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Additional Advertising Options

Advertorial
Bring added credibility to your product or service with a four-page advertorial spread.

ÌÌ Three-page editorial showcasing your product or services with their features and 
benefits written and designed by ACFE staff

ÌÌ Adjacent fourth page with your full-page ad (provided by advertiser)

ÌÌ Archive on Fraud-Magazine.com

View a sample advertorial

ÌÌ Belly Band

ÌÌ Ride-Along / Polybagging

INSIDE FRAUD MAGAZINEDEMOGRAPHICS

Inside Fraud Magazine

2012 RATES

TECHNICAL SPECIFICATIONS

RESERVATION DEADLINES
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DEMOGRAPHICS FRAUD MAGAZINE WEBSITE

Fraud Magazine Website

VENDOR DIRECTORY

WHITE PAPER HOSTING

Vendor Directory
Members turn to ACFE for strategies to prevent and detect corporate fraud, and they 

need to know about the latest fraud prevention solutions and services.

 

Showcase your company in this online resource for up to 12 months by exhibiting at a 

conference or advertising in one of the available avenues.

 

To have your company listed in the Fraud Magazine Vendor Directory, 

contact Ross Pry.
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Fraud Magazine Website

VENDOR DIRECTORY

WHITE PAPER HOSTING

White Paper Hosting
Continue to build your relationship with ACFE members by providing them with useful 

and relevant content while also gaining valuable leads.

 

Your white papers will be hosted on the Fraud Magazine website, allowing you 

additional opportunities to position yourself as a knowledge leader with this 

influential group.

 

Contact Ross Pry for more information on this pay-per-lead thought leadership 

opportunity.
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The Fraud Examiner E-Newsletter

1st position

ÌÌ 1-4: $1,100 per issue 

ÌÌ 5+: $900 per issue

2nd position

ÌÌ 1-4: $800 per issue

ÌÌ 5+: $600 per issue

3rd position

ÌÌ 1-4: $500 per issue

ÌÌ 5+: $400 per issue

Sponsored Article 

ÌÌ $2,500 per article (includes 
sponsorship placement)
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By sponsoring a members-only free webinar you are: 

ÌÌ Gaining valuable qualified leads for up to 12 months 

ÌÌ Branding 

ÌÌ Establishing your company as a thought leader in the anti-fraud community 

Your event will be marketed with a multi-channel campaign to our entire membership of 

more than 55,000 anti-fraud professionals worldwide, or to a targeted segment of your 

choosing. 

Don’t miss your chance to firmly establish your organization as a leader in the 

profession. Contact Ross Pry today to learn more about sponsoring a webinar, 

the benefits and availability.

Limited availability: schedule your webinar today!

DEMOGRAPHICS WEBINARS

Webinars
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NEXT 
Generation 
Information 

Visualization
The analysis problem today is real and 

significant. Users are drowning in data and 

need new and innovative approaches to 

support effective decision making. Existing 

products in the business intelligence (BI) and 

analytics arena are simply not getting the job 

done. A great deal of investment is going 

into new automated analysis tools but they 

are not sufficiently analyst-centric.
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I
nformation visualization has proven to be highly ef-
fective at navigating through and exploring massive 
amounts of data. Our brains serve as unparalleled 
pattern recognition machines. Visualizations lever-
age and enhance our ability to detect patterns, rela-

tionships and anomalies. When we do detect something 
relevant, we draw inferences almost immediately.

Current visualization products fall short in four key 
areas. They are:

•	 Too hard to use
•	 Too static (lack interactivity)
•	 Too disconnected
•	 Too isolated (lack collaboration)

Today’s BI challenges require next generation solu-
tions. Next generation visualization products must ad-
dress the shortcomings of the past generation and al-
low analysts to rapidly assimilate, comprehend and act 
on all of the information at their disposal, even when 
they don’t know what questions to ask in advance.

Specifically, next generation products will support 
highly interactive visualizations, collaborative analysis 
and integrated views. As a result, they will be much 
easier to adopt then first generation products.

The Analysis Challenge

The most fundamental goal of analysis is to turn 
data into knowledge that can be acted on by decision 
makers. Today, accomplishing this task poses a daunt-
ing challenge for most organizations. The volume and 
velocity at which data is pouring into organizations is 
unprecedented. The information overload is keenly 
felt by analysts who are drowning in data. This problem 
is pervasive across industries and application areas.

This situation is not surprising given our increasing 
appetite for data and metrics. Web site metrics, public 
domain sources, RFID devices, point of sale data, cus-
tomer loyalty programs, performance management 
applications and traditional operational databases 
yield ever growing mountains of data to analyze.

As the information repositories grow at a record 
pace, the time window to assimilate, comprehend and 
act on the resulting knowledge is shrinking. This pres-
ents the analyst with a seemingly insurmountable task.

Information Technology for Analytics

Existing decision support products, including data 
mining and BI solutions, were not designed for this 
modern analysis environment. Most of these products 
were built for online reporting and basic dashboards 
of operational performance, and are simply not get-
ting the job done today.
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Recently, there have been enormous investments in 
automated information analysis. That is, technologies that 
purport to run directly against all of your information re-
positories and automatically uncover everything you need 
to know. These approaches include innovations in areas 
such as ontology management, entity extraction and se-
mantic ‘inferencing.’ However, we are simply nowhere near 
the point where we can remove the analyst from the equa-
tion. In fact, the most important component in the analytic 
process, when searching for the unknown, is human judg-
ment. The analyst still makes the discovery. Successful next 
generation products must deliver highly effective innova-
tion that is analyst-centric.

Information Visualization

So, where are we likely to see this analyst-centric inno-
vation? One of the most promising areas today is informa-

tion visualization. “Information visualization is the use of 
computersupported, interactive, visual representations of 
abstract data to amplify cognition.”4 

This is a somewhat formal definition for what we all 
know to be true, that “a picture is worth a thousand words.” 
We have been using visualizations to convey meaning and 
knowledge since the cave paintings.

Information visualization makes use of visual meta-
phors to support our cognitive operations, enabling us to 
explore and understand an information space by leverag-
ing and enhancing our ability to detect patterns. This has 
proven to be highly effective at enabling users to “...detect 
the expected and discover the unexpected.”5 

We have evolved unparalleled pattern recognition 
machines that are able to identity patterns and relation-
ships and draw inferences regarding their meaning almost 
instantly.

For example, look at the 
two displays of the same 
information in Figure 1(a) 
and Figure 1(b) on the 
following page. Figure 1(a) 
is a tabular rendering of 
some raw data. Figure 1(b) 
is a node-link diagram that 
is automatically generated 
from the data and laid 
out using a proven layout 
algorithm (force-directed 
graph). Our eye is instantly 
drawn to the relevant clus-
tering in the center of the 
diagram. Whenever we say, 
“if I just had a pen, I could 
draw this out for you in a 
second”, we are validating 
the power of visual render-
ings of data.

Figure 1(A) — Raw Data Table Set in Tabular Form
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Interactive Visualization

Interactivity is getting a lot of attention today. Often, 
a picture leads to more questions as the presence of an 
anomaly or trend takes the analyst down a new line of in-
quiry. Static charts and dashboards are not visualization. 
Real visualization is not a summary artifact that appears at 
the end of the analytic process. Rather, visualization should 
be an integral part of the analysis. Visualization must sup-
port the ability to pose questions through direct interac-
tion with the display entities that are rendered.

This ability to query the displays directly, rather than re-
verting back to programming constructs, presents a power-
ful paradigm for analysis where users can iteratively navigate, 
filter and explore an information space at the speed of the 
human mind. This is particularly relevant in the complex, multi-
variable, multi-source applications that are common today. In-
teractivity is the key component in enabling this environment.

In addition to partitioning, aggregating and subset-
ting data through interaction, users should be able to shift 
the lens itself and switch to different visual representations 
while maintaining the threads that link them.

First Generation Products

While visualization is not new, only recently have com-
mercial products begun to focus on innovative approaches to 
leverage visualization for analytics and knowledge discovery.

Most existing Business Intelligence (BI) products have fo-
cused on basic reporting and charting. Real information visual-
ization is not a chart that appears at the end of the analysis pro-
cess. Rather, it is an integral part of the analysis process itself.

So, where specifically are these products falling short? 
Most users of these technologies identify holes that would 
fall into four broad categories.

Next Generation Visualization

Next Generation products must address these deficien-
cies. When sophisticated users of analytic and visualization 
technology are asked to identify the key characteristics of 
next generation products, they also point to items that im-
prove deployment, adoption and effectiveness. The list below 
summarizes some of the most common requests from users.

1.	 Easy to Use — If an end-user cannot become produc-
tive with the tool quickly, it will not get adopted. Next 
generation products should require no programming, 
little set up and be easy, intuitive and enjoyable to use.

2.	 Interactive Visualization — Next generation approach-
es require interactive pictures and dynamic analytics. 
Users should be able to pose questions through direct 
interaction with the display entities that are rendered. 
In conjunction with interactivity, a rich set of opera-
tions should be supported. Users should be able to fil-
ter, partition, subset, and augment data of interest. It 
should be easy to go back to original data sources for 
more detail as needed. All of these operations should 
be accessible through direct interaction with the visu-
alizations (i.e. click to ask questions).

3.	 Collaborative Analysis — Next generation ap-
proaches must provide a framework for easy col-
laboration. This should include the ability to share 
artifacts of knowledge as discoveries are made. 
This should be an easy and flexible sharing model 
where, at any point, an analyst can publish their work 
to make it available to peers who are authorized to 
collaborate or view the insights. Additionally, users 
should be able to easily search a shared repository 
space and become aware of any relevant knowledge 
that has been published by others.  n

Fig 1(B) — Data rendered in a node-link diagram using 
an automated placement algorithm.
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