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Host: Ladies and gentlemen, I’d like to welcome you to today’ s live meeting
sponsored by IBM and hosted by Information Management.

Before we get started, | would like some of the ways you can participate using Microsoft
Office Live Meeting. This presentation is being recorded and you are currently in listen
only mode. The feedback drop down list found in the upper right corner of the client
allows you to give feedback to the presenters by clicking on the pull down list and
changing your feedback color. In the top left corner of your client you will see tabs that
can be opened and docked to the edges of your screen. If you would like afull screen
view, you can close these panes individually or hit control H or F5 on your keyboard. |
would liketo call your attention to the Q& A pane located above the content display.
Click Q&A to display the pane. We encourage you to ask questions at any time. Simply
type your question into the field next to the ask button and then click ask. Please note you
may have only one question pending at a time but may change your question by clicking
the edit button in the Q& A pane. Remember that if you change your question, your
original question will be removed from the active queue but all questions are logged
during this presentation. Y our questions will be addressed at the end of today’slive
meeting. Y ou will have the opportunity to give feedback by voting on polling slides
during the event. When a polling slide appears, please select your answer by clicking the
appropriate radio button next to the color that corresponds to your answer directly on the
slide. Should your browser freeze or you lose your internet connection, simply click on
the link in the meeting invitation to renew your conference session and if you do
experience any technical difficulties during the event, please turn your feedback color to
red or dial in the US/Canadait is 800-893-8779, outside the US/Canadais +1 971-544-
3222 and that isfor Live Meeting technical assistance. Finally, please note if you have
changed your feedback color to indicate a problem you can expect a one on one chat to
help resolve the issue.

Now, without any further delay I'd like to hand it off to your moderator today and that is
Eric Cavanaugh. Eric, you have the floor.

Eric: Ladies and gentlemen, hello and welcome to the Information Management
webcast series. My name s Eric Cavanaugh and I’ll be your moderator for today’ s even
entitled, discover anew kind of intelligence, how the information you have can get you
the results you need and we' re pretty excited about this today because | think thisis
speaking to avery common thread that we see these days, namely doing more with less
or at least doing more with what we already have. That seems to be a very common
mantra out there in the workplace and it speaks to really the amount of information that
we have these days available to us. Obviously industries like business intelligence help us
gather data and organize data and analyze data and use that analysis to drive back into
business processes, to change processes to try things that are new to streamline
operations, to automate business processes and so on and so forth, but what | like about
this concept and we' re going to hear from our speaker herein just a second isthat he's
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talking about what they’re calling a new kind of intelligence and it’ s not necessarily new,
but it isanovel approach and it speaks to the fact that you can look around your
organization and take more of a strategic view perhaps and there are probably lots of
information sources already available to you that you can tap and harness and use to drive
value into your business. So we' re excited about the topic today because it really does
speak to the current state of our economy and necessity is the mother of invention I’ve
aways believed. So we're going to learn about some of that stuff today. There’s aquick
slide about me and enough about yours truly.

Our main speaker today is named Eric Salm. He isadirector at IBM and heisin the New
Intelligence Market Management space. So what IBM is doing isthey’rereally trying to
find ways to leverage or to help customers leverage the assets that they aready have.
Obviously maybe it might make some sense to bring in some new software or some new
services or something along those lines but | think it speaks to the wisdom of Big Blue
understanding that alot of folksjust realy need to get by with what they have at least for
the time being. So he’ s going to help us kind of understand what this new intelligenceis
all about.

Obviously we always encourage folks to ask questions. That’s the best way you can get
customized value out of these presentations. So please don’t be shy. Raise your hand,
send a question in. We will queue them up for a Q& A at the end of this broadcast, so just
have those ready and we' |l have a polling question or two in here as well. When those
come up, if you could just take a quick second to let us know what you think and what’s
going on with you. We always want to know what you want to know.

So with that, I’'m going to hand it over to Mr. Eric Salm. Eric, the floor is yours.

Eric/IBM: okay, well thank you very much, Eric, and let me start by just thanking
everyone for joining us today or for listening to the recording at a later date. Very excited
to bring to you a discussion of anew kind of intelligence. The world weliveinisreally
changing in some very dramatic ways. It’s increasingly instrumented and it’ s increasingly
interconnected and it’ sincreasingly intelligent. We're moving toward what IBM’ s calling
asmarter planet and really information is at the heart of the change that’ s happening here.
Businesses that are taking advantage of this new wealth of information are really able to
make more intelligent decisions and to gain a competitive advantage over their
competitors by being smarter about how they take advantage of their information, how
they use it and what strategies they take for using that information to optimize their
business.

In this webcast what we'll do iswe'll explore what’ s changing and why and how you can
take advantage of these changes to drive new intelligence in your organization.

The world is getting smaller, flatter and increasingly digital. There’ s really no debate that
our planet’s becoming smaller thanks to the global network of communications and
information technology. It’ s also becoming flatter thanks to the emerging markets, open
trade and other changes in the dynamics of the world. So these changes are really creating
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an opportunity for us to become smarter as well. In addition to becoming smaller and
flatter, it’ sincreasingly digital and that means that we can monitor, measure and
communicate differently than we ever could in the past and what that says is we can be
more productive, more efficient, more sustainable in amore livable world. That’s the
opportunity that we havein front of us.

Now, the reality of living in this globally integrated world isreally upon us now. Thereis
economic integration and future uncertainty. | think the last few months we' ve all seen
just how interconnected the world really is and how economic changes from one place in
the world can really be transmitted other placesin the world very quickly. There are
increasingly complex supply chains. That’s akey change and increasingly empowered
consumers, consumers that have information at their fingertips where they can drive what
their suppliers and vendors and retailers and other types of organizations, their
governments, to really meet their needs more effectively. There are new competitors and
fast changing industry dynamics that are happening really across many many industries.
Those competitors might be new web based kind of competitors or it might come from
mergers and acquisitions that suddenly thrust a company you never had to think about is
suddenly your competitor and that can change the way the entire industry works. There's
ashift of power in the case of superpowers and some of the bigger growth in theworld is
really coming from emerging economies right now. That’s a big change as well and
energy shortfalls and erratic commodity prices are becoming a much more common
occurrence which really changes the way we think about those areas and access to energy
and access to other kinds of supplies. So all of thisis contributing to the unprecedented
amount of new information that’s really being generated and paradoxically that new
information really presents both really a challenge and really an opportunity for
organizationsto try to seek insights and improve their business.

Let’stalk a minute about the explosion of information. Now the sheer enormity of the
information that’ s being generated every single day is really upon usin terms of the
volume of new information generated every day, the types of information and the forms
of that information. Now, we're used to having alot of structured information, numbers
and databases although that’ s growing very very quickly, but what’s also growing is
unstructured information, things like emails, like documents, like images and video, and
those new types of information are providing an incredible opportunity for usto get even
more insight into our customers, into our operations but in order to do that, we have to
think about information in a different way.

Another thing that is a huge change in the volume or variety of information isthe
explosive growth of RFID tags, which are being used really everywhere whether it’s
tracking products through the supply chain or whether it's monitoring traffic or whatever
and the numbers here are really staggering. Up to 30 billion RFID tags will be produced
will be produced by 2010. That is alot of new information; new information that we have
to figure out what to do with.

So, let me at this point turn it back over to Eric Cavanaugh to take a quick poll question
to see what your views are about the information you have in your organization.
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Eric: So folks you can see the question there. Do you have sufficient
information from across your organization to do your job? Obviously we have a number
of different options here. Not at all; to alimited extent; to some extent; to a great extent;
or completely. | do remind folks to send in those questions as well. We definitely will
gueue up your questionsin the Q& A session at the end of this webcast.

We've got alot of good responses here. Let’s close those polls and show them to our
audience. I'm waiting for our system to shut it down there. So you can see the vast
majority are saying to some extent. So it’s 8% to a limited extent; 69% to some extent; so
it'sright therein that gray areain the middle. Some people say to agreat extent and just a
small number say they have al the information they need, so we need to talk to that
person. Good job. We' ve done well. So back to you Eric Salm.

Eric/IBM: Thanks. Those numbers that we just got in the poll are not surprising
because in some of the research that IBM has done, we find s similar type of response
from the business leaders that we talked to. some interesting statistics on this slide, first
that one in three business leaders frequently made your decisions with incomplete
information or information they don’t trust and this idea of having to make decisions on
information that you don’t trust | think isavery very big issue today because people are
understanding that the information that they have isincomplete or it might be interpreted
incorrectly or you're just not really sure where that information is coming from or it even
feelswrong when you look at it. Thisisthe every day issue for at least one out of three
business |eaders. Another statistic here isthat about half the business leaders, 1in 2, say
that they don’'t have sufficient information from across their organizations to do their jobs
period. So that’s pretty striking to think that half of the people really are feeling that they
have inadequate access to information especially given this context of al this explosion
of information. How can half the people not have the information that they need? It just
underscores how important and how big the problem is. Then the third statistic here that 3
in 5 organizations don’t share their critical information with partners and suppliers for
mutual benefit and thisis also an increasingly important issue as business models are
changing and companies are working in a network or an ecosystem where their off
shoring some of their production or maybe their customer support. They’ ve got close
partnerships with other organizations that are coming together to provide a full solution
for the customer and yet if you' re not sharing the information with these partners, then
you're really not optimizing your entire organization. Y ou’'re only optimizing a small set
of that organization. So these are big issues on the use of information.

If we go to the next dlide here, part of the reason for why there is this explosion of
information is how the world is changing. As | mentioned briefly earlier, it's becoming
more instrumented and what that means is that things are being measured to a much
greater degree. So we have the ability to measure, incent and really see the exact
condition of aimost everything through technologies like RFID and other technologies
that allow usto actually get data that was unavailable to usin the past. In terms of the
interconnection of systems and people and objectsto allow us to interact and
communicate in entirely new ways with two billion people on the web, with atrillion
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connected objects by 2011, it’sredlly quite a different world. And then finally, it'samore
intelligent world in the sense that we can use this information. We have the opportunity
to use it to proactively respond to changes more quickly and accurately, to make better
decisions, to predict the future in a better way and to make more optimized decisions in
our every day efforts. And the opportunity around thisis enormous and really wonderful
for the future of the world. Can really think about things like smarter food where you can
track all the way through a supply chain or smarter healthcare where we can really come
up with systems that help drive more cost out of the healthcare system and also speed
care and improve care to save lives and to get drugs to the market more quickly, smarter
retail that allows usto have inventory in the right places to maximize sales, smarter
transportation, smarter public safety, smarter cities as awhole. There' s atremendous
amount of opportunity that is created by this new, smarter, more interconnected, more
intelligent world. We'rereally at athreshold now that is enabling us to manage
information more effectively and more pervasive information, analyze it to gain far
greater insight, to predict risks and opportunities more effectively, to drive faster and
smarter decisions and that’ s what we mean by new intelligence. It really is a state change,
anew threshold for usto cross and it’s quite an exciting thing.

If we go to the next slide here, so what do we mean by new intelligence? Well, really
there are four aspectsto it. Oneis gaining insight from the information explosion.
Another isto move from areactive approach to using information to more predictive
approach. A third areaisto be able to create value faster throughout an organization and
the fourth isto really be able to engage an entire value chain. So let’ s drill into these for a
moment.

When | say gain insight from the information explosion, what we' re talking about hereis
amore integrated solution that allow us to manage, protect, process and analyze
unprecedented volumes of information, both structured and unstructured to gain the
insight. Now, when we talk about gaining insight from information, the fact hereis that
it's about realizing the opportunity that information possesses. Let me talk for a second
about unstructured information, which tends to be an areawhere alot of organizations are
really not tapping into that information very well at all. So take something like a
customer service environment where you'’ ve got people who are dealing with customers
every day, answering their questions, handling their complaints, helping them understand
the product or service offerings that you' re offering as a company. Well, typically they’'re
capturing alot of that information in some kind of form, usually it’s pretty unstructured
data and the question is: what are you doing in your operations to really understand what
your customers are telling you on adaily basis? What are the questions they’ re asking
because that might be some of the opportunity for you to see what the future product that
you should develop really are? Where are they having problems? What are their
complaints? Because some of those complaints might be causing them to go to the
competition or causing other customers that you never did get to go to the competition.
So thisis an incredible opportunity to gain insight, but in order to do that, we really need
to get our arms around this information explosion.
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On the next dlide, we'll talk about engaging the entire value chain. As | mentioned a
moment ago, many organizations now have a well-devel oped ecosystem where they're
working with different partners, suppliers. They’re working with vendors. They’re even
partnering with their customers or partnering with other companiesin a sort of a co-op
petition kind of away and the opportunity thereisreally to get the visibility into that
entire value chain. What is happening in al aspects of that value chain? Because now that
value chain isredlly the entity that is providing your customer with a product or services
that you're offering. So understanding the information and using the information across
your entire ecosystem is a tremendous opportunity for improving your products and
services and proving your relationship with customers.

The next dlide here is moving from reaction to prediction. So the idea hereisto be ableto
apply analytics and industry expertise to the information you’ re collecting to more
precisely predict and act upon the risks and opportunities that you' re seeing and now in
many companies, their use of information is primarily looking at arear view mirror.
They’re collecting data, maybe monthly sales reports or other things such as that and
they’relooking at it kind of after it's aready happened, trying to use that information to
make decisionsin the future, but there’s areal opportunity to use that information in a
more real time way to predict the future and to take action kind of before some of these
problems occur because you have a better understanding of what islikely occur and how
it might occur or how it may have occurred in the past. That’s the different thought about
how you use information and an exciting one | think.

Then the fourth area here is the idea of creating value faster. How can you operate with
greater speed by delivering trusted insight to decision makers when and where they need
and in context? Many organizations are always struggling with how to make their
processes more efficient, how to move more quickly than the competition, how to act
upon opportunities more quickly and alot of this has to do with getting trusted insight to
people so that they can make their decisions more quickly. Often in many organizations,
thereisalot of stepsinvolved in collecting the information that you need to make a
decision, so that creates many different steps whether it’s interacting between one person
and another, asking them for information. It takes a couple days for them to create it,
bring it back to you, or you' re taking information from multiple places, trying to compare
it, trying to rationalize it, normalize it, so that you can make your decision. For many
white-collar workers, especially, alot of their day is spent looking for information,
pulling it together, trying to understand it and then they take action. If we can drive
insight to people at the point of their decision making and it’ s trusted information that has
already been assembled, normalized and completed, then that allows people to take action
more quickly and to have more confidence in their decisions as well, which isan
important thing as well for encouraging the right things to happen throughout a company.

S0 I’ ve been talking about what new intelligenceisin ageneral way. So let’s now look at
acouple of examples. So three examples from actual customers and how their taking this
new approach and this new smarter world and how they’re using it to optimize their
businesses.
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Let me start first with a German supermarket, alarge supermarket chain, that has invested
in RFID labels and some analytical solutions that really are trying to track the food from
farm to fork and the reason to do thisis that there’ s alot of information that you can
gather around what’ s happening to food as it moves through that value chain and through
that business process and thisis a good example of what | was talking about before where
there might be many different companiesin that value chain. There’ s your suppliers,
there s distributors, there' s the supermarkets themselves. There are the vendors of
products etc. and what they’ re doing isthey’re using the RFID labels and there are really
two areas that they’re trying to focus on. Oneisto reduce costs by being able to track in
this case its poultry and meat products throughout the value chain. They can reduce
spoilage and spoilage is a huge problem for food suppliersin that if the food spoils you
can't sell it, soit’sall alost opportunity and the other thing is to really optimize that your
product is where it ought to be to maximize your sales. In addition to managing costs, it's
also about managing safety, being able to monitor where these products are going. Are
they getting there safely? Are we following the right procedures to insure that the product
is not abused or spoiled in the meantime and also being able to react to any concerns like
arecall or something like that, having a good idea of exactly where your product is at any
point in time really helps respond to any of those kind of safety issues aswell.

The next example is Repsol, which isalarge oil exploration firm that operates in dozens
of countries. Now, oil exploration is ahugely expensive operation. It's like a high risk,
high reward kind of business. It’s very data dependent and it’s very inexact. There'salot
of science that goesinto trying to figure out where you can drive for oil and where you're
likely to see the qil. It’ s very expensive to do it, so you want to optimize your decisions
here. However, one of the problems with this type of thing is atrade off between
accuracy and speed. There’'s so much data and it’s so complex, so scientific that there's
really atrade off between how much data you gather, what you do with that data and the
speed you need to make the decisions you need to drive your business. Thisis acommon
issue in high-end analytics and how can you get the answers you need when you need it?
That’s what they’ ve been working with IBM on, which is how to optimize this processin
such away that they’ re doing the right type of analysis and they’ re getting to the answer
fast enough.

Thethird area herethat I’ll talk about is atransnational health agency. Thisagency is
anticipating and preparing for disease outbreaks. Now, | think we've all learned alot in
the past few months with the recent swine flu outbreak as to how quickly a new disease
can spread around the world and | think it’s been quite alesson for us all asto how it all
works and how crucial it isto get an understanding of that new disease, its behavior, how
dangerousit is, what are some potential treatments for it and take appropriate actions as
quickly as possible. When this disease is spreading around the world on adaily basis, you
need to be able to get that information quickly and get that information out to the rest of
the world quickly aswell and so that’s exactly what this transnational health agency’s
trying to do, really to understand the data on a disease, be able to analyze that data, figure
out al the relative parameters and forecast and analyze the risk and get the information
out to hospitals and countries to prepare for that risk.
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Now, it'stime for our second polling question. So I'll turn it back to you Eric.

Eric: Thank you folks and Eric. The question is: Do you have a strategy for
aligning information with your business priorities? So we have a number of different
answers there. They range from the low end to the high end essentially. We'd ask that
anyone out there just take a quick second to let us know where they stand. So the first
possibility iswe don’t really know what information we have. So that has happened
many places. The second one iswe have many silos of information in various
applications across the organization. That, of course, would be an opportunity for data
warehousing or businessintelligence. Third is we having an information strategy but
trusted information is still hard to find. Fourth one, we have trusted information aligned
with our business strategy and the fifth one, of course, isthe Holy Grail, we see our use
of information as a competitive differentiator. So let’s go ahead and close those polls and
show the results. Most people are in that second category. We have many silos of
information and various applications across the organization. Almost as many though say
they have a strategy but the data quality or the trust in that information is still a big hard
to secure. Then we have trusted information in line with our business strategy, a number
of people like that and we even have someone who sees information management as a
competitive differentiator. So that’ s probably the same person we had before who felt
they had all the information they need. That’s good stuff. So good response and back to
you, Eric Salm.

Eric/IBM: Thank you. Again, I'm not surprised by these results because this is what
we seein our customer base as well that many of our customers are at the point where
they’'re early in their stage around getting their arms around their information in order to
useit to optimize their business and that’ s really a good lead into what 1’d like to talk to
you about next which is really how do you achieve this new intelligence? It all sounds
great, but what can you do to move down the path and really achieve new intelligence?

WEell, there are really two things. Y ou need to gain control over your information, get
your arms around your information. Get it in control so you can use it for these strategic
reasons and then the next thing is really to apply that information to optimize your
business and IBM has a number of offeringsin all these areas, so I’m going to talk briefly
about some of the areas that we can help you in both of these initiatives of gaining

control and applying your information.

First, to set your information agenda. Thisis an important thing, which is how can you
transform your silos of information into a trusted strategic asset? Well, you need a plan to
do it and you need a meaningful plan that ties your information agenda to your business
agenda and that’ s what we can help you do with our information agenda offerings. The
second thing hereisto build trusted information. We talked about that alittle bit earlier
where | mentioned how important it is to integrate information and turn it into a trusted
strategic asset. Well, there are alot of different software capabilities that are part of
building that trusted information platform.
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The next areais to enable a dynamic information infrastructure. With the data growing as
quickly asit istoday, your information infrastructure is an important part of gaining
control of your information. How do you store that information in such away that’s cost
effective and gives you the kind of information availability that you need. How do you
virtualize that information, make it available for different applications, manage that
information as it changes over time, archive it and retain it for compliance reasons, €tc.
thisisreally awhole set of software, hardware and service offerings that can help you to
build your information infrastructure that meets your business needs.

In terms of applying your information to optimize your business, well there’ sdriving
your business performance itself and that is software to help you make decisions through
better planning, budgeting, forecasting, measuring, monitoring, scorecarding, reporting
on business processes, etc. that’ s the business performance area and then implementing
analytics strategy for business optimization, thisis an area where we have the world’s
best consulting services to help you use advanced analytics in some of thesereally
powerful new intelligence kind of ways to really drive better decision making, to take
cost out of your operations and really to transform your business processes and your
business models, so let’ s drill into these for a couple minutes as well.

| mentioned the idea of an information agenda and let me talk alittle bit more about what
| mean by that. In the last 20 years or so, most of what companies have been pursuing is
what we would call an application agenda. What they’ ve been trying to do is automate
processes that are basic business processes, whether it's ERP or human resource
management, call center operations and other similar kinds of things, sales operations,
thisiswhat we would call an application agenda where what they’ ve been doing is

they’ ve been deploying applications, each one aimed at a particular business process,
trying to automate that process to make it more efficient, to make it less costly, but what
that has doneisthat’s created alot of silos of information throughout an organization and
now the new kinds of more integrated operations that people are trying to pursue, this
application agenda has actually created problemsin trying to pursue some of the more
higher end use of that information. So what companies really need to think about today is
really more an information agenda, which is how do | optimize my business processes
through better use of my information? And things like getting better insight into my
financial risk around really optimizing my workforce, optimizing my supply chain,
finding those customers that are the most profitable customers and making sure I’ m doing
everything | can to drive those relationships to retain those customers and to find other
customers like those customers. That has to do with an information agendathat is gaining
the insight from the information across all these different applications that may have been
deployed. Thisisthe areathat forward thinking companies are investing in and thisis
what we mean by an information agenda, a strategy to optimize the business using that
information.

So here’s an example. A global financial services firm that has had when we talk about

their application agenda, well thisis avery large firm and not only isit alarge firm but

they’ ve done many acquisitions and some of those acquisitions had acquisitions of their
own. So you end up with lots and lots of systems. In the case of a major multinational
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company like this one, we're really talking about thousands of systems and over 300
systems of record. Official systems that they’re trying to run their business by. It’ s just
staggering to think about how many of these separate systems there are, so when you
look at thingslike | want to get asingle view of my customer. | want to understand who
are my best customers for one product line so | can try to interest them in another product
line. It becomes very difficult when you’ ve got hundreds or even thousands of systems
that keep data on that particular customer. How do you rationalize that? How do you get
agood understanding of which customers are asking for what? So, what they’ ve pursued
in their information agenda, they started by building a trusted business information
platform. Then they extended that platform to really try to get more value out of their
unstructured data which is as | was mentioning before, often an untapped areafor alot of
companies and then finally to move to more analytic and information services. That's
really the place they’ re focusing on now to optimize their risk insight, their product
innovation, and to drive their customer centricity as well.

So IBM has a proven approach to accelerate an information agenda and it’s really made
up of these four areas. The first areais the idea of a strategy and thisiswhere an IBM
team would work with you to understand your key business imperatives, such asisit
greater operational efficiency or isit afocus on the citizen or the customer for that kind
of thing and then to figure out which of those business imperatives to focus on with your
information oriented projects. So what are the specific objectives for that imperative and
what are the information implications?

The next thing would be the road maps and with road maps, IBM has created roadmaps
for 17 different industries that are really based on the business imperatives and the
objectivesin that particular industry and what the IBM team can do there is help you
identify the specific projects that would have the most value for you based on your
strategy, your priorities and the dynamics of your industry.

The next areais define and govern and this a very important area that’ s often ignored by
alot of companiesto their peril and that iswhat is, the defining aspect is understanding
all the information you have, what it means, what’ s needed, figuring out a plan to bridge
the gap between the information you have and the information you need to make better
decisions. That’s the defining part and then the other part, of course, is the governing
aspect. It doesn’t do much good to put in place systems or processes and not govern the
adherence of those processes or the adherence to maintaining the data as well. So a data
governance strategy is akey part of your information agenda and an increasingly
important area as companies try to get more value out of their information.

Then the final facet is the information infrastructure, enabling technologies and services
that really are the underpinning for the rest of this are. What is the hardware and storage
environment you need, the information management software environment that you need
aswell. I'll go moreinto that in a second.

So, | mentioned that we have industry specific guides and workshops that we can do with
you across 17 different industries to really speed your deployment of your information

Source Media 06.11.09 Page 10



agenda and to develop that agenda. Thisis an example of the way we think about these
industry specific guides. On the outer most ring, the gray ring, it'sreally the strategic
imperatives, the key focus areas for your industry for improving overall business
performance. The next ring inward, the blue area is the business objectives, processes and
activities that can be optimized through them more effective use of information and then
the green circle in the middle is really your core management processes that tend to be
pretty common across all industries; things like revenue and cost management, financial
management, human capital management. These are an important part of your
information agenda as well. So the value of these industry specific guidesisit accelerates
the discussion so that we can focus in with you on the things that are specific to your
industry and to your company, starting from a deep understanding of your industry.

The next slide you can see here the underlying layers that are involved in building a
trusted information platform and I’ ve touched on some of this but at the lowest level
there is the information infrastructure, which isreally the hardware, software and services
that are needed to securely manage the information and mitigate business risk. Its things
like insuring the information availability so your information is always available to be
able to support the activities and the operations of your organization. The security of that
information, incredibly important, security within your company, within your ecosystem
and insuring that that information is managed well. The other areas are your information
compliance, the ability to insure that you' re following the right procedures and that
regulation that you need to follow with your information and then also a retention policy
tends to be an incredibly important part of information as well, both in terms of
compliance but also in terms of managing the cost of your infrastructure.

Above that are both a data management and content management layer, managing data
throughout its lifecycle and then optimizing content and process. The next areais
information integration layer, pulling together information and managing and governing
delivering trusted information and the top layer is business intelligence and performance
management to optimize your business performance.

An information guide also includes strategies and roadmaps that help you drive smarter
business outcomes. So, the idea here is to be able to identify the specific information
intensive projects for a particular strategic initiative and so you can see an example of
this and on the left where you' re pointing out specific things like records and forms
management, compliance warehouse, how that relates to an enterprise warehouse, it
relating to a data cleansing project, etc. And how this kind of thinking can connect to a
roadmap to areference architecture to help you understand kind of how to build and
move toward the architecture you want in your organization and to raise the maturity of
your use of information over time.

On the next dlide, | wanted to talk a minute about driving business optimization. |
mentioned that thisis an important part of building new intelligence as well. It’s about
applying that information to optimize your business and thisis an areathat IBM offers
the business analytics and optimization services that can really help you think through
this. There tends to be three main areas that companies focus on regardless of industry.
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Oneis cost takeout and efficiency. How can we optimize the allocation and deployment
of resources and capital to create more efficiency and manage costs? And of coursein
today’ s world, this tends to be abig priority.

Another area of courseisto drive profitable growth. What are the opportunities to grow
customers, to improve relationships, to find new markets, and to develop new products
and services? There tends to be alot of opportunities for growth that companies face, the
guestion is which ones are the right opportunities, the ones that will be profitable, the
ones that leverage the strengths of your company and the ones where you can gain a
competitive advantage? And that’s what intelligent profitable growth is all about and then
in terms of risk management, better able to predict and identifying risk, risk events and
also build resiliency in the case of those events. Thisis another areawhere | think in
recent months many companies are realizing that the risks that they have are, although
they always knew they were there, they realize that their understanding of thoserisksis
not sufficient for really managing their business.

If we go on the next dlide, thisis the opportunity for analyticsreally to drive the decision
making in these three areas. So in terms of efficiency and cost takeout this, really
analytics and data optimization for intelligent profitable growth, advanced customer
insight tends to be a key areafor many companiesto try to realy better understand their
customers and what they can do to better serve their needs and then in terms of risk
management, risk and fraud analytics, there' slots of kinds of risk. There’s business risk
and financial risk and there' srisk of fraud, which alot of companiesit really depends on
the industry but many industries, fraud is a big problem and a growing one and having a
solution to really understand your risk in that areais incredibly important.

IBM has business analytics and optimization consulting service with over 4,000
consultants to help customers develop their business analytics and optimization strategy
and to implement solutions to leverage information to optimize their business.

So that’s an overview of new intelligence and really what it’s all about, what it means
and how IBM can work with you to help you get there. We've redlly only just begun to
uncover what’ s possible on the smarter planet. | hope in this discussion that I’ ve captured
your imagination alittle bit about really what’s possible. There' s really much more
possible than what has happened so far in many areas because how much the world is
changing, how much more information there is and how much more technology thereis
that can allow you to leverage that information in new and very exciting ways not only to
improve your business but actually to improve the world. So thisisn’t just about more
information or more detail, it’s really a new way of thinking about it, a new way of
looking at how you use your data and how you can useit to really fuel your growth as an
organization and thisis an areathat | think isincredibly exciting, lots of opportunity and
one where | think that we can all work together to drive this kind of optimization for our
businesses and for our world.
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On my last dlide here, I've got afew linksif you're interested in learning more. Here are
some links to information around the information agenda and some of the other topics|
talked about.

At this point, let me turn it back over to Eric to start the Q& A session.

Eric: Thank you so much. That was areally good presentation. Y ou’ ve covered
awhole range of different issues here, obviously all under the sort of master umbrella of
new intelligence and I’ m actually going to go back to this dlide here as we get into the
Q&A alittle bit and what dawned on me and we have some good questions from people
attending as well is that you have touched on so many different areas and there are so
many different ways that any given organization can improve their particul ar
environment and their use of information or as you're caling it, new intelligence, there's
performance, there s the data itself, the integration layer, the management layer and I'm
wondering, it’slikeit’s good because there are so many things you can do and it’ s bad
because sometimes when you have so many choices, it’ s very difficult to narrow them
down to the 2-3 that are going to be most beneficial to your organization.

So | guessthefirst question I'll throw to you is: do you think that a data governance
program might be the optimal way for an organization to just start winnowing down the
number of possibilities and try to get down to that core set of may three or four things
they can do in the short term or the mid term to really improve their use of information. Is
data governance the way to go for that?

Eric/IBM: Actudly, it’s one of the key waysto go. | think there’'s many placesto
start and it istrue that there’salot here and it can be overwhelming to think about all
these different things all at once. There are many places to start. Data governanceis a
good one because for many companiesit’s an area where they just simply don’'t have a
good strategy and they really need to kind of put in place what’ s their policy around
information? Who has control over information? And how do we reconcile information
from one system to another? And data governance strategy can help you there. But | think
one of the nice things about an information agenda project isthat it can help you
understand the overall opportunitiesin your organization and which projects have the
most effect on your business objectives. For many other people, what they want to do is
start with a more specific project that they already have in mind. Maybe it’s to improve
reporting and scorecarding of their basic operations. They want to put on the desk of key
executives what useful information around measuring their business, so that would be
starting from a business intelligence kind of approach. Another company might be
looking at it that maybe their biggest issue isinformation integration in the sense that
especialy if they’ ve acquired alot of companies or maybe they have several different
customer support centers because of legacy reasons and they want to bring it together but
they’re on different systems, it might be a trusted information platform or integration
layer that they would start at. So | think there are many different placesto start. Y ou
don’'t have to address this all at once and nobody really ever does, but it’s important that
you really think about it strategically so that you're putting in place things that not only
solve your immediate needs but can help you in the direction you want to go.
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Eric: We actually have a couple good questions here. | like this question
because | think this attendee is kind of speaking to the cause that we have out there in the
world and shejust asks. Why do you think it is that so many organizations have collected
so much useful information over the years without a strategy for using it? | think it'sa
good question because we can try to speak to isif you understand why something
happens, that can give you a better chance of addressing why it happens. So | guessto
that end, what’ s your advice on encouraging people on how to get their organizations to
develop a strategy for using information?

Eric/IBM: Yeah, | think it isareally interesting question and | think the answer to the
guestion would be | think the reason why that’s happened so much isthat alot of times
people have been thinking about a specific project and so their it’ s the application agenda
thought that | mentioned earlier, where it slike okay I’ m rolling out this CRM system
and al I'm thinking about is how I’ m going to improve my sales force automation and
my customer relationships and then somebody separate from another project that is
implemented somewhere else in the organization around say ERP or human resources or
around finance and so the reason why they’re collecting - - it’s not that they’re not using
the information at all, it’s that they’re not using it strategically. They’'rereally using it in
alocal sense to solve one purpose and then once you have that information there’ s so
many other purposes for it but you’ ve not necessarily put it in place in way that you can
leverage it for those other purposes. So that’s one of the reasons why an information
agendais so useful because it can star to put these things into a broader context and you
can start to realize, gee, if | really want to understand say the value of my customer, then
| really need to think about a master data management project where the definition of a
customer isthe samein all systems, so | can more easily pull that information together
and provide it to somebody for a meaningful discussion but if in one system you're
defining a customer as an individual and another system you’ re defining it as an entity
and you can’t even tell sometimes that that’ s actually the same customer, so once you
think about kind of what you’ re trying to accomplish, it kind of leads you down the path
of where your information management priorities should be.

Eric: And something else that’s coming up hereisall of his unstructured data or
as some folks call it, semi structured data, could that possibly be a hook for someone who
is out there and understands and appreciates this new intelligent concept? |s unstructured
data and the integration of that data a possible hook to get their organization to think
about data in this new way?

Eric/IBM: Y eah, absolutely and | think that in some organizations, some industries
say for example, insurance, there’ salot of paper moving around in insurance and first of
all there'salot of cost to that and second of all, the core process that you do in that kind
of industry and often what they’ re doing is processing scanned images and increasingly
it's also photographs and things like that to process a claim or to open a new account, that
kind of thing and for alot of companies, documents really drive that company and those
documents are moving around. That’ s your business process. So many companies have
taken an approach of saying, okay, we want to optimize this particular core business
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process that is based on documents and that is a great place to start because what it can do
isit can improve your throughput, improve your customer service and lower your cost for
providing that service al in one project.

Eric: That’sareally good point. And one last question hereis as we're edging
near the end of the hours, the economy obviously is on many minds out there and as we
said at the top of the hour, doing more with less. Are there any hints or advice you could
giveto our listeners about ways that they might be able to use the economic recession
we'rein right now as a hook to begin something, whether it’ s data governance or just
beginning the strategizing for an MDM project or anything along those lines? How can
people use the economic downturn to their advantage in trying to move an information
project forward?

Eric/IBM: it'saredly interesting and timely areathat we have alot of conversations
with customers about. There are different approaches that customers use on that. Oneis
for many companies they’re really scrutinizing projects alot more closely. They're
looking for near term ROI and for those customers it tends to be a bounded project
focused on a specific business need like cost reduction or cross selling or whatever that is
very well defined and the return on that investment is not only large, but it’s near term.
That’ s one approach and an important one in today’ s world, but for some other
companies, this current crisis has been somewhat of awakeup call especially on the area
of risk management or on making decisions on poor information. So they’re really
looking for opportunities now to really understand how to save money, reduce their risk
and take some of that risk out of their system by consolidating their applications, aligning
their information and really just thinking about addressing the core areas that have
actually contributed to this crisisand | think that there’' s another way that some
companies are looking at it and thisisreally | think more the forward looking companies
but there’' salot of literature out there that shows for relative strong companies, it’s
exactly thistype of environment, downturn that is the time for bold action because you
can set yourself up to really gain market share to grow more quickly as the economy
recovers. For those companies, | think thisisthe perfect time to take a strategic approach
to information to think about how you can optimize your business along the linesas | was
showing on that chart of isit driving revenue, isit reducing costs or is it managing risk?
And, building a strategic approach to information, building an analytic strategy and really
thinking through how can you gain advantage in this downturn and focus on - -
downturns, they always end. So, what kind of position do you want to be in when the
downturn ends? And that can be the justification for this type of thinking.

Eric: That’sareally good point, folks, and like to state downturns do end, thank
goodness. Let’s hope that this one ends very very soon in the near future. So folks, that is
all the time we have for today, but thank you so much for all of your time and attention.
Wereally do appreciate it. We know you are all busy, as are we, and we thank you for
giving us abit of your day. Of course, abig thank you to our sponsor. This event has
been sponsored by IBM. More information about them at these different links that you
see right there: ibm.com/think and the other links that you see before you. So, thanks
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again for tuning in, folks, and we hope to catch up with you next time. Take care. Bye
bye.

* * %
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