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Please Note 

IBM’s statements regarding its plans, directions, and intent are subject to change or withdrawal without notice at IBM’s sole 
discretion.  

Information regarding potential future products is intended to outline our general product direction and it should not be relied 
on in making a purchasing decision.  

The information mentioned regarding potential future products is not a commitment, promise, or legal obligation to deliver 
any material, code or functionality. Information about potential future products may not be incorporated into any contract. 
The development, release, and timing of any future features or functionality described for our products remains at our sole 
discretion 

Performance is based on measurements and projections using standard IBM benchmarks in a controlled environment.  The 
actual throughput or performance that any user will experience will vary depending upon many factors, including 
considerations such as the amount of multiprogramming in the user’s job stream, the I/O configuration, the storage 
configuration, and the workload processed.  Therefore, no assurance can be given that an individual user will achieve 
results similar to those stated here. 



Agenda 

 What does it mean to be exceptional?    
   – Larry Bowden 

 Staples: Making more happen!  
   - Mary Rivard 

 Amadori: Thinking & Working in a distinct way  
   – Francesco Fabbri 

 IBM Solutions & Closing   
   – Larry Bowden 



The Digital Experience market is 
expected to reach almost $9B by 2016 

67% of IT executives expect customer 
experience to be a high priority 

31% increase in revenue driven from digital 
engagement of customers 

Customer experience leaders return 
over past 5 years averages 43% 



What do you 
want to be? 

Good Enough?  

Or Exceptional?  



And who decides if you are exceptional? 
(Hint....It is not YOU!) 



 It is your 
CUSTOMERS!  
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80% Of CEOs think they deliver a 
superior customer experience 

...but 

Only 8% of their 
customers agree! 





Instant access  
to information, products 
and services 

To be engaged as individuals,  
on their own terms—anytime and anywhere 

Seamless 
experiences  
that match product 
and service quality 

Trusted, mutually 
beneficial relationships 
that go beyond one-time 
transactions 

Transparency from the  
companies they interact with 

And expectations are HIGH 



90%  
use multiple 

screens 
sequentially to 

accomplish a 
task over time 

98% move between devices that same day 



81%  
of employees like 

to share what they 
know 

28% of employees are satisfied with the social dimensions of 
their intranets  



 

63% CIOs will focus on cloud 
computing to better support 

customer engagement 



75% of top global retailers will 
deploy a model for a channel-
agnostic shopping experience 
by 2015 

Only 26% of companies have a well-
developed strategy in place for improving 
customer experience. 



90% of web 
traffic will be 
video by 2014 

Videos on landing 
pages increase 
conversion by 
86% 

82% of  
marketers say that 

video marketing has  
a positive impact on 

their business 



Its not good 
enough to just 

keep doing 
what you are 

doing 



And when you do… the results will pay off in many areas  

Increase Customer  
Satisfaction 

 30% higher rating for web self 
service than help desk 
 30% increase in referral rates 

Increase Operational  
Efficiency 

 62%customers didn't need to call 

 2X increase self service transactions 

Faster Time  
to Market 

 1/3 faster to develop and bring new 
products to market 
 61% faster service delivery to new 
customers 

Improve Win  
Rates 

 60% increase in online sales conversion 
 85% sales conversion rate when use web tools 



High level of collaboration with customer, partners and employees 

Partners/Suppliers Employees 

CxOs want to collaborate far more extensively across internal 
and external borders in the next few years 

47% 
Today      

 

89%        
3–5 Years         
 

Source: Question B2–How strong is your 
collaboration with partners/suppliers and 
employees?; n=1,390 

91%        
3–5 Years         
 

50% 
Today      

 

October, 2013 

96% 

46% 

90% 

more 

Customers 

46%  
Today 

90% 
3–5 Years 

89% 

47% 

89%   
more 

50% 

91% 

82%   
more 



Customer experience is driving shareholder value 

19 Source: The Watermark Consulting 2013 Customer Experience ROI Study– April 2, 2013 
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Staples – making more happen! 
 
Mary Rivard 
Sr. IT Manager, Global Portal  
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Amadori: Thinking & Working 
in a Distinct Way    

Francesco Fabbri, ICT Project Manager, Amadori 



Agenda 

 Digital Strategy: Think & Work in a «distinct» way 

 Real case history 

 Metrics and Results 

22 



The Amadori Group in figures 
Founded by brothers Amadori, Amadori Group is a leading European poultry 
manufacturing company (chicken and turkey). 

Turnover 2012: 1.250 M€ 

Market share: 32% in Italy 

Employees : 7.000  

Production plants : 16 

Branches:  23 

References:  over 1.700 
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Think in a “distinct” way 
Digital is part of the marketing mix 
 Web presence 
 Online contests for UGC and Brand 

awareness 
 Mobile Site 
 Newsletter/DEM 
 Social Media presence 
 Social Intelligence 

 TV and traditional Media 
 Press 
 Sponsorship 
 SEA 
 Social Media Adv 
 OnLine press 
 
 

 Events 
 Focus Group 
 Trade contests 
 eCoupon 
 

 Press 
 PR journalist 
 PR Blogger 
 Digital Press 

Digital Advertising  
 
 
 
 
 
 
 
 
 
 
Press / PR 

 
 
 
 
 
 
 
 
 
 
 
“Physical 
Activities” 

Marketing 
Mix 

Technology  Creativity 
 
 
 
 
 
 
 
 
 
Engagement 

 
 
 
 
 
 
 
 
 
Consumer 
Behavior 

Synergy for  
success 
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Think in a “distinct” way 
Digital is part of the marketing mix 

Digital Advertising  
 
 
 
 
 
 
 
 
 
 
Press / PR 

 
 
 
 
 
 
 
 
 
 
 
“Physical 
Activities” 

Marketing 
Mix 

Technology  Creativity 
 
 
 
 
 
 
 
 
 
Engagement 

 
 
 
 
 
 
 
 
 
Consumer 
Behavior 

Synergy for  
success 
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Work in a “distinct” way  
 Amadori Digital Strategy 

- The initiative is led jointly by the Strategic Marketing and IT of the Amadori Group; 
- Amadori has embarked on a transformation program oriented to the definition and 
implementation of a new Digital Strategy;  
- The Amadori Digital Strategy is a general rethinking about the opportunities for contact and 
the development of dialogue and relationship with different target audiences 

 
Strategic Marketing ICT and Organization 

Business Innovation Communication ICT Innovation 

 New products development  New forms of contact  New channels / business analisys 

 Corporate communications  Products communication  Events and PR 

  ICT innovation Push/Pull 
 

CROSS FUNCTIONAL TEAM 



Amadori Digital Strategy: target declination for Consumers 
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Find information 
about 

brand/products 
BROWSE 

 
 Contest with 

rewards  
PLAY 

 

Personalized 
Content and 
Interaction 
INTERACT 

Community and 
Brand 

engagement 
JOIN 

1 2 3 4 



Amadori Digital Strategy: target declination for MKTG 
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Increase 
Contacts 
REACH 

 
Strengthen the 

relationship 
REPUTATION 

 

Entertaining 
Consumers 

ENGAGEMENT 

Business 
development 

TRANSACTION 



Amadori Digital Strategy: target declination for IT 
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Information 

 
Engagement 

 

Social 
Integration 

Awareness 

YESTERDAY TODAY TOMORROW 
• Agency turn-over management 
• Brochureware website 
• No content updates 
• Leads on Excel files 

 

•                   as unique partner 
•   

 
• Social CRM 
• Web Analytics 

• Store & Promo Locator 
• eCommerce platform? 

• iLike, Commenting, Social Share 
• Facebook Connect 
• Social Media Analytics 

• Social Bridging 

• TVLike experiences 
• Self-promotional content 
• Flash animation ( No mobile! ) 
• No services 

 

• Crowdsourcing Contest 
• Mobile App 
• Newsletter / DEM 
• Survey 
• Integrated Mobile App 

 

• Blog 
 
 

• SEO 
• Digital ADV 
• Social Intelligence 
• eCoupon 

• Geo Marketing 
• Digital Signage 

 



Agenda 

 Digital Strategy: Think & Work in a «distinct» way 

 Real case history 

 Metrics and Results 
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Personalized Web Content Management 

31 by 

Power with 

UI allow visitors to customize content 
depending on «What are their 
interest» and «Who is the interested 
user» 

Last 12 months 

Unique visitors : > 240.000 

Visits: > 335.000 

Page Views: > 950.000 

“Loyal” users: 30% 



Digital Dynamic Catalogue 

32 by 

Power with 

Different product data sheet for 
consumer and professional 
buyer 

Integration with ERP for 
detailed information 

Last 6 months 

Products Page Views: > 56.000 

Unique Pro buyers: > 2.500 

Catalogue download: > 5.500 

Average time per page: 51 sec 



Integration with mobile 
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DESKTOP SITE 

MOBILE SITE APP MOBILE 

1 Authoring Template – Many Presentation Template  

Marketing update content once 



  

Digital flyer and e-couponing 

34 by 

Power with 

We promote weekly product’s 
offers 

Customers can register , print 
e-coupons discounts and 
redeeme them in a grocery 
store ! 

Last 6 months 

Printed e-coupons: > 128.000 

Average redemption: 18% 



Social Intelligence is the Business Intelligence 
applied to Web and Social Content 

Amadori Social Intelligence 
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SOCIAL 
INTELLIGENCE 



Information flow 
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Web 
Unstructured  

Data 
Filtered 

UnstructeredData 

Text Analytics 
Engine 

Buzz WH 
Textual Data 

Database 
Structured Data 

Web Listening 

Data elaboration Smart Lights for Business 

Framework & Dashboard 

Import Clip 

by 

Power with 



Social Intelligence for  reactive and proactive 
approach 
 

■
how connections between relevant topics  

■
ighlights strengths and weaknesses related to a topic 

■
dentifies the most discussed topics during a certain time 
frame 

■
hows the brand awareness and the sentiment of the brand 

37 

by 

Power with 



Agenda 

 Digital Strategy: Think & Work in a «distinct» way 

 Real case history 

 Metrics and Results 
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Metrics: Can we measure business results? 

Exceptional Web Experience Conference 2012 - 
39 

- Increased brand awareness 

- Increased sales 
- Better insight into customer 

behavior and needs 
- Better targeted campaign 
- Less effort for creating new 

sites and content update 
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Transition back to Larry 
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So what 
should I 
do now?  



Leaders choose IBM based on our track record 

* Gartner Magic Quadrant for Horizontal Portals, 24 September 2012. Gartner does not endorse any vendor, product or service depicted in its research publications, and does not advise technology users to select only those vendors with the highest 
ratings. Gartner research publications consist of the opinions of Gartner's research organization and should not be construed as statements of fact. Gartner disclaims all warranties, expressed or implied, with respect to this research, including any 
warranties of merchantability or fitness for a particular purpose 

Proven 
Expertise 

Global 
Clients 

8,000 
Internet and  

customer-facing  
internet customers 

Over 
65%  

Most influential CMOs use 
IBM Social business 

solutions 

300 
million named users 
from top customers 

Over 
Positioned in Leaders 

Quadrant for Horizontal  
Portals* by Gartner for 

11 years straight! 

85% 
Of Fortune 100 
Global banks 

6 of top 
7 

Retailers in US 

9 of top 
9 

Automotive 
Companies 

5 of top 
7 

Global Insurance 
Companies 
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Engage Online 

 SocialBiz User Group  socialbizug.org 
• Join the epicenter of Notes and Collaboration user groups 

 Follow us on Twitter 
• @IBMConnect and @IBMSocialBiz 

 LinkedIn  http://bit.ly/SBComm 
• Participate in the IBM Social Business group on LinkedIn: 

 Facebook  https://www.facebook.com/IBMSocialBiz 
• Like IBM Social Business on Facebook 

 Social Business Insights blog  ibm.com/blogs/socialbusiness 
• Read and engage with our bloggers 

https://reg.socialbizug.org/wispubs/socbizwidgets.nsf/homepage.xsp
https://twitter.com/IBMConnect
https://twitter.com/IBMSocialBiz
http://bit.ly/SBComm
https://www.facebook.com/IBMSocialBiz
http://www.ibm.com/blogs/socialbusiness


 Access Connect Online to complete your session surveys using any: 
• Web or mobile browser  
• Connect Online kiosk onsite 
 

Session ECE101 
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Availability.  References in this presentation to IBM products, programs, or services do not imply that they will be available in all countries in which IBM operates.  

The workshops, sessions and materials have been prepared by IBM or the session speakers and reflect their own views.  They are provided for informational purposes only, and are neither 
intended to, nor shall have the effect of being, legal or other guidance or advice to any participant.  While efforts were made to verify the completeness and accuracy of the information 
contained in this presentation, it is provided AS-IS without warranty of any kind, express or implied. IBM shall not be responsible for any damages arising out of the use of, or otherwise 
related to, this presentation or any other materials. Nothing contained in this presentation is intended to, nor shall have the effect of, creating any warranties or representations from IBM or 
its suppliers or licensors, or altering the terms and conditions of the applicable license agreement governing the use of IBM software. 

All customer examples described are presented as illustrations of how those customers have used IBM products and the results they may have achieved.  Actual environmental costs and 
performance characteristics may vary by customer.  Nothing contained in these materials is intended to, nor shall have the effect of, stating or implying that any activities undertaken by you 
will result in any specific sales, revenue growth or other results. 
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