The Digital Experience Revolution
Preparing for a very different tomorrow

Liliana Sierra| Digital Consulting Services Leader



Customer Experience is becoming the next battleground...
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The experience revolution: The game is on!

Four clear messages stand out....
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1. Companies need to think more broadly
about experience

Respondents overwhelming cite the need to attract new customers and drive market share as the reasons for
enhancing customer experience. Far fewer see the goal as cost reduction. But is this short sighted?
Metrics driving customer engagement strategy

62%
57%

Attract new customers

Increase market share
35%
34%

Increase cross sell and upsell rates
Introduce new revenue streams
24%
22%
21%
21%
20%

Increase share of wallet
Improve Net Promoter Score (NPS)
Increase conversion rates

Decrease existing customer attrition

Reduce customer service costs .
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2. The world will be radically different in 12 months

Companies are aggressively launching a multitude of digital initiatives to enhance their customer experience. But
this digital activity needs to be coordinated across the enterprise to have the biggest impact.

Customer engagement initiatives that companies are implementing within the next 12 months
86%
%
80%
80%

Mcobile apps customers download to use in physical location
Mobile payments or mobile loyalty programs
loT (e.g., automobiles, appliances)
Location services (e.g., NFC, GPS)
Voice command (e.g., Amazon Echo) 70%
61%
59%
55%
51%

Click and collect (purchase online, collect in store)
Data-driven virtual showrooms
RFID technology customers can access
Wearables worn by customers

Virtual reality or augmented reality 50%
3D printing 47% ::liii::
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3. What you don’t measure, you won't get

Integrating physical and digital experiences can be challenging, but respondents’ number one concern is
cost. Calculating measurable benefits are critical to justify initiatives, and doing nothing has a cost, too.

Companies’ challenges integrating digital and physical customer experiences

Overall cost of the project 59%
Disruption to current business models and processes 40%
Security/Privacy concerns 39%
Lack of required infrastructure and systems 30%
Not enough people with the right skills 25%

Lack of strategic vision 22%
Inability to bring different sources of data together for insight 22%
Inability to collaborate across the enterprise 22%

No single view of the customer 20%

Corporate culture does not support necessary changes 18%
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4. Build your ecosystem of talent

The fight for talent continues to intensify. Respondents are more inclined to fill their skill gaps internally, but
given the competition for talent, building an ecosystem to enhance expertise is vital.

Filling the skills gap
Develop emerging leaders early in their career 66%
62%
61%

Hire new employees

Enhance skills of current employees to fill necessary gaps

Find new external partners to fill specialized roles 38

37%
33%

Use current external partners to augment capabilities

Hire contractors and freelancers

20%
17%

Crowdsource new approaches

Qutsource the project(s) to a partner(s)
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Redefining Boundaries

IBM Institute of Business Value

We interviewed:

5 i 247business leaders

Chief Executive Officers (CEOs)
Chief Financial Officers (CFOs)
Chief Human Resources Officers (CHROs)

- Chief Information Officers (ClOs)
Chief Marketing Officers (CMOs)
657 Chief Operating Officers (COQOs)

“The ‘Uber syndrome’ — where a
competitor with a completely
different business model enters your
industry and flattens you.”

Judy Lemke, CIO, Schneider, United States



Transformation is driving the evolution
and creation of new business models
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Experience journey Digital ubiquity Omnichannel

...and disrupting
operational models.
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New business models disrupt legacy players

World’s largest World’s biggest World’s most
transportation media valuable

company... company... retailer...

World’s largest
accommodation
provider...

World’s largest
video conference
company...

owns no creates no has no
vehicles content inventory

owns no real

has no telco

infrastructure

n Alibaba.com

UBER

Source: The Battle Is For The Customer Interface, Tom Goodwin, Havas Media
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CxOs expect to revolutionize business tomorrow are
already Iin play today

Technologies revolutionizing business (in 3 to 5 years)

Cloud computing and services _ 63%
Mobile solutions I 5
Internet of Things (IoT) I -
Cognitive computing T

Advanced manufacturing technologies I s

New energy sources and solutions T 23

Bioengineering - 12%

Man-machine hybrids B 10-
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Organizations transform user relationships by
iInvesting in digital capabilities

Digital Transfor
Framewor

Reinvention

Digital Reinvention

r Preparing for a very different tomorrow

Integrate

Digital transfa
Creating new business model

Transformation

Leverage

Reshaping the operating model

Create Value Proposition Focus
- N
Enhance Extend Re-define

Reshaping the consumer experience
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Strategy

= Begins with a

focus
on experience

Embracing
disruption

Governs a unique
business model
and ecosystem

©2016 IBM Corporation v4.21

Operations

= Continuously self-

reinvents

Fosters a culture
that encourages
iterative innovation

Integrates physical
with digital

What does a Digitally Reinvented firm look like?

Technology

= Decapitalizes
investments by
sharing and renting

= Fluent in Agile,
Analytics, Cognitive
and Mobility

= Operates at the full

potential of enabling
technologies






Digital Reinvention Drivers
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Digital Reinvention Drivers

Cognitive &
Analytics

Cloud Restless New Mobile
Talent Business
New Models
Expertise
Orchestrated Experience Market
Ecosystems Activation
001
11001
Internet {{3}““ New Ways .
of Things ) Work ) Social
Responsive L0 WoOr Actionable
Operations Insight
Security
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Creating Unique Customer Experiences




1. Beware of false choices

Create new digitally enhanced
customer experiences

to grow revenue and loyalty
and

build frictionless engagement
for customers and employees.



2. Make customer experience an integral part of
your business strategy

Take your customers’ vantage point
and ruthlessly assess and improve your
end-to-end delivery model against
customers’ ever-rising expectations.



3. Start a new dialog on value

Create an integrated view on value
creation from experience initiatives that
covers revenue and cost efficiencies,
with clear metrics for enhancements.



4. Manage the internal/external paradox

If you focus only on hiring internally,
you'll miss the value of an ecosystem —
access to the right skills and knowledge
from multiple sources In an efficient,
flexible way.
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