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Are we really in more turbulent times than before?

�In business, turbulent times are our new reality. 
It will not “get better”. 

�Speed of business, complexity of challenges and 
volume of information will only increase over time,  
resulting in lesser and lesser time per decision.

�Less time per decision must not result in less quality. 

�We need to react, strategically and operationally, but how?

�It is basically all about focus and balance supported by systems that give 
insight versus systems that just provide information. 

�With this most businesses see turbulent times as an  opportunity for 
differentiation. The CIO office is in a unique posi tion to add value. 
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Is IT Ready for the Challenge?

Only 1 in 5
organizations allocate more than 
50% of IT budget to new projects

* 2012 IBM Global Data Center Study

68% of IT 
operating costs in 2013 will be for 
management and administration

29%

1996

68%

2013

* 2012 IDC
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What’s Driving Innovation and Market Growth?

Cloud

BPM

83%

74%

68%

60%

58%Security
Intelligence

Big Data 
Analytics

Mobility
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We’ve Seen This Before 

Transaction Systems 

1960 –

1990 –

2010 –

Web, e-business  and SOA

New Era Analytics
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Leveraging Analytics Optimizes Outcomes

Grow, retain and 
satisfy customers

Increase operational 
efficiency

Manage risk, fraud 
and compliance

Transform financial 
processes

10
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cash flow
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Decrease in 
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risk
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Consumer Experience Framework – 10 years ago
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Technology is changing how customers interact

• Social media changed purchaser influence; opinions viewable instantly
• Mass customization and personalization of products and services

The consumer has taken charge... 

Customers have lost confidence in institutions

• 76% of customers believe companies lie in advertisements 
• Growing trust gap in many consumer focused industries

Expectations have changed

• Focus is on value, transparency and accountability
• Customers want to be seen holistically across the enterprise

Institutions need to rediscover their customers

• Consumers are experiencing brands in new ways though new channels
• Micro-targeting: the move beyond 1 on 1 is accelerating

Evolving
Expectations:
� Timely
� Localized
� Experiential
� Personalized
� Information

Sources:   http//www.nae.edu/cms/Publications/The Brodge/Archives/7356/7596.aspx; Internetworldstats.com; Strategy Analytics; Informa
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Define strategy

Run the business

Make decisions 
based on actual 
situation

Act

Execute

Watch what is/has 
happening/happened

Observe

Monitor & Report

Make sense of 
the big picture

Orient

Assess & Analyze

Know & choose 
what to do

Decide

Determine &  Improve         

Conceptual Framework for Decision Management
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Customer Experience Framework today

Research 
Product

Marketing

Sales

Support/Services
Feedback Management

Social Intelligence Research

Product

Purchase

Product

Use

Product

Advocate

Product

Get Customer 

Service

Up/Cross

Sell



© 2012 IBM Corporation

Customer experience framework – From the enterprise viewpoint
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