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 Calendar of Events 
Dates Event Sponsor Location 

09/29/02 
through 
10/02/02 

ARMA 2002:  
Celebrate the  

Profession 

Assn. of Records 
Managers and 
Administrators 

 
New Orleans, LA 

10/14/02 
through 
10/16/02 

“Understanding Forms:  
A Complete Guide for  

Design & Management” 

Essociates Group, Inc.  
& Business Forms  

Management  Assn. 

 
Seattle, WA 

10/16/02 
through 
10/17/02 

Informservices 2002 
Conference  
and Expo 

Document 
Management 

Industries Assn. 

 
Rosemont, IL 

10/26/02 
through 
10/30/02 

Xplor 2002  
Linking Ideas with  

Document Technology 

 
Xplor International 

 
Anaheim, CA 

 
05/18/03 
through 
05/22/03 

BFMA 
2003 

Symposium 

Business Forms 
Management 
Association 

 
Denver, CO 

    Check the “Valuable Links” on Page 5 for additional information. 

In the inaugural issue of Ensight, 
we provided definitions for a vari- 
ety of terms, including “Form,” 
“Forms Analysis,” “Design Analy- 
sis,” “Forms Management,” 
“Method,” “Procedure,” “System,” 
and “Workflow.”  We also ad- 
dressed why people use forms and 
where forms requests originate. In 
this issue, we’ll continue our dis-
cussion of Forms Analysis Funda- 
mentals. 
 

Why not just let each user draw up 
the form the way (s)he wants it?  
Because an untrained person may 
not be aware of the three cardinal 
principles that should always be 
honored. 
  Forms must be easy to 

WRITE 

 Forms must be easy to READ 
 Forms must appear easy to 

USE 
 

And why are those principles so 
important?  Because forms are 
communication devices. Not only 
do they capture information, they 
convey that information. If the data 
on a form is unintelligible because 
it is not structured appropriately, 
then it can be virtually useless.  
And if the form does not at least 
appear to be easy to use, the per- 
son filling out the form may be- 
come distracted and leave the in- 
formation gathering task incom- 
plete, or may become careless 
and allow the accuracy level to 
degenerate. Effective forms are 
well-designed forms that have 
been analyzed to assure that they 
serve the system well. 

Writing the form (capturing the in- 
formation) should ideally be done 
in a logical sequence. That is, the 
data entered on the form should be 
recorded in the order in which it is 
available to the person writing the 
form, or in some generally ac- 
cepted sequence. 
 

• Example 1: we usually expect 
to see name (first, middle ini- 
tial, last); followed by street 
address, city, state, and ZIP 
code; then by telephone, fax 
and e-mail information. Would 
it make sense to complete the 
form as New York, John, 
phone 212.555.1212, Q., 5th 
Avenue, Public, 10292, fax 
212.555.1213, NY, 
johnq@public.com?  Hardly.   

 

  . . . more on Page 4  

By: Carl W. Brannon, CFC, CFSP 
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Note: This is the second of a 
planned series of articles intended 
to re-define and redirect the forms 
industry to focus once again on the 
“business form.”  Forms are very 
specialized documents with unique 
requirements, complexities and 
functions. Everyone uses forms, yet 
they are widely misunderstood. On 
the one hand, forms are lumped into 
the wider category of “documents,” 
with document software (such as 
Microsoft Word, Quark, PageMaker) 
inappropriately used to draw forms. 
On the other hand, forms are 
viewed, particularly by IT practition- 
ers, merely as front ends to data- 
bases. In both cases, the specific 
needs of well designed forms are 
overlooked. The industry is in tur- 
moil and decline.  A new definition 
is in order. 
================================================= 

A business form consists of four 
components which must be specifi- 
cally considered, then skillfully 
merged into a complete, functional 
form. Forms will contain these com- 
ponents in varying degrees, but all 
four must be considered for every 
form. The components are: 

1.   Intent 
2.   Container 
3.   Data 
4.   Image 

Intent 
 “Intent” is the purpose of the form. 
It includes an analysis and under-
standing of the workflow the form is 
intended to support. All forms need 
a reason to exist or they should be 
eliminated. Forms can serve a sin- 
gle function, but typically they have 
more than one function. For exam- 
ple, an Order form can be viewed 
as a data collection tool, seeking 
information about the order. But 
wait! Something must be done with 
the data collected. It is typically in- 
put into a database or application 
(now that Order form is an input 
form also). Perhaps it also becomes 
a legal record of the transaction, 
proving that the purchaser actually 
intended to buy (signature) and out- 
lining the terms of the order. It might 
be filed, recovered on demand,  

 Opinion 

By: Ray H. Killam, CFC, CFSP 

photocopied, included as part of 
an approval process, scanned, 
processed on a high speed 
printer, mailed, included in remit- 
tance processing – even more! 
 

The forms designer has to know 
all the requirements so the form 
can be designed to accommodate 
all the required functions. Poor 
consideration of Intent can lead to 
costly processing problems. One 
of my favorite examples is the 
form that must be mailed in a win- 
dow envelope – but it just doesn’t 
fold right. When the user folds the 
form, the address doesn’t show up 
in the window, resulting in lost 
mail, delays in receiving money, 
higher postage, and unhappy cus- 
tomers. 
 

Understanding Intent is essentially 
the same regardless of the final 
“form” of the form. Paper forms, 
Internet forms, electronic forms, 
forms for PDAs, and specialty 
forms such as mailers, labels, and 
those used in eCommerce all 
serve a workflow. One must con- 
sider business systems relation- 
ships, work process requirements, 
screen design, marking engines, 
physical handling, security, legal 
requirements, user interactions, 
retention requirements, and more. 
For data, a field-by-field analysis 
is required before any design is 
undertaken. 
 

Container 
The “Container” is the static image 
of the form, including the lines, 
boxes, text, graphics, and other 
elements that comprise the reus- 
able part of the form. It also in- 
cludes paper and other sub- 
strates, inks, printing methods, 
web browsers, screen resolution, 
forms construction, and container 
managing factors such as distribu-
tion requirements, email, storage, 
pick ‘n’ pack, filing, and retention.  

The needs of the Container are the 
primary focus of forms manufactur-
ers, distributors, and others within 
the traditional forms industry. The 
container industry is a multi-billion 
dollar industry. It has become in-
creasingly split between the tradi-
tional “paper-based” providers and 
the new “electronic and Internet” 
forms providers. While the Con-
tainers are certainly physically dif-
ferent, many of the design consid-
erations are actually the same. 
Proper zoning, easy-to-read lay-
outs, adequate fields and captions, 
use of color, proper spacing, ver-
sion control, fonts, and more all 
must be considered. 
 

The Container is also a major dif- 
ferentiator between traditional and 
electronic forms. Methods for data 
capture, interacting with users, de- 
livering multiple copies, providing 
security, managing distribution, 
filing, and retention are quite differ- 
ent. Consequently, manufacturers 
and distributors have difficulty un- 
derstanding how they can make 
money in the electronic world. 
They no longer deliver a physical 
product that is reprinted regularly. 
They frequently do not understand 
the technologies, jargon, or com- 
plexities of the electronic world.  
 

Meanwhile, Information Technol- 
ogy professionals do not under- 
stand the paper world or even why 
any form needs to be on paper. 
They invent terms such as “the 
Paperless Office” and the 
“Checkless Society” without the 
background to understand how 
users interact with forms. Forms 
manufacturing is a foreign world to 
them.   
 

The reality is that the Container will 
remain an important component of 
forms.   It must serve the require-
ments of the workflow, the Intent, 
the Data and the Image. 

. . . more on Page 7  
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 Industry Leader Profile 

Andy Browne is not shy.  
 

Anyone who knows him will tell 
you that. But he’s earned the cre- 
dentials that justify his sometimes 
pointed opinions.  
 

Andy has one major hot button 
when it comes to electronic forms 
design software. As he puts it, “It 
deals with electronic software de- 
velopers who don’t have the foggi- 
est idea what the forms business is 
all about.” The ideal difference in 
his mind between an electronic 
form and an application would be 
that he is able to deliver an elec- 
tronic form before the program- 
mers can even size the project.   
 

So what’s he looking for from 
these developers? “I’m not a pro- 
grammer and I never will be. Writ- 
ing code is slow and prone to er- 
rors. I want the ability to develop 
all the cool things programmers 
develop but I want to do it without 
programming.” Andy’s convinced 
that “the software company that 
understands and embraces that 
concept will emerge a winner.” 
 

As with most forms professionals, 
the path to his current position as 
Vice President of Electronic Forms 
Solutions with Wachovia Bank in 
Charlotte, North Carolina was an 
indirect one. In Andy’s case, it 
started with three years as a cop 
for the City of Miami. Following a 
serious motorcycle injury, he 
switched gears and assumed a 
forms sales position with Auto- 
mated Business Controls.   
 

Then, after his marriage to Fran 
and a move to Atlanta, Andy took a 
sales position with NCR Systeme- 
dia. NCR subsequently relocated 
the Brownes to Dayton, Ohio, 
where Andy managed the sales 
training unit after having imple- 
mented a worldwide forms control 
program that decreased the num- 
ber of corporate forms by 50%, 
saving the company millions of 
dollars. Next came successive  
positions in Kentucky – first with 
Humana, Inc. and then with Ken- 
tucky Fried Chicken.  

denced by companies jumping 
from vendor to vendor for pennies 
per thousand. It follows that forms 
suppliers hesitate to work hard to 
earn loyalty when companies are 
buying what they see as a com- 
modity.”   
 

Factors Andy thinks might help the 
evolution include the need for 
forms suppliers  
•      to diversify and split off dedi- 

cated technology groups to 
complement their paper forms 
groups 

 

•      to recognize that revenue on 
the paper side may be lost, 
but that revenues from elec- 
tronic forms products and ser- 
vices can more than compen- 
sate for those losses 

 

•      to establish fair sales force 
compensation plans that  
encourage people to work  
together on both paper and 
electronic forms for the benefit 
of the customer. 

 

As usual, Mr. Browne looks at the 
hard issues and expects positive 
action. But is anyone listening? 
 

======================= 
Contact:       

andy.browne@wachovia.com 
                     704.590.6719  

During his ten 
years in Louis- 
ville, Andy 
founded the  
local BFMA 
chapter, which 
hosted the 1986 
Symposium. 
 

Because he was 
“very vocal 
about function- 
ality” while beta 
testing the F3 
ProDesigner 
forms design  
software prod- 
uct, Andy was asked to consult 
with its creators, BLOC Develop- 
ment, on product design, market- 
ing plans and sales training.  
 

Soon, his consulting evolved to 
the position of Director of Product 
Marketing, where he also worked 
on other products, such as 
ProDesigner for Windows and F3 
Merge. Andy left F3 to join First 
Union Corporation (now Wachovia 
Bank). He is responsible for im- 
plementing and managing an en- 
terprise-wide electronic forms and 
workflow program serving more 
than 90,000 employees.   
 

When asked about the evolution 
away from paper and toward the 
electronic world, it’s apparent that 
Andy still sees the business forms 
industry as “historically” paper- 
oriented. “The forms industry is 
founded on selling paper and lots 
of it. (Forms industry executives) 
have never grasped the concept 
that ink on paper is slowly but 
surely going away” and he  
believes the traditional forms  
industry is suffering.  
 
“On-demand printing, a laser 
printer on every desktop and digi-
tal copy centers do not bode well 
for the forms industry. Customer 
loyalty is at an all time low, as evi- 
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 Forms Analysis  -  continued 

• Example 2: line items on pur- 
chasing documents usually fol- 
low the sequence of line num- 
ber, item description, quantity 
ordered, unit price, extended 
amount – then lines for tax 
amounts, shipping and handling 
costs and a grand total.  
(Number of units times unit price 
equals extended amount).  
Unless there is some pressing 
reason to change that sequence, 
it is more efficient to stick with 
the logical standard. 

 

Captions should whisper; data 
should shout.  Whether the style 
employed is caption at top left of box, 
or caption followed by writing line, or 
caption over column, or checkbox 
before caption, or some other con- 
vention, the caption, itself, should be 
only a guide for the placement of the 
captured data. When step two oc- 
curs (READing the form), the really 
important thing is the data. The cap- 
tion is only the organizational device.  
So, font, point size, ink or image 
color for the caption should never 
overwhelm the variable data that is 
captured by the form. And the length 
of the space where the variable data 
is to be written should match the ex- 
pected length of the data, not the 
length of the caption.    
 

Why apply the analysis process to 
form systems?  Our definition of a 
form says that a form is a basic busi- 
ness tool. Like any tool, it should be 
clean, sharp and ready to do the job 
for which it was intended. The analy- 
sis process increases the chances 
that the form will be effective in the 
capture, organization and communi- 
cation of the information it ad- 
dresses.  Some of the specific ways 
in which analysis serves the form are 
described in the definition of forms 
analysis (above). Forms analysis 
adds value by helping to eliminate 
wasted effort and time. 
 

What is the analysis process?  While 
there are several basic, common 
steps in any analysis process, there 
may also be special steps needed for 
certain projects.   

 

Beginning with the basics, the first 
step is to define the project. De- 
fining the project does not include 
deciding up front what the out- 
come will be. Rather, it means 
determining the scope of the pro- 
ject, what its goals are and how it 
is to be conducted. Considera- 
tions: Are we analyzing a single 
form or all the forms a given sys- 
tem? Do we want to ascertain 
whether the existing form(s) work 
as designed or whether they need 
to be improved? Or, are we devel- 
oping the specifications for one or 
more new forms? Will we exam- 
ine the forms in relation to a single 
user or as they serve the entire 
community? 
 

The next basic step is identifying 
the available resources.  Where 
can samples of the existing forms 
be obtained? Or, if the form does 
not yet exist, how do we deter- 
mine what information needs to be 
included on the new form? Who is 
or will be using the form? What is 
the source of the information that 
will be recorded onto the form?  
What systems, if any, feed the  

form? What systems receive the 
information captured by the form? 
 

Another very basic question may 
seem to have an obvious answer.  
But it could alter the analysis proc- 
ess.  What would be the impact if 
this form disappeared? Do we 
really need it? Can the purpose it 
serves be handled in another 
way – combined, perhaps, into the 
function of another form? 
 

Next, formalize the analysis project 
plan.  Decide who will conduct the 
study.  Define the objectives. De- 
termine the project scope. Develop 
a schedule, including a reasonable 
time line. Assemble the tools.   
Begin the process. 
 

Now it’s time to get the study 
started. 
 

(to be continued) 
+ + + + + + + + + + + + + + + + + + 
 
In the next edition of Ensight, we’ll 
discuss the fact-gathering tools 
you may employ and development 
of alternative solutions and recom- 
mendations. 

 New / Improved Products 

PureEdge Solutions of Victoria, 
BC released XFDL version 5.0, 
their eXtensible Forms Description 
Language. PureEdge products, 
are now in full compliance with 
Section 508 accessibility require- 
ments. They speed up and facili- 
tate detailed manipulation and  
display of information from users’ 
digital signature certifications. 
+ + + + + + + + + + + + + + + + + + 
Amgraf, Inc. of Kansas City, MO 
released OneForm  Designer Plus 
with Internet PDF, to provide an 
easy way for eForms and iForms 
to be submitted, saved, routed, 
printed, signed and integrated with 
databases using the free Acrobat 
Reader . 

The International Association 
for Document Technologies 
(IADT) reports that Digital Offset 
Printing (DOP) presses incorpo- 
rate fast, accurate, on-press  
imaging.  Unlike conventional 
presses where images are trans- 
ferred to printing plates and then 
manually transported to the 
pressroom, images on DOP 
presses are transmitted as digi- 
tal files and produced on plates 
that are already on the press, 
just before printing starts. This 
streamlines print shop opera- 
tions, facilitates content changes 
at the last possible moment, and 
allows jobs to be turned around 
quickly and reliably. 
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Name 
  

 
Title 
  

 
Company 
  

 
Address 1 
  

 
Address 2 
  

 
City 
  

 
State                            ZIP Code 
          

 
Telephone 
  

 
e-Mail 
  

 
Rate:  $300 / year  

(access to Enformation Central, a resource area 
and archives for EGI members only) 

To subscribe, fax 208.575.7274 or  
phone 417.861.1003 — or you may send 

an email to  
inquiry@essociatesgroup.com 

 I’d Like Member Privileges ! 

Adobe Systems, Inc. (Acrobat, Accelio, PDF Forms)                                                    www.adobe.com 
Association for Information and Image Management  (AIIM International)                         www.aiim.org 
Association of Records Managers and Administrators (ARMA International)                   www.arma.org 
Business Forms Management Association (BFMA)                                                         www.bfma.org 
Document Management Industries Association (DMIA)                                                   www.dmia.org 
Evincible (Comprehensive Security Software Applications)                                      www.evincible.com 
Forms Management Data Systems for Distributors (Quantum 2000)                    www.quantum2k.com 
International Association for Document Technologies (IADT)                                            www.iadt.org 
National Association of State Chief Information Officers                                              www.nascio.com 
Strategies for Management, Inc. (Print Marketing)                                                 www.drjoewebb.com 
The Association for Work Process Improvement                                                              www.tawpi.org 
The Ben Graham Corporation                                                                                  www.worksimp.com 
Xplor International                                                                                                             www.xplor.org 

 Valuable Links                                                                       (see our web site for additional links) 

 Enformation Central — Reference Tools to Help You 

other points requiring emphasis.  
Over-use of bold diminishes its 
effectiveness. 
 

Text Color 
As with bold text, color text should 
be used very selectively.  If every- 

 Hints for Better Forms 
Font Selection 
Choose fonts that are easy to 
read. Captions work best with sans 
serif fonts (no “feet” on the letters).  
Serif fonts are sometimes useful 
for large amounts of text.   
 

(It is thought that the serifs help 
move the eye along the line.) 
 

Bold Text 
Use bold text conservatively, re-
serving it primarily for headings or 

thing is red, then there’s really no 
special point of emphasis. 
 

(We’ll gladly accept your sugges- 
tions for this space in future is- 
sues. Direct your requests and/or 
design tips to the Editor) 

Essociates Group, Inc. is proud to announce the availability of the new 
Enformation Central, a members-only reference area on our web site,  

www.essociatesgroup.com.   
Resource documents currently accessible from this page include: 

Glossary of Useful Terms 
Complete list of valuable web links 
Full editions of all past EnsightTM newsletters 
Items / columns originally published in EnsightTM  
• Industry Leader Profiles 
• Feature Articles 
• Opinion Articles 
• Hints for Better Forms 
• Government News 
• Technical News 

 

Typical knowledge reservoir items that will soon be added include: 
EGI Training Materials 
EGI Presentation Materials 
Forms Management Tools 
• ROI Calculator 
• Cost Comparison Worksheet 
• Call for Forms documentation 
Testimonials from satisfied EGI clients 

 

Sign up today to begin taking full advantage of this valuable resource.  
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 About Essociates Group, Inc. 

Essociates Group, Inc. serves 
the forms industry by providing our 
business and government clients  
an experienced consultation re- 
source offering expertise in devel- 
oping and improving the workflow 
of forms-related processes.   
 

Cost-effective strategies to man- 
age forms and maximize workflow 
productivity are our specialty.  
We’ll help you determine a system 
that best satisfies your organiza- 
tion’s needs: 
 

  eForms—electronic forms  
       (with or without intelligence) 
 

  iForms—Internet forms 
 

  A combination system that  
       may also include existing  
       paper forms 
 

Beginning with a Forms Assess- 
ment Study (which will include  
improvement recommendations), 
we’ll help you to develop and  
implement an effective eForms 
Strategy designed to save you 
money.  Our study will include,  
program design requirements,  
project objectives, forms technolo- 
gies to be used, parameters for 
forms development, user accep- 
tance, return-on-investment calcu- 
lations, and business advantages.  
Where appropriate, we can also 
help you to build a Forms Portal 
to enhance user access points for 
your forms. 
 

Keep in mind: 
 Forms are the lifeblood of all 
business endeavors, large or 
small.  Forms provide structure 
to business transactions, keep a 
record of those transactions, and 
facilitate communications. 
 

 Many forms should be elec- 
tronic. Some may start out as 
paper, but be converted to elec-
tronic. Still others will exist only 
on paper. We’ll help you define 
the differences. 

 

 The goal isn’t to eliminate paper 
forms, but to support your work- 
flow in the most cost-effective 
manner possible. 

 

 Traveling Training Course Announced 

Understanding Forms: A Complete Guide For Design & Management 
 

This three-day survey-style course is designed to present and discuss 
the essential information needed by the forms professional for creating 
and managing forms in today’s demanding business environment. It  
covers critical material and a variety of topics for people new to forms so 
they may understand fully the diversity of skills and knowledge required 
for paper, electronic and Internet forms. 
 

At the conclusion of this course, student(s) will be equipped with the  
basic understanding of the four components of every form, the interaction 
of these components and how that defines effective forms, the funda- 
mental knowledge for development of effective forms, and access to a 
current information source* (see Enformation Central information below) 
for use as a reference and guide to additional training. 
 

Each class session includes overview lectures, discussion, quizzes, team  
exercises and handout materials. 
 

Interested persons include: 
Forms Designers         Forms Analysts             Methods Analysts 
Forms Managers         Graphic Designers        Records Managers 
      Information Technology professionals with an interest in, or  

responsibility for, business forms development 
 

= = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = 
 

Cost: 
First registrant from an organization                                            $349.00 
 

Each additional registrant from same organization  
registering for the same class                                                      $299.00 
 

BFMA members receive a 10% discount 
First registrant from an organization                                            $314.00 
 

Each additional registrant from same organization  
registering for the same class                                                      $269.00 
 

Discounted one year membership fee to join BFMA  
if subscribed when registering for class                              ADD: $135.00 
              (Regular price = $175.00) 

Register at www.essociatesgroup.com 
 

= = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = 
 

*Enformation Central 
Class registration includes a one-year membership to the members only 
area at Essociates Group, Inc.’s website  -  www.essociatesgroup.com 
which includes industry articles, hints and tips for better forms, valuable 
links and essential tools for the forms professional.    
              (Resource is valued at $300 per year) 
 

= = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = = 
For the class schedule and locations,  

please see page 7 of this issue of Ensight. 
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 Opinion - cont’d from Page 2 

used in Florida for the 2000 presi- 
dential election. Many situations 
can be cited where users simply 
abandon the transaction, fill in in-
correct information, express frustra- 
tion and even change vendors be- 
cause of poorly designed forms.  
 

It is amazing how much money a 
company may spend to promote 
brand identity and loyalty, only to 
have that effort compromised by 
poor logo use, poor choice of col- 
ors, and other badly designed 
forms components. In the mid-
1970s, for example, with the advent 
of high-speed digital printers, many 
IT professionals created the con- 
tainer “on-the-fly” while merging the 
data with a form template. Forget 
the image! Color was abandoned. 
Logos were suddenly black only. 
Forms, per se, were abandoned in 
favor of “efficiency.” Fortunately, 
that trend has been largely re- 
versed.  And the efficiency has 
been retained. 
 

Usability considerations can play a 
key role in the effectiveness of 
many work processes. One good 
example can be found in eCom- 
merce processes. What causes 
some systems to generate high 
revenues while others fail? What 
role does high order abandonment 
play? How important are the con- 
tainers used? We are learning that 
containers, image and proper work- 
flow are vital! 
 

Forms professionals must become 
expert in all four component areas 
of the form. Since it is evident that 
the “Paperless Office” and the 
“Checkless Society” are mere 
myths, or at least way out into the  
future, forms professionals must 
understand and operate in both 
worlds – paper and electronic.   
 

The real forms industry includes a 
wide variety of specialists that par- 
ticipate, and make money, in both  

general and highly specialized  
sectors of the industry. Those  
specialists include forms printers, 
distributors, designers, usability 
consultants, data management 
specialists, database managers, 
forms managers, workflow special-
ists and more, all working together 
to simplify our lives and make work 
processes easier. 
 

= = = = = = = = = = = = = = = = = = 
 

Ray H. Killam, CFC, CFSP is Ex-
ecutive Vice President and Chief 
Marketing Officer for Amgraf Inc., 
Kansas City, Missouri. 

Data  
The “Data” is a general term that 
refers to all variable information 
that is added to the Container as it 
moves through its workflow. Data 
can be input by forms users (using 
a variety of marking devices), can 
come from databases or be up- 
loaded to databases, can come 
from a scan or other data capture 
method. It can be displayed in 
many different ways, as text, num- 
bers, sounds, images, videos, and 
other formats using a variety of 
technologies.  
 

Data capture, display, and manipu- 
lation represents one of the pri- 
mary functions of a form. There 
are many considerations, including 
source, format, fonts, databases, 
bar codes, MICR, OCR, OMR, cal- 
culations, validations, signatures, 
XML, print displays, eCommerce –
to name just a few. Data are fre-
quently the primary interest and 
responsibility of the information 
technology professional. When 
they work with forms professionals, 
forms become the primary method 
for interaction between users and 
the data. 
 

A lot of effort is expended attend-
ing to the needs of the data. Once 
properly processed, the data be- 
come information, which is the pri- 
mary asset of any business. This 
information consists of customer 
records, order history, forecasts, 
analysis, legal proof, requests, 
customer service, scheduling and 
touches virtually all aspects of an 
enterprise.  Forms are a vital part 
of all data management systems. 
 

Image 
“Image” covers the marketing as- 
pects of the form, user accep- 
tance, and the overall effective- 
ness of the form as it serves its 
intended use. Often overlooked, 
image is vital to the usability of the 
form. There is an entire body of 
knowledge about how users inter- 
act with forms. When badly done, 
the consequences can be dra- 
matic. Consider one recent exam- 
ple: the infamous “butterfly ballot”  

 Training Classes Scheduled 

For class description, see page 6 
of this issue of Ensight. 
 

Classes are scheduled as follows.  
Registration forms are available on 
the web sites of both Essociates 
Group, Inc. and Business Forms 
Management Association. Upon 
receipt of your registration, we will 
send you an invoice. 
 

Essociates Group Inc. and BFMA 
reserve the right to reschedule 
and/or cancel classes. Minimum 
enrollment: 15 attendees. 
 

10/14-16/02               Seattle, WA 
                 Marriott Hotel, Sea-Tac  
 

10/23-25/02            San Jose, CA 
                    Courtyard by Marriott  
       San Jose International Airport 
 

11/13-15/02       Kansas City, MO 
11/18-20/02             St. Louis, MO 
 

December, 2002 -  no classes 
 

January, 2003 
                                   Boston, MA 
                           Washington, DC 
 

February, 2003 
                             Indianapolis, IN 
                                   Chicago, IL 
 

Many other locations to follow. 
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Government Forms News 

GAO Report:  
Preserving Electronic Records 
 

A General Accounting Office 
(GAO) study found that while the 
National Archives and Records 
Administration (NARA) has taken 
limited action toward responding to 
the management and preserva- 
tion of electronic records, most 
remain “unscheduled,” and their 
value has not been assessed nor 
their disposition determined. As a 
result, GAO fears that valuable 
electronic records may be at risk of 
loss.   
 

Although the NARA has plans to 
design, acquire, and manage an 
advanced electronic records ar- 
chive, the project is falling behind 
schedule, partly because its infor-
mation technology management 
capabilities are not yet complete. 
 

The GAO recommended that the 
Archivist of the United States de- 
velop documented strategies to 
raise awareness of the importance 
of records management programs 
and for conducting systematic in- 
spections of these programs. The 
GAO further recommended that 
the Archivist reassess the sched- 
ule for acquiring the new archival 
system so that the agency can 
complete key planning tasks and 
address IT management weak- 
nesses. 
 

The full text of the report is avail- 
able at http://www.gao.gov/new.
items/d02586.pdf 
 
+ + + + + + + + + + + + + + + + + 
Progressive Policy Institute (a 
Democrat organization) discusses 
State Internet capabilities in a 35-
page report written by Robert D. 
Atkinson and Thomas G. Wilhelm 
entitled, “The Best States for E-
Commerce.” 
 

The following are quotations ex- 
cerpted directly from the report.  
The full text of the report is avail- 
able in Adobe PDF format at   
http://www.ppionline.org/ 
ppi_ci.cfm?knigAreaID=140& 
subsecID=292&contentID=250162 

“This report measures how state 
laws, regulations, and administra- 
tive actions support or hinder 
Internet use by Americans.” 
 

“While in many areas, national 
and even international policy will 
affect the growth of the Internet, 
state government policies can 
have a significant positive or 
negative impact on the growth of 
the Internet in their states.” 
 

“The online market continues to 
grow at a robust pace, with more 
and more of it done by traditional 
bricks-and-mortar companies.  
The Census Bureau reports that 
e-commerce retail sales were 13 
percent higher in the fourth quar- 
ter of 2001 than the prior year, 
with e-commerce retail sales 
growing 2.5 times faster than all 
retail sales.  E-commerce sales 
are expected to reach $3.2 trillion 
by 2004.” 
 

“This report examines the 50 
states and the District of Colum- 
bia, identifying the extent to which 
they impose industry-specific  
protectionist laws, tax Internet  
access, enable Internet users to 
transact electronically with state 
government, and recognize the 
legal validity of digital signatures.” 
 

“Oregon emerges as the state 
most friendly to Internet users.  
The next three states are Utah, 
Indiana, and Louisiana.” “As the 
nation’s best state for Internet us-
ers, Oregon does not require con-
sumers to pay access taxes on 
Internet usage. “ 
 

“While individual states differ in 
their Internet friendliness, so do 
regions of the nation. The Pacific 
region (Alaska, Hawaii, Oregon, 
Washington, and California) and 
the West South Central states 
(Texas, Oklahoma, Arkansas, and 
Louisiana) are most friendly to e-
consumers. “ 

  Technical News 

IBM Looks to the Past  
to Find the Future 
 

From the IEEE Transactions on 
Nanotechnology journal, we learn 
that researchers at the IBM labora- 
tories in Zurich, Switzerland, have 
achieved a storage density of one  
trillion bits of data per square inch – 
about 25 times as great as current 
hard disks. That means the equiva- 
lent of 200 CD-ROMs can be 
stored on a surface the size of a 
postage stamp.  And amazing as 
that might seem, it’s not nearly as  
fascinating as the form this ad- 
vance has taken.   
 

Anyone remember the old Hollerith 
punch cards that went the way of 
the slide rule in the 1970s? The 
new technology strongly resem- 
bles the old.  Data is once again 
being stored in holes, albeit much 
tinier holes. The new holes are half 
a billionth on an inch across and 
are created by passing a sharp  
microscopic silicon tip over a sur- 
face. Those holes can be closed 
(erasing the contained data) and 
reopened to hold new data –  
essentially rewriting data over and 
over. The data is read by a scan- 
ning tunneling microscope which 
measures the amount of current 
passing between a sharp micro- 
scopic silicon tip and a surface.   
 

Commercial application of this new 
technology is still  several  years 
away, but project “Millipede”   
represents an incredible engineer- 
ing accomplishment in molecular 
electronics.   
 

What does that have to do with 
forms? It means that, ultimately, a 
dynamic repository for the infor- 
mation captured by forms may 
have virtually unlimited capacity, 
changing how we use forms to 
capture data.  Stay tuned. 


