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Next-Generation Information Access Platform based on
Search Technologies to Large Global Companies

CEOCFO: Mr. Bilger, what is the idea behind Sinequa?
Mr. Bilger: The role of Sinequa is to provide a next-generation information access 
platform based on search technologies to large companies. It is not just a search engine 
for the sake of searching. It is a search engine as a platform with advanced information 
access and analytics applications related to the business of large companies. We are 
especially good at handling large volumes of data, which is where “big data” comes in, 
specifically with social media data, because we are able to analyze unstructured, textual 
data.

CEOCFO: What is it that allows you to have an offering with such depth and 
breadth? What might you understand that other companies in your sector do not?

Mr. Bilger: We understand that there is no silver bullet to tackle big data challenges. We have invested a lot in order to 
deal with the challenge of heterogeneity and complexity of big data in large companies without being forced into long and 
complex integration projects. I.e. we have developed over 140 connectors to data sources that can be used “out-of-the-
box”. We have been developing a great deal of technology over the years for content analytics, natural language 
processing, automatic concept extraction, and text mining. All of this is very important for large volumes of structured and 
unstructured data. It provides the means of creating structure out of unstructured data, which is the only way to get a 
unified view of all data from many different data silos. Because we have invested heavily in connectivity and different 
kinds of content analytics, we have been able to take on complex problems at large organizations more rapidly while 
offering higher performance than many of our competitors. 

CEOCFO: Would you give us an example of how someone would use your system to find things?
Mr. Bilger: We have many use cases, but there are two very different main categories. The first is “experts and expertise 
location” in large R&D organizations. Our approach offers rare benefits to user companies because of our unique way of 
combining text analytics with traditional analytics in dealing with vast amounts of data coming from the web, from trade 
databases and publications, and from internal sources of the R&D department, covering the whole range of contents from 
project reports to emails. We can automatically recognize and extract names of people from texts and then check the 
company directory and HR databases to link names to company employees, and then correlate a person with topics that 
are relevant to the business of the company. In this way, we create an “implicit social network” out of the content 
generated by the people inside and outside an organization, (Gartner calls this “Semantic Knowledge Graphing”). If you 
do not have wide connectivity and deep content analytics, it is not possible to create this kind of implicit social network. 
You would have to create it manually: people ploughing through documents and data created by all everyone in R&D, and 
“curating” data by extracting relevant information manually. Such an approach is not feasible with the kind of Big Data 
created in large R&D environments. 

Another use case is what we call a “360° view of a customer”. It is not the 360° view inside a single CRM system that 
rarely contains a comprehensive, consistent and up-to-date view of customers, but a 360° view based on all systems in 
the company that contain customer data. Very often, there is a lot of information about the customer that is not in a CRM 
system. For example, a telecoms company will store network information, incidents on the network, machine data, and 
emails from customers sent to the contact center, phone interactions and store interactions. This data does not reside 
naturally in its CRM system but is dispersed in a range of different repositories of structured and unstructured data. The 
real 360° view of the customer will often need access to tens of systems or even hundreds of systems. This is the kind of 
challenge that we take care of for projects lasting less than a year.

CEOCFO: What is involved with the implementation of your system?
Mr. Bilger: Our software is used in many different contexts. Many customers use it as a platform on which they build 
applications specific to their business. Accordingly, project approaches differ widely. In some cases, our software is used 
in projects where companies would have used a completely different approach a few years ago, in particular when 
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creating 360° views of customers. The reason is that our software offers more agility. In the past, when you wanted to 
create a 360° view of a customer, you needed to set up what used to be called an “Enterprise Application Integration 
project,” covering all systems containing customer data and product data. This required the creation of a common data 
model across different units of the enterprise (Master Data Management, MDM), a difficult and lengthy process. Once 
everybody agrees on the data model to be used in the integration project, one also has to define common business rules 
to keep it up-to-date. We tackle this problem the other way around. You put any kind of data in our index (using our 
connectors) without having to agree on a predefined model.  You can put in any volume of data because of the extreme 
scalability of our solution. Then when you want to access the data and correlate it across different data silos, you just 
interrogate the search engine in different ways. The model is built at search time, not at indexing time. That means you 
can change the model very quickly according to your evolving business needs and your ever-changing angle of view on 
customer data. This offers a very agile way to present relevant information to each user in their business context.  Our 
platform offers a more agile way to develop information applications (InfoApp), or Search Based Application, as business 
needs arise. 

CEOCFO: Are most companies aware that the big data solutions that they have are not really good enough?
Mr. Bilger: It depends on the customer. Some customers are already quite mature on the subject, and others are just 
beginning to realize that they can do something different to deal with their data and extract value from it. Mature 
companies usually have already tried to cope with their (big) data challenges before, and have encountered problems of 
connectivity or of content analytics when they come to us. But they know that their projects are feasible and they know 
search based applications or InfoApps are the new way of building the new business applications they need. When they 
lack this experience, they usually approach us for simple search problems. They may also have a major problem that they 
have tried to solve with traditional methods (as in the case of the 360° view mentioned earlier), have spent a great deal of 
money, and have failed. They hear about Sinequa because of our customers that have solved similar problems, and they 
think that the solution may apply to their problem. Usually their first project with us is not their largest or most ambitious 
one. However, when they see the flexibility of the platform fist hand, they use it more intensively on a larger scale. For 
example, Siemens has now more than 20 different Search Based Applications on the same content (125 Million 
documents from more than 15 different business applications like SAP, Sharepoint, Opentext Livelink, etc.). They know 
now that they can solve certain problems of global information access with us and that we are their best option for certain 
use cases. 

The big data world is vast; you have many solutions that do many different kinds of things. We are on the information 
access side of big data. We do not claim to be the right solution for any big data project, but on the information access 
side of the big data space we have a pivotal role to play.

CEOCFO: What is your geographic reach today, and how is that growing?
Mr. Bilger: We used to focus on Europe. However, this year we have opened a subsidiary in the U.S. because some of 
our large customers have a large presence in the U.S., like AstraZeneca and Biogen Idec. This year looks like a good 
time to go to the U.S. for two main reasons: First, the U.S. are the largest unified market in the world for IT. Second, Big 
Data is a new trend, and with new trends, the US is always leading in terms of early adoption.

CEOCFO: How is business these days?
Mr. Bilger: Very good. Thanks to the U.S., we predict that next year more than half of our business will be in the U.S., so 
that is very big for us.

CEOCFO: Put it all together for our readers. Why choose Sinequa?
Mr. Bilger: Companies choose Sinequa for our combination of analytic depth and high performance. Above all, they come 
to us when they see the success of our customers. We already have a wide range of operational use cases when many 
Big Data players still talk about “potential”. In addition, we have a track record of rapid implementations. We can deploy 
very large-scale applications in a few weeks or a few months compared to our competitors that often need a lot more time.

Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine

For more information visit: www.sinequa.com
Contact: Samantha Bell   978-518-4823  sbell@matternow.com

“Companies choose Sinequa for our combination of analytic depth and high performance. Above all, they come to us when 
they see the success of our customers.”- Alexandre Bilger
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