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Innehåll

� VD säger: Knyt kunden närmare

� IT har flera viktiga roller för detta

� Funderingar kring sociala verktyg
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Länkar för Global CEO study

� Studien
– http://www-935.ibm.com/services/us/ceo/ceostudy2010/index.html
– Flera C-suite studier http://www-935.ibm.com/services/c-suite/series-download.html

� http://www-935.ibm.com/services/us/gbs/thoughtleadership/
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1,541 CEO interviews

2010
Capitalizing on Complexity

2008
Enterprise of the Future

1,130 CEO interviews

2006
Innovation

765 CEO interviews

2004
Your turn!

456 CEO interviews
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60 länder, 33 branscher

13%
Communications

25%
Distribution

18%
Financial Services

24%
Industrial

20%
Public 25%

Growth markets
21%
North America

42%
Europe

12%
Japan

Sectors Regions
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Framgång under krisen

Framgångsanalys
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Standouts capitalize on complexity in three ways

• “Getting closer to customers” is the 
single most important theme 

• Better understand customer needs 
through collaboration and info sharing

• Exploit the information explosion to 
deliver unprecedented customer 
service
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83%

Others

95%

Standouts

Getting closer to customers

14%
more

Getting closer to customer

People skills

Insight and intelligence

Enterprise model changes

Risk management

Industry model changes

Revenue model changes

88%

81%

76%

57%

55%

54%

51%

Dimensions to focus on over the next 5 years

“Our customers want personalization of 
services and products. It is all about the 
market of one.”

Tony Tyler
CEO, Cathay Pacific Airways, Hong Kong
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CEOs’ view of “How customer expectations will change over the 
next 5 years”

12%82% 6%Better understanding of needs

20%70% 10%New or different services

20%69% 11%More collaboration, information sharing

22%61% 17%New or different products

25%51% 24%New or different channels

24%45% 31%Stronger focus on price-value equation

30%46% 24%Increased focus on social responsibility

Not at all/to a limited extentTo a large/very large extent To some extentAll participants: 
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To stay in lockstep with customers, Standouts better understand 
preferred channels and price-value trade offs

42%

Others

58%

Standouts

Focus on 
price-value equation

38%
more

45%

Others

51%

Standouts

Use of new or 
different channels

13%
more
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Customer-centric CEOs exploit the information explosion to better 
understand and serve customers

49%

Other
CEOs

63%

Customer 
focused
CEOs

Impact on organization of
information explosion

29%
more

66%

Other
CEOs

78%

More focus on 
insight and intelligence 

to realize strategy

18%
more

Customer 
focused
CEOs

... to generate insight and intelligenceCustomer focused CEOs use data...
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Seizing the upside of complexity

Honor your customers 
above all else

Use two-way 
communications to  
sync with customers

Profit from the 
information explosion 

Embrace ambiguity

Take risks that disrupt 
legacy business models

Leapfrog beyond 
“tried-and-true”
management styles

Simplify whenever 
possible

Manage systemic
complexity

Promote a mindset of 
being fast and flexible

1 2 3

Be “glocal”

Reinvent
customer

relationships

Build
operating
dexterity

Embody
creative

leadership
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Pralinbild http://www.flickr.com/photos/ciordia/3850043156/
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M&M-bild http://www.flickr.com/photos/12936340@N06/2347605501/
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Convergence of Social and Analytic Technologies Transform the 
Way Businesses Operate

Data

� Data aggregation
� Smart filtering
� Meaning extraction
� Consumable analytics
� Process orchestration
� Stream processing

Analytics

� Customer Sentiment
� Unmet Needs
� Talent Discovery
� Reasoning and Decision Support
� Crowdsensing, Crowdsourcing
� Teaming, Incentives, Motivation

Society

Organizations

Teams

Individuals

Social

Social
Data from and about People

Physical
Sensors & Streams

Enterprise

Business 
Process 

Transformation
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Socially Synergistic Enterprise Solutions Can Provide Differentiating 
Value

Physical Meets DigitalCustomer Care and Insight Workforce Optimization

Financial Operations Smarter Commerce Advanced Case Management
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Adoption of Social Tools is Increasing Rapidly

Public

Companies plan to increase spending on social despi te recessionGrowth in Adult Social Network Site Use, 2005-2009

Enterprise

Fortune Global 100 Companies

Companies with ...

65%
54% 50%

33%

Twitter
Accounts

Facebook
Fan Pages

YouTube
Channels

Corporate
Blogs

Twitter Accounts

65%
72% 71%

40%

67%

Total US Europe Asia LatAm

Facebook Fan Pages

54%
69%

52%
40%

33%

Total US Europe Asia LatAm

50%
59%

52%

35% 33%

Total US Europe Asia LatAm

YouTube Accounts
US Mobile Subscribers 
Accessing Social Sites

Source:Burston-Marsteller

347%4,7001,051Twitter

-7%11,43912,338MySpace

112%25,13711,874Facebook

ChangeJan-10Jan-09

(Thousands)

Source:comScore MobiLens
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Social Technologies Used in Point Processes

Social network-based advertising 
achieved 70% ROI, outpacing

TV and Online marketing

Social computing and community forums
lower customer and partner support costs.

One question viewed 37k times, saving ~$70k.
Location based social incentives

Automotive industry exploring integrating social 
capabilities to enhance car experience

Sold 2.5 million kits 
leveraging social and 

game techniques

Integrated OfferingIntegrated Offering

Crowdsourcing new features . 
Reports $3M in revenue using Twitter 

to notify customers of deals 

Marketing, Promotion

Crowdsourcing new product 
and promotion ideas increases 

customer loyalty

MarketingMarketing

Connections-based employee social 
collaboration with over 500 cross-silo 
communities. One generated 118 ideas 

being implemented.   

Internal

Promotion Support Promotion

Listening to buzz on Youtube and 
Facebook led to creation of High Fructose 

Corn Syrup-free Hunts Ketchup

Adidas Pitney Bows McDonalds
foursquare

ConAgra Foods STARBUCKS DELL

CEMEX NikeGM
facebook Honda

Toyota
G-Book
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Issue discovered in enterprise
sales and market-basket data
Losing share to a competitor in a key 
market

Correlation and analysis of external
(message boards, blogs, newsfeeds, 
tweets) and internal (customer calls, 
sales, ad spend, KPIs, etc.) to identify root 
cause

topic identification
sentiment and brand
association analysis

100000+ 
discussio
n forums

30,000+ 
news 
feeds

2 billion+ 
blog 
postings

twitter 
activity

Marketing Managers and other employees diagnose issue, develop solutions,
make go/no -go decisions. Collaborative Reasoning decision tools structure
process, populate with relevant data, support what-if predictive analyses.
Question arises on whether shelf placement has changed.

Query broadcast to supermarket field reps to crowdsource quick response ,
which is automatically tabulated, comments analyzed, insights extracted and fed
back into decision space.

Customer Care and Insight
Transforming how a Company Manages its Brands

Large consumer 
product company
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Success Requires a Pluggable Social Framework

Items in Customer Care & Insight Scenario

Enterprise and External Data Sources

Analysis

Services

Applications

Crowd sourcingCrowd sourcingGame
Techniques

Game
Techniques

BrainstormingBrainstorming OrchestrationOrchestration

ReportingReporting

Social DiscoverySocial Discovery Social Network AnalysisSocial Network Analysis

RecommendationsRecommendations ProfilesProfiles

Relationships
Analysis

Relationships
Analysis

Behavior
Analysis

Behavior
Analysis

Content
Analysis
Content
Analysis

Social 
Visualization

Collaborative
Reasoning

Collaborative
Reasoning

Industry Solutions

Big Data / Big Insights

� Integration of social 
capabilities for specific 
solutions 

� Incorporation of new 
techniques as they 
emerge

� Opportunity for 
business partner 
ecosystem
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Prototype: used at several IBM events

Current Project: Visual Backchannel Monitoring Twitter activity

Trending terms on twitter fed to 
internal analytics to recognize 

problem and automatically 
create team for quick action
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Lego.com
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Sociala verktyg, några saker att tänka på

� Ni äger inte ert varumärke
– Nästan hopplöst att ”rätta” åsikter i allmäna forum (andras twitter, facebook, bloggar etc)

� Använd egna sociala verktyg
– Forum, mina sidor etc
– Facebook, twitter, bloggar...

� Viral spridning är
– Svårt
– Lätt att trampa fel. Be alltid om lov – explicit – innan ni tweetar, facebookar i någons 

namn
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Watson http://ibm.com/watson
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�Framgångsrika VD:ar säger: Kom närmare kunden

�Använd IT
–Nya kanaler
–Kontakt
–Analys

�Var social, men med ömjukhet och omtanke



© 2011 IBM Corporation

END


