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A Roadmap to your Social Analytics Future
The stages of Your Social Media Analysis Maturity

Dev Mookerjee — Business Analytics Consultant

Cwitker #SALive2013 @ibmbaanz @mookerjee SmarterAnalytics
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Averageage ¥l VOLUME OF BUSINESS DATA
of a Facebook | WORLDWIDE DOUBLES EVERY
user.. 40.5y - 1 2 YEARS
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Brands and

EVERY DAY, WE organisations on Data production
CREATE 2.5 Facebook receive will be 44 times

- ! 34,722 Likes EVERY: greater in 2020
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BY 2020,BUSINESS TRANSACTIONS ON THE INTERNET - B2B AND B2C

450 BILLION PER DAY
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Today, companies primarily focus on external social media; moEEE:
ahead, social activities will continue to spread across the organiza ton

Top functions applying social approaches

Marketing 129%
Public relations 19%
Human resources 299 Percentage
growth from
Sales 30% base
I 26%
Customer Service 429 _J

(call center)

Il Today M Next two years
twnbl:er #SAlee2013 @lbmbaanz Smc(rterAnalytlcs

ource: Institute for Busi s Value, Bus of Social Bus s Study, Q1. Which functions within your company are applying social business practices today and which are planning to apply them within the next two years? Global (n = 1161)
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IBM Social Media Analytics targets a Multitude of Business
Issues driving actions not just listening

Supply Chain
Security Risk
Marketing Human Resources
Customer Service
Cwiktker #SALive2013 @ibmbaanz SmarterAnalytics
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Social Media Analytics
A Maturity Journey

Cwikker #SALive2013 @ibmbaanz SmarterAnalytics
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1BM White Paper

Social analytics: Finding opportunity in chaos
The Social Analytics Maturity Model

Ny /
Or get it from:
http://ow.ly/hd71P

IEE

Cwiktker #SALive2013 @ibmbaanz SmarterAnalytics
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Social Analytics Maturity Model

Business Value

Social Analytics: Finding opportunity in chaos

The Social Analytics Maturity Model
http:/ow.ly/nd71P SmarterAnalytics
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Social Analytics Maturity Model

Wave 1:
Laying the foundation

Business Value ®
Active monitoring
Active and response
Create acquisition
presence
T — Time

Social Analytics: Finding opportunity in chaos

The Social Analytics Maturity Model
http:/ow.ly/nd71P SmarterAnalytics




Social Analytics Maturity Model

Wave 1:
Laying the foundation
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Wave 2:
Taking the lead

Optimisation

. Integrated
Business Value - o o egicﬁve
Active monitoring modelling
Active and response
Create acquisition
presence

Time

e g M-

Social Analytics: Finding opportunity in chaos

The Social Analytics Maturity Model
http://ow.ly/hd71P

SmarterAnalytics
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Social Intelligence Maturity Model Drilldown

ave I:
ying the Foundatio
Tactical Mo r
& Respond

» Tactical Responses as opposed to
Leading

Limited social perspective, one-
size-fits-all broadcast messages

Engagement

Categorization (#s, %..)

Minimal integration of social profiles
Limited datasets, narrow window of
historical data

Ad-hoc, passive

Analytics

_
(=2}
=
=
=
=
=
=

Basic filtering with keywords
Anecdotal business insights
Campaign-centric focus
Streaming content

Monitoring
(Active Listening)
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Social Intelligence Maturity Model Drilldown

ave I:
ying the Foundation
al Mon Integrated
& Respond Engagement

» Tactical Responses as opposed to » Automated engagement

Leading » Personalized engagement via social
- « Limited social perspective, one- profiles
= size-fits-all broadcast messages » Segment-specific broadcast messaging
g * Integrated with traditional business process
> workflows
> » Multi channel, conversation-specific
I} engagement

Categorization (#s, %..) Text Mining (Sentiment, Network Analysis)
Minimal integration of social profiles + Micro-segmentation with rich social profiles
Limited datasets, narrow window of » Geo-spatial / platform analysis

historical data Cross analysis with non social data
Ad-hoc, passive Basic view of individual entities

Analytics

—
=)
i
=
£
=
-
=)

Basic filtering with keywords Analytics-assisted filters — ranking &
Anecdotal business insights prioritization

Campaign-centric focus Quantitative business insights aligned to
Streaming content business strategy

Rules-based event generation

Mix of both social and limited “traditional”
data

Monitoring
(Active Listening)




Social Intelligence Maturity Model Drilldown

Analytics Engagement

Monitoring
(Active Listening)
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ave I:
ying the Foundation

» Tactical Responses as opposed to
Leading

Limited social perspective, one-
size-fits-all broadcast messages

Categorization (#s, %..)

Minimal integration of social profiles
Limited datasets, narrow window of
historical data

Ad-hoc, passive

Basic filtering with keywords
Anecdotal business insights
Campaign-centric focus
Streaming content

» Automated engagement

Personalized engagement via social
profiles

Segment-specific broadcast messaging
Integrated with traditional business process
workflows

Multi channel, conversation-specific
engagement

Text Mining (Sentiment, Network Analysis)
Micro-segmentation with rich social profiles
Geo-spatial / platform analysis

Cross analysis with non social data

Basic view of individual entities

Analytics-assisted filters — ranking &
prioritization

Quantitative business insights aligned to
business strategy

Rules-based event generation

Mix of both social and limited “traditional”
data

.

.

.

* Recommendation-driven engagement
strategy, measured by desired business
outcomes

Direct entity engagement based on
propensity models

Rich temporal analytics of content,
people & community interactions.
Predictive modelling with full integration
of “traditional” datasets

Robust entity propensity models

Model-driven filters — scoring &
prediction

Forecasted business insights aligned to
agile business strategy

Extensive mix of social and “traditional”
datasets (internal /external)
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al Mon Integrated Predictive Insights
& Respond Engagement



Social Intelligence Maturity Model Drilldown

al Mon Integrated Predictive Insights Optimisation
& Respond Engagement

Analytics Engagement

Monitoring
(Active Listening)

_
(=2}
=
x
=
=
=
=

Wave I:
ying the Foundation

» Tactical Responses as opposed to
Leading

Limited social perspective, one-
size-fits-all broadcast messages

Categorization (#s, %..)

Minimal integration of social profiles
Limited datasets, narrow window of
historical data

Ad-hoc, passive

Basic filtering with keywords
Anecdotal business insights
Campaign-centric focus
Streaming content

» Automated engagement

Personalized engagement via social
profiles

Segment-specific broadcast messaging
Integrated with traditional business process
workflows

Multi channel, conversation-specific
engagement

Text Mining (Sentiment, Network Analysis)
Micro-segmentation with rich social profiles
Geo-spatial / platform analysis

Cross analysis with non social data

Basic view of individual entities

Analytics-assisted filters — ranking &
prioritization

Quantitative business insights aligned to
business strategy

Rules-based event generation

Mix of both social and limited “traditional”
data

.

.

.

* Recommendation-driven engagement
strategy, measured by desired business
outcomes

Direct entity engagement based on
propensity models

Rich temporal analytics of content,
people & community interactions.
Predictive modelling with full integration
of “traditional” datasets

Robust entity propensity models

Model-driven filters — scoring &
prediction

Forecasted business insights aligned to
agile business strategy

Extensive mix of social and “traditional”
datasets (internal /external)
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+ Business outcome optimization
» Marginal return-on-investment optimization
+ Targeted crowd sourcing

« Social influencer optimization
« Domain process optimisation

» Optimization-driven filters for ranking,
classification, prioritization & routing
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» Adaptive business strategy driven by optimization

engine

» Deeply & seamlessly embedded into business

applications & processes



Social Intelligence Maturity Model Drilldown
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/) Taking the Lead

‘Social analytics: Finding opportunity in chaos
i b e

IB Social Analytics: Finding opportunity in chaos

The Social Analytics Maturity Model
= http://ow.ly/hd71P
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IBM Analytics Quotient

Cwikker #SALive2013 @ibmbaanz SmarterAnalytics
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AQ = Analytics Quotient

~ Realized
~ Potential

The more you infuse analytics into your business, the higher your AQ and the
better you and your business will perform

Cwiktker #SALive2013 @ibmbaanz SmarterAnalytics
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The AQ Journey

Master
STEP 3: » Top-down goal setting
* Insights flow freely across divisions and
Leader
STEP 2: * Your VP sets the strategy departments. L
B ilder - Your department's metrics map to * You allocate resources, minimize risk and
-l¢ou ave & view into current other departments metrics ?paex;glze outcomes with equal ease and
results and a little of what's * You look forward as much as you -
STEP 1: driving them review the past
* Results are shared with other :
- You rely on teams within your department

spreadsheets with
information gaps

* The rear view is you
only view
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Manual, slow, error prone, cumbersome, fragmented Automated, instant, accurate, seamless, converged

Data quality concerns Data governance is in place
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Social Analytics Maturity Model

22 xd MASTER

Wave 1

Laying the fou BUILDER
NOVICE

Business Value

n

Social Analytics: Finding opportunity in chaos
The Social Analytics Maturity Model

http://ow.ly/hd71P
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The 4P’s of Social Analytics
-

People

Social Analytics: Finding opportunity in chaos
The Social Analytics Maturity Model
http://ow.ly/hd71P
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IBM Social Media Analytics

The solution

Cwikker #SALive2013 @ibmbaanz SmarterAnalytics
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Social Analytics — Not the expected

SHARE OF VOICE OVERVIEW He
@ Q Analyze snippet volume across types & concepts

SHARE OF VOICE REACH BY SOURCES

Compare types & concepts snippet volume across sources

W 730_Report
videos |I| MW Q&A

Il SpmNews

-~ | -
microblogs I
- [
fal 2]
-.- AOTWORDS BY GENDER e
S0

100 150 200 250 Compare for author distribution by gender with hotwords

W 730_Report 23
W Q&A 505

M FoxsportsNews 43
W AusCotTalent 2,098
W StateOfOrigin 1

Il Co_Back-IBailey 59
Il Co_Back-PReith 152
M Insight 934

M 6pmNews 334

I HouseRules 10,560
W SpmNEWS 1,100

blogs

0
Number of Snippets W Broadcast
P M Digital
_ ~mb W On_Demand

Male

730_report NN
T
FoxsportsNews -I
Go_gack-1gailey [ NG
co_eack-rreith [N
Insight _-

semNEwS [N
o 20 40 60 80

l ik‘ ‘ Percentage of Snippets

Female

o 2 4 6 s Demographic Attribute - | Gender ~| L

o)
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IBM Social Media Analytics

e
Easily understand what’s being said Q’.\ ~ .
= - —~ y Oy _ — — SerLUmCE ATV Su T
about your organisation Q Gk 5 IIIIH | - ——
» Assess the impact of your social investments f@ @J@.‘\'j@ -- -
= Identify behavior in the Social World b lE-H-s-&% REE—— e
. . QS in"Cigt E———— - |
= Segment your constituencies - — | . et
= Uncover insights by examining relationships
» Discover topics to anticipate new opportunities or .
risks g P PP Deploy on premise or SaaS

» Segment and target audiences across geography,
demographics, influencers, and behavioral
characteristics

» Gain understanding into the response to messages
and actions SmarterAnalytics
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EVOLVING TOPICS TREND
me

b Demogra phics

Influencer Scoring

. . e o IBM Social and Sentiment
Evolving Topics Media Analytics —

= = Affinity

Behavioural Analytics Geographics



IBM Social Media Analytics: From Chatter to Insight
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Blogs
Boards
Videos

Reviews

News

Twitter
Facebook

Configuration

IBM Social Media Analytics

Py

oo o

whih -V Y A

Analysis

A

Standard & Ad-
hoc Reporting
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Insights Marketing

4

Reporting DB

Chatter

X

c
BDO
Q

5

Resources

e

Operations

<
o
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[ Project A ]

[ Project B ]

[ Project C ]

[ Project N ]




Assess Social Media Impact
Are we successful? Where can we do better?

Situation Examples:

- Improve brand reputation with customers, Soctal Media Impact - Hotwor

employees, partners
+ Assess investment in marketing campaigns,
employee programs
» Understand impact of product features
Measures:

SHARE OF VOICE BY HOTWOI

Compare Hotword distribution within Types & Cor

o Iml.l
o -II
o 20 40 60 80

Percentage of Snippets.

» Share of voice: Relative volume
» Reach: Distribution across sources
* Influencer analysis
+ Sentiment: Distribution by sentiment
» Geographical differences

Actions

Compare sentiment distribution within Hotwords

Accessories [N
gavery Life [NNNEENIN
camera NN
specc NN
screen [N
email [N
Keyboard [N
apps [
Neuwors. [N

* Improve message to market

« Change marketing mix

* Update employee programs

* Introduce new product features
» Target new suppliers

Cwikker #SALive2013 @ibmbaanz

40 60

HOTWORD RELATIVE SENTIMENT

Percentage of Snippets
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SENTIMENT REACH BY TOP 10 SITES Fe

Compare sentiment distribution within top 10 sites

wwitter com NI

W Positive
BB Negative

—— = e
myfico.com _- I m Ambivalent
vertan com N I
youtube.com -.
fool.com —- I
businesswire.com _I |
0 20 40 60 80 100
Percentage of Snippets
L2 HOTWORD BY GEOGRAPHY e
Analyze geographic breakdown within Hotwords
B porte vs [ W Accessories
ook =1 m Battery Life
Neutral W Camera
1 m Ambivalent I I | = speed
- M Scraan
m Email
| <~ IR =i
| #o [N I W Apps
L] W Network
B Operating System
- o
80 100 2,082 authors with known 400 600 800 1.000

Number of Snippets

SmarterAnalytics

location
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Segment Social Media Audiences
Are we hitting target audience? Have we identified potential new target?

AUTHOR BEHAVIOR RELATIVE SENTIMENT o

H H - Compare author sentiment in each author behavior catego
=Situation: P gory

W Positive
«  Enter new market or grow target market share e -. I =l emeiry
» Improve market/sales effectiveness m Ambivalent

* Recruit top talent

IBM SPSS Social Media Analytics - Reporting Project: Projecty
° 1 i i 1 & Social Media Impact b Search Options
Identify Supply Chain disruptions L2onta e T T T T
Hotwords AUTHOR BEHAVIOR OVERVIEW @ SHARE OF VOICE BY AUTHOR BEHAVIOR L]

nnnnn

*Measures: e — - I -
« Demographics - context :

* Influencer impact
» Author behavior patterns
» Geographic differences

il Atioard Paratige of Actiirs

HOTWORDS BY AUTHOR BEHAVIOR @ AUTHOR BEHAVIOR RELATIVE SENTIMENT @
oned enavior Compare author senBMent in each author benaor categary

i ‘Understand which Hotwords are mentioned by each author oehavk
B e W 5T 150

Fercernage of Authers.

= Actions:

 Improve targeted programs

. Move to second supplier &';'m?:ﬁﬁrﬁ:gg.ﬁmﬁf BY TOP 10 SITES @ AUTHOR BEHAVIOR BT:FEOGRA:':;" @
* Change marketing mix = s — o
* Plan new recruitment strategies S T e

Select Demographic Attribute - gender -~

Cwikker #SALive2013 @ibmbaanz



Segment: Author Demographics

IBM SPSS Social Medi

oject: ProjectV

& Social Media Impact b Search Options
Share of Voice Segmentation - Demographics
Hotwords
GENDER OVERVIEW L2 SHARE OF VOICE BY GENDER @
Reach Compare number of authors by gender ‘Compare author distribution by gender within types and concepts
408 W Female 408 W Female
Sentiment W Male 1,314 W Male
_ W Unknown 4,009 M Unknown
A segmentation RAZR Maxx
1314
Demographics if
Behavior
Top Influencers Sond s
4.009
Influence Categories
o 10 20 30 40 50 60 70 80 90 100
=¥ Discovery Number of Authors Percentage of Authors
Select Demographic Attribute Select Demographic Attribute -
Evolving Topics Gender - Gender -
i GENDER RELATIVE SENTIMENT o GENDER BY GEOGRAPHY o
Compare sentiment distribution across authors by gender ‘Compare author distribution by gender across geographies
m Femae 1o us | N = -
B B I | | v
l-_ B Unknown ™ I — B Unknown
<= [ I
-y I-_ oc 1 I
I I
ro [
pesrs I-_ - ' |
v [
o 20 40 60 80 100 2,082 authors with known o 20 40 60" 80 100
Percentage of Authors Incation Percentage of Authors
Select Demographic Altribute : gender - Select Demographic Atiribute : gender -

Cwikker #SALive2013 @ibmbaanz SmarterAnalytics
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|dentify Relevant Relationships
Is there strong grouping of negative or positive terms to drive new
approaches?

Situation:

+ Grow market share vs. competition
+ Improve employee satisfaction
+ Select new vendors

Measures:

Product Feature Affinity
Employee Sentiment Affinity
Vendor Reputation Affinity

+ Competitive analysis

Actions

+ Better target messaging

+ Change marketing mix

» Partner risk identification

» Update employee programs
» Introduce new features

Cwikker #SALive2013 @ibmbaanz SmarterAnalytics




Discover new ideas...and risks
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What we did not know about our model - What are my next steps?

=Situation:

« Expand product lines

* Understand the “market” voice
« Identify brand risks

*  What don’t we know

=Measures:

« Emerging topics — share of voice
* Emerging topics — sentiment

« Emerging topics — reach

* Emerging topics — geography

= Actions:

» Identify new market, product etc.
* Improve market positioning
« Change marketing mix
* Update model
Introduce new features

twnbl:er #SALive2013 @ibmbaanz

EVOLVING TOPICS BY HOTWORDS He

Analyze hotwords within evolving topics

account, credit, card, correspondents. cents | DN B LOANS
B no hotword
home. loans. morgage. home. equity [N I
advertising, immense, site, free. document _.
cents, fees, rothacker, quarter, earlier _—
fargo, wells, usa. advanced, loans _—

EVOLVING TOPICS TREND

Analyze topics weight over time

sand
1.000
foreclosure. 1 800
600
400

EVOLVIP 0

S e
e ——
20 |21 ] 2223 |

o1]o0z]03 |0 0 7 o 2 16 | 17

Compare evol Dec-30 | Jan-06 [ Jan-13 Jan-20
2013
videos Time scale: Day b

Il advertising, immense, site, free, docum...
Il cents, fees, rothacker, quarter, earlier

Il fargo, wells, usa, advanced, loans

Il dimon, bonus, jpmorgan, income, whale
B software, driver, advertising, cheapest,
Il sandridge, ward, kaiser, mcclendon, ch...

- .I-.I-III W =mail, fool, bac, motley, address
Il foreclosure, settlement, foreclosures, .
vioo: [IEIREEIN

reviews

news --I---I.-.

microblogs
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Who else is on the Journey to Master?

Case Studies

Cwikker #SALive2013 @ibmbaanz SmarterAnalytics
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BBVA

BBVA is a global group that offers individual and corporate customers a comprehensive range of financial and non-financial products and
services. It enjoys a solid leadership position in the Spanish market, where it first began its activities over 150 years ago. It also has a leading
franchise in South America; it is one of the 15 largest U.S. commercial banks and one of the few large international groups operating in China
and Turkey. BBVA employs approximately 104,000 people in over 30 countries around the world, and has more than 47 million customers and
900,000 shareholders.

Business need:

BBVA needed an online tool to detect possible risks to its reputation in order to increase positive feedback and customer satisfaction. BBVA
branches around the world reported individual analyses about BBVA'’s online presence to Communications, Brand & Reputation and CSR
departments, but widely differing samples and criteria in the USA, South America and Spain made reporting inconsistent.

Solution:

IBM Cognos Consumer Insight(now IBM Social Media Analytics ) automates this online analytic process with a high degree of scalability. The
solution can identify the subject, type, date, author, title and country of online comments made about BBVA and its brands. News channels,
blogs, forums, Facebook and Twitter are regularly checked and analyzed, delivering in-depth insight in consistent, easy to understand packaged
reports.

Benefits:

Enables BBVA to consistently respond to and gain insight into customer needs and feedback. Gives BBVA the ability to measure the success of
its outputs and approaches to engaging stakeholders and customers. Shows whether positive or negative sentiments have increased or not,
looks for the source and reason of comments and helps make decisions and plans.

#SALive2013 @ibmbaanz SmarterAnalytics
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Car Sharing Service for Global Auto Manufacturer

CCI (now IBM Social Media Analytics) for Brand Management and Better Customer Satisfaction

Business Need:

Company provides car sharing services in several cities in Europe and North America. As the car sharing industry develops, the service recognized the
need to identify what customers are saying about its service and about its competitors in the marketplace. They realized this business model, needed to
address customer loyalties and shift from a classical market development approach into one that leveraged monitoring social media.

Solution:

The IBM solution included Cognos Consumer Insight (now IBM Social Media Analytics ) and associated SWG services to implement and configure the
solution. There are three primary business reasons for the purchase:

— Analyze competitors’ strategy and e-reputation
— Detect issues reported by customers early in cycle
— Better quantify customer satisfaction

Initially, the solution will be used by senior executives and general managers, including the CEO, CFO and CMO. They will provide input and further
refinement as they gain experience with the solution and gain in depth insights.

Benefit:
Client has insights into issues and reputational impacts to their brand and providing details to executives to as they grow their global footprint.

Cwiktker #SALive2013 @ibmbaanz SmarterAnalytics
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International Spirits Company

Brand Monitoring and Better Understanding Customer Preferences

Business Need:

The Company needed a platform to consistently monitor its brand across several markets for reputation purposes. Moreover, they
wanted to further explore the cultural differences, similarities and desires across geographies of markets for their products. In different
languages.

Solution:

Cognos Consumer Insight(now IBM Social Media Analytics ) was chosen as the logical extension to the solution to support the
Company at analyzing huge amount of social media consumer data. Another Social Media Analytics company was initially envisaged
but The company’s IT department valued IBM’s solution, which, had a more consistent and flexible approach by using industry
standards. US and UK markets will be the first markets targeted. Moreover, Lotus Notes and Connection was selected by the Company
as a key solution to provide social network capabilities internally for improved collaboration.

Benefit:

The Company used IBM services for implementing CCI (now IBM Social Media Analytics ) for smarter market insights and the Spanish
and South American markets will be next on the roadmap. The company is garnering richer insights into global and local differences in
desires and leverages these for future market development.

Cwiktker #SALive2013 @ibmbaanz SmarterAnalytics
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Outsourced Call Center Company

Enhance Advanced Analytics with Social Media Analytics to Increase Customer Revenue

Business Need:

The Company was using a competitive for Social Media analytics; however, they had need for deeper reporting & analysis to provide
their customer base with rich insights. Moreover, they needed to provide and higher level offering for clients that could leverage their
investments in existing IBM BA solutions with Cognos and SPSS, in conjunction with GBS expertise.

Solution:

The Company selected CCl(now IBM Social Media Analytics) to leverage social media data as part of Business Analytics environment.
The ability to report in a single environment, with advanced analytics capabilities provided the Company with the environment to attain
their goal of enhanced services to customers to drive increased revenue.

Benefit:

The Company can now see information at a document level to drive enhanced capabilities for their clients. They can staff the call
center better with social analytics as part of the staffing models in SPSS, provide enhanced services to their customer base and
leverage their investments made with IBM.

Cwiktker #SALive2013 @ibmbaanz SmarterAnalytics



More resources...

Dev Mookerjee
Dev.Mookerjee@au1.ibm.com

Twitter.com/mookerjee

Social analytics: Finding opportunity in chaos
The Secial Analyics Marariy Mol

LBN

SAM White Paper
http://ow.ly/hd71P

Information Center

IBM SMA
http://ibm.co/16v7DRa

Social Media Analy&:ics -

Unlock the value of customer sentiment in social media

Qverview Products Downloads

Social media analytics delivers powerful customer
insight

‘Social media analytics is a powerful tool for uncovering customer sentiment dispersed across
countless online sources. As businesses feel the pressure to gain new insights from social
media, they require the analytics expsrtise to transform this fiood of information into actionable
strategies. IBM solutions for social media analytics help organizations take control of this data
so they can improve custemer satisfaction, identify patterns and trends, and make smarter
dacisions regarding marksting campaigns

Social media analytics solutions from 1BM

can help your business: Soclal Media Strategies
Le o5 o

= Capture consumer data from social media IBN ve

or gaining
insight with social

Social Analytics.

http://bit.ly/SMA_InfoC

Cwikker #SALive2013 @ibmbaanz

e more sales, revenue with an
promotions that resonate with social media [T JRIM  inioorated approach to social media

28 Videos on YT

r )

http://bit.ly/SMA_Training
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Contact IBM

Considering a purchase?

& Email IBM

of Request a quote

. Or call us at: 866-601-1934
Priority code: 101KRIGW.

Transtorm your market research with
social media analytics

™

More Social Media Analytics Resources

Customer Analytics

SmarterAnalytics
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Smarter Analytics Live 2013

Let | S G e-l: Time Demonstration

Morning Tea

10:55am - 11:10am | Australian Open - Big Data and Analytics

Technicall

12:40pm - 12:55pm Faster, Smarter Data Exploration and Visualisation

We will be showcasing our solutions

1:00pm - 1:15pm Social Media Analytics
through scheduled demos at our
dedicated "Demo Zone". The demos are 1:15pm - 1:30pm Trusted Information for Analytics
held throughout the breaks at the Afternoon Tea
following times: 3:00pm - 3:15pm Intelligent Investigation Manager
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I 3M Continue the conversation with the IBM team

For more information on the solutions covered
TC[ b]_e Ta]_k ! during this session, visit the IBM Table Talk zone

in the pre-function area. Our subject matter

experts are on-hand to answer your questions

GOt queSt]-onS? throughout the day.
Ask an IBM expert here today.
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Become part of the

diclogue.
Join us on: #SALive2013 @ibmbaanz

Tweet your questions for the panel discussion this afternoon.




