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of Records Managers and Archivists
(ARMA) and the international standard
on records management define the word
“document”, ARMA defines a document
a5 “(1) recorded information regardless
of medium or characteristics. Frequently
uged interchangeably with the word
record or (2) a single record item (letter,
memorandum, form, or report) consisting
of one or more pages” ARMA defines a
record as “recorded information, regard-
less of medium or characteristics, made or
received by organizations thae is evidence
of its operations, and has value reguiring its
retention for o specific period of time.”

150 15480 defines a document as
“recorded information or object which
can be treated as a unit™. It defines a
record as “Information created, received,
and maintained as evidence and infor-
mation by an organization ar person, in
pursuance of legal obligations or in the
transaction of business "

From the definitions described above,
the tradirional definition of a document
should be elear and well understood. Or is
it? In addition, in most records management
101 training we are told that “all records
are documents, but not all documents are
records®. That is clear, too. Or is it?

Mr. Cashman drafted the following
definition of a document for use by the
Euwropean Parliament: "any data or content,
whatever its medium, concerning a mar-
ter related to the policies, activities, and
decisions falling within the institutions’
sphere of responsibility”. The intent of the
caommittee was to demand that legislative
dossiers be made completely public, inelud-
ing the positions of national delegations to
the Council, and called on all EU institu-
rions to make sure thar “all documents™ are
contained in their registers. The Parliament
stressed that legislative documents “should
always be available to the public and may
not be kept secret an the grounds that this
could undermine the decision-making pro-
cess of the institutions™. However, members
of the Parliament delayed a legislative vote
on the issue to give EU institutions more
time to reach agresment on outstanding
izsues, like the privacy of individuals and
the definition of a document.

“IF A TREE FELL IN THE FOREST..™
The delay in adapting the committee’s
recommendations was caused, in part, by
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the following statement regarding docu-
ments: “documents” should only include
files “formally transmitted to one or more
recipients”, This argument is an age-old
records management debate—can a docu-
ment rise to the level of a record if it was
not communicated? For example, if T wrote
a memo to myself saving: “Self, 1 will not

da as directed by management because

it is unethical® is the memo a document?
Yes, according the definitions above. Isita
recard? Well, that is a really good question.
The answer may be philosophical in nature.
it is analogous to “1fa tree fell in o forest
and no one heard it—did it make 4 sound?”
If you choose to answer that in the affirma-
tive, then a document not transmitted could
be viewed asa record. Ifyou choose to
answer that in the negative, then you would
argue that the document could not become
a record if the content was not shared with
another. Let's agree for argument's sake
that the memo is a document because it
satisfies the defnition of a document, Let
us also agree that the memo is a record
because it documents a job-related decizion
and the content was intended 1o be viewed
by athers—at a rime in the future, Writing
memos for record was a normal practice by
government action officers during my time
of service. But the question still remains—
when is a decument nof a document?

FROM A LEGAL PERSPECTIVE
Let's look at this from a legal perspective.
Federal records law in most democratic
nations state that government agencices will
make the following information available to
the public: “agency rules, opinions, erders,
records, and proceedings™. Most democratic
countries, like the U8, exempt the judiciary
and legislarive branches of government
from this legal requirement. Documents
in the executive branches of government
are subject to the Records and Freedom of
Information Acts. Documents in the judicial
and legislative branches are not. This is our
first indication of when a document may not
be a document—when it is treated differently
than other decuments, 1s the document
subject to a nation's federal records act and
is the document subject to the Freedom of
Information Act (FOLAY 1f ves, thenitisa
document. If no, it is generally not regarded
or perceived as a document.

Under the American Federal Rules of
Civil Procedure (FRCP), civil discovery is
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wide-ranging and can involve any material
which iz relevant to the case except infor-
mation that is privileged, information that
is the work product af the epposing party,
and certain kinds of expert opinions. Iris
generally accepted that the documents of
all private and commercial companies and
parties on either side of a court case are
discoverable, Does this discovery rule apply
to documents and notes created during dis-
cussions or deliberations made by members
of the legislative and judicial branches in
their official capacities? Again, where the
answer is no, then the resulting documents
are not documents.

THEY ARE EXEMPTED

FROM CIVIL DISCOVERY

Therefore, we can safely conclude thata
document is not a document when: (1) it

is not subject to federal record acts and
FOIA, (Z) when it is not discoverable, and
possibly (3) when nobody saw it or heard it
when it fellin a forest..

Documents thar captured the discus-
sions and opinions of members of the
legislative and judicial branches while in
deliberations are, in fact, nor documents
because most nations exempt them from
FOLA and discovery.

The members of the European Par-
liament have a legitimate reason for
abstaining on their vote. They do have
the right o know when a document is not
a document, and should not vote on the
proposal until afrer the matter is settled,
legally and maybe even philosophically. On
the surface, this seems to counter the aims
and goals of openness and transparency
that we expect from our governments. The
members of Parliament cannot be com-
pelled to disclose their “non-documents”™
by law but they can release them volun-
{‘arily, 5411:j¢::1.‘ to privacy concerns. But that
iz a subject for another day. |
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Fortunarely, comprehensive solutions are
available o help organizations meet these
new challenges. Weh Content Manage-
ment (WM software platforms initially
emerged to ease the process of maintain-
ing a larger-scale Web presence. But as
consumers demand ever-higher ex pecta-
tions for personalization and interaction
on the Web, organizations must respond
by deploving and management a greater,
richer, more engaging Web experience,

the website, and edir, change or delers
content, without any programming
knowledge. These capabilities speed

the process of maintaining the website
and free I'T from manual content update
tasks, Integrated work flow processes can
also ensure all content is apprapriately
reviewed prior to publishing.

« Design: Site administrators should be
able to create remplares for Web pages

BY ELAINE CHEN

ized websites, the capabilities provided by
traditional WCM solutions are no longer
unnug]'l. While basic WCM may have eased
the process of ereating content and launch-
ing new sites, today organizations are
finding that their Web presence is playing
a central role in their marketing strategies,
and that they need to deliver personalized
content and advanced social netwaork-

ing capabilities in order to connect witl®
customers across multiple sites in multiple

While basic WCM may have eased the process of creating content and launching new
sites, today organizations are finding that their Web presence is playing a central role
in their marketing strategies, and that they need to deliver personalized content and
advanced social networking capabilities in order to connect with customers across
multiple sites in multiple languages around the globe.

and Wels Experience Management (WEM)
has emerged as a broader set of capabilities
built on the WM foundation to help them
achieve precisely that. So what is WEM?

TAKING CONTROL OF WEB CONTENT
To better understand the role that WEM
can play in managing your Web presence
and meeting your business goals, it's
impaortant to consider how it was devel-
oped, WCM solutions ariginally emerged
to address several of the basie challenges
ereated by having a website—namely that
building and maintaining a website was
expensive, error prane, and slow, Previ-
ously, websites were updated manually by
astaff of IT administrators and develop-
ers; business users were required to rely
on this staff to implement even the most
basic changes, leading to slow response
times and an increasingly overwhelming
job for the IT department.

Full-featured WCM tools can signifi-
cantly reduce the need for manual coding
and reduce the drain on IT resources by
outomating several key tasks required to
publish content online, including:

+ Author: Easy-ro-use interfaces should
allow business users to directly create
new content items, such as articles or
product descriprions, place them on
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and sites, and business users should

then be able to edit the layout of the site
within the given templates, to ensure
that content always looks its best while
deployment times are kept to a minimum

+ Publish: To further expedite site updates,
business users should be able to push
content from staging to live, with toals
that ensure no dependencies are broken—
for example, preventing users from
approving a page if assets on that page
are not yet approved—to minimize errors,
Interfaces should provide administrators
with a transparent view into these essen-
tial processes.

These features praovide important ben-
efits to most organizations over manual
site updates and maintenance. By placing
content contributars directly in control,
WCM enables faster time to market for
new content and even new websites, It also
creates significantly greater productivity
for both IT and business users, leading to
fresh, up-to-date Web content as well as
lower operational costs, Other advantages
of adopting WCM include improved brand
congistency as well as improved ability to
leverage and reuse existing content.

However, as consumer expeciations
have grown for interactive and personal-

languages around the globe. Accordingly,
arganizations must evolve their capabilities
for managing their websites from simply
managing Web content to managing the
Web experience.

THE NEXT STEP: MANAGING

THE WEE EXPERIENCE

In this new environment, organizations
cannot focus solely on managing Web
content—instead, they must manage the
complete experience that audiences have
on their websites—a critical capability for
increasing customer loyalty and sales and
driving operational efficiencies. Te achieve
this goal, organizations must empower
marketers and lines of business to cre-

ate and optimize targeted content and
campaigns online, and also create vibrant
online communities. WEM builds on the
foundation provided by traditional WEM ta
provide additional eapabilities, ineluding:

+ Target: Providing highly relevant Web
content that is targeted to individual
users’ needs has become essential to con-
necting with customers and prospects
and providing engaging and personalized
service. Web Experience Management
solutions enable marketers to easily ere-
ate and manage audience segments and
build rargeted online campaigns,
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+ Deliver: Quick response times, even for
sites with personalized, dynamic con-
tent, are another important component of
online success, WEM solutions that can
suppart rapid delivery of Web conrent
for dynamic pages that are assembled on
the Ay, while scaling to meet the needs
of the largest organizations, are essen-
tial. Increasingly, delivery to additional
platforms such as mobile devicesis
imparrant, and should be an integrared
module within the WEM suite

+ Analyzs and Optimize: Tracking the
success of Web content is critical to
ensuring that targeted campaigns and
content are resonating with audiences.
WEM solutions thus must include rhe
ability to ann|y7:r: suceess on a highly
granular level, 20 marketers can opti-
mize accordingly. 1deally, data should
be analyzed for specific content assets
and spcr_'iﬁt target audiences, since
page-level data offers relarively limited
value when individual users are view-
ing personalized content.

+ Particlpate: Cusromers increasingly
expect that corporate websites will
allow them to communicate both
with the company and with fellow
customers. Therefore, collaboration
capabilities such os comments, product
reviews and rankings, polls, user-
generated content wikis, and blogs
have become essential to enabling com-
panies to build a community around
their products and services and convert
custamers to brand advocates.

» Concepualize: Social networking fea-
tures also need to be used h:,' teams to
collaborate within the organization
and to facilitate the creative process
with partners and other stakeholders,
Accordingly, a collaboration solution
that is integrated into the WCM system
is eritical for empowering Web manag-
era by giving them easy access to output
of creative teams,

Combined with a traditional WCM
solution, these enhanced capabilities
allow orgamizations ta fully harness the
power of the Web as a business and a
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marketing channel. By allowing market-
ers to truly make customers the focus of
their Web vision—and deliver a uniquely
compelling Web experience to each site
visitor—WEM enables organizations ro
meet business goals, incloding increas-
ing customer loyvalty, sales, customer

alization, community capahilities, rich
media management, and athers,

Once you've determined your require-
ments, it's then time to evaluate potential
solutions, A broad variery of WCM and
WEM solutions are available on the mar-
ket. Smaller organizations may prefer a

In addition to assessing current needs, it's important

to plan for future scale needs such as increased content,
additional sites, sites in new geographies, additional
content contributors, greater traffic volumes and more,
as well as desired enhancements such as personaliza-
tion, community capabilities, rich media management,

and others.

satisfaction, and répeat purchase rates, in
addition to realizing significant business
process efficiency gains.

MAKING THE MOVE TO WEM

Sois it the right time for you to imple-
ment WEMYT Since growth and change
are the only constants online, organiza-
tions of all types and sizes may wish to
consider WEM strategies in their Web
planning. Since these capabilities can be
implemented incrementally over time,
based on individual needs, virtually any
organization can benefit and achieve
value from these solutions.

To ger started, vou first need to look
within and assess your arganization’s
needs. What 15 your business strategy
and differentiation from the competition?
What are your business goals? How can
the Web help you achieve these goals—
hoth teday and into the future? How can
you improve an the rudimentary WCM
system you have in place now? And on the
efficiency side: What process issues have
been holding back vour business and I'T
teams online? What tasks are difficult and
costly today with respect to vour customer
and prospect interactions?

Im addition to assessing current needs,
its imporrant to plan for future scale
needs such as increased content, addi-
tional sites, sites in new geographies,
additional content contributors, greater
traffie volumes, and more, as well as
desired enhancements such as person-

hosted or SAAS (Software a5 & Servies)
approach, while mid o large-sized com-
panies will likely want to install a more
comprehensive and sealable solution that
can support dynamic content, a global
scale, and advanced site features.

Finally, it's also important to remember
that if vou make the step to WEM, your
people and processes will play a eritical
role in determining its suceess. In order for
it to succeed, your executives, marketers,
content contributors, and I'T staff all need
to b serving the same customer=they
need to realize that the Web is their tool
for interacting with customers, prospects,
partners, and employees and for helping to
achieve their business goals. With aligned
objectives, your organization can start now
to capitalize on its full Web potential—
starring with your most pressing needs
today, and building over time towards the
Web presence that will provide a platform
for your future success. |
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