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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 show. In today’s episode, evgbing to be
talking about the web experience with Nicole Cayrneho is
Program Director for Web Experience Software at |Bi¥id Rob
Will, who is Chief Architect for Web Experience alat IBM.
Thank you both for joining us today.

Thanks Eric.
Thanks.

Nicole, I guess we’ll start with yoGould you please talk a little
bit about what you mean with web experience and thisymatters
to organizations?

Yup | can do that. When we talloabweb experiences, we’re
referring to the online experiences that orgamegtican deliver to
their customers and in turn to their partners.tisoincludes, for
example, the ability through the internet to makechases, get
information, solve problems, let folks collaboratiéh each other,
and do other sorts of transactions. You know, sones when we
talk about web experiences, people think thatusans a
company’s dot com site, but that’s actually not¢hee. And truly
when we talk about web experiences, or what weezakptional
web experiences, what we’re talking about is deiingevery
consistent and very engaging experiences to cussotm®ugh a
bunch of online channels — mobile devices, kiosksiails, even
social sites like Facebook.

So in terms of why this matters to organizatial®divering these
really great web experiences matters, | guess’theis one key
reason, and that’s that the web is really becorthegrimary face
of an organization. There are some statisticslthvais looking at
the other day, you know, there’s two billion peottiat are
projected to be on the web by the end of this yaae,trillion
different connected devices. If you look at Faadypeople
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spend about, you know, over 11 billion hours a rmant
Facebook alone.

So if you think about it, you know, with all oféke smart devices,
social networking tools, you know when people ayag to do
something like make a meaningful purchase, theyt glast go to a
store and buy the item. Right? It's om, they eearch online,
they can talk to friends using social networkinglso maybe they
go to Facebook. So really this web is becoming gineat channel
for when people want to buy things, they're goioghe web first,
when people need service, they're going to the fiveth And so
from a customer perspective, you know, making tlgesat,
exceptional experiences is really important bec#usan help
drive more business through that channel, you kmoake
customers more happy and more loyal, and it canledip
organizations save costs by delivering experiettoesigh these
lower cost channels.

Very interesting. So Rob, it sounds this is a fast-moving
landscape. How are companies grappling with tleedp at which
technology is progressing?

It really is moving pretty rapidly. | na@, you know, years ago,
people got onto the web, have some content, yowkpmvide
some access to their services so they could sanad the call
center. It was good enough. Customers would camdethey
would do whatever they were trying to do. But, y¥mow, in more
recent years sort of the bar for providing a regpd web
experience is rapidly going up. You know, seanatiree
authorization so people can find you, now mobileeas so people
can get at you from their tablet or from their melaevice, or their
desktop. Right? The ability to start to integriatéhese social
sites that Nicole was talking about. How do | dat? How do |
integrate with Facebook? How do | make my siteaite
Facebook so that my users can form a communitytefest
around my site and within my site? Right? They lealp each
other instead of them just relying on me.

All of those kind of things, the bar continuegise, and customers
struggle with how can | implement the core infrasture of that,
and at the same time, how do they add their owguanvalue on
top? Right? So many of these customers look mnoercial
software that can help them provide the core undenqgs, the

key enablement for mobile, the key enablementdorad
integration, right? The key enablement for pulighweb
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content, those kind of things. And that freeshgrttechnical
teams to innovate above that core and to providguenvalue for
their particular business.

Very interesting. So let’s talk addout customer loyalty and
how the web experience can help organizationsatagnd of the
competition. Nicole, what are your thoughts?

It's a good question. What we fisdhat, you know,
organizations that have what | was talking abotresn terms of
an exception web experience can really differemtibémselves
from the competition and they can improve custoloytlty.
There’s a couple key aspects here in terms of hmwcpuld
differentiate. First, | want to talk about persiaration. A lot of
companies today still deliver really a one size &l type of
experience to their customers. But what custormerseally
looking for is an experience that is personalizetheir needs, to
their behaviors, to their preferences, the langudgleeir choice,
the device that they'’re using.

I'll give you an example. Lufthansa Airlines is@of our
customers. And if you go to the site, you cantdwmw, you know,
bam, right up front, the first time you get thatesks you for your
country, it asks you for your language. It's paa@ed for more
than 80 countries and 12 different languages.olf ipg in, you
can then see your information personalized to goujour flights,
your awards, your content all tailored to your prehces. If you
hit the site from your device, you’re not goingsie a huge site
that you need to scroll around with and it's hardise. You'll get
an experience optimized for the form factor of yphone. So one
key here to understanding customer loyalty is tkersure you
understand your customers and then to deliverigin tailored
experiences to everyone depending on what | mezditefore,
their preferences and their behavior.

| think the second key is really all about whatwedl the social
web. So making sure that your online experiences'gust
shouting out information to the customers but theglso asking
users to participate in the conversation. Theataaeb has really
been, you know, a great equalizer in terms of ggttustomers’
voices to be heard. So it's the job of our custanef these
organizations, to now support customer feedbackilaemwl listen to
it. And it could be as simple as, you know, allogvusers to
express their feedback by commenting or ratingpasticipating in
forums and communities on your site. And one pastt I'd like
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to make, and that is, you can improve customertpgamply by
delivering an experience that helps your custoraengeve what
they want in as simple and as easy of a mannevsssite.

You know, I'm not sure about you, but you knowgel’seen a large
number of sites where they're absolutely beautthdy're like
completely flashy, and you go there and you try geidsomething
done, but it's so hard to navigate, it's reallychto get the task
accomplished. So the third key is to really foonausability,
simplicity, ease of use, and making sure that theseuse cases,
the reason why people are coming to your sites isasy to
execute as possible. And you know, if you achedl/éhree of
these keys in terms of social and personalizatiwhusability, I'm
sure customers are certainly going to keep comags land keep
being loyal.

Indeed. So Rob, can you elaborate froan point of view a little
bit here?

Yeah, | think what Nicole is saying thte key thing most
customers are looking for is to make their web erpee the
preferred way that their customers or citizensropleyees interact
with them. Because it is the lowest cost ways thie way that
most of those users would prefer to do it. Right?  and all of
those reasons everybody understands. Right?

So when we talk about exceptional experience, wieetalk
about, you know, web experience, we're really tagkabout
making it the preferred way. And that's key, bessapeople have
different needs on different days. | might wantoone to the site,
and | might want to browse around, because | hareegime to
kill and I want to understand some more of the pobslavailable
here or the offerings here, or talk to other peaplelved in a
similar interest. And other days, | just want totg the site, do
whatever transaction | went there for, and moveavith my life
because | have something else going on. Right@ sarthe ability
to construct experiences that can be fast paceekss leisurely,
right? Really important, right? This idea of p@ralization, this
idea of targeting the right experience to the riggatice to the right
time. Right? And to have a framework that’s fldgienough to
do all of those different things.

And you know, under that is the core underpinnioigthe ability
to make sure it is responsive and available andyswhere.
Right? And then, you know, beyond that, to realigke it the
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exceptional experience, you know, things like peatiaation and
social and things that Nicole talked about are irtgod. But
another really important thing is analytics. Keally important
that sites pay attention to what are people domgy site? How
can | improve this experience month to month? ®igAnd so it's
really important to have an analytics tie-in sa tha&y can analyze
their results.

So technology-wise, Rob, is the denfastfor say, cost cutting,
cost savings, is it for customer support, is itf@renue, or does it
differ by industry? How does it work in this space

Well we've found it varies a lot by inddual customers and, to
some extent, the industry. | mean there are cdytaidustries
today that are very focused on being able to exatigt transaction
or to be able to support their customer at the gtywessible cost,
because they're in a more of a commodity industryhey’re in
an industry where every dollar matters. Otherdaoking for a
very, very personalized experience. They are @bnd they
differentiate themselves by providing the mostesed and most
up to date and the most one-on-one experiencehtRignd so
you see customers whose primary focus is | needhice this the
lowest cost way to interact with my customers.

And then gquite often you also see customers ireethe same
industry, because they have a different brand vataposition, or
in other industries that are really focused on ftiong the very
best and the very broadest possible experiendbddse customers.
And we also have, you know, cases of course whes®mers
have different levels of support for different kindf customer
relationships. And so it's important to have arfeavork that lets
them build different kinds of experiences targededifferent
customer segments within their business.

So Nicole, our listeners definitelyeliexamples. | was hoping
maybe you could give us maybe an example or twhefveb
experience and success stories and the like.

Yup absolutely. You know, | talkaccouple of minutes ago about
Lufthansa. They're a great example. | encouratiesfto check
that site out for sure. You know, we have thousarfcamazing
experiences built on our technology with custonzeress the
globe. Some of the more | like to think of thenfas sites, like
Wimbledon.com, US Open, Tony Awards, all built amr o
technology. Interms of customers that use oudycts to, you
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know, grow revenues or to improve customer supp@thave a
lot of great examples there. One customer, Retidife
Insurance, they're actually based in India. Theg aur
technology to build both an agent portal and aaast portal.
From a customer perspective, you can log in andcgouaccess
your portfolios and your policies. You could ddfservice type
tasks, you know, simple stuff like changing add@sshore
powerful features like switching funds around.

And from a success perspective, by leveragingptaiform,
Reliance was able to reduce their customer and dlgent self-
service costs by nearly 50%. They saved milliondadfars also
because of these self-service capabilities. Intiat¢d Rob was
talking little bit about from our platform perspe, but the agility
of it — they can bring products to market in hak time. And that,
you know, a year ago led to a 100% year on yeawtiyrm
premiums. That's a pretty good case study thémnak in terms of
cost savings and in driving revenue.

I'll give you one, | think we probably have timerfone more
example. And this is a — we have lots of governshémat
leverage our technology. There is a large couat)egnment
located here in the US that basically needed toenitak lot easier
for citizens and various associations to do busimeth the county
without having to, you know, drive all the way irttee offices or
fill out tons of paperwork, notarizing stuff. Ankey built this
really exceptional web experience, and they eliteith@ bunch of
information silos and they presented informatioa ireally nice
aggregated citizen’s view instead.

And what that means is citizens can log in, theay gay property
tax bills online, contractors can get permits oslitHeck, you can
even reserve golf or tennis times online. RighAtW as a result,
just last year alone from January to April, on tite they had ten
million visits and they collected 468 million dal&in revenue. So
another real great example of what you can do antef the
benefits that you can achieve through exceptiordd @xperiences.
There’s a lot more examples but | think those aobgbly good
enough for now.

Yeah, those are great. So Nicole, mgg could talk a little bit
about where IBM is innovating in this space.

Yeah, sure. We're always innovgtiaf course. Let me — I'll just
pick one or two areas to talk about. One areawleate spending a
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lot of time and research dollars on is around $dxiainess. And
we really continue to push the envelope on progdecthnologies
that will help our customers leverage networkseagde to drive
innovation and improve productivity. One of theas within
social business is social analytics. That is apuitfor us. And for
those of you not familiar with social analyticsatitould provide
capabilities like, for example, we could recommeadain content
or certain offers, or even new relationships and ne
recommendations of who you should contact based apo
person’s social network.

We’'re also investing a lot of research aroundragimg gaming
techniques to drive more compelling customer expees. For
example, we’re trying to see if by integrating besl@nd leader
boards and virtual awards and top user type o ingb a site if
users will be more likely to participate and to @agg. You know, |
could probably go on and on here. We're invesimignobile, of
course, given the proliferation of mobile devices #éhe
importance of those technologies. But we’re cantig to be on
the cutting edge so that our customers can restexsshat our
platform will continue to evolve and adapt as teitbgy changes.

So you've been talking about a lotiedent tidbits and places to
go for things. If our listeners really wanted &t gown to
specifics, is there anywhere they could start?

Yeah, we have a lead offering its gpace for customers that are
looking to deliver exceptional web experiencese offering is
called IBM Customer Experience Suite. Basicalttoffering
provides a foundation for organizations that wardeliver these
very compelling, differentiated, socially infusedpbilely aware
types of experiences. To find out more, custornars they can
simply Google if they want to IBM Customer ExpegerSuite.

Or we have a bitly URL, it's with bitly and thenMBCEXP at the
end.

Excellent. Well thank you Rob and Nedor some great
information. This has definitely been a very wartlle podcast
today.

Thanks Eric, we enjoyed it.

Yeah thanks, my pleasure.
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Eric Green: Thanks for listening. Please do vB&M.com/software to connect
with our experts, continue the conversation, anléaon more
about smarter software from IBM. Let’s build a steaplanet.



