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The collective wisdom of 1,130 CEOs has led us to the five core 
traits of the Enterprise of the Future

Findings 
 Organizations are bombarded by change, and many are struggling to keep up
 CEOs view increasingly demanding customers not as a threat, but as an opportunity to differentiate
 Nearly all CEOs are adapting their business models—two-thirds are implementing extensive innovations
 CEOs are moving aggressively toward global business designs, deeply changing capabilities and partnering more 

extensively
 Financial outperformers are making bolder plays

CEOs can now assess how ready they are 
for becoming the Enterprise of the Future.

Hungry 
for 
change

Innovative 
beyond 
customer 
imagination

Globally 
integrated

Disruptive 
by nature

Genuine, 
not just 
generous

IBM 2008 CEO Study
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Business 
Automation

The Emphasis is shifting 

Business 
Optimization
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New Initiatives Increasingly Focused on Optimization

Business
Optimization

Collaboration
Agenda

Business
Automation

Application
Agenda

Faster Processing, Reduced Costs

Competitive AdvantageBusiness Optimization Growth 
is 2 Times Faster2 Times Faster than
Business Automation

Includes Hardware, Software and Services.  Does not include Networking, Printer, or Standalone Printer or PC Markets.  CGRs 2006 – 20011.  
Opportunity estimates based on analysis done by the IBM Market Intelligence Department. IBM Market Intelligence data is provided for illustrative purposes and is not intended to be a guarantee of market opportunity.

$117B
11.1% CGR

$594B
5.1% CGR

Call Center
Operations

ERP & 
Financials

Supply Chain
Management

Customer
Profitability

Financial 
Risk Insight

Dynamic Demand
Planning

Organizations Striving for Competitive Advantage
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The Evolution Of Collaboration

Document Centric

People Centric

Community Centric
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Communications and Social Computing 
                                             ...The Power of Participation

Connect to undiscovered information & experts

Discover new relationships

Execute better business decisions



Holds over 514,000 profiles and is 
the hub of user requests and all 
applications authentication for IBM.

Home of over 457,000 
bookmarks with 
>1,000,000 tags. Serving a 
contributor population of 
16,000 with enterprise 
search access to all 
IBMers.

Houses 1,000 communities 
with over 267,000 unique 
members.

Enables ad hoc collaboration 
with over 41,000 activities for 
67,000 users.

Hosts 13,000 weblogs, 105,000 
entries with >37,000 users and 
23,500 tags.  Used by IBMers 
as a source of ideas and 
information sharing. 

Social Computing at Work in IBM 
Connecting and empowering IBM’ers so they can respond faster
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The ROI is represented across the following dimensions

ROI

 Faster response to customer facing issues
 Improved effectiveness of intra- and inter-company 

communications
 Natural “economy” of finding and valuing ideas

Improved Growth 
Through Innovation

Faster Task Execution

Improved Efficiency

 Locate the right person in context of work
 Quicker access to best practices in context of activity
 Ability to route and share information in resolving issues

Increased Empowerment 
of  Key Resources

 Reduced recruiting costs for expertise already 
available in the company

 Reduced rework on overlapping projects
 Improved compliance via use of an integrated set of 

tools versus disparate internet web applications

 Greater leverage of key experts across an organization
 Improved retention of younger employees
 Faster development of high performing resources

Sample Benefit Areas & Value Propositions
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Increased Speed 
& Efficiency

Reduced Risk

Increased 
Innovation

Organic Talent 
Optimization

Foundation

GovernanceSocial CapitalTechnology

Talent Enablers

LearningExpertsContent Collaboration /
Social Networking

Roles

Enterprise Adaptability Services achieve increased innovation, 
efficiency and workforce performance by applying social networking 
technologies with organizational programs
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Social patterns, Semantic Content and Discovery

•Value created by participation
•Search evolves to discovery

Analytic tools to understand and measure social patternsAnalytic tools to understand and measure social patterns
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Simple ROI Example: “Individual” Sales
Embedding collaboration into current process shows “role 
interaction patterns” that are repeatable ROI models 

Product
Specialist

“Friend”

Customer

 Sales person knows limited number of people 
at company

 Leads are put into CRM system (eg, Siebel)
 Customer may ask friends
 Very one-to-one relationship and interaction

Sales

“Known”
Colleagues

Current State Future State enabled 
Embedded Collaboration 

 Expertise, instant messaging, document retrieval integrated into CRM 
system (list of experts and related documents shown when done 
entering lead)

 Sales person can simply click to reach expert
 Collaboration enabled with customer
 Company sponsors “product-related” community to foster consumer-to-

consumer interaction on “products”

Product
Experts

“Friend”

Customer Sales

Specific
Sales Experts

Expertise
Engine

CRM with 
“Expert 
Links”

Rewards
For assisting

sale
Sponsored

External
Community
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Simple ROI Example: “Individual” Sales
The role interactions are enabled by collaborative 
components that contribute measurable ROI 

CalculatedFuture State

CollectedBaseline

MHM

•Full social networking capabilities 
enabling customer-customer 
interaction

•Company sponsored events
•Analysis of community interaction 

Company ↔
Facilitated Customer 
Community

MMM• Instant Messaging
•Community Tools

Sales ↔
Customer

HMHH
•Expertise engine
• Integrated Instant Messaging into 
core CRM to show experts and 
documents in context

Sales ↔
Product and Sales 
Experts

Time to SaleCost of SalesRevenue per 
Customer

Conversion 
Rate

Contribution to ROI Element

Enabling ComponentsRole Interaction
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ROI Example: Compliance
The current interactions are 1-to-1 within offices and known 
support staff

Legal
Counsel

ComplianceDesk Trader
 Requires Compliance 

approval to make a 
trade

 The value of trades 
can decrease by the 
minute

 Supports many traders on a desk
 Approvals can cover many products and 

markets
 Varying levels of experience
 Only know few experts
 Few “helpful” data sources for more 

elaborate trades
 Advice not retained

 Legal department engaged to 
make rulings on many new 
areas of compliance

 Internal counsel can be heavily 
reliant on external counsel

 Much of the external advice is 
not saved
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ROI Example: Compliance
The application of the collaborative capabilities has a 
measurable impact on cost, revenue and risk

Internal
Counsel

ComplianceDesk Trader
 Quicker approvals
 More reliable 

responses

 Automatically identify and 
connect to experts 

 Save past advise
 Improved content access

 Connect to expert 
internal counsel with 
expertise engine

 Retain historic advice
 Age advice for 

currency

Policies, Advice 
History, etc

External
Counsel

Compliance
Experts

Expertise
Engine

Expertise
Engine

 Have select counsel integrated 
into firm collaborative platform

RiskRevenue

Cost

Cost

Cost

Cost

Cost

Risk

Risk

Trade Volume

Rewards
For Sharing

Compliance 
Workspace

External 
Collaboration

Counsel 
Selection 
Criteria

Key Roles:
Trader
Compliance 
Specialist
Internal Counsel
External Counsel
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ROI Example: Compliance
Role Interaction Pattern components and ROI 

CalculatedFuture State

CollectedBaseline

HM
•Legal Extranet
• Integrated Unified Communications
•Lawyer and response rating

Internal ↔
 External Counsel

MMHM
•Expertise counsel engine
•Historic advice repository with 
rating, etc.

•Content aging

Comp ↔
 Internal Counsel

MHHHH
•Expertise engine
•Reuse and expert rewards
•Retain and search advise

Comp ↔
 Comp Experts

HMH
•Quicker approval with compliance 
portal

•More “self-service” with advice 
retention

Trader ↔
 Compliance

Compl 
Turnover

Revenue / 
Trade

Violations 
/ Fines

External 
Counsel $

Trades / 
Comp

Decision 
SpeedEnabling ComponentsRole Interaction
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Key Lessons

 Make it easy to contribute to and leverage social content
– Build social and collaboration capabilities into applications

– Plugins

– Lots of linkages
 Get to critical mass fast

– Target deployments
 Think about social currency and rewards

– Leverage pattern based ROI cases
 Learn from others
 Watch the public laboratory
 Allow the culture to evolve

– Balancing control with freedom

– Teaching good judgement is always the best route to security and compliance
 It takes new skills to manage in a culture of innovation



17 Role Interaction Patterns and ROI

Thank you
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Linking people together
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Micro Blogging
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A Social Dashboard
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Sharing ideas and perpestives
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Sharing and socializing content 


