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* 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 1/O configuration, the storage configuration, and the workload
processed. Therefore, no assurance can be given that an individual user WI
achieve results similar to those stated here.

© 2012 IBM Corporation



Customers are in the driver's seat. Connecting with them T=&S @
individually requires a consistent and engaging online = .

experience

Changes required to meet customer expectations
72% improve understanding of individual customer needs

72% improve response time to market needs
58% harmonize customer experiences across channels

Most important mechanisms to engage

customers
Engaging web I 55
customers with
exc-eptional web + Social NG .
social 1 Today

Mih3to5
years

Social Networking Leads As Top Online Activity Globally Social Media Influence In Purchasing “Social Media
Decisions of 38 Million in US Internet Retailer U.S. Social Commerce Sales 2011-2015 el Cl



http://www.comscore.com/Press_Events/Press_Releases/2011/12/Social_Networking_Leads_as_Top_Online_Activity_Globally
http://www.comscore.com/Press_Events/Press_Releases/2011/12/Social_Networking_Leads_as_Top_Online_Activity_Globally
http://www.knowledgenetworks.com/news/releases/2011/061411_social-media.html
http://www.knowledgenetworks.com/news/releases/2011/061411_social-media.html
http://www.knowledgenetworks.com/news/releases/2011/061411_social-media.html
http://www.internetretailer.com/trends/sales/
http://www.internetretailer.com/trends/sales/
http://www.theretailbulletin.com/news/mcommerce_quadruples_in_two_years_24-05-12/
http://www.theretailbulletin.com/news/mcommerce_quadruples_in_two_years_24-05-12/

Winning customer loyalty requires delivery of ===
meaningful customer self service on the web EESRE®

86% quit doing business w/ company bc
bad customer experience

75% would prefer to use online
support but only 37% try self service

50% of “How do I” questions
could be deflected to self service

IBM's Web Experience software helps our customers achieve :
90% lower cost to serve customer on web
62% customers didn't need to call
30% reduction in call center calls
2X increase self service transactlons

Customer results with Customer Experience Suite self service

The Cost of Poor Customer Service: The Economic Impact of Customer Exper n the US
Customer Experience Impact Report Coleman Parkes study of Customer Self Serwces



http://www.genesyslab.com/private/active_docs/Genesys_US_Survey09_screen.pdf
http://www.genesyslab.com/private/active_docs/Genesys_US_Survey09_screen.pdf
http://www.slideshare.net/RightNow/2010-customer-experience-impact
http://www.slideshare.net/RightNow/2010-customer-experience-impact
http://markets.on.nytimes.com/research/stocks/news/press_release.asp?docTag=201203220600PR_NEWS_USPRX____NY74537&feedID=600&press_symbol=91937
http://markets.on.nytimes.com/research/stocks/news/press_release.asp?docTag=201203220600PR_NEWS_USPRX____NY74537&feedID=600&press_symbol=91937
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Customers see many online experiences from
your company
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Customers need consistently exceptional self
service experiences across all channels
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Exceptional online experiences deliver exceptional
business results for our customers...here are a few

Growth & Customer _
Profitability Satisfaction Time to Market

60% increase in online 30% higher rating for  62% customers didn't 84% faster time to
sales conversion web self service than  need to call find experts

help desk
85% sales conversion 30% increase in 2X increase self service  61% faster service
rate when use web referral rates transactions delivery to new
tools customers
17% decrease in Move up 3 places in 909, |ower cost to serve  90% faster delivery of
shopping cart abandon  national online customer services to citizens
rate customer satisfaction

ranking
3X online sales Answer more than 1M 30% reduction in call =

customer questions  center rates
a day




IBM capabilities support the full range of customer

relationship and self service needs

Customer Relationship <

(Customer Content
Delivery

Product & Service Content
Marketing Content

Social Content

_/

f Self Service
Delivery

Delivery

Self-service problem
resolution

[ Account Mgmt

Online Product & Service

Registration & profile
management

Bill Presentment & Payment

Loyalty Programs )

.

Find New & Used Cars

Cars.com

Florida Flue &G =—4
e T —

Florida Blue @

CareFirst BCBS

yyyyy

3.49% APR

Bank of Montreal

Royal Bank of
Canada

> Self Service Support

Customer Contact
Support

Dealer, franchise, store,
distributor & branch support

Contact Center support

@ GE Money logn (TS Y




Royal Bank of Canada transformed their online

experience and self-service capabilities to IESEE [\

increase customer satisfaction

Customer Service

RBC Royal Bank*

=
oyal Ban
el
RBC M
ducts & Services My Accounts Customer Service

RBC Customer Service

Let us help you find all the answers
you need!

Search Customer Service

Customer Service

Welcome to Online Banking Customer Service. p Frequ tlv ?
Que

tre is d Fd ial way to cor :h us » quently Asked
ine \nlu\mau on b I h
o-dal I d f d tl “Importa IN \ es'

at's New
O atms @ eranches

> Site Maps
Lirks to information about Online Banking. » fdvenced Soarh dption:

» Online Banking » Customer Service

Business Need

* Provided customers with a new online
channel experience that deepens client
relationships

= Leverage the online channel to grow
product revenue, improve self-service,
and reduce cost of fulfillment

= Flexibility to quickly deploy new business
functions and services to the online
channel

* Integrate and leverage the existing RBC
back-end online infrastructure

Real Results

= Advanced from 5% to 1stin online banking satisfaction rankings

= Increased online self-service transactions by 2X
= Awarded 2011 Best Consumer Internet Bank in Canada—Global Finance magazine




Royal Bank of Canada — Some of the key initiatives Egﬁ (]
That helped achieve success:

Quick Wins: Medium to Long term:
* Improve Online client experience and *  Online UX improvements
promote online as primary channel: «  Email Management, Chat/Co browse &
— Enrolment and activation programs Knowledge base
— Security gaurantees «  Expand breadth of online services

— Self help tools — eg email deflection

* Ensure key pain points with online
sevices and breadth of content
addressed

* Investin eCRM and CRM integration

* Technology POCs




BMO created an award winning customer self

service experience that increased online revenue

Award: 2011 CIO 100 Award
Recipient: BMO Financial Group

BMO Financial Group wins 2011 CIO
100 Award for which
offers unified global commercial
online banking solutions.

New platform makes it easier for BMO
to identify customized up-selling and
cross-selling opportunities.

Single sign-on feature allows

customers to access different services.

BMO M Financial Group

BMO # ‘Financial Group
Making money make sense*

low-rate mortgage.

Learn more b

Personal

Accounts & Services
Chequing & Savings
Compare Accounts
Switching to BMO
Trackyour Spending
Student Banking

Mobile Banking

Private Banking Services
Newcomers to Canada

Insurance

» Find a Branch/ATM neal

Sh "nk VOUI' mortgage.

Save thousands in interest with our 5 year fixed

Mortgages

’ Mortgage Rates

Mortgage Pre-Approval
Buying My First Home
More +

Loans & Lines of Credit  Arruvs

Personal Line of Credit

Line of Credit & Loan Insurance

u » Contactus » Francais » #3%  [MelllEA=ElIl v m a

3.49% APR

+ Credit Cards

View all cards
Compare all cards
Help Me Choose
More +
Investments
Self Directed
GICs

Mutual Funds & Prices

More +

'Search BMO com Q .

TEXTSIZEQ A |A PRINT =

» Find a Branch/ATM near you

|S{'ee{‘ City or Postal Code or Transit# b

Branch [C] ATM [C]
Weekends

~ Rates ¥ Tools & Calculators

5 Year Low Rate 3.490%
Mortgage (closed) APR™

Prime Rate 2.000%
Smart Saver 1.200%

More»

» Why Bank with BMO?

» Budget with BMO MoneyLogic™
» 100% Online Banking Guarantee
» Many convenient ways to bank

» "BMO Tops Banking Survey”

More»



http://www.bmo.com/
http://www.bmo.com/

Bharti Airtel's self service experiences deliver millions ==== .
of customers on-boarded for rapid business growth  ===7=. ®

0airtel About bhartisirtel | Investor Relations. | ledia Centre | ContactUs | NeedHelp [search 8]

wr'shop | airtel Live | careers

cesis
o

airtel i - Business Need

net banking click here »

= Automating processes and delivering
excellent service to grow revenue in

S e SR price sensitive markets
e St e o = Deliver personalized content based
48 & m_; on account level and usage
%&%ﬁ?éw - ﬁ“ KPP = Scalability to meet increased
' g ) i} demand

© new to airtel mobile © do more with airtel mobile

follow us : ] @ (3 Wil @) @T
a5 o5 —

Real Results

Ability to provide flawless service to 110 million customers at low margins

= Process between 7-8 million transactions a day
= Process between 3-4 million new customers per month &
* Real-time responses to customer requests




Cars.com deepens brand awareness and ===
interactions for customers EESE®

2011 Web Marketing Association
Award Winner!

| Find Dealers Near You
Get Maps, Car Listings and Price Quotes

Find New & Used Cars

New Cars Used Cars

. . Make
Build or find your car @) all used ©) certified Used BRI All Makes -
Make . e
Quick Links
All Mak hd All Makes - e.g. "60606" or "Chicago, IL
S LAY - Advanced Search
AllModels - Al Models ~ = Auto Loan Calculater Find a Dealer
Maximum Frice: e = Kelley Blue Book Values
No M - No M
TR D e T Recently Saved Been to a car dealer lately? s %%
30miles + of 30miles - | of Listings (0) vour deal
hes (0)
Sesr s
Browse models by category Research a specific car
expert advice on 2012 or newer models Select make, model and year
Make:
e toreem & . -
850 wite ey =
Sedans Luxury Cars D Cs 5% - =
Year:
Learn ©
— . o, o= 2013 A _
B—s oo b0 ifae
Pickup Trucks Crossovers  Wagons/  Minivan /Vans
Hatchbacks " Y C /
H 6 S "Q ﬂ Sell your car fast; get thousands over trade-in
uuuuuuu bles Coupes Green Cars/
Hvbrids Sell My Car Now

Real Results

Enhance user experience for a single, consistent brand image across different online presences
serving over 10M users a month

Scaled to support 200 million unique visitors a year, an increase of 145 million visits since 2007

Enabled the company to migrate 75 percent of its existing applications to the new IBM solution

Delivered an integrated, standardized solution that will enable the company to turn its focus to
innovation rather than maintenance ®




Florida Blue’s multi channel customer healthcare T=%% -
experience grew revenue and reduced costs - )

Florida Blue ®0 @ :
hhhhhhhhhhhhhhhhhhh |  eac3 Business Need
N 5 B

* Unique presence for 4 distinct audiences:
Consumer, Member, Employee and Agent

= Self service member portal to grow online
relationships while decreasing member

costs

= Consumer sales portal to help guide plan
selection

= Agility to adapt to ever changing regulations

* Innovate across multiple channels - mobile,
social and cloud

B
i

1y Application | Heal
Status Reform
Health and

Florida Blue DY
In the pursuit of health

Real Results

= 85% conversion rate when consumer used the web tools

" 62% didn’t need to call

= 50% increase in member daily logins

= 53% conversion rate on sales when a consumer starts the apply process

= 13% of all traffic is now done via mobile devices (mobile has been in market for only 13




Myé]ueServicew

Friday, April 29, 2011

Find a Doctor, Estimate
Costs & More

Drugs &
Pharmacy

| want to: | Select atask... b

My Information at a Glance

My Recent Claims

Beginning Date Ending Date  Provider Claim Charge

03/0272009 030272009 Smith, Michael J B45.00 View details »
12012008 120172008 Baptist edical Center 350,00 Wiew details »
04242008 045242008 Geeter, James D 76.00 View details »

» Migw or Search All Claims
» Plan Benefits - View what |5 covered

» Yearto Date Cost Surmmary

My Deductible Information View all benefits »

In-Metwork v Amount Met Total Deductible
Individual $120.00 $a00.00
Family $120.00 $1000.00

Click here to see information aboutyour current Benefits.

Please contact Member Services at 1-800-FLA-BLUE to find out how much of your deductible has been
met

Easy access to your Personal Health Records online anytime!

With a Persanal Health Record, it's easier to keep your family's health information
ﬂ organized and up-to-date. When prompted, say YES, Share claims with WebhMD and
wour Personal Health Record will automatically he updated foryou, including doctor
visits, lab tests and prescriptions

Go now to create your Personal Health Record.

Living
Heafthy |

Welcome Terry (Member #:13637111343)

Discounts &
Rewards

Forms | Shop Our Plans

B4 3 Messages

Shop, Compare and Estimate Costs

Compare Drug Prices from Selected
Pharmacies

.T.“""' & Enter a drug name:

-
Ay
e =

Fovmora faffars [ Search I

(Calculates actual cost based on
your benefits)

Medical Services Cost Estimator

Estimate the Cost of Medical Services and Compare
Provider Costs and Quality

Howe much will that specialist office visit ortest cost
you? What's the best place for getting a surgery
performed? With our new todl, you can find the
best prices and locations for getting routine
procedures perfarmed, and compare the guality of
specific hospitals or surgical facilities.

Shop and Compare Plans

BlueDental plans as low as $10.65 a month!

Save money on dental cleanings, fillings, crowns
and mare. Enroll immediately and chaose fram '\:;\ﬁ
over a thousand padicipating dentists. Or selecta O

plan with out-oFnetyork benefits and see any &
dentist. Why wait? For a FREE quote, call

Shop Mow »
1-800-876-2227 ar apply onling now
Helpful Information
Did You Know?
,.‘ Save up to 45% with member discounts!
- Getfit, quit smaoking, see mare clearly, hear hetter and

much maore--for less! Find out maore about discounts and
services available through BlueComplements.

I E— E—  S—
—
- - - —
- — ———
- — —— —
- - -
I — — . —
— — — 7 —

Member
Self
Service
Portal
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Member Solution

WA |EE = | anternet Explorer canmot dis. ., | Q Blue Cross and Blue Shield of ., | gHoma - HOME &V Compare Drug Costs at D.., 0 | | R - B gy = |ipPage - 0 Tools -

Blue Cross and Blue Shield of Florida

I o

FLORIDA
In the pursuit of health -
2‘ Home

-
My Account,
Benefits & Claims

Find a Doctor &
More

Discounts &

Drugs & |
Rewards

Pharmacy

Living Healthy
Shop Our Plans

@ Welcome LISA M CRAWFORD (Member #H33455818) Bd View Messages

[ ! .-! J

1 want to: | Select a task .. ~

Compare Drug Prices

OO,
E" Shop for the lowest Rx price

| 1. Search for drugs | ‘ 2. Select Pharmacies | 3. Prices - 1 month supply ‘ | 4. Prices - 3 month supply |

The prices shown reflect your estimated cost and do notinclude programs offered by your local pharmacies. Be sure to call or check your pharmacy’s website for more
information.

)y
@ Print Comparison

selectthe =/ icon to collapse/expand the search result of the recommended generic or therapeutic alternatives.

Prices are for: |LISACRAWFORD  »

| CVS PHARMACY
4393 TOWN CENTER PKWY
ACKSONVILLE, FL 32245

;WALGREENS #5129
11430 BEACH BLYD
JACKSOMVILLE, FL 32246

(30) Capsule - S00MG

&= ampicillin sedium
(30) Solution Reconstituted - 2GM

& ampicillin
(30} Capsule - 500MG

Mot covered by benefit plan.

514 50 $14.50

Mot covered by benefit plan.

514 55 $14.55

Drug Name Formulary Status ®papit D Removex (@ papt @ Removex
Total Your Total Your
| Estimated  Estimated | | Estimated  Estimated |
Cost Cost Cost Cost
ﬁégfg’gﬁ;ﬁ';le_ ome Formulary Status i 5185 $165 | ! 5120 $120 !
i o i
@ AMPICILLIN ! b !
(20) Suspension Reconstituted - 250MG/SML SR S ;T ST :
; b 1
&5 amoxidlin i 8375 $375 | i 5380 $380 |
i Lo i
; ;

& Brand Drug
&= Generic Drug

@2 Brand Therapeutic Alternative
&= Generic Therapeutic Alternative

&

Refill mail order prescription on-line

ﬁ Pharmacy mail order form (used to submit prescription by mail) (FDF

H 100%

g Local intranet



Member Results

e 6000 members per day login e Business alters content
(50% increase)  Release independence

e 20% increase in adoption each e Reduced operational issues
year (30% of all traffic) around CM to ZERO

e 3.2M Visits & millions of e 99.95% Uptime
transactions e 3-5second response time for

e Save avg of $6 per member dashboard ( 10-15 plus service
every time Rx tool is used calls)

* 62% Did not need to call for e Replay for failed transactions
more info e Voice of the customer

e 75% Accomplished their task intelligence

e 4.6M Targeted Messages l



CareFirst created an award winning personalized EEE= L]
member experience to deepen relationships and
improve care

Award: 2011 Web Marketing Association’s WebAward '
Recipient: CareFirst Blue Cross Blue Shield :

CareFirst BlueCross BlueShield wins Careﬁrsl

2011 WebAward - Outstanding Website BlueCross BlueShield
for

. . ) (jarem@@ AboutUs Careers Community ContactUs Glossary Media EnEspafiol | | | SEARCH
Entries for this award are judged on

Desig n. In novation Conte nt Wekcorseto Careriet cont Bk Sen rese 0 OB
) ) )
- Log In to My Account i
Technology, Interactivity, and Ease of
[ CareFirst helps you save money by
Use. Passwora e e
the tools you need to help manage

0 3.
LEARN MORE »

Individual & Family Plans »

#.  Medigap Plans »
% PartD Plans »
‘8% DC open Enroliment Pian »

CareFirst BlueCross BlueShield's website

- .
engages members and improves their s on .
) . : D ——
online experience. o
New t0 araﬂfﬁt? : oy Yo B How to select a Primary
 ar Tow 0T Wy Account ( P, ) Care Provider

J Tk a doctor Moare » More » J \q N

J w‘ﬁ E‘ﬁ”‘:s Health Information Financial Resources

o Ge deds Wembers

Understanding Coverage
Options

Impact of Health Reform

K iscounts on Wellness ) et Health Cenl rams
Senvices - L Managing Care Costs kQ View Social Media Wellness
I - ¥ e 3
. 5 s \3&_‘ Resources
Wore » N Wore » N
iew Archives » Drug Recalls »



http://www.carefirst.com/

GE Money.com.au - Key Drivers

Financial incentives

New Revenue — fees & spend volumes

Customer Demand

Australia has 12.1MM internet users
72% of internet pop. use Internet Banking New Productivity Saves — paper, call

eStatements were CBA customers no#1 enhancement reductions & digital processes

Customer — improved NPS & Customer
Satisfaction

< 6 months 200m deposit account customers
have opt’ed out of statements

Customers are educated to expect this service Online engagement means a quicker, easier
and more convenient way for customers to
be more engaged — or re-engaged — with
Customer verbatims continuously request estatements their product.

& B Pay

57% of customer have told us they’d Opt Out of Paper

Technology Competitors
Current technology has reached its shelf life All major final institutions have strong ebanking
capabilities

Our business requirements have evolved

ANZ digital banki diff tiat
We want scalable, reusable & compliant technology use digitat banking as a ditterentiator

WBC use estatements as a key part of their ‘green’

Enhanced Security will be market leading marketing position

IBM technology is a strategic investment that can be
leveraged for all online projects, not just online
servicing

Maijor institutions consider their online channel as
important as others, such as branches.

Forrester estatement research ‘argues customers
have had estatement option & now need a push’ as
per airline eTicket push

This investment is enables us to readily establish a
mobile banking capability




) GE Money

Simplifying money matters

Home My Account Statements Payment Options

Welcome back Fernando Torres.
You last logged in on Tue, 04 Jul 2000 at 12:34AM AEST

Current Balance: 391865
fyvailable Credit 52 881.00
Credit Limit $3,800.00

Manage my Credit Limit

What would you like to do?

& |noesss my oredit limit 1o $3000.00

T Ingease my credit limit to another amount

BPAY

Did you know you could use BPAY® to pay a bill?

Who would you like to pay?
& Anew biller

€ someone I've paid before

My Information

secure online.
Click here to find cut how
—
—
Date Description Amount M
22/0:4/2009 Sony Playstation 3 §799.00
22/08/2009 Urnbre Football 589,95
22/08/2009 Apple Mac Air $2.900.00

Services

Account Summary Information My Recent Transactions

= | Text: of =

Log Out ¥

' Stay safe and

Enhanced Security

Remember my computer

Choose to have your computer's address linked to
your Online Senice Centre account.

Simply select 'Remember My Computer if you
need to answer your secret question on login.

. Register this device
Simple ways to avoid fees

There are plenty of ways to minimise fees and
changes:
& Change your payment method
« Always pay on time

-.ll

+ Stay on top of how much youve spent

| Simplicity at your finger tips

Receive your statements onling

View, print and save your current ond post statements
Keep track of your transaction history

Keep your detals up 1o dote

Pay all your bills in one place with BRAY @

Easily access and manage your account whenever it suits you

Welcome to the GE Money eco MasterCard Online Service Centre




GE Money - The Four Pillars
features & benefits | service

Save Pa per i -eStatements
! *Digital access to financial

(Green & informed) ' transactions

__________________________________

Pay Bills | by e
i *Pay Anyone
' Direct Credit

(Save time & get points) __________________________________

Convenience i ‘Product, Statement & Fee info
. *‘Manage your money tips !
(I’m In CO"tI’Ol) ' *Balance & Payment rec’d Alerts !

_________________________________

Trust & Safety ;-i:ecu;ix Tritps
reFrau erts

(Fee safe) ' .Strengthen Site Security

_________________________________




The next generation of customer relationships and self ==== ...
service must adapt to how customers now interact with ===7=. ®
your business...

Old way customers purchased New way customers purchase
and interact with your company

" CONSIDER” "
.. MANYBRANDS “:.....,. "

.,l' ...I'.n““""""'in...'. EVALUATE

e AT ’ 0 .""I.nteractions are social, "'-. .

------------------ ' A Y continuous, formal & informal "- :

.......... FEWER BRANDS n ! '

| s THE LOYALTY LOOP '.

................................. BOND '

t

ADVOCATE,,

o Y Ny ot
LT ORI "t ENJOYmm1 .....

To increase revenue and profitability per customer
requires a total relationship view of the customer




Dynamic interactions from social channels & communities can

accelerate the effectiveness of customer service and customer i @

relationships

/

channels
» Start customer service processes on

run transaction
* Funnel to owned company customer
service communities
* Active social listening for emerging
problem areas

Customer
Service

* Respond to issues surfaced on social

social channels and move to company

(Generate awareness and capture
interest from social channels

* Drive to product/service from social
channels

* Funnel to owned company
communities from 3 party social
channels

* Advocacy — cultivate proponents and
champions

and build interactions with them

_/

* Reach exponentially more custog

Customer

Customer
Relationship &
Communities




Successful self service solutions span these areas to ? === @
build deep relationships with customers S

Help me solve a problem, Learn patterns of behavior, Learn more about

answer a question, use a interaction from customers product/service, deepen affinity
service, act on my across owned and external with product, brand, company,
account... properties/channels provide feedback, interact with

company experts...

Customer
Relationship &
Communities

Customer Customer
Service Insight

External Internal External

IBM Customer Experience Suite
(Web Experience + Social + Collaboration)

IBM Social Analytics

(Web, Social, Lifecycle Analytics + Sentiment Analysis +
Campaign / Email Optimization)

IBM WebSphere Commerce




IBM's solution for self service brings together = iy
IBM's web experience and Commerce capabilites ==3z. ®

AN n@

IBM's Vision for Exceptional Multichannel Self Service Experiences

Bringing together the essential capabilities to create, manage, and deliver
powerful multichannel customer experiences

IBM Customer Experience Suite IBM WebSphere Commerce

Engage customers, increase ﬂ. %
revenue and satisfaction . gg’ ‘l' ..
With an exceptional Jh -
web EXDEFIEHCE . : ‘{ A J ________ }
B EER AV R RS 4

Business is driven by relationships Seamless buying experience across channels

Content/ .
\Social Mobile  pich Media Analytics Search Context Personalization Security Commerce

> > > ”




In-line content management let you optimize self —
service pages with targeted content for more EESEE W
effective use

Investments ~ Content Targeting Samanth Daryn ~

N\

Targeted rules for content Collaborate
to help customers better

| Targeting een Fund Ranne answer questions and take
Target Content

action -
Targeting for Green Fund Banner
Create conditions to determine who will see the Green Fund Banner Referring URL Palette -

T e Add targeted content to be displaye[

8
wa@

Palette Criteria for Green Fund Banner Powered by Coremetrics Customize Palette

Search @, - @, Referring URL 0 (0%) Top Referring Sites add

Referring URL List the websites or pages that visitors come from to arrive at this site l] F-aoeboolc .

—— [t e 234 | vew pacte weean (- Integrated analytics to
ks Yahoo! H

Segments T\ Do st A = g quickly see customer use

| ——— Googl .
Date and Ti
SELT Drag fargeting criteria to this area ey YouTube patte rnS fro m SOCIaI
Time . .
T More media and other sites

Sessions

T Top Referring Pages add o
B3 ntipiwww.facebook comiom

‘Groups and Users
ﬁ http:/fwww_linkedin.com/ofn_investments

Demoagraphics — .
hitp:/iwww.yah...06827164/ofm-invest

Shopping
B ntipifinance.go.../symbl=OFNI

Ml s hitp:/iwwaw. you . iwatch?v=NykI2c.9080

Social Behaviors More

Save Segment Sites with the Highest Bounce Rates add top 5
|W| http:/iwww_vanguard.com
|@ hitp:fiwww.fidelity. com
|5 http:/iwww.schwab.com

B nttp:/ffinance google.com
(D) http:ihwww. investotopia com
More

| ok | | cancel

My Custom Referring Sites add fop 5
B ntipiwww. moneywatch.com

GREEN FOUND |
\lorking for you and a better futdre: # <f K |F2| http-fwww.schwab.com

oo - e p——— # - . —— -1

|®| nhttp:// moneycentral.msn.com




Improve customer satisfaction and make self

service more effective with social capabilities

Wikis, blogs, ideation
blogs

User profiles

Rating, commenting,
tagging

Forums and
communities
Integrate with twitter,
Facebook, YouTube,
etc.

Shared files

Shared bookmarks
Instant messaging

= Activities

Allow customers to "

ARE

Bsokrnark & Shang

provide feedback Twatee

Fastabaonk

Fiint
Famvaiities
e

Cnmmﬁts
Really enjoyed this articlel o
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Solve problems instantly
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Allow customers to find the right people to
answer their questions

msmithé@it.insurance.ibm.com
{987} 555-9087

3 millrace Place, Georgetown
Languages Spoken: [talian, Enalish
Products Sold:

Years Experience: 12

Waalth Management
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Drive excitement and brand loyalty by enabling

direct communication from customers

Enable customers to get

Blogs

problems resolved quickly

Latest Entries

Sort By, Date | Title | Most Recommendations | Most Comments | Most Visis

I{i I' VT Living "buddies" for new suppliers deation Blog

Created By Betty Zechman Updated May € | Tags: newbies, contacis, buddies
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Created By Ted Amado | Updated May 4

ated By Samantha Daryn

f.l Becoming a supplier for VT Living

caled By Heather Resds
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Reach customers across multiple channels -

mobile, web, and automatically display EEE @

appropriate content to right device

Support mobile
self service
applications

Leverage e —

mobile themes o

and automatic
device
detection to
deliver
appropriate
user
experience for
self service.

Desktop

Out-of-the-box  JE I o]
mObiIe support Publiz Bookmarks = = -

inCIUded fOf & ITI{F\{:GTI.BCJ Lotus \?nnnucrlum
SOCiaI W Entarprise Web 2.0 . Whare is the
agugm Business Value in Enterprise 2.07
capabilities. oot s
IBM Business Cosetor 3

usiness
IBME Lotus® Connections (2007-03-26)

¥ Bookmarks List

"Mobile

= ]




In-line analytics for rapid insights help T W
you adapt in real time to customer's - )
behavior

Banking Home Search Cente

Previewing as: Anonymous
nUp Lo

G—Iine analytics overlay on /Al NETWORK

web page to rapidly assess
usage — allowing real time
adjustments to help
customers use services
\and applications better

Investments  Community ﬁ

Password

Instantly see usage for

Pt specific self service
capabilities and edit

R content to optimize use

Personal Advisg

With you eve

v |
Have guestions or ne 2
) | T
! A ¥
. b Daghae

Money Works

OFN Events | ey 121 Quick Links

Mortgage Closing Lot I Savings ACCounls «
Main Streetbranch-M | = .

Contact Dennis Michasi
Home Equity Loans » i Ty ines -
Loans and Mortgages 1v1 .

Downtown branch - Apr 6, 2010 1:00 PM

Conlact Steve Sk

Gaing gree|

N
‘#‘ 10 quicke s S

How o coo

] ' . el First-time homae buyers seminar
‘. financas with your personal peckelbook

Oak Streat branch - May 14, 2010 9:00 AM



Make Better, Evidence-Based Decisions B il
with Analytics B "

Leverage analytics to:

* Improve user engagement by -
measuring and then fine tuning :
the customer experience &Yy —

03 |

* Intelligently manage your i
marketing resources e

* Make better decisions faster gy o Sl it e et il e
v\ ZZA LR o

Profile Mining (1) sampled Dat= (10.00%) W\m
. . o .
DSQ?E%!I?I Sltes 'rl;u Of Slte Trafﬂc Week of L 2/28/2010-3/6/2010 | Y.J @ (A) || Compare:
Fa¥a | | . —
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> e e : : L
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M Young Professionals 230,340 4,986 36,491 7, .
ij Baby B 404,953 15,942 78,189




Keeping the customer whole: Customer Service =
is Critical! EEE®

Self Service 1:1 Customer Service (non-Self
Web Content, Knowledge Base, service)
Recommendations, IVR etc... Call Center

Email

Chat

1:1 synchronous communication with
customer. Eg email thread, chat
session, phone call.

50% of “How do I” questions could
be deflected to self service
75% would prefer to use online
support but only 37% try self
service

Community Customer Service
Communities, Forums etc

Social : IBM Connections, Twitter,
LinkedIn, Facebook etc

47% of consumers expect a $83B loss annually to US
response to an online service econpn;:y for poor customer
request within 1 hour service




Customers are transforming their self service experiences
across these areas...where is your starting point? T == @

> Self Service Support

Customer Relationship <
 customer Content |/ Self Service " Account Mgmt Customer Contact
Delivery Delivery Support
. i i Registration & profile
Product & Service Content | | Online P g"if"’t & Service gm anagem el/)7t Dealer, franchise, store,
Marketina Content elvery distributor & branch support
arxeting Lonten Self-service prob/em Bill Presentment & Payment Contact Cent p
_ ! ontact Center suppo
Social Content resolution Loyalty Programs Contact Center gﬁppon‘
Social Content ) / Loyalty Programs /
@GEMoney oo (DY

3.49% APR

Bank of Montreal

Cars.com

Florida Blue @9 @ =rnes
_m_mz_g =1 ettt i 3’3
Vel
RBCJ

Royal Bank of ..




Additional resources

= Customer Experience Suite

= Smarter Commerce Solutions



http://www-01.ibm.com/software/info/customerexperience/
http://www.ibm.com/smarterplanet/us/en/smarter_commerce/nextsteps/index.html
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Questions?




To meet client expectations and distribution objectives, there were
four critical initiatives identified

1. Maintain leadership position across
all main distrbution channels
= Presence, accassibility
= Functanality
*  Superior, brand aligned
expenence
2. Maximize productivity of existing
syslem
= Understand the economics
= Optimize capacity
*  Enhance productvity in each
chanmneal
«  Influence client usage of lower
msl_d‘saumamwlm for
service fransactions
3. Ewvolve distribution channels to
meet client neads and support
nusiness growth

B 311 18M Comoaban
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A series of quick wins were undertaken within each
strategic initiative with a focus on maximum return
while minimizing technical debt (no regrets)

+  |mprave the Online client experience and promate Online as primary senvice
channel

*  Enrolment and aclivation programs
*  Security guarantaes
*  Self Help tools — eMail deflection

*  Expand breadth of services and capabilities
* A number of pain points identified and addressed

*  Foster greater acquisition and growth orientation
*  Leveraged best practice Merchandising & Sales approach from the
consolidated teams

* Began a series of test and leams — lechnology Pol’s

< { + Improve information and channel management and develop enabling
2 infrastructure

2011180 Comorain
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While in parallel putting in place a plan to
address medium and long term needs

Improve the Online client expenence and promole Online as primary service channel
+  Online Redesign (New standards and Experience)
+  CIM toolset (eMail Management, Chat/Co-Browse, Knowledge Base)

= Expand breadth of services and capabilities
* Redesign product applications
*  Infroduce more sophisticated capability (i.e. PFM toalset)
* egEnable as much as possible

*  Fosler greater acquisition and growth arientation

*  Implement a robust eCREM engine — leverage best in class customer information
managemeant

Improve infermation and channel management and develop enabling infrastructure

+  Create a technology roadmap, introducing selutions that live togaether
harmoniously and position the channel for the future

X118 Compoakn
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We appreciate your feedback. Please don’t
forget to fill out your evaluation

Go to summitsmartsite.com from your mobile device or log on to SmartSite at any
Kiosk at the event:

Select the Survey icon
Complete the surveys for the sessions you attended
Submit your feedback

© 2012 IBM Corporation
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