Jones’ plans to subsume Factiva into its new 

DJX product, Tim Buckley Owen has been back to users, 
asking them whether they now feel more reassured and 

putting their continuing concerns to DJ’s Georgene Huang. 
New means of communication with customers, risk of 

migration to competitors such as LexisNexis or Acquire 
Media/NewsEdge, product pricing and licensing, and the 

“Bloomberg factor”, are among the topics covered.
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Journey to DJX had “Customers’ Needs in Mind”

By Tim Buckley Owen

It was last summer that news began to emerge of Dow Jones’ intention to subsume Factiva 
into its new more comprehensive DJX product and revamp its pricing to match. At the time 
there was disquiet in the information community about what this might mean for their 
services and whether the new offering would be worth the money – concerns which 
Dow Jones (DJ) attempted to allay.

So are customers now more reconciled to the changes? One told FreePint that they 
were happy with the actions the company had taken thus far to keep customers 
informed – but added that this was no more than an improvement on the earlier 
situation, and that it still had work to do to win over hearts and minds. 

Hardly surprising that DJ says in response that it “deeply values” its customers’ opinions 
and decisions and welcomes the chance to discuss their experiences. “When we 
decided to go on this journey, it was with the customers’ needs in mind,” says Dow 
Jones’ head of institutional product, Georgene Huang.

She invites them to speak with DJ directly through the live 24/7 customer service, 
and also told FreePint that customers will soon be able to contact sales or 
product development representatives through DJX’s secure content sharing and 
communication platform.

“Every Customer Plays a Role”
Some people still feel, however, that the new product will mainly benefit “power 
users” rather than the enterprise community – and certainly not smaller organisations 
or libraries purchasing services for their own use. Again plugging the promised 
communication platform, Georgene Huang suggests that it will foster real time 
product improvement driven by customers. “With DJX, every customer plays a role,” 
she says, “regardless of how big or small their company”.

Many customers may regard Factiva as “best of breed” and competitors as merely 
“good enough”. Yet early results from FreePint’s latest News Needs & Preferences Survey 
still indicate that two thirds of those who currently use Factiva as their preferred news 
product are considering alternatives such as LexisNexis or NewsEdge.

One customer who has already partially moved away from DJX apparently expected 
a lot of user criticism, but users have reportedly accepted the change. Another told 
FreePint that Acquire Media saw this as a good opportunity for NewsEdge, and was 
working to improve its functionality, content and delivery as a result.

We Don’t Heed Competitors
Georgene Huang, though, is unimpressed. “In business, as in life, we must choose to 
focus on ourselves rather than our competitors – so Dow Jones does not pay heed to 
what our competitors are doing or saying,” she says.
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“We want people to consume Dow Jones content through the Dow Jones product, 
with a Dow Jones experience,” she continues.  “As such, our content will no longer be 
available to institutional customers through Acquire Media/NewsEdge as of December 
1.”

Cost and an inflexible product licence continue to be a concern for some customers. 
Without being able to confirm them, FreePint has heard some extraordinary estimates 
of cost increases for some – doubling or quadrupling, in one case an estimate of 10 
times more.

Georgene Huang refuses to be drawn on specific instances, but does say that the 
pricing for DJX was chosen because it represents “fair value for the immense quantity 
and unique quality” of the content it offers. “Because of the adoption of some 
inconsistent pricing models in the past, we believe our product was undervalued in 
some cases,” she states, adding that the company is now aligning quality and price.

Emulating Bloomberg?
Where executives worked previously shouldn’t normally matter. But several of 
the people FreePint has spoken to over the months have characterised DJX as a 
Bloomberg-type offering and, bearing in mind that Georgene Huang and reportedly 
a number of other senior DJ staff came from Bloomberg, we felt we had to put the 
question: Is this an attempt to emulate Bloomberg and, frankly, is DJX a strong enough 
offering to succeed with this model?

Acknowledging that people may inevitably make comparisons, Ms Huang makes clear 
that Dow Jones makes standardised product offerings at standardised prices because 
that is sustainable business practice and keeps the company focused on building and 
selling as opposed to negotiating. “Bloomberg is just one of millions of companies in 
the world that also has standardised product offerings and prices,” she adds.

Dividing Dow Jones content across several different products was limiting 
opportunities to make innovative and useful connections, Georgene Huang concludes. 
“When we realised that combining our content was the best way to help customers 
make better business decisions, faster, we had to do it.”

Interesting Times
So there’s clearly no going back. Dow Jones’ decision to integrate its content and take 
the opportunity to repair past pricing inconsistencies at the same time suggests that 
customers will just have to swallow the higher costs – those that decide to stay with 
DJX, that is.

And even though it claims to ignore its competitors, the company has still decided to 
spike the guns of one of them by withdrawing its content. Interesting times – for Dow 
Jones, its customers, and its competitors. 
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Taking a Step Back From News 
Aggregation Tools: What is 
Current Awareness?
By Shimrit Janes

        ...It is a deceiving aspect of 
change projects that the element 
that is likely to take up the most 
money - the technology - is also 
arguably also the quickest part of 
the project to implement... 

There is a well-known quote from Clay Shirky, in which he 
suggests, “A revolution doesn’t happen when society adopts 
new tools, it happens when society adopts new behaviours.” 
Law firm RPC’s approach to using news aggregation tools is 

rooted in this thinking. After selecting and rolling out Attensa 
as part of its knowledge management programme, the team 

has turned to helping lawyers think through which sources 
support their objectives, and what they need to do once 

articles arrive in the application.
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Taking a Step Back From News Aggregation Tools: What is 
Current Awareness?

By Shimrit Janes

It is a deceiving aspect of change projects that the element that is likely to take up the most 
money - the technology - is also arguably also the quickest part of the project to implement. 
Work out what your requirements are, consult with your user base to identify the specific 
user cases for how they will make use of the technology, then select the tool that best 
matches up with those requirements, fits your budget, and your existing technology.  
Test. Deploy. Maintain.

What is easy to forget once you’re in the grips of a technology-based project, however, 
is the people that will be using the tool every day. What assistance will they need to 
embed the new tool in their working practices? Will they need to change long-held 
behaviours (and beliefs?) What benefits can they expect to receive from adopting the 
new tool? Will everyone be using the tool in the same way?

Enterprise News Aggregation: An Essential Tool
Our deployment of enterprise news aggregation tool Attensa was not a “nice to have”. 
Rather, its selection formed part of a wider knowledge management (KM) programme 
that sought to make use of emergent social technology as a way of encouraging the 
flow of knowledge around the firm. (Read more about Attensa in FreePint’s article 
“Attensa StreamServer - “attention management” for the enterprise”.)

Forward-thinking City law firm RPC wished to up its game in the current awareness 
stakes as a way of improving the service offered to our clients, the knowledge of 
our people, and our competitiveness. The selection of a news aggregation tool that 
integrated with the firm’s social intranet “Edge” was just the start of that journey.

What is Current Awareness?
As a way to help lawyers understand how current awareness fits into their other 
activities, we wrote a simple-to-follow definition:

Current awareness is... 

...a piece of information...

...that can be used to gain knowledge and insight, from...

 � The bigger picture in politics, the economy, society, technology, and the environment 

 � Trends and news about your clients and the sectors you work in; and 

 � Changes affecting the legal sector and professions, such as the Legal Services Act 

... to feed into...

 � Business planning and strategy formulation 

 � Relationship building with networks 
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 � Reputation management; and 

 � Learning and research 

            ... and shared with the relevant audience. 
 
RPC’s Model of Current Awareness
We also developed a model that provided a flowchart that could be used to help 
identify which outcomes were anticipated, and how current awareness could 
contribute to those outcomes. In particular, the flowchart asked lawyers to think 
through:

 � Outcomes: the context/outcomes for which current awareness is required 

 � Scope: the areas of current awareness that need to be monitored to achieve the 
desired outcome 

 � Filters: the constraints required for monitoring the areas of current awareness, 
driven by purpose and available resources 

 � Tools: the tools needed for pulling, curating, and pushing the materials being 
monitored and reviewed 

 � Actions: the actions and behaviours required to ensure current awareness is 
monitored and reviewed. 

With the definition, model, and a number of other checklists and menus, our KM team 
works with lawyers and teams to help think through:

 � How Attensa will be used 

 � Which other tools and sources are needed 

 � Which behaviours need to be adopted for the current awareness strategy to be 
effective 

 � And - most importantly - what they need to get out of it. 

FreePint Subscribers can find out more by reading Shimrit’s full case study: “News 
Aggregation Solution Gives City Law Firm RPC a Competitive Edge”. 
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NewsEdge 
Enterprise – 
Beyond News 
Aggregation

Need a vendor who will listen?
Web:   www.acquiremedia.com
Email:  info@acquiremediacom
Phone:  973.422.0800

NewsEdge is a leader in news aggregation and has been serving the 
current awareness needs of information professionals for over 20 years.  
We understand that the news requirements for many organizations aren't 
met by a one-size-�ts all model.  You need a news vendor that works with 
you.   That is why Acquire Media developed NewsEdge Enterprise 
Solutions - to support the new realities of the ways businesses receive 
and distribute news and information. 

•   Alerts

•   Newsletters

•   Web Integration Widgets

•   Customized Solutions

Hosted or in-house, NewsEdge Enterprise has a solution to reach your 
users where they work.

Come visit us at the  following conferences:  

Pharma-Bio-Med 
3 – 5 November,  Berlin Germany

FIA Expo
6 – 7 November,  Chicago, IL

Online
19 – 20 November,  London UK

NewsEdge Enterprise
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Mini Review: NewsEdge
By Jan Knight

        ...combines premium and 
free web sources into one online 
database that is used by over 450 
global corporate enterprise and 
government organisations... 

Jan Knight reviews web-based news monitoring service 
NewsEdge, an award-winning product that combines premium 

and free web sources into one online database that is used 
by over 450 global corporate enterprise and government 

organisations. She provides an overall look at the product and 
its current features as well as a discussion on some of the more 

significant product enhancements since our 2012 review.
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Mini Review: NewsEdge

By Jan Knight

NewsEdge is a web-based news monitoring service from Acquire Media. It allows users to 
access real time news sources from around the world, analyse them and then share and 
distribute those findings.

This award-winning product combines premium and free web sources into one 
online database that is used by over 450 global corporate enterprise and government 
organisations. Users subscribe to the product in order to research and monitor topics, 
stay up-to-date with those issues, events, company news, and industry news that are 
important to their business. The resulting information can be organised and shared in 
a variety of ways.

NewsEdge has been reviewed by FreePint twice since its acquisition by Acquire 
Media in 2007, in October 2010 and then again in March 2012. The product received 
overall very positive reviews with a few comments and suggestions for improvement, 
a number of which Acquire Media appears to have taken into consideration when 
adding to the functionality of the NewsEdge product.

Since the last review just over a year ago, numerous enhancements have been made 
to the product. This Mini Review will provide both a brief overall look at the product 
and its current features as well as a discussion on some of the more significant product 
enhancements. This should enable readers to see the growth of the product both in 
terms of content as well as in improvements in the user interface.

Audience
Any business entity that could benefit from keeping up-to-date on the news that 
affects their business and their customers are potential customers of NewsEdge. The 
audience for NewsEdge is typically corporations and government organisations who 
wish to not only monitor the news but need to share it with others in an efficient 
and consistent manner. Many customers might have an Administrator who creates 
searches, sets up alerts and other distribution methods as well as many personnel who 
are primarily readers and recipients of the information.

FreePint’s View
NewsEdge from Acquire Media brings value to its customers by providing one online 
tool through which a variety of sources worldwide can be chosen, set up to be 
monitored easily and immediately, viewed in an easy to manipulate interface, saved, 
exported, and then shared with others in the form of alerts or newsletters.

It not only provides access to large numbers of sources that would not normally be 
easily accessible, but also saves time by allowing users to set up monitoring systems 
for those topics that are important to them.

The company’s commitment to continual improvement in both technology and 
content is admirable and I would encourage anyone who might find this product 
useful to their business to take advantage of the demo, the trial and the training.
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ü  Impressive geographic and industry 
coverage

ü  Authoritative content from diverse global 
sources

ü  Multiple search options provide flexibility 
for all levels of expertise

ü  Results screens contain good amount of 
data and choices

ü  Sharing and distribution options are 
plentiful and easily managed 

û   NewsEdge Refinery on Results page  
not prominent

û   Minor usability issues in parts of the 
interface.

Sources, Content and Coverage
Content is pulled from a combination of free online web sources (over 4,500) as well as 
from premium content where it is licensed for use through their software.

Traditionally, the premium news sources in NewsEdge were common names to many 
such as Reuters, Market Watch, New York Times, AP, PR Newswire, Bloomberg Business 
News, World News Connection, Business Wire, just to name a few. Although the sources 
were international in flavour, one of the negative comments from the last FreePint 
review was that the coverage outside of North America was lacking. The company 
knew that this could hurt the potential growth of the product and has made significant 
efforts to expand its content coverage worldwide.

In the past 18 months, NewsEdge has added over 4,000 titles, many of which address 
this concern directly. They have partnered with ISI’s Emerging Markets Information 
Service and added over 3,400 hard-to-find titles where approximately one third of 
these will be in English language while the rest will be in 14 other languages. Examples 
of those sources and of some of the over 600 new sources from individual licences are 
shown in Table 1.
 
Table 1: New Content Added Since 2012 Review

Number of New Titles Sources

600

Athena Information Solutions (Asia & India)

Al Bawaba (Middle East)

PAC News, Business Monitor International, MGN (United Kingdom)

2,400

AME Info (Middle East Business & Financial News)

Baltic News Service

Bank of Thailand Press Releases

News Agency of the Slovak Republic

SKRIN (Database for Russian Public Companies)

Taiwan Economic Journal

Not only is the content pulled from all over the world but the languages represented 
include Russian, Turkish, Slovak, Chinese, Korean, Spanish, German, Japanese, Italian, 
French, Portuguese, Swedish, Norwegian, Arabic, Dutch, Slovenian, Estonian, Finnish, 
Lithuanian, Icelandic and Latvian.
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Search and Search Results
Search 
NewsEdge provides four ways to search the database, with the Quick Search being 
added since the last review. The options allow users with various search backgrounds 
to still manage the function in the way that best suits them. 

1. Quick Search: here a user is presented with a simple text box where keywords can 
be added and phrases can be designated with the use of quotation marks. This is 
a useful, quick way to perform keyword-only searching and is useful for users who 
are more accustomed to public search engines. 

2. Guided Search: here a user can also enter free text in the form of keywords and 
phrases but can also incorporate what NewsEdge calls Facets. Facets can help 
narrow the search by use of a hierarchical taxonomy in the following categories: 
Company, Subject, Industry, Location, Source and People. When any of the above 
facets are clicked, a user has the additional option to either “Include” or “Exclude” 
something specific from the search. The Industry facet is informed by the NAICS 
Codes (North American Industry Classification System) but is not tied to the 
classification directly. A user can expand and browse the facets or collapse them 
when not being used. 

3. Boolean Search: in this search mode a user is presented with a series of text boxes 
that allows them to include or exclude terms while at the same time indicating 
where those terms must appear in the document. The options are: Anywhere, 
Company, Industry, Location, Source, Subject, People, Headline, Lead, Text, and 
Metadata. The page also provides options for the connectors “and” or “or” to be 
used. Although this is a somewhat standard Boolean search option it does “walk a 
user through” the options very clearly.

 
Searches can be saved by providing a title for the search and a useful feature for an 
administrator is that others on the team may also run the saved search, but may not 
edit it. They can, however, take that saved search, make a copy as a personal version 
and add it to their own set of alerts. 

4. Advanced Search: lastly, a user can perform an advanced search which provides 
additional options for filtering such as date ranges, story filtering (duplicates 
and relevance issues), and even allows filtering of Sources such as Source Type 
(e.g. Blog, General Newswire, Magazine), Geographic Origin (where article was 
published), Geographic Focus (location focus of the story), Classification (Industry) 
and Language. Although many of these additional filtering options are also 
available on the Guided and Boolean Search interfaces the Advanced Search takes 
all of those features and allows experienced searchers to craft more complex 
queries such as those with: nested searches, proximity operators, grading values, 
and more.

Results
The “front page” tab provides a quick look at groupings of various news sources and 
topics that can be customised by the Administrator at the organisation. The admin log 
in includes the rights to customise this Front Page, while users have read-only rights. 
Customisation for the end user takes place on “MyNews”. There is not only a General 
News section focusing on Top Business News, Top World News and Top US News, but 
the additional tabs allow the user to quickly browse the top news of various industries 
or topics that they have chosen to monitor.
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The “MyNews” tab allows the user to customise the news they receive and the view 
they see in the various industries being monitored.

Figure 1 shows the MyNews results page with stories identifying the title, source 
publication, country, date of publication, time of receipt, word count and in many 
cases one of the story indicators explained below. On this screen it is also possible 
to see the main navigation tabs as well as the Story Folders along the bottom where 
stories can be saved and categorised.

Figure 1: MyNews Results Page 

Star – A star ( ) indicates that this is a NewsEdge Pick. This is a story where its 
relevance score ranks in the 85th percentile or higher.

Flag – The flag ( ) identifies stories that have been flagged as important or 
noteworthy by the user or a member of the group with whom the stories were shared.

Story Cluster - ( ) shows that this story is the first of a group of stories with much the 
same content.

@ symbol – This “@” sign indicates that the story’s source was the web, and not 
provided by a content publisher, and thus licensed.

NewsEdge Refinery
On the results screen on the far right side of the screen, is a vertical bar. The bar 
was not very obvious to me initially and even when it was pointed out to me in the 
demonstration, I at first wondered what the word Refinery meant! I saw quickly that 
it provided quite a robust filtering system that allowed me to refine the results. This 
purple bar that a user can “pull in” to view helps refine the results using the following 
categories: Companies, Industries, People, Places, Sources, and Subjects. A user can 
either click on a check box to choose a filter/refinement or exclude it by clicking on the 
X. Search relevance can even be adjusted but I did not delve into that option for this 
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review. This vertical bar can be collapsed and enlarged whenever refining of the results 
is needed.

Figure 2 shows the NewsEdge Refinery with the various topics/filters open. At the 
bottom of the screen there is a small search box where a user can also type in a 
keyword to filter the search results in that manner.

Viewing a Story
A user can view a story by clicking on the headline. As Figure 3 shows, the 
pop up box for the story includes options to share in a variety of ways but 
as importantly provides additional information at the end of the story 
on controlled vocabulary/topics that the story covers. In this example, 
the story provides information citing Companies, Industries, Places and 
Subjects.

Figure 3: Story Pop Up Box

Outputs, Reports and Alerts
Results can be saved and shared in a variety of ways. A user can click on the 
right hand end of a story title and be presented with a variety of options. 
It’s easy to save, print full text, save as a PDF, save as RTF, save as HTML, 
email (up to six people via HTML, text, mobile or smartphone) or Flag the 
story. A user can even choose a preferred layout, specify the subject line 
and write an introductory comment to accompany the email. Stories can 
also be posted to LinkedIn, Facebook or Twitter, if permitted by the content 
licence holder.

Additional options include moving the story or saving it in a Story Folder, a place 
where stories can be collected and reused later. A user can choose whether the folder 
is viewable by just them, or by a group or by everyone in an organisation. Story Folders 
can be set up by a user and they will appear along the bottom of the screen.
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Figure 2: NewsEdge Refinery
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Results can also be managed in a variety of ways via the “Manage” tab on the home 
screen which allows the user to perform a wide variety of functions for Alerts as well as 
for Story Folders. This tab allows you to:

 � View & Modify Alerts – Enter recipient emails, add comments, create a schedule 
for delivery, format with headlines only or headlines and summaries.

 � Create & Populate Story Folders - Stories can be assigned to folders which in turn 
can be shared with others in the group so that they may view the stories. Stories 
can also be moved from pending to active and the user has a choice on how to set 
up the schedule for doing so.

As a test, I created a new folder in which to place some stories, and was told twice via a 
dialogue box that I hadn’t saved the folder. I then realised that there was a “save” icon 
in the shape of a computer disk that I had completely somehow ignored. I was not 
expecting the icon to be where it was, but was instead looking for a Submit or Save 
button. This was one of the few minor usability issues of the interface that I discovered.

Newsletter
The ability to create a Newsletter is an option that makes it very easy to share 
information with others in a customised, organised manner. The Newsletter Wizard 
walks the user though creating a template, adding sections, content population 
and more. It would be very easy to create a collection of newsletters for various 
constituents and customise the content and design accordingly. The Test Newsletter I 
created was sent to my email and looked very professional. It’s a great feature.

User Interface
For the most part I found the interface for NewsEdge to be clear, clean, consistent and 
mostly intuitive. However, there were two small areas where I had a little difficulty. I 
noted that at one point there was a note generated by the system, or a pop up window 
that appeared regarding the use of the Microsoft Explorer version 6 or 7 browser. This 
review was conducted using Firefox 24.0 and it may have faced a minor glitch. The 
system cautions users of Microsoft IE versions 6 and 7 that some features may not work 
in these browsers and these notations appear in the product’s online help files.

Secondly, when attempting to create a Newsletter and adding stories for that 
newsletter, I encountered a little difficulty in saving the search. This time, it was as if 
the software was not recognising the fact that I had chosen to include certain stories. I 
later determined, with some input, that there was a step that needed to be taken that 
was not outlined clearly and obviously in my case wasn’t as intuitive as it could have 
been.

Neither of these minor events were typical of the software during my review, but it did 
reinforce my feeling that to really get the most out of the product and appreciate the 
many benefits, that a full training would be beneficial to all users.

The company’s enhancements in the user interface since the last review are also 
impressive. They include, but are not limited to: the addition of a quick search 
interface, addition of a story preview pane, inclusion of a word count in search filters, 
implementation of a new Newsletter Wizard to guide a user step-by-step through 
the process, RSS feed integration so that users can add their own preferred RSS feeds 
directly into the NewsEdge account and the addition of a Smart Look-up for all search 
boxes which allows users to see pre-populated suggested keywords and phrases as 
well as the taxonomic codes from Acquire Media. Their classification process has been 
enhanced by the addition of People Authority so that users can search and filter on 
important names in business.
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Special Software Functionality 
The NewsEdge software allows for a fair amount of customised functions to be set by 
the user. Most of these customisations are related to how the search results appear 
on the screen, how they can be filtered, and how they can be saved and shared with 
others. The My News tab is a great example of how the searches and results can be 
customised and viewed in the way each person might like to see it.

Help and Customer Support
There is 24/7 coverage and support for customers and within the software interface, 
there is online help designated by a question mark which appears on the top right 
end of the navigation bar. Depending on the page being viewed at the time, the 
question mark provides a pop up window that includes help information. For instance, 
when setting up Alerts, the pop up window provides instructions and screen shots for 
managing alerts, but when a user is in one of the Search modes the information plus 
screen shots pertain to the various ways of searching. Customers can also obtain help/
support on user functionality via an email address.

Pricing
Pricing for the product is similar to many other information services in that it is 
subscription based. However, a differentiator is that for those customers who are 
mostly considered just readers and are recipient of alerts or newsletters, the pricing is 
less than for those administrators who wish to set up an information gathering and 
distribution process for a larger organisation. Please contact NewsEdge directly for 
more details on pricing.

Demos and Trials: The company is happy to demonstrate the product to potential 
customers and I will comment that for the purposes of this review, the demonstration 
I received was one of the clearest, logical and most effective of any I’ve had for a 
product of this type.

A 30-day trial is also available to those wishing to really test the product for their own 
organisation.

Contact Details
NewsEdge
3 Becker Farm Road
Suite 401
Roseland
NJ 07068
USA
Tel (US): 973 422 0800
Email: info@acquiremedia.com
Website: www.newsedge.com
www.acquiremedia.com 
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Q&A with Comintelli: Combining 
KM and Competitive Intelligence
By Sophie Alexander

        ...we can create a 
single portal where they 
can integrate all of that 
information in one place... 

Jesper Martell of Comintelli tells Sophie Alexander how their 
products can improve a company’s decision making process 
and what changes he sees for the future of news delivery to 
organisations. Comintelli’s Knowledge XChanger™ provides 

solutions for knowledge management and competitive 
intelligence. The Enterprise Information Access Software can 

aggregate a variety of content, from external and internal sources 
from research companies, news agencies, websites and RSS feeds, 

to content from a client’s network drive, email or SharePoint site.
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Q&A with Comintelli: Combining KM and  
Competitive Intelligence

By Sophie Alexander

Comintelli is a leading provider of Enterprise Information Access Software. Their award-
winning product, Knowledge XChanger™, provides solutions for knowledge management 
and competitive intelligence. FreePint reviewed Knowledge XChanger in 2011.

Sophie Alexander recently interviewed Jesper Martell, CEO of Comintelli, to find out 
how their products can improve a company’s decision making process and what 
changes he sees for the future of news delivery to organisations.

FreePint: What are some of the unique ways you combine technology with content 
and customer needs to deliver value to users?

Jesper Martell: We don’t provide any content. We like to see ourselves as being 
content neutral and let the customer decide what content they want to include and 
then aggregate it depending on what the customer wants. This includes both external 
and internal sources from research companies, news agencies, websites and RSS feeds, 
as well as content from their network drive, email or SharePoint site.

It’s this combination of internal and external sources aggregated through our software 
solution, Knowledge XChanger, that is unique. We are able to bring structure and 
findability to the content that the customer has already purchased or acquired from 
somewhere else and we try to make this more usable.

Customers often have many subscriptions to different websites and end up having to 
search in different places for all this whilst logging on and off each time, but we can 
create a single portal where they can integrate all of that information in one place.

Most of our customers have direct relationships with the different content providers 
and often arrange licensing themselves but what we do is to take care of the technical 
part, so once they’ve made the commercial arrangements and decided what content 
they want to include, they can then leave it up to us to do the technical integration.

FreePint: How do you work with your users to understand their workflow 
requirements?

Jesper Martell: We start most of our projects with what we call a mapping phase 
which is essentially a form of pre-study. We’ll carry out lots of interviews and 
workshops to define what the taxonomy is going to look like and which sources and 
feeds the client wants.

Once we’ve set the client up with our software it actually has its own administrative 
interface so our customers can just go in and make any changes they need and 
maintain it themselves.

Feature Article 6

Subscribers
 to FreePint: 

View Online »
Not yet a subscriber? 
Subscribe Now »

http://web.freepint.com/go/sub/issue/1760
http://web.freepint.com/go/sub/article/70773
http://web.freepint.com/go/how/


^ Back to Contents  |  www.freepint.com  © Free Pint Limited 2013- 36 -

Our software is often installed in-house behind our customers’ firewalls, but can also 
be hosted. That’s also quite a unique feature as most companies we compete with 
provide more of an internet-based service that includes content, whereas we’re more 
of a software company and actually install it. This means security is higher and we can 
customise and integrate more easily with the customers’ own internal databases and 
information.

FreePint: How can the right vendor or partner transform a company’s access to and 
use of news content to drive better decisions?

Jesper Martell: Often companies don’t lack content so that’s not really the issue 
but what they need is more structure and findability. We help them make use of the 
information they already have and give them a return on investment in this way.

When they use our solution they can usually centralise their information purchasing 
so rather than having lots of different departments buying the same reports from the 
same provider, they can get less duplicates and can often get volume discounts from 
these companies if they buy in bulk. So time, money and centralisation are the key 
benefits that our customers experience. You get more coordination in the content you 
buy and what content you have and you see what other people are buying. All that 
together usually results in quite a significant cost saving for them.

FreePint: What do you think is the “next big leap” for news delivery to organisations? 
How soon will it happen, and what milestones do you see along the way?

Jesper Martell: That’s not an easy question. I think we will see a return to basics again. 
There’s been so much information and news freely available on the internet and it’s 
so easy to get news today in many different formats. But what we’re seeing from our 
enterprise customers is that they’re getting really fed up of the amount of garbage 
that’s out there because it means the really good information gets lost and they can’t 
really find the gems as easily.

What we’re increasingly being asked for is more filtered information. Clients want 
information that’s more individualised and more relevant to them. There are lots 
of ways of achieving this, including de-duplication filters and better search queries 
but above all we’re seeing business users increasingly prepared to pay for quality 
information. That’s what I mean about going back to basics. If they can get filtered and 
summarised information and all the garbage is cleaned out, a lot of companies are 
more prepared to pay for that today.

They’re willing to pay for different filtering services to really get what they, as an 
individual, need and want. That filtering can be automatic; using tools like ours we can 
take away duplicates, but there’s also a manual component. You can either have your 
own editors or information analysts or hire someone from an external company. We 
have people that go through and approve articles before they get sent out to our more 
general audience. The kind of service we’re increasingly going to see offered in the 
future will involve ensuring that only the right information reaches the right people.

About Jesper Martell

Jesper Martell is the Chief Executive Officer (CEO) and co-founder of 
Comintelli, a leading provider of competitive intelligence software. Prior 
to founding Comintelli, Jesper had a career at the telecoms company 
Ericsson between 1994-998. He created, established and managed 
the Corporate Intelligence Centre, at the time regarded as the largest 
competitive intelligence system in the world. He holds a Master of 
Business Administration (MBA) from the Stockholm School of Economics. 

Feature Article 6

Subscribers
 to FreePint: 

View Online »
Not yet a subscriber? 
Subscribe Now »

FreePint Report: Buyer’s Guide on News Content  |  December 2013

http://web.freepint.com/go/sub/article/70773
http://web.freepint.com/go/how/


Comintelli is a software company providing solutions for Knowledge Management and Competitive 
Intelligence.  Our award-winning product Knowledge XChanger™ automates the task of:

• Aggregating content from various sources
• Classifying content using topic maps (taxonomies)
• Searching full text documents
• Analyzing trends and patterns
• Delivering content in a relevant format to authorized users

Create Order in Information Chaos!

For FreePint readers we have selected four documents from Comintelli’s Resource Center  that you can 
order free of charge! Enjoy.

For more information about our solutions, please visit www.comintelli.com. 

http://www.comintelli.com/Hello-freepint-reader!
http://www.comintelli.com/Hello-freepint-reader!
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Product Review of Northern Light 
SinglePoint: Executive Summary
By Sophie Alexander

        ...Northern Light has been 
solely focused on providing 
strategic research portals 
since 1996... 

If you’re looking to significantly speed up and enhance 
the process of analysing markets, tracking competitors, 
forecasting technologies or developing new products, 

then a Northern Light SinglePoint strategic research 
portal may be just what your company needs. 

Aggregating all of a company’s internal and external 
market research via a single point of access, the portals 

are fully customisable. 
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Product Review of Northern Light SinglePoint:  
Executive Summary

By Sophie Alexander

Northern Light’s SinglePoint strategic research portal provides a single point of access for a 
company’s entire internal and external market research via a single, securely hosted solution 
which is fully customisable.

What makes SinglePoint so unique is its use of MI Analyst™, Northern Light’s search 
engine which is optimised for business research. This applies powerful text analytics 
to the full text of documents. It then automatically applies MI Analyst filters which are 
text analytics that are further customised to the interests of specific industries. The 
facets of MI Analyst differ depending on the industry which means a better search 
result is returned.

Northern Light has agreements with some of the world’s leading technology and 
industry research content providers and they currently integrate over 160 premium 
sources, with more being added all the time.

SinglePoint portals can be deployed within 90 days. Each SinglePoint client has a 
custom search index built from the specific content providers and content services 
that they license or wish to have in their strategic research portal.

Some of the content that can be included within a SinglePoint research portal 
includes:

 � Secondary research reports 

 � The client’s proprietary research 

 � Northern Light business news 

 � Industry authority blogs 

 � White papers 

 � Social media 

 � Life sciences conference proceedings abstracts 

 � Government databases 

 � A custom web search whereby Northern Light can crawl any part of the web and 
include a searchable index of that material. 

Product Highlights
There are very few companies, if any, which can aggregate web news, secondary 
research and a client’s own internal market research content and Northern Light is 
unique in being able to operate on both sides of the firewall to harvest this content.

The portal can significantly speed up and enhance the process of analysing markets, 
tracking competitors, understanding customers, forecasting technologies and 
developing new products. SinglePoint portals have been shown to have a high return 
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on investment with clients reporting quantifiable savings in several areas including: 

 � Value of time saved: not having to search lots of different websites saves a lot of 
time. One SinglePoint client estimated that its SinglePoint research portal saved 
1.5 hours per user session. With an estimate of $100 per user session and around 
18,000 user sessions a year, this resulted in a saving of $2.7 million a year.

 � Consolidated purchasing of information: SinglePoint consolidates licensing 
and enterprise-wide sharing of licensed content, resulting in cost savings for the 
organisation. A typical SinglePoint client has 15 sources and 6,000 user accounts 
and would experience a saving of $900,000 a year in avoided duplicate report 
purchases.

 � Reduced number of websites/portals: one SharePoint client greatly reduced the 
cost of providing internal research as their portal allowed them to discontinue 150 
intranet sites in their organisation. They estimated a saving of $1.5 million a year 
for IT alone. This was converted into $10,000 per duplicate portal eliminated per 
year.

 � Supporting a larger number of users with fewer staff: with organisations still 
facing budget cuts, SinglePoint can support a wide number of users with a very 
limited internal staff. One SinglePoint client has one person supporting 5,000 users 
of secondary research via a SinglePoint portal.

 � Intellectual property issues and fair use: SinglePoint enforces the terms of 
the content licensed, so organisations don’t have to worry about unknowingly 
violating the usage terms of their agreements with secondary research providers.

 � Primary research savings: SinglePoint can consolidate primary research into 
a single repository and make it available to authorised users throughout the 
organisation, eliminating the need for duplicate primary research and saving 
money.

 � Developing new products faster: by having easy access to all licensing and 
primary research, researchers can spend less time looking for information and 
more time considering it. Northern Light’s text analytics applied to business 
research can help greatly with the process of product research. For example, all 
relationships between concepts (e.g. drugs, diseases, genes) can be automatically 
identified and displayed to the researcher.  

FreePint’s View
One of the limitations of an enterprise-wide search application is that it cannot predict 
a particular user’s context or search skills and they are generally optimised around 
simple search terms and unable to use metadata or advanced query syntax which 
produces the “lowest common denominator” search.

One solution often adopted by firms is federated search, which avoids the need to 
index a local repository on the enterprise network, but this solution is also limited 
because the indexing strategies, supported search syntax and taxonomies vary 
depending on the content source and accurate relevance ranking isn’t possible 
because each of the search engines returns search results based on their particular 
relevance ranking method.

What Northern Light does is aggregate all the content by obtaining a full-text original 
copy of every document from every source and then indexes it with their search 
engine, MI Analyst using consistent indexing, taxonomy, and text analytic strategies 
uniformly across all sources. This produces an integrated index that can behave the 
same way across all sources in terms of search syntax and relevance ranking.
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Because Northern Light has been solely focused on providing strategic research 
portals since 1996, they’ve been able to gain a unique insight into what works and 
what doesn’t and as a result have developed a sophisticated portal with unequalled 
content aggregation capability that spans a client’s entire research collection, both 
internal and external. They’ve developed trusted relationships with all content 
providers and cultivated their search engine to accommodate specific industry 
needs. Having a client such as Hewlett-Packard, who are themselves very skilled in 
information technology, underscores Northern Light’s unique expertise in this area and 
no other company appears to do what they do.

Figure 1: Dashboard

The SinglePoint user interface, referred to as their “Best Practices” user interface, is 
clear and easy to use and despite the wealth of information available it doesn’t appear 
cluttered (see Figure 1: Dashboard). It has built-in collaboration features that encourage 
the sharing of expertise within an organisation and the portal can be customised 
according to the look and feel of the client organisation. Most clients will have their 
own branding on SinglePoint ensuring the portal feels natural to them, with many 
users not even aware they’ve left their companies intranet. 
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ü  Seamlessly integrates a client’s internal and 
external research

ü  Avoids the need for a huge investment 
required to replicate SinglePoint’s 
capabilities and the financial liability that 
may be incurred from hosting third party 
content on an enterprise network

ü  Search technology developed specifically 
for strategic business and technology 
search applications including indexing and 
relevance ranking

ü  Reduces duplication of subscriptions and 
the number of websites needed to visit as 
it’s all centralised, which  
is a huge time saver

ü  Northern Light handles all aspects of 
implementation including configuration, 
deployment, content aggregation, indexing 
and search, text analytics, collaboration, 
document security and reporting, saving 
both time and money

ü  Built in collaboration tools encourage the 
sharing of expertise within an organisation

û   The portal is geared towards larger 
organisations but smaller firms would also 
benefit from using this product, however, 
the cost may be prohibitive.

Contact Details
Northern Light Group, LLC 
One Constitution Center 
Boston 
MA 02129 
USA
Tel (US): 617 674 2074
Email: 
sales@northernlight.com  
Website: 
www.northernlight.com 
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Ready to research products and services that will help your organisation find 
news products? Start here.

From the FreePint Buyer’s Guide, in the News category:

FreePint Buyer’s Guide

Use the FreePint Buyer’s Guide to find products by vendor, category, or run a search.

Alacra Authority File
The Alacra Authority File is a database of 220,000+ low risk entity 
counterparties that are common to many financial institutions. 
These entities are constantly monitored and updated to reflect 
current corporate events and can be delivered to a client on a 
daily basis.

http://www.alacra.com/legal-entity-data/alacra-authority-file/

Alacra Store
Alacra Store is the only pay-per-view premium research report 
site where you can search across all three credit rating agencies 
as well as 100 other respected business research databases. 
Search earnings call transcripts, D&B, and Experian reports 
alongside industry reports from IBIS World and the Economist 
Intelligence Unit. Fast and easy with a click and a credit card.

http://www.alacra.com/front-office-solutions#AlacraStore

NewsEdge.com Enterprise 
NewsEdge Enterprise brings a business relevant content catalog, 
comprehensive proprietary taxonomies, graduated search tools 
and information sharing capabilities right to your fingertips. 

Read more »

OneSource iSell 
OneSource iSell transforms the way that you sell by continuously 
delivering the most timely and relevant opportunities 
personalized to your specific needs—whether by territory, 
company size, vertical, or other criteria. 

Read more »

Financial Times Corporate
Get a wider perspective on business

FT corporate subscriptions. World-class news and expert  
analysis, customised to your business.

Our corporate service helps our clients to be more productive.

We extract the intelligence that’s relevant to your business and 
deliver it using the technologies that suit you best. Millions of 
people now access our journalism via FT.com, mobile phones, 
iPads, media monitoring agencies and news aggregation 
platforms.

Read more »

Lexis Diligence
Lexis® Diligence helps you protect your organisation and its 
corporate reputation with cost-effective due diligence checks 
and ongoing monitoring. In a single search, you can access all 
the intelligence you need to vet existing, future and ongoing 
relationships.

http://www.lexisnexisrisk.co.uk/lexis-diligence.php

NewsEdge v8 Real-time News 
NewsEdge v8 streams real-time scrolling news and alerts rapidly 
and efficiently to the desktop. When the speed of information 
matters, professionals use NewsEdge v8 to stay on top of the 
companies and industries they monitor each day.  

Read more »

http://web.freepint.com/go/buy/
http://web.freepint.com/go/buy/category/425
http://web.freepint.com/go/buy/
http://web.freepint.com/go/buy/vendor/
http://web.freepint.com/go/buy/category/
http://web.freepint.com/go/search/
http://web.freepint.com/go/buy/64326
http://web.freepint.com/go/buy/68214
http://web.freepint.com/go/buy/64695
http://web.freepint.com/go/buy/70390


^ Back to Contents  |  www.freepint.com  © Free Pint Limited 2013- 43 -

FreePint Buyer’s Guide

Use the FreePint Buyer’s Guide to find products by vendor, category, or run a search.

Other products in this category include:
ABI/INFORM 
Academic Search R&D 
Bloomberg Government 
Bloomberg Law 
Business Source Corporate 
Plus 
Capital IQ Platform 
Country Analysis and 
Forecasts 
EIU Online Store 
EMIS 
Eureka.cc 
Europresse.com 
Factiva.com 
First Street 
FirstRain Business 
Monitoring Engine 
 
 

HighBeam Business 
HighBeam Research 
InfoWatch 
IntelliNews 
Law360 
M-Adaptive 
M-Express 
M-Update 
Meltwater Buzz 
Meltwater News 
Narrative Science 
Newsdesk 
Newser 
SeeNews 
Silobreaker Premium 
The Deal Pipeline 

Learn more »

Alacra Concordance
Alacra Concordance is a service for the cleansing and de-duping 
of a customer’s set of entities using Alacra’s proprietary software, 
plus research and validation of new entities by Alacra’s global 
research team. These entities are then mapped and monitored 
for changes on the customer’s behalf.

http://www.alacra.com/legal-entity-data/concordance/

Alacra Premium
Alacra Premium gives you access to the content you need 
occasionally but don’t need to subscribe to. Your team can search 
across 200 high value databases, including existing content 
licenses in just seconds. A favorite of information professionals 
and librarians for 17 years, Alacra Premium brings hard to find 
business information to your fingertips with a pay-per-view 
pricing model.

http://www.alacra.com/front-office-solutions#AlacraPremium

Northern Light Business News
Northern Light Business News is a comprehensive source of 
online industry and technology news, business newswires, and 
industry authority blogs featuring text analytics optimized for 
strategic business analysis.

http://northernlight.com/businessnews/

SinglePoint
SinglePoint customized strategic research portals integrating all 
of company’s internal and external research sources.

http://northernlight.com/singlepoint/

Northern Light Discovery Portal for Life 
Sciences Conference Abstracts
Northern Light’s Discovery™ Portal for Life Sciences provides a 
searchable full-text index of over 900,000 abstracts and posters 
from over 1,000 life sciences conferences.

http://northernlight.com/discovery-portals/

Orbis
Orbis contains comprehensive information on companies 
worldwide. You can use it to research individual companies, 
search for companies by profile and create your own analyses.
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 � Option to create your own ratios and bring in your  
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 � Original filings/images
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 � M&A deals and rumours
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