Eric Green:

Craig Rhinehart:

INTERVIEW WITH CRAIG RHINEHART

Hello and welcome to a new podcasesdrom IBM software
that explores the challenges IT managers and lassine
professionals are facing today. I'm Eric Green Bih@e talking
with a range of experts to discover new perspesti@pproaches
and examples that can help meet these challengastanduce
you to the capabilities of smarter software fronMIBSo let’s get
started.

Welcome back to the final half of our enterprisatent
management podcast with Craig Rhinehart, Diredt&GM
Strategy and Market Development for IBM. Craibglieve we
left off last time discussing advanced case managémno how
about we move on to information life cycle goverceand your
thoughts on that.

Yeah, happy to ... happy to coviéris is one of my favorite
areas, because most people think that, you kneamketimes joke,
| say nobody wants to do governance, everyoneo$dids to do
this governance thing. But the fact of the mati¢hat there’s now
such an opportunity for cost savings in additioth®risk savings
that we're seeing that organizations are reallyidg towards this
now and have shifted their mentality from, you kntnaving to do
it to wanting to do it. And here’s why. You knolamentioned
this earlier, 90% of this information is formed idadly and 95% of
it has an expiration date. The problem is thattrooganizations
ignore the expiration date and are keeping evergtforever, and
that model has failed. The keep everything forenedel has
completely failed. Why? Because information isvgng and
budgets are not.

Information is going to grow 44 times between revd the year
2020. Most IT budgets are flat and many are dejinThat's a
lose/lose proposition. It's a math problem. Magtanizations
you spend most of their budget, many north of 80foexisting
projects, and they don’t — today even — have thiamdoavailable
to invest in projects that could be used for bussredvantage. If
information keeps growing, that 80% is going totawme to grow
with it, and eventually all of your money will bpent on, you
know, just keeping stuff around or just keepinggkstems that
you have operational.

So what's the answer? Well | can tell you onéhefanswers is
information life cycle governance. Because if vinelerstand what
information we have, and we understand its lifespad we know
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when it's supposed to go away, and we actuallyadispf it in a
defensible manner, so that no one calls our behawio question.
Then we can reclaim that infrastructure. Then wd that losing
math problem associated with all of this informatgrowth. So
it's a compelling opportunity. There’s four aredsere we're
helping customers today. One is something calfedrBArchive,
which basically helps us in that lifespan identifformation that’'s
not being used but we still have to keep, and latse that
inactive information to a more affordable infrastwre. We don’t
have to keep all of the information in our mostexgve
infrastructure. We can save costs by moving thetine stuff to
more affordable environments. So this is done eithall, files,
the collaborative environments, SAP, structured dgstems, any
form of information.

Second area is E-Discovery Management, whichyréalips our
colleagues out in legal. When we’re sued or whersuspect that
we may be sued, we have an obligation to presefeemation.
This triggers a set of processes and costs thakewee to manage
with more rigor and discipline than we’ve ever ladh the past.
Electronic discovery is the largest uncontrolledtan corporate
America today, and that’s increasing, as is thgueacy of
litigation. So having better control of those msses, and how we
manage our information when we’re under threattigfation or
when under actual litigation is a great opportutatyeduce cost in
legal. Especially when you consider that 70% orevas the
information we have today — this is from a rece®L survey, is
already past its retention date, which brings miagédast two
areas — retention and disposal. If we know whesrsiipposed to
go away and we can put policies on it, why the heekwe still
keeping it? No reason to do that. So the, yowknbe third and
fourth areas where we’re helping customers todayrmugh
records management and retention management wieenesake
sure that all information has the right retentiatiqy on it so when
it is time to dispose of it, we're disposing ofrita defensible
manner. It's a compelling, compelling opporturtiyreduce risk,
particularly the legal risks associated with thesagell as cost
opportunity.

An example is the Thomas Miller Group, which isiesurance
organization who has reduced their storage cos6OBy, and I'm
talking about e-mail storage costs. They spedificacused on
the retention and archiving of e-mail and they eeib able to, you
know, save 60% on their storage costs, reduce staiage space.
They're also, you know, archiving about 30,000 alsn@aily, and,
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you know, that’s not a lot. So the savings, relgasiof the size of
their organization — the larger you are, the mqmeootunity to
have to save on this storage equation. And thagtsone example
of how information life cycle governance can sawsf a cost and
risk perspective.

And this is really where the regulatenyironment lives, I'm
assuming too, the HIPAAs of this world and all leé$e other
regulations, correct?

Well throughout that lifespanmbrmation, there’s all sorts of,
you know, ways that you have to manage it, and ndrat’'s to
protect privacy or to produce it for a legal sitaaf if you don’t
have control over the lifespan then you know, efitiformation, it
makes any of these things harder. Like HIPAA ar koow,
Sarbanes-Oxley, or you know — they're all punitarel a pain in
the neck. So it starts with, you know, managirgittiormation
correctly in the first place, which makes all of tthownstream
stuff like compliance regulations, you know, jusat much easier.
It's the ounce of prevention is worth a pound afecstrategy.

Exactly true. So let's move onto cahtnalytics, how about
that?

Yeah, this is a pretty excitingaarand it touches on some really
interesting innovation that the IBM Company didewetty with the
Watson project that | hope many are familiar withene we built a
specialized question and answer computing systdsstots
mettle, if you will, or prove the technology on theopardy game
show. Now we’re not going on the game show cirduit what
we are trying to do with that if you think aboutiall of this
information is unstructured to begin with, anddadlthe expected
growth is going to be in this unstructured arebofthis social
content, all of this social media.

We need better tools and better ways to understiiais
unstructured stuff. There are plenty of good teotky to do
structured data analytics. There’s plenty of, knaw, business
intelligence and business analytics capabilitiegstioere, but
there’s a need for a better understanding of tis¢ructured
information. Why? Well, if you think about it fize is always a
five, in structured data terms. We know what itimg we don’t
have to think about it, we know it's half the valofeten. It's
completely defined, it's unambiguous. Unstructurddrmation is
a completely different problem. If | use the tammjor, some of
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you will think of a musical reference, some of yhinking will
think of a military title, and some of you may tkiaf it as an
adjective, you know, that’s a major improvementmade on our
house, as an example. My point being is, unstradtis much
more about the conversation, it's about our inbaitibecause as
human beings, we speak and communicate in ridofletang, in
pop culture references, in idioms, acronyms, abatews, and on
and on and on. And computers have a real difffawtiderstanding
all of this unstructured information.

So that’'s why IBM has, you know, invested in aag made this
great breakthrough with Watson. And what's reatgerstanding
from an ECM perspective, this fifth and last aiegart of the
technology that’s inside of Watson is availableatpd the form of
our IBM Content Analytics product. This is a catligbthat we're
marketing and selling today for customers who halvef this
unstructured information and they want a bettereustdnding of
what'’s in that unstructured information. In simggems, you
could think of this as BI for content or businesteiligence for
content. If you think about a call center whem, ¥now, people
are taking notes about a conversation and thereeaoeded
conversations and you want to understand whatdfee \of the
customer is. Well, the real nuggets are foundhéunstructured
call notes, or they're found in what a customeissay they're
found in what a customer writes on social mediatheweb.
That'’s that part we don’t understand and need tkerstand.

If you think about in crime fighting, we have p#idepartments
who are looking through thousands of investigateorts or
inquiries or written up and looking for trends gratterns and
correlations so that they can identify patternsrohe and detect,
you know, where thing are likely to happen. Thafdout
insurance, you know, lots of unstructured informiatin a claims
process. Let’s identify the fraudulent claimslasytre coming
through the process before they’re paid out, net dfiey’re paid
out.

So this IBM Content Analytics product in this fifarea is a very
exciting area because now we're really able to clntbe value of
all this content that’'s been trapped. We can nomghinsight to
this stuff. And | mentioned a call center earlig¥e have a
customer, a large telecommunications customerparjavho was
one of our earlier customers on this several yagos They have
reduced their customer call hand offs by 92%, wiscin
enormous — call transfer, rather, which is an eaisrcost savings
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for them. But more importantly, what they've leadrthrough
these many interactions in customers across aettdferent
channels is they've learned what their customerst wvam them.
They've introduced new packaging plans, new priglans. They
introduced an entire new customer loyalty pointsgpam, all
based on the information that they were able tgimsif you will,
that they were glean from this content analytigzabdity. So for
me personally, I'm pretty excited about this atescause not only
is the Watson stuff neat, and that’s a clear divador where
we’re going, but customers are going to be abbpay that really
advanced analytics technology today on all of s, know,
unstructured information, that same unstructuréarmation that
makes up 4/5 of everything that they have in theterprises
today.

Well that is a great amount of inforimator our audience, and all
the time we have for today, but Craig thanks somfacjoining
us.

Well, you're welcome, Eric. | leopdidn’t go too fast or maybe
provide too much information, but you know, it'®ig topic, it's
an exciting topic. | mean after all, it does reyamet, you know, 4/5
of this stuff, and you know, we're pretty excitdebat what we're
doing in this space. We're even more excited aldnat our
customers are doing with our solutions.

Thanks for listening to this two pastipast on enterprise content
management.

Thanks for listening. Please do ¥BM.com/software to connect
with our experts, continue the conversation, anléaon more
about smarter software from IBM. Let’s build a steaplanet.



