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Anthony Fiorot: Good morning, good afternoon and good evening. Welcome to today's webinar, A Review of Findings from IDC’s 2013 Report -- “The Business Value of IBM’s Exceptional 

Digital Experience Solutions." Welcome. I am your host today. My name is Anthony Fiorot. I am the Worldwide Portal and Digital Solutions Sales Leader. Today I am joined by really a couple of really great industry experts here from IDC; Melissa Webster who is the IDC Program Vice President, Content and Digital Media Technologies and Mr. Randy Perry who is the IDC Vice President of Business Value Consulting. 
I think this is really a great opportunity to bring in some really great subject matter experts. Melissa Webster leads the IDC Content and Digital Media Technologies research program. That program tracks, analyzes and forecasts market trends and documents for content management, records management, web content management, digital asset management and documents and rich media; also including audio, video and publishing software. Ms. Webster has over 20 years' experience in this industry so she brings a lot of knowledge about software vendors and internet companies ranging from the Fortune 500 companies to venture capital startups and has held many senior management positions in marketing, business development, product development and other areas at Oracle, information builders, object design and retail design and many other leading industries. 

We are also pleased to have Mr. Perry with us. Again, Mr. Perry developed and led IDC's Maximizing Business Value Practice for over seven years. He is recognized as a thought leader in promoting the financial benefits to IT and has pioneered the ROI, the cost-ownership methodologies for business value sales tools and sales training. He has participated in over 75 studies over the past 10 years so he is the leader here in business value database work for IDC and vendors for their enterprise clients. 

Again, what is nice here too is Mr. Perry has over 19 years' experience in strategy, planning and consulting and he has spoken in many key industry seminars and is published very widely throughout North America, Latin America, Europe and Asia. Thank you very much for joining us today. 

For us on the phone I really think it is really important that when we talk about the digital experience and the strategy and how important and compelling it needs to be there are some key characteristics that we do like to call out. If you talk about the experience these four characteristics are kind of the entry point for all of us to really empower the customer and putting the customer in charge of the transaction. It really makes sense to have that experience to really match and exceed the customer expectations. Customers today have a high bar of what they expect from us and what we need to deliver. 
They want this to be consistent across all channels regardless of the device; so whether it works on a browser it needs to work on a tablet or an iPhone to be able to get to the right information and it always has to be relevant; knowing exactly who you are, what you want to do and how you want to transact with them. It really needs to be important. 
When we talk about a digital experience and a digital strategy it is really about rethinking the engagements and rethinking how you want to interact with customers and employees moving forward. This study will really help highlight those key aspects. One of the key things we really want people to take away from today is that our solutions and our strategies are really relevant and we are focusing and really changing the way of engagement; thinking about mobile first and how to leverage analytics inclusive of rich media and having those key social capabilities our customers expect. It is important to have those right touch points and having it in the right context and being able to measure and analyze those results and make changes as you go. It is really key for us to take that. 
It is important that we understand some of the key metrics we see; when we talk about mobile users keeping in mind that 90% of our mobile users keep their device within arm's reach and that customers today are using analytics. Over 84% of all customers use analytics to measure their content. People go to the web today not only to read information but to watch videos and interact so 90% of our customers in web traffic are really looking to engage with rich media. Social; 81% of people go to the internet, the web or to the like to look at what others are saying about products and services and will take advice from strangers and others as they move along. 
It is very important that you understand these market demographics and how important these trends are in the marketplace today. I can't emphasize that enough for what we are doing. One of the key things we are talking about today here with the study is really the business benefits of our portfolio and our solution and how our portfolio allows you the ability to empower and rethink your engagement. Our underlying technologies have not changed. We go to market with two strategies; customer experience suite and the employee experience suite. They are both built on top of our WebSphere portal platform leveraging IBM Web Content Management, our IBM experience factory and IBM forums. 
What is important to understand is our portfolio has grown over the years. We are on version 8. Folks are really taking this opportunity to rethink their engagement with those customers; driving the customer satisfaction, increasing bottom-line revenue, empower your employees to be more productive and more efficient. Much of the information that you learn today from today's study really supports all of these key components that we are talking about. 
Leveraging this platform we have built a really strong business on our platform success. We continue to look forward in doing that going forward in the future. When we talk about the platform and when we look at the things we are doing the capabilities that we brought to the market are in alignment with those key opportunities; aligned with mobile, alignment with content, an alignment with analytics and alignment with social. Those are the key areas that we are really driving in the investment and really helping bring the ROI back to our customers. 


At this point I am actually going to turn the presentation over to the team to take us forward. 
Melissa Webster: Thank you very much, Tony. Today my colleague Randy Perry and I wanted to tour you through the findings from our recent research that investigated the business value that IBM's customers have realized using its digital experience solutions. This chart gives you kind of a crisp summary of some of the highlights. On average IBM's customers were able to realize a five-year ROI over 500% and they saw payback in under seven months from deployment. They were able to reduce their total cost of ownership by 47% and that added up to about $300,000 in benefits for every 100 users per year. 
They were able to very measurably improve their business productivity and also the user productivity. Randy is going to go through the data and these findings in-depth in a few minutes. 
First, I would just like to set the stage and talk a little bit about customer experience and the market drivers that are making it so critical for companies in every industry to be able to deliver exceptional experiences and then some thoughts about what the digital experience platform needs to include. 

Looking at customer experience management really what it is about aligning the organization's goals to meet customer expectations. Then orchestrating the organization's business processes to deliver an exceptional customer experience. It puts the customer at the center and it is really an acknowledgement of the tremendous power that customers wield today in the age of cloud computing, mobility and social network. 
Delivering a really exceptional customer experience is about meeting or actually exceeding the customer expectations and doing this in an optimal way. This means your company has to set the customer's expectations pretty low in the first place; that is essentially your brand promise, and if you don't set the limits it is anybody's guess really what the customer brings in the way of expectations. That makes it pretty difficult to deliver an optimal experience and meet their expectations because no matter what is going on, whether intentional or unintentional, there is always a customer experience whether it is positive or negative, good or bad. 
So depending on how these two vectors come together the customer is going to come away more or less satisfied. It can be sometimes difficult to know just how satisfied customers really are. We have been talking about the 360-degree customer for a long time now but in the past that view of the customer has been based largely on internal transaction data. Customer stat surveys help little. Sometimes it is the comments in those surveys that provide the best insight. We are starting to see companies use analytics on those with text mining and so on. 
Then we live in a social age today and social media analytics are bringing in valuable insights on customer insight, motivation, expectations, their wants and desires; sometimes desires the customers themselves might not realize they have until those haven't been met. So a big part of customer experience management today ties in as we move increasingly to the digital world with analytics and the ability to really understand the customer so we can iteratively improve that experience. 
That experience is increasingly digital today even though the customer experience refers to all the interactions between a company and its customers whether it is online, offline, on the floor, on the phone, shopping on the website or if it is even the product itself. Still increasingly that experience is a digital one when it comes to learning about the brands, engaging with the brands, getting support later on and that experience isn't limited to just customers. It is also our partners, our suppliers and our employees. 
More than one-third of the world's population already uses the internet today. That is 2.6 billion people. By 2017 it will be almost half of the world's population that is online. Of course in developed economies these numbers are already a lot higher; more in the neighborhood of 80% to 90%. We also spend a lot more of our time online increasingly. On average internet users spend nearly 100 hours per month online today and the trends are reflected, of course, in the growth in e-commerce. In 2013 B2B and B2C e-commerce transactions will account for about $14 trillion and we expect that to grow to about $24 trillion by 2017. 

Today's customer experience is also increasingly a mobile experience. Just half of internet users use a mobile device to access the internet today. That is about 1.4 billion mobile users worldwide, internet users. By 2017 we are going to see two-thirds accessing the internet from their mobile devices. That will be 2.3 billion mobile internet users. Mobile users are also spending more time online. This year mobile internet users will spend something like 13 or 14 hours each month online and that will double in the next four years. 
We are also seeing mobile e-commerce growing very quickly. Sixteen-percent of mobile internet users are buying products online this year and by 2017 22% will. Mobile is no longer an optional component of the digital experience. In fact, it is often a digital marketer's most important channel depending on the particular product or service or target demographic. This is especially true in emerging economies. Marketers need a solution that delivers an optimal customer experience anywhere, any time to any device. As Tony pointed out it is taking advantage of the on-device capabilities like the GPS and camera to make that experience as relevant and useful as it can be. 
Of course the customer experience is also an increasingly social experience. Facebook already boasts more than 1.2 billion active users. Twitter users send more than 400 million tweets every day and Pinterest, a company that is just three years old, has more than 70 million unique visitors every month by some counts. 

We all know what happens when bad news goes viral. In the physical world a dissatisfied customer tells between nine and 15 people about their negative experience. The dissatisfied customer that is posting to a social network, however, can instantly share their unhappy experience with hundreds or even thousands of friends. No wonder social listening and publishing tools are becoming such important components then of the digital marketer's focus. 
As Tony mentioned video has become an increasingly important part of what we do online both in the consumer space and also to support training partners and people inside the company. Video over the internet is a huge growth area. These trends, digital experience trends, are reflected in a huge shift, sort of an epic shift of the marketing budget to digital. 

The chart on this slide comes from IDC's Annual Tech Marketing Benchmark study which was conducted in the first quarter of 2013 and the study captures marketing spend by program as of the end of 2012 at several dozen of the largest tech companies in the world. As you can see, in aggregate these companies spent about 29% of their marketing budget on digital last year. Spending on the company website, social marketing, email marketing and on marketing automation accounts for about half of that spend. 
Consumer-facing companies, major brands are spending a similar percentage of their marketing budget on digital. The Chairman of Procter and Gamble made waves last August when he told investors that 35% of Procter and Gamble's marketing dollars are going to digital. There was lots of buzz around that. Could it possibly be true? It turns out it is and we are seeing other brands spending a similar percentage. 
It is really the inherent benefits of digital marketing that are driving the shift in spend. Of course we are following the audience online as part of it, but it is also about economies of scale, the ability to reach new buyers in new geographies or new markets in a frictionless way. It is also very strategic. It is really the ability to know customers and partners and employees much better. It is largely about the data; what to do with the data. 

We see marketing becoming increasingly analytics-driven. We can analyze, predict and do trade off analysis, plan better. We can directly engage customers and others in really deep conversations and create a dialogue moving from a one-way communication more to a two-way conversation. That increases conversions, loyalty, engagement and also innovation as we engage our employees in those conversations as well. 

Digital experience management solutions help companies foster communities bringing in the voice of the customer. They enable companies to manage the full customer lifecycle, not just for marketing and e-commerce but also for customer service and especially self-service and in the B2B supply chain procurement too. We can learn so much more about customers, partners and employees when we analyze digital interaction data, look at behavioral data on how they traverse the website and we can continuously optimize their experience. 

As I mentioned, we are seeing this growing trend to analytics-driven experiences. Today most marketers are wanting to control the experience and take a pretty direct role in segmenting and targeting but we are already seeing some leading brands rethinking this. They are increasingly relying on analytics to dynamically segment and personalize their experiences and we think analytics are increasingly going to drive digital experiences in real-time, combining data from a richer and richer variety of sources. 
If you think about digital experiences there are really three primary use cases from internally-facing portals or intranets to extranets that serve partners and suppliers. These often have a B2B commerce aspect to the [quickly] facing websites and e-commerce sites that serve consumers. The primary constituencies for these three use cases statistically our employees, partners, suppliers and customers but it is not altogether that cut and dry really. 
There are lots of websites that blend goals for customers with publicly-facing content. For example, in healthcare where patients can log in and interact with their doctors and get content specific to them or insurance sites similarly for customers that are a mix of an extranet and a publicly-facing website. And sites that provide customer self-service after sales is another example where we blend the website and extranet experience. There are plenty of extranets that are publishing content; product videos, for example, that brands want to make available to everyone. 

The lines blur a little bit as you move across this continuum. Employee experience still gets a little less attention in the press than customer experience but broadly customer experience needs to include employees because employees are delivering that total experience to customers. Because of this companies are increasingly focusing on employee engagement. They need to hire and retain talent. They need to equip and support those employees with the information they need to do their jobs, help them find experts within the organization that can help them collaborate to serve customer needs. So they need to foster internal communities, communities of practice, connect those employees to other experts and help them solve problems. 

We see this continuum having some important common denominators and here is a very short list, the list could go on. First of all they all need to put up intranets, extranets, websites, and easy-to-use authoring tools for business users. We need to be able to integrate these systems with enterprise applications whether it is the CRM system or the inventory management system for e-commerce or an enterprise social network for the internet or an enterprise content management system to service documents on a portal and integrate with all kinds of web apps and widgets. 

We need strong analytics to understand, personalize and target content and drive best next-actions. Of course we need all of this with performance and reliability and scalability and of course it goes without saying that today's digital experience is web, mobile, social, all devices anytime, anywhere; the right content to the right person. So a highly personalized experience across devices, across channels and great integration, analytics and performance which begs the question of why are companies today using disparate platforms, different technologies to achieve a digital experience in these different use cases? Intranet, extranet and publicly-facing websites. 

In fact, it is possible to have a unified platform that addresses all three use cases. As I mentioned the lines between them are actually pretty blurry. So crafting the digital experience whether that is to customers, partners or employees requires a pretty broad array of technologies. We need to deliver the experiences to web browsers, mobile, social and publish to communities. We need to address that continuum of digital experiences from internally-facing to publicly-facing websites so we need web content management integrated with portals. We need enterprise social networking for internally-facing sites and we need communities and social media functionality for the public-facing websites. 

We need to be able to target and personalize content to employees according to their roles, to customers according to their history logs, to partners according to what products they are selling for us. We need to integrate e-commerce; both B2C and B2B. We need to be able to provide self-service to employees and customers and partners too which brings us things like FAQs, chat and knowledge bases. These digital experiences are always a mix of dynamic content, e-commerce and transactional applications. 

So that is the system of engagement layer and that is enabled by all kinds of analytics which we might call systems of precision, and of course also by systems of record at the bottom of this slide or systems of transaction, as they are also called; those blue boxes which are the ERP system, CRM, the HRM system, supply chain and so forth, ECM, digital asset management and so on. 
These are some of the issues that our study for IBM explored and we just published these results in a white paper in November. As I mentioned earlier we found IBM's digital experience solutions are giving customers a great return today and now Randy is going to give you a deep dive on our findings. Randy? 

Randy Perry: Thanks, Melissa. As Melissa mentioned I am going to spend the next several minutes going into some of the quantitative aspects of our research and talk about the conclusions we reached as a result of that. 
Let's start with the research itself. We talked to 10 companies and these 10 organizations we interviewed represent a variety of industries including food, healthcare, manufacturing, office supplies, real estate, research and development, restaurants and service providers. It was a very, very mixed set of companies, a wide range of company sizes. There were a couple of small ones with less than 50 employees and some very large ones with more than 500,000 employees. The real bulk of them, 70% to 80%, kind of fell in a range between 500 and 7,000 employees. So the median size is about 5,500. I know it says "average" there but that particular item is the median. 


They had a mix of users; intranet users overall about half of their employees were actually intranet users. These are specific IBM intranets that we are talking about. They had other sources and other resources there, and about 15,500 extranet users. The organizations were fairly mature in their IT operations. We can see that by the fact that they had a very heavily virtualized server environment. You can see about 64% of their environment was virtualized. 

Then from that point on they were a pretty diverse mix. About half of the customers are leveraging IBM's exceptional digital experience solutions to address multiple web publishing needs including intranets, extranets, and publicly-facing websites. Internally-facing intranets are the most common use case; about nine out of 10 companies had deployed intranets using IBM's Exceptional Digital Experience. About five customers had deployed publicly-facing websites. Four customers had deployed extranets and a fifth company actually plans to do so. Half of the companies have deployed an e-commerce site. A couple had deployed B2B and a couple had deployed B2C. One site, a healthcare organization, had deployed both B2B and B2C e-commerce sites using IBM. 

So there is a real mix involved. Some of these were fairly new customers; three or four months into deployment after we had interviewed them. Then some of them had been around for several years and had deployed multiple solutions over that time so they were very experienced in the results. So let's look at the benefits. 

Our goal always is to really look through the analysis and come up with financial benefits. What is impacting each of these companies? These very different companies realized a range of benefits. The focus of these companies initially was and is on raising productivity. Nine out of 10 of the companies had migrated to IBM's solution from homegrown alternatives they built over time using components from multiple vendors; sometimes consulting to support that case. They had migrated from that to the IBM Digital solutions.  

We can see the benefits kind of break down in a couple of ways. One way of looking at it broadly is that about three-quarters of the benefit is driven on business productivity and user productivity. We are going to talk about those areas specifically. Then about one-quarter of the benefit is driven by reducing the cost of ownership. In other words, by implementing the IBM solution they were able to create all of the additional benefits at a much lower cost point. 

As such, these companies experienced significant savings. You see IT staff productivity and infrastructure combined is kind of the TCO area we are going to look at. But the major areas of benefit are tied to increasing productivity and whether they are talking about their internal users, their employee productivity since they are widely used. We call that user productivity in this case. Then productivity of their business operations which is labelled as business productivity. 

If we look at the TCO build versus buy; again this is a comparison of what they were doing before to the IBM solution, we see that the IBM solution overall costs about 47% less than building a solution in-house. This is a five-year TCO. So we take the initial costs and look at them over a five-year period because in all cases these organizations had deployed the IBM solution to meet their future needs and growth. That is always an important aspect to look at any of these sorts of things as you are going from something you have built over the past to something looking ahead. There is always going to be some benefit there. 

The overall cost to develop and maintain the company's intranet, extranet and/or publicly-facing websites over a five-year period were 47% lower. If we look at it in a little more detail we see that the IT labor costs, in other words the kind of costs for keeping the lights on, keeping everything operating, maintaining the systems is about 57% lower after migrating. Then the infrastructure costs, the servers, the software to support those servers, the ongoing upgrades and things like that was about 40% less. So the first thing, many of them had deployed that in the first place. They had new needs they couldn't meet and they said, "Okay, we will implement IBM's solution as a way to capture those needs but we are hoping we will also be able to reduce costs," which is in many cases how they justified it. 

Let's look at the whole idea of customer experience. Customer experience management really starts with solution deployment. We do a lot of studies these days around cloud, right? Benefits concerning cloud technology and what is always critical to companies today looking forward, thinking should I migrate certain solutions to a cloud option, is we understand we are going to get things faster. We are going to create a more agile environment. It is always critical to understand time to deployment. 

The same thing, by lowering the time to market by nearly half, cutting it in half, the customers of IBM solutions enjoy the benefits one month sooner on average. They went from four weeks to three weeks. That makes a big difference. Employees save time with search and content creation and integration and decision-making realized those benefits and started using those benefits a month sooner. Supporting B2B or B2C revenues start flowing a month earlier. 
Finally, the time to launch that next web solution what happens is we know if you create an environment where you can do something quicker, faster with better results you are going to do more of it. We see that by getting everything to the market quicker you are also going to start that next web solution, maybe an integrated extranet/intranet type of case, but you are going to do it quicker and with higher expectations. That is what happened to these companies. 

We see that one of the real big benefits is really this 13% improvement. What does that mean? User productivity increasing by 13%. Many technology initiatives today are focused on having a positive impact on user productivity. We do studies all the time on different types of initiatives. One of the things we noticed is that typically across an entire organization you are going to see 1%, 2% or maybe 3% overall productivity improvement by upgrading technology, automating and things like that. 

Here we see really a benefit across again on average every user in the organization by 13%. Kind of where does that come from? We look at the benefits, the benefits that are driven and we talked about already faster to market. We also have systems that have reduced errors so there is less downtime. We will talk about that in a little more detail. But systems that organizations believe in, the users and the customers have higher credibility and something that has fewer errors you are going to tend to use more again. Streamlining operations, faster search, greater flow of information; all of these things allow the organizations to make better decisions, have more confidence in their technology and the decisions and that is going to create some results that are going to drive these benefits. 
If you look at some of the examples, one example is driven by increased collaboration. We are pulling some quotes right out of the study where organizations said, "I think they are saving about 10% of their time. They are saving time with education and collaboration improvement and finding the right information at the right time," a key element that was mentioned several times. Again, creating information flows that allow the timely access to key information is one of the things often mentioned in increasing internal productivity of the user. Not necessarily impacting directly operations but making the users themselves -- giving them more time. 

The second example you see is integrated data sets. Every user is a beneficiary. Externally we use it for workflow related to financial transaction offerings. Internally there is a process of reimbursement here that you have on your phone bill, your travel expenses and your data expenses. I would say we have at least a 75% benefit, a 75% benefit, and a huge benefit. Again, this was a digital solution that was deployed across the entire organization because again of the kind of business they were in. Also they had some extranet deployments that supported that as well. So a 75% benefit. 

Of course that leads to both, right? So the internal use, again freeing up internal time, that 13% and then we also see they were able to increase the speed and the reliability of their operations to their customers and that is going to feed into the 11% which we are going to talk about a little bit more. Last, self-service people are saving a tremendous amount of time. If there is a call we push it back out and say, "You can see all of this information directly." As customers are getting used to doing that then the call load is going down. So they are able to improve their internal operation by creating self-service for their customers and getting their customers to use it. Again, feeding into the 11% operational increase. 

So there were a couple of other examples I think that were mentioned in the paper. Several of the companies had built their portal content and integrated functions to optimize their user experience in navigating to the information and resources needed to do their work made it easier to find experts using social integration to identify the right resources very quickly so that time spent searching has been reduced. One manufacturer had estimated they were saving 40% of their time by doing that. 

Another was in improving communication. They had a portal designed to create a collaborative working environment and then before they had always relied on meetings. Now they were again doing away with having the need for meetings because they provided something that allowed organizations to essentially meet and get information without having to all go to the same place at the same time. So they estimated about a 10% improvement there. 

All of these improvements what we do is calculate the overall percentages. We take the total percentage they estimate, they enjoyed times the number of users that were participating in that use and then divide that by the total number of users or the total number of employees in the company and got the overall impact. That is why you have things like 75% actually going down to less because you are going across the entire organization. 

In addition to the benefits generated in improving the time for users was freeing up time by reducing things that negatively impact time. We have increased productivity and then these companies also enjoyed increased solution reliability which added more productive hours per year. So compared again to their previous homegrown solutions the IBM Digital Experience solutions had fewer incidents of unplanned downtime and quicker time to recover which lowered the overall downtime per user by 86%. Beyond downtime there are other fewer service desk issues which again raise the number of free hours that they have. They weren't dealing with going to the service desk for problems. 
Finally, the IBM sites had very high resilience to security threats. In fact, based on this research none of the organizations we had talked to even though they had viral attacks and denial of service incidents before had none since they had deployed their IBM Digital Solutions. One extreme example is a company that was averaging really two incidents per year that were fairly serious. They had taken down the sites, actually disrupted business flow, but since they deployed the IBM solutions they really have gone to zero. That was over a four or five-year period they had transitioned and saw significant benefits in doing so. 

Business productivity benefits, this is that 11%. We talked about 10%, 13% and now the 11%. Again, we have discussed time to market, quicker to get products out the door, quicker revenue coming in. We can see that. There were some other benefits. Optimized workflows; organizations that are heavily reliant on information systems in their business processes saw significant productivity gains as high as 25% to 30%. As you think about it more and more organizations are driven towards integrating technology to solve their business problems. So as companies to become more dependent on technology the impact of that technology on users the customer experience becomes more and more important. Keep that in mind. As time goes on this is going to become a bigger issue. 
So they had optimized workflows. They had enhanced communication. IBM users found that the environment delivered superior collaboration thus enhancing productivity and leading to more revenue. One example an organization gave was they were trying to close out a project and they were having some problems that were to the point where the particular spokesperson was on their way to the customer site and as they were getting on the plane they did some searches on the system and found another consultant in another country had fixed almost the exact same problem for a different customer. So finally when the guy got there he was able to get the client team together and show them these materials and because of that they were able to fix the problem so by the time they get into the customer meeting they had already resolved the problem and were able to close the business. There is an example of actual revenue saved or quicker realization based on better, enhanced communication. 

Another example is greater ease of upgrade. Sites that are easier to use and upgrade tend to encourage upgrades and added enhancements and features. One organization reported that increasing its upgrades; they went from once every six months to twice a month purely as a result of migrating from an open-source portal to an IBM Exceptional Digital Experience. Again, because you can do things quicker, easier and faster you are going to tend to do them more to keep things up to date and improve. 
Then finally the other thing they were able to introduce is the use of personalized information. This was another contributing factor to higher usage rate; using analytics to enable intranets and extranets to provide customized information depending on the persona of the user. More and more marketing is all about creating images and products directly tied to persona. Very important aspect being able to do that in a collective way. 

Overall, business productivity increased about 11% and you can see the average annual benefit to 100 users. I haven't talked about it before but we typically explain our results in a per-100 users basis. That is so that organizations of all different sizes can read the white paper and can sit in on these meetings and understand what the benefit would be to them because they can multiply that. 

Then finally not all of these organizations were recognizing revenue benefit directly. On average they were seeing about $150,000 revenue gain as a result of IBM's solution. For the purpose of combining that with other cost savings and productivity increases we reduced that down because every dollar of revenue has a certain dollar of cost associated with it. So we asked them typically what their operating margin was. It was about 20%. For every dollar of recognized revenue we can only take about $0.20 of that and apply it in terms of the ROI analysis. 

Let's look at that. At the end of the day we see that these companies were able to really generate if you look at this about $6.00 of benefit for every $1.00 invested. IDC uses a discounted cash flow methodology for calculating ROI. This means that we discount future benefits. In this case we used 12%. We always use 12%. Twelve-percent is a very high discount factor. What this does is this simulates the approach you would take on your own and for your own company when you are evaluating an investment. You would determine what your cost of capital was which typically for companies is going to be a lot less than 12%. 
That means the rate at which you can borrow money at and make the investment. We use 12%. We use a very high discount factor because we are looking over a five-year period and we know that benefits are going to grow in outer years. As we have seen we are creating an environment that is going to roll over quicker. It is going to provide benefits quicker. By heavily discounting future benefits it actually lowers the return on investment analysis. To make it a little more credible we do a lot of these studies and at some point some CFO is going to look at this and say, "We are going to look at the methodology and really try to find holes in it." 

So we are used to that. This is a very high return on investment, extremely high, but again it is across a set of organizations that really were looking at improving and enhancing their customer experience as one of the drivers and benefits. They were able to realize that and they were able to pay for that investment in about seven months. That was kind of the overall analysis. 

Now, all of the companies had deployed at least one of the solutions. As we mentioned before four of the companies deployed multiple use cases; intranets and extranets. The advantages were clear to these companies. Either they were adding or extending the value of their IBM Digital Experience Solution to new sets of users by deploying it in extranet or in a few cases they were actually integrated solutions so that their partners and other kind of external workers, I guess you could say, could get the same benefit or could share information with their internal users. There was a healthcare case where this came when a hospital wanted to tie in both externally-located doctors and nurses to the same types of access that the internal users had. 
So the combination of organizations that were using both intranet and extranet saw about a 41% advantage overall in terms of total benefit and a lot of that came from the business productivity side. I am going to go back to Melissa who is going to finish up. 
Melissa Webster: Thank you, Randy. As I mentioned earlier when I was talking about the list of capabilities that customers need to be able to create exceptional digital experiences we looked at the key areas of focus for each of IBM's customers through the interviews. This chart shows how they ranked across the whole set of respondents. 
As you can see here analytics, content management and web publishing topped the list and customer self-service was very important, social publishing and building communities and support for mobility and mobile devices. Integration, marketing and commerce also important. Of course, not everybody is going e-commerce but these are all important issues to customers that are looking at IBM solutions. I think this shows how IBM's customers are leveraging its broader stack in of course not only in multiple use cases but also its broader stack to create really rich experiences; experiences that really improve the business processes that they are trying to automate. 

What are the key recommendations that we took away from our study? We would like to recommend that companies assess how well their current solutions for digital experience are meeting their needs. Here is kind of a checklist of questions that prompt that kind of discussion. 
First of all, does your current solution let you rapidly develop and deploy engaging digital experiences and respond quickly to enhancement requests you get from your employees, your customers and your partners? Or, do you find it really a struggle to implement new functionality to try and meet their expectations? 

Second, does your current solution make it easy? Does it make it intuitive for your business users to add, change and delete content? Is it easy for your business users to interact with whether you have published to an intranet or an extranet or your publicly-facing website? Or do folks have to queue up content changes with IT? Are you seeing help desk requests? Are people getting lost on the site? Can they not find the information they need? As Randy pointed out collaboration is a huge part of this and the ability to serve relevant content to employees at the right time is critical. 

So is ease of publishing; being able to get the content on the website, on the intranet, on the extranet quickly. We see so many failed intranets and they are sort of dysfunctional. All of these are very important. What about workflow capabilities? Does your solution currently have robust workflow capabilities that let you streamline the publishing process and that make the business users naturally effective? But also make sure your approval processes are followed. Many organizations have to worry about regulatory compliance and make sure that changes are made by authorized people and that all of the group changes were made together and so forth. 
Does your current solution have out-of-the box support for mobility? Does it support all of the mobile devices your customers, partners and employees may need to use? Does it support the bring-your-own-device movement if your company is allowing employees to bring their mobile phones and their tablets to work? What about social? Does it help you create social communities? Does it let you publish to social networks? Does it let you engage your users through all channels? 


Does it have robust e-commerce capabilities? Can it support your B2B and B2C and potentially your B2B2C use cases? What about support for rich media? Video has become such an important part of every compelling website experience today. You need to be able to publish rich media and bring video into your storytelling whether that is for customers to talk to them about the lifestyle and make the link between your brand and their passions or whether it is to educate your partners on extranets and how to sell and support your products, or whether it is inculcating best practices among employees on your intranet. 

If you are using different solutions today for the different use cases you should ask yourself what is the impact on the IT skill sets that are required and what are your costs there? As Randy pointed out IBM's customers that are using the IBM Exceptional Digital Experience solutions across use cases are seeing very strong additional benefits. So if they leverage, for example, the IBM Customer Experience Suite into and add in the Employee Experience Suite or vice versa they see additional benefits by leveraging common technology with a common set of skills both for IT and also for users. 

When something breaks does IT need to navigate multiple vendor support organizations or do you have one vendor you can call? Are support costs escalating because you are running a mixed stack or you have homegrown components that you are forced to maintain yourself that are sort of trailing and running behind the curve? 

What about integration? Is it difficult? Is it expensive to integrate new modules or new functionality? Would it be easier if you were relying today on a vendor that has a large ecosystem of partners that can provide pre-integrated solutions? Finally, are you experiencing significant downtime or system outages? As Randy pointed out IBM's customers are enjoying very high reliability and security. That may be planned or unplanned outages for that matter. In IBM's case those were both low. 
Is your help desk fielding calls from users who can't access your sites or just find it really difficult to navigate? These are some of the challenges that organizations using homegrown solutions face today and as our research shows the IBM Exceptional Digital Experience Customers have seen significant benefits in all of these areas. 

In summary, IBM's Digital Experience Solutions are giving customers very compelling returns on their investment. They are seeing even greater benefits as they leverage IBM's Exceptional Digital Experience solutions into multiple use cases and all of the customers that we spoke with have expanded their investment in IBM technologies or have near-term plans to do that. Finally, analytics and capabilities around mobile, social and e-commerce are all key strengths for IBM as is integration, of course. We really see intranets and extranets and publicly-facing websites along with their companion mobile and social experiences as variations on a theme and IBM's ability to address all three of these use cases in a common architecture lets customers start with one use case and then gracefully extend their investment in IBM's Exceptional Digital Experience solutions to support the others. 

Last, but not least, of course, that analytics piece making the experience smarter and more relevant has really come through in our research. Thank you very much. I would like to turn it back to Tony. 

Question-and-Answer Session

Anthony Fiorot: Well, Melissa and Randy, thank you very, very much. We appreciate the analysis you guys have presented to the community today. We have a couple of questions that have come in from some folks who are participating via the web meeting here. There is a question here for you, Melissa. Where do organizations start with internal or external digital experience projects? 

Melissa Webster: Usually it arises from a particular business need. It depends on what urgent problem you are trying to solve. In some of the cases in our interviews customers were trying to enhance employee engagement and collaboration which, as Randy pointed out, is a huge benefit and a very successful project. Sometimes that is because they are undertaking a customer experience initiative and they want to get the employees on board and make sure they have all of the information they need and help them engage in employee communities better. So IBM Connections is a common theme in those implementations. Social is often a really important part of those projects. 

In other cases they are undertaking a channel partner initiative, maybe blowing out new products or services and they are looking at field enablement. In other cases they are trying to add self-service support to the public websites and support their customers in the lifecycle in a more cohesive way and tie the knowledge they have about the customer all the way through the lifecycle of the customer from getting the customer's early interest through transacting with them, through servicing them post-sale. For publicly-facing websites sometimes the initiative started because they are doing a major site refresh or a big rebranding. We see companies doing major site refreshes every two and three years and that is a time where they start to look to upgrade their broader technology stack. 

As Randy pointed out and as was mentioned on the call most of the -- pretty much all of the IBM customers that we spoke with are either already deploying multiple use cases or they have really near-term plans to. I think when you get started on one of these projects you want to sort of step back and see how to align your business goals with your current technology stack and look at your gap analysis. I think that list of questions on the prior slide is a good starting point. Then I think it is important to go and engage with vendors like IBM and get the conversation going because they can bring those best practices to bear and help with a formal process for project planning and execution. 

Anthony Fiorot: Thank you, Melissa. Randy there is a question here as well that I think is geared towards you. Are there any differences in the benefits a company might see using Exceptional Digital Experiences depending upon size? For example, a company with less than 500 employees versus a company with more than 5,000 employees? Randy did I lose you? 

Randy Perry: Sorry. I was on mute. When we do these things we tend to cut across organizations of various sizes. We break our results down to looking at percentage improvement and things like that so we can kind of extrapolate the benefits by size. However, the real driver in here is how extensive the users within the organization use the solution and what it does. I think it is more along those lines. Obviously a larger company is going to see larger benefits given the same kind of use case but it doesn't mean smaller companies can't generate a lot of value given their approach if they take a consistent kind of look at it, develop something that is going to have widespread impact across multiple organizations. 

Anthony Fiorot: Great. Another question came in and I probably can answer this one. What if an organization has already invested heavily in other technologies like Adobe, Oracle, in-content creation tools and things? This is where I think whether it is customer experience suite or employee experience suite we excel at reusing those content and assets that are created in other systems and being able to reuse that stuff moving forward. That is a key strength and I think you guys might want to comment on what you read in the study but based on the homegrown solutions you know other customers are using these technologies, correct? 

Melissa Webster: Absolutely. I think this talks a little bit to integration with Digital Asset Management because you want to be able to take those content creation tools and leverage them with a content management system and digital asset management system that lets you upload that information, those creative assets and then what you really basically want to do is expose kind of a level of indirection. You want to be able to expose that digital asset management catalog, if you will, to the folks that are building the website and using the web publishing and portal tools. 

So integration with the digital asset management system is a really important part of that. Of course I know that is something that IBM added last year. 

Anthony Fiorot: Fabulous. I do think we are seeing a lot of traction with the rich media addition components to help manage those types of content and creation. Do you see a lot of; this question could really be for either one of you, do you see a lot of comparisons between on-prem and cloud or any type of movement from that perspective? 
Melissa Webster: Yes, I do. Certainly for large publicly-facing websites today we haven't seen [FAS] as a big play there because people want to customize their website so much. So they are either on-prem or they might be hosted by a partner but they are probably a dedicated instance although they might be very well running on information as a service or platform as a service infrastructure of some kind. So there are some different levels of cloud. There is the three-tiers; software-as-a-service where the application itself is multi-tenant, platform-as-a-service where the middleware is a shared infrastructure, and then infrastructure-as-a-service which is the operating system level which could be a shared infrastructure as well. 
So we see really all variants of that. In the area of publicly-facing website deployment we are certainly seeing plenty of private cloud deployments, lots of interest there. When it comes to portal I think it is really similar but certainly we see both if that makes sense. Sometimes we see hybrid cloud interest too where, for example, you might want to have a cloud service for doing micro-sites and launching new offers quickly or for your digital marketing tools. Certainly analytics are cloud services like IBM's Core Metrics. 

It might be tied into some behind-the-firewall infrastructure in kind of a hybrid configuration. We see those and I know that certainly IBM has an online marketing suite today that is running on the IBM Smart Cloud. Tony, I know you have gone there. 

Anthony Fiorot: Great. I know we are running a little bit long here and I have got a number of questions that we probably won't be able to get to today on the webcast. We will follow-up with the questions and additional answers at this point. I do want to take the time to again say thank you very much to both Melissa and Randy for their analysis and their input. We will be sharing the results of the study. We are putting it out there. Again, it is 18 pages. It is a great white paper. It really highlights the benefits that our customers are experiencing today in the marketplace with our solutions. Again, I think the use summary slide was outstanding; improving productivity by 13% through the enhanced experience, reduced TCO by 47%, fast ROI and big productivity benefits across the table. 
Again, on behalf of everyone thank you Randy and Melissa and thank you all for participating. 

Randy Perry: Thank you. 

Melissa Webster: Thank you. 
