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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 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.
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Customers are in the driver's seat. Connecting with them 
individually requires a consistent and engaging online 
experience 

Engaging 
customers with 
exceptional web + 
social

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

Changes required to meet customer expectations

Web

Social

Today
In 3 to 5 
years

Most important mechanisms to engage 
customers

16%
57%

47%
55%

Sources: IBM 2012 CEO study, Social Networking Leads As Top Online Activity Globally, comscore, December 2011. Social Media Influence In Purchasing “Social Media Now Influences Brand Perceptions, Purchase 
Decisions of 38 Million in US. June 2011, Social Commerce sales in US. Internet Retailer  U.S. Social Commerce Sales 2011-2015.Smartphone users making purchase, eDigitalResearch and Portaltech Reply 2012

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/
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Building a smarter planetWinning customer loyalty requires delivery of 
meaningful customer self service on the web 

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

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 transactions
Customer results with Customer Experience Suite self service

Source(s): Losses from poor customer service, The Cost of Poor Customer Service: The Economic Impact of Customer Experience in the US, Genesys. Harris 
Interactive, Customer Experience Impact Report. Online self service – March 2012 Coleman Parkes study of Customer Self Services. Customer results from self 
service. IBM Customer Engagements.

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

IBM's Web Experience software helps our customers achieve :

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

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

Reduce costs Time to Market

60% increase in online 
sales conversion

30% higher rating for 
web self service than 
help desk

62% customers didn't 
need to call

 84% faster time to 
find experts

85% sales conversion 
rate when use web 
tools

30% increase in 
referral rates

2X increase self service 
transactions

 61% faster service 
delivery to new 
customers

17% decrease in 
shopping cart abandon 
rate

Move up 3 places in 
national online 
customer satisfaction 
ranking

90% lower cost to serve 
customer

50% faster delivery of 
services to citizens

3X online sales Answer more than 1M 
customer questions 
a day

30% reduction in call 
center rates

Customer 
Satisfaction

Growth & 
Profitability
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Building a smarter planetIBM capabilities support the full range of customer 
relationship and self service needs

Customer Relationship Self Service Support

Customer Content 
Delivery

Product & Service Content

Marketing Content

Social Content

Self Service 
Delivery

Online Product & Service 
Delivery

Self-service problem 
resolution

Customer Contact 
Support

Dealer, franchise, store, 
distributor & branch support

Contact Center support

Account Mgmt

Registration & profile 
management

Bill Presentment & Payment

Loyalty Programs

Florida Blue
Royal Bank of 

Canada

Bharti Airtel Bank of MontrealCars.com

CareFirst BCBS AMP

GE Money
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Royal Bank of Canada transformed their online 
experience and self-service capabilities to 
increase customer satisfaction

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 5th to 1st in online banking satisfaction rankings
 Increased online self-service transactions by 2X
 Awarded 2011 Best Consumer Internet Bank in Canada—Global Finance magazine

Real Results

 Advanced from 5th to 1st in online banking satisfaction rankings
 Increased online self-service transactions by 2X
 Awarded 2011 Best Consumer Internet Bank in Canada—Global Finance magazine
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Royal Bank of Canada – Some of the key initiatives
That helped achieve success:

Quick Wins:
• Improve Online client experience and 

promote online as primary channel:
– Enrolment and activation programs
– Security gaurantees
– Self help tools – eg email deflection

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

• Technology POCs

Medium to Long term:
• Online UX improvements
• Email Management, Chat/Co browse & 

Knowledge base
• Expand breadth of online services
• Invest in eCRM and CRM integration
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Building a smarter planetBMO created an award winning customer self 
service experience that increased online revenue

BMO Financial Group wins 2011 CIO 
100 Award for www.bmo.com 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. 

Award: 2011 CIO 100 Award
Recipient: BMO Financial Group

http://www.bmo.com/
http://www.bmo.com/
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Bharti Airtel's self service experiences deliver millions 
of customers on-boarded for rapid business growth

Business Need

 Automating processes and delivering 
excellent service to grow revenue in 
price sensitive markets

 Deliver personalized content based 
on account level and usage

 Scalability to meet increased 
demand

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

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
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Building a smarter planetCars.com deepens brand awareness and 
interactions for customers 

2011 Web Marketing Association 
Award Winner!

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

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
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Florida Blue’s multi channel customer healthcare 
experience grew revenue and reduced costs

Business Need

 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 

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 

months)

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 

months)
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Member 
Self 
Service 
Portal
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Member Solution
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Member Results
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CareFirst BlueCross BlueShield wins 
2011 WebAward - Outstanding Website 
for www.carefirst.com

Entries for this award are judged on 
Design, Innovation, Content, 
Technology, Interactivity, and Ease of 
Use. 

CareFirst BlueCross BlueShield's website 
engages members and improves their 
online experience.

CareFirst created an award winning personalized 
member experience to deepen relationships and 
improve care
Award: 2011 Web Marketing Association’s WebAward 
Recipient: CareFirst Blue Cross Blue Shield

http://www.carefirst.com/
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• Australia has 12.1MM internet users

• 72% of internet pop. use Internet Banking

• eStatements were CBA customers no#1 enhancement

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

•  Customers are educated to expect this service

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

• Customer verbatims continuously request estatements 
& B Pay

• New Revenue – fees & spend volumes

• New Productivity Saves – paper, call 
reductions & digital processes

• Customer – improved NPS & Customer 
Satisfaction

• Online engagement means a quicker, easier 
and more convenient way for customers to 
be more engaged – or re-engaged – with 
their product.

• Current technology has reached its shelf life

• Our business requirements have evolved

• We want scalable, reusable & compliant technology

• Enhanced Security will be market leading

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

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

• All major final institutions have strong ebanking 
capabilities

• ANZ use digital banking as a differentiator 

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

• Major 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

1Customer Demand 2Financial incentives

3Technology 4Competitors

GE Money.com.au - Key Drivers
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| service

Trust & Safety
(Fee safe)

•Security Tips 
•Fraud Alerts
•Strengthen Site Security

Convenience
(I’m in control) 

•Product, Statement & Fee info 
•Manage your money tips
•Balance & Payment rec’d Alerts

Save Paper
(Green & informed)

•eStatements
•Digital access to financial 
transactions  

Pay Bills
(Save time & get points)

•BPay out
•Pay Anyone
•Direct Credit

features & benefits

1
2
3
4

 Outstanding service with real benefits 

GE Money - The Four Pillars
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The next generation of customer relationships and self 
service must adapt to how customers now interact with 
your business...

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

* David C. Edelman, Harvard Business Review, Dec 2010

Interactions are social, 
continuous, formal & informal

To increase revenue and profitability per customer 
requires a total relationship view of the customer
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Dynamic interactions from social channels & communities can 
accelerate the effectiveness of customer service  and customer 
relationships

 Respond to issues surfaced on social 
channels

 Start customer service processes on 
social channels and move to company 
run transaction

 Funnel to owned company customer 
service communities

 Active social listening for emerging 
problem areas

Customer 
Service

Customer 
Insight

Customer 
Relationship & 
Communities

 Generate awareness and capture 
interest from social channels

 Drive to product/service from social 
channels

 Funnel to owned company 
communities from 3rd party social 
channels

 Advocacy – cultivate proponents and 
champions

 Reach exponentially more customers 
and build interactions with them
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Successful self service solutions span these areas to 
build deep relationships with customers

Customer 
Service

Customer 
Insight

Customer 
Relationship & 
Communities

Help me solve a problem, 
answer a question, use a 
service, act on my 
account...

External Internal

Learn patterns of behavior, 
interaction from customers 
across owned and external 
properties/channels

External

Learn more about 
product/service, deepen affinity 
with product, brand, company, 
provide feedback, interact with 
company experts...

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

IBM Social Analytics 
(Web, Social, Lifecycle Analytics + Sentiment Analysis + 

Campaign / Email Optimization)

IBM WebSphere Commerce 
(Self service for purchasing, order fulfillment etc)
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Business is driven by relationships

 
          IBM's Vision for Exceptional Multichannel Self Service Experiences

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

IBM's solution for self service brings together 
IBM's web experience and Commerce capabilities

IBM Customer Experience Suite IBM WebSphere Commerce

Seamless buying experience across channels
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Targeted rules for content 
to help customers better 

answer questions and take 
action

Integrated analytics to 
quickly see customer use 

patterns from social 
media and other sites 

In-line content management let you optimize self 
service pages  with targeted content for more 
effective use
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Building a smarter planetImprove 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

Solve problems instantly 
Allow customers to find the right people to 
answer their questions

Enable customers to get 
problems resolved quickly

Drive excitement and brand loyalty by enabling 
direct communication from customers

Allow customers to 
provide feedback
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Support mobile 
self service 
applications

Desktop Tablet Mobile

Reach customers across multiple channels - 
mobile, web, and automatically display 
appropriate content to right device

Out-of-the-box 
mobile support 
included for  
social 
capabilities.

Leverage 
mobile themes 
and automatic 
device 
detection to 
deliver 
appropriate 
user 
experience for 
self service.
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In-line analytics for rapid insights help 
you adapt in real time to customer's 
behavior

In-line analytics overlay on 
web page to rapidly assess 
usage – allowing real time 

adjustments to help 
customers use services 
and applications better

Instantly see usage for 
specific self service 
capabilities and edit 

content to optimize use
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Make Better, Evidence-Based Decisions 
with Analytics

Leverage analytics to:
 Improve user engagement by 

measuring and then fine tuning 
the customer experience

 Intelligently manage your 
marketing resources 

 Make better decisions faster
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Building a smarter planetKeeping the customer whole: Customer Service 
is Critical!

Self Service
Web Content, Knowledge Base, 
Recommendations, IVR etc...
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

1:1 Customer Service (non-Self 
service)
Call Center
Email
Chat
1:1 synchronous communication with 
customer. Eg email thread, chat 
session, phone call.

47% of consumers expect a 
response to an online service 
request within 1 hour

$83B loss annually to US 
economy for poor customer 
service1

Community Customer Service
Communities, Forums etc
Social : IBM Connections, Twitter, 
LinkedIn, Facebook etc
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Building a smarter planetCustomers are transforming their self service experiences 
across these areas...where is your starting point?

Customer Relationship Self Service Support

Customer Content 
Delivery

Product & Service Content

Marketing Content

Social Content

Self Service 
Delivery

Online Product & Service 
Delivery

Self-service problem 
resolution

Customer Contact 
Support

Dealer, franchise, store, 
distributor & branch support

Contact Center support

Account Mgmt

Registration & profile 
management

Bill Presentment & Payment

Loyalty Programs
Social Content

Contact Center support
Loyalty Programs

Florida Blue
Royal Bank of 

Canada

Bharti Airtel Bank of MontrealCars.com

CareFirst BCBS AMP

GE Money
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Additional resources

 Customer Experience Suite
– http://www-01.ibm.com/software/info/customerexperience/

 Smarter Commerce Solutions 
– http://www.ibm.com/smarterplanet/us/en/smarter_commerce/nextsteps/index.html

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?

34

e
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• 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 

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

Thank you for joining us!
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