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Making Decisions Collaboratively 
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Note

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.
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The Conceptual Age

It's all about People!

Where should collaboration support decision making ?

The value of Combining Decision Making and Collaboration

Conclusion

Agenda
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We have developed library sciences
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Thomas Jefferson's Baconian method
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Melvil Dewey
And the library classification 
system
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So, why is it hard to find what you are 
looking for ?
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Gutemberg
The man who put pressure on 
content
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The printing press distributed power
Everybody can be a reader
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Today, everyone has a « press »
Everybody is a contributor



Page 11

1.3 Billion RFID tags in 2005
30 Billion RFID tags by 2010

Twitter process 
7 terabytes of
data every day

World Data Centre for Climate
220 Terabytes Web data
9 Petabytes additional data

Facebook processes            10 
terabytes of data      every day

Capital market data 
volumes grew 1,750%, 
2003-06

4.6 Billon Mobile Phones
World Wide

2 Billion Internet 
users by 2011

Data Welfare
We have all data we need at 
our disposal
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We have access to way more 
content than we can manageData Opulence
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Business leaders frequently make decisions Business leaders frequently make decisions 
based on information they don’t trust, or don’t based on information they don’t trust, or don’t 
havehave

1 in 3 83%
of CIOs cited “Business intelligence and of CIOs cited “Business intelligence and 
analytics” as part of their visionary plansanalytics” as part of their visionary plans
to enhance competitivenessto enhance competitiveness

Business leaders say they don’t have access to the Business leaders say they don’t have access to the 
information they need to do their jobsinformation they need to do their jobs

1 in 2
of Customers will look to replace their current of Customers will look to replace their current 
warehouse with a warehouse with a pre-integratedpre-integrated Warehouse  Warehouse 
solution in the next 3 years,solution in the next 3 years,
only 14% have todayonly 14% have today

35%

Sources:
• IBM Institute for Business Value, 2009
• IBM CIO Study 2010
• TDWI: Next Generation Data Warehouse Platforms Q4 2009

Poor Rich man
… but people are starved for 
the right information and 
insight
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…yet businesses need to improve service and 
manage risk while controlling costs

The volume and variety of 
information can be 

overwhelming; expert insight 
and collaboration are critical

Flexibility is essential to 
responding effectively to 
opportunities or threats

Regulatory or legal risks 
require consistent 

adherence to critical 
policies and rules

Automation has handled 
the routine; exceptions are 

now the norm;
activities are complex

New content brings many more  
challengesMore with Less
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The Conceptual Age

It's all about People!

Where should collaboration support decision making ?

The value of Combining Decision Making and Collaboration

Conclusion

Agenda
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So, you have CONTENT ASSETS that you have invested in
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Repositories
File cabinets
File servers
Email archives
Web servers
Databases
Storage devices

Where your content lives ? (hint : anywhere)
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Some would have you believe
people revolve around content
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Managers who 
miss key 
information when 
making business 
decisions 

60%
Unstructured 
content that is 
currently not 
being managed 
by organizations  

90%
New data growth 
from 
unstructured 
content, e.g. 
email, 
documents, 
images, video and 
audio

80%

Sources:  Various IBM and public studiesSources:  Various IBM and public studies

Organizational 
content that 
carries risk 
without 
delivering 
business value

50%

The big trap Your organizational 
advantage is trapped in your 
content
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We can’t ignore the symptoms of an
overwhelmed content-centric model
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What if content isn’t the 
center of our knowledge universe?
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What about people? 
Aren’t they the primary source of knowledge?
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A different perspective
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PEOPLE are core to your BUSINESS
companies don’t do business with 
companies…people do 
business with people
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By nature, PEOPLE are SOCIAL given the chance, people will 
share their ideas
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SOCIAL NETWORKS are on the rise in the consumer space
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SOCIAL NETWORKS are on the rise in the business space
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What if we leverage this SOCIAL CAPITAL ? in your business
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So, why don't we consider a people-centric 
model ?
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The Conceptual Age

It's all about People!

Where should collaboration support decision making ?

The value of Combining Decision Making and Collaboration

Conclusion

Agenda
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“I need to easily access decision history in order to learn, 
reference and create best-practices.”

“I need to easily connect with people who are relevant 
to the decisions I make.”

“I need to better understand the perspectives of my 
colleagues.” 

Decision and People
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Which one to use?
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Which way do I go to get what I need?



Page 34

The knowledge-sharing gap
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Silos of content
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Information loss
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Situation
Sales reviews are conducted by senior management 
to assess what’s working and what’s not between 
functional and geographic responsibilities

Pain Points
Maintaining visibility of projects and initiatives 
contributing to sales results, particularly those 
spanning review cycles
Clearly identifying stakeholders and expectations

Solution
Consistently promote a common view of the evidence 
and data (Cognos BI)
Single point of reference for notes, actions, links to 
reports and dashboards and information (Lotus 
Activity)

Example : The Quarterly Sales 
ReviewWhy Collaborative Decisions Making ?
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Situation
Hot situations are escalated for specialized investigation or to 
defuse friction with the account
During regular review meeting, senior staff review case load to 
determine which ones are customer-specific, which ones warrant 
a product change or possibly something more unique.

Pain Points
People miss the meeting, change roles, and the corporate 
memory from previous escalations is in notebooks and email
The more time zones, locations, and teams requires greater 
support for asynchronous communication
Follow up on actions is inconsistent or untraceable

Solution
Single point of reference for notes, actions, links to reports and 
dashboards and information (Lotus Activity)
Contribute specific data points, performance metrics

Example : Customer Service 
EscalationsWhy Collaborative Decisions Making ?
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The Conceptual Age

It's all about People!

Where should collaboration support decision making ?

The value of Combining Decision Making and Collaboration

Conclusion

Agenda
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To…From…
Role-centric capabilities Common workspace with 

progressively more 
interaction...People-centric

Business 
User

Manager

Executive

Manager
Business 
Analyst

Business 
User

Business 
Analyst

Executive

A Collaborative Approach to decision Making
Key business decisions are not 
made  alone, they are made by 
multiple people
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Key Benefits
• Centralize all decision-related information

• Include business analytics alongside notes, 
files, discussions, actions, etc.

• Enable an understood, but not automated, process
• Retrieve a single historical decision
• Track decisions and initiatives
• Analyze decisions at a future date

Where it works best
• Problems or activities which are open-ended. 
• Cross-functional expertise or geographically 

dispersed teams are involved
• Transparency is needed to develop best practices or 

as input into a future decision

41

Collaborative Decisions Making
Facilitating the Human 
Dimension of Business 
Intelligence and Content 
Management
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Operational

Tactical

Strategic
• Financially oriented 
• Monitored with scorecards and 

dashboards
• Understood with complex analysis 

and modeling

• Few decisions made
quarterly, annually

• Senior audience including CEO, 
COO, business/financial analysts

• Daily, weekly, monthly
decision support

• Mid-level management  including 
director, VP level

• Decision triggers include 
escalations, reporting periods, 
product or release cycles, etc

• Processes understood but not 
formalized

• Data complements expertise

• Self service autonomy
• Take action with exceptions, 

alerting and collaboration
• Highly structured processes, 

exceptions driving response

• Driving 1000s of decisions on 
information now

• Broad audience of users across 
operational units

Social Networks connect decisions across 
the organization
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It’s not just about availability 
or even accuracy, it’s really 

about Credibility 

and Value 

Which one to use ?
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Communities 
are one way to get the 

direction you need. They 
put you in touch with the 

right people and the 
relative content 

Which way do I go to get what I need?
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Tags identify subject 
matter experts and helps 

people with questions find 
the people with the answers

The Knwoledge sharing gap
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Social Bookmarks 
share ideas and content across 
organizational boundaries and 

generates new connections with 
similarly interested people

Silos of content (and ideas)
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Using libraries, activities, 
community files, etc. you can 

store Content in the 
Context of the 

work being done. 

Information loss



Page 48

...and you can solve additional business 
problems....
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Like … who's who in the zoo!
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Profiles not only 
points to a person, but also 

provides credentials

Like … who's who in the zoo!
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Activities
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Activities quickly 
get you going and keep 

you (and others) on track
…and keeps your head 

out of your in-box 

Activities
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Inform

Engage

Align

Business Intelligence

Delivering the right information to the right people at 
the right time

Actively exploring, analyzing and using information

Collective intelligence to share insights and gain alignment

Delivering business users the freedom they 
need and IT the performance, security and 
reliability they demand.

Inform

Engage  

Align

The new promise of BI
Key business decisions are not 
made  alone, they are made by 
multiple people
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• Annotations
• Common business terms
• Collaboration

Align

Align

Engage

Inform
● The best decisions cross over many decision 

makers, functions, departments, systems and 
processes.

● Individuals have key insights, knowledge and 
anecdotal evidence critical to effective decisions

Requirements
● Collaboration and social networking to form decision networks
● Linking BI to everyday tasks
● Adding business context to information 
● Workflow to establish accountabilities and accelerate alignment

Why it is a business imperative ?
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Capabilities/Features
Support for annotations/comments
Surface common business terms
Visualize data lineage
Built in collaboration and social networking
Support for workflows

• Annotations
• Common business terms
• Collaboration

AlignCollective Intelligence to share insights and 
gain alignement
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Gartner: “You are further ahead than anyone else in the marketplace.”

Business Intelligence + Collaboration
Complementary Capabilities
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The Conceptual Age

It's all about People!

Where should collaboration support decision making ?

The value of Combining Decision Making and Collaboration

Conclusion

Agenda
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You need to LEVERAGE these assets throughout your organization
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It needs to be EASY and NATURAL like being social
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And in the CONTEXT of your BUSINESS
integrated into your daily 
work
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Vision for Collaborative Decision Making

Exceptions
and Trends

Goals, Key
Performance

Indicators (KPIs),
Rules
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get together and collaborate People

… to do business better !
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better !

People

… to do business better !
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Social Everywhere !

« Social » needs to be embedded in 
the fabric of business processes...

… allowing people to collaborate in the context 
of their business activities....

Being social is not an additional task to be done… 

… it is the way in which Business needs to be done!
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Social Everywhere !

« Social » needs to be embedded in 
the fabric of business processes...

… allowing people to collaborate in the context 
of their business activities....

Being social is not an additional task to be done… 

… it is the most natural way in which Business needs to be done!
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ideas? questions?
comments?
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67 Thank You !
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