IBM Experience Map
Alice: MDI Analyst

Trigger: I need to provide a list of influencers on the subject of Cloud Data for a client End: Measure the success of influencers provided to the client

View profiles about an influencer,

Steps

6. Measure

influencer the analyst is viewing.
Create a way for IBM-ers to tag influencers with
keywords and to search and filter by those tags.

undermined through any future development.

c—(@ Understand the type of influencers that Identify influencers by topic and/or why they are influential and which : : ‘ ;
o i ) ) other influencers they are _ _ _ _ Provide a list of gold standard
0] are required by the client. location. connected to and update profiles Provide a list of influencers to the client influencers and measure the success
as necessary.
0 Converseon is a trusted source of
8 influencer data Review profiles provided by
3 . _o Converseon
Q n e”” e O . . .
S »° . . e Review with the client
.0:) Client contacts with Check if we already the influencers in ,' “ ," e - o- cocag : . .
o € | requirements for influencers our database for this requirement ’ .\ R . “,o"’ CCea ..Prowde the agreed list of influencers
Ll>j é - - o o® - -
= “ Provide requirements to Converseon “ .' “ L o Compile influencers from all See “eo o® 2
D . if data not in database 'L sources & touchpoints Stea. - Lo’ e
5 +— ‘s @ é .....-----@o"‘
Q . :
° § e ~~s~ Con\;enrjencz)rt\ tei:qpeelnswe Le="" Update profiles where Analyse the results of the
8= oo y T - additional info is required engagement from the client
@ [
- ...-----ooooo-”“‘
8 e Emall e MDI databse e Converseon e Converseon e Blogs
o) e Face to face discussion. e Converseon e MDI Database e Powerpoint o Twitter
O e Phone e Emall e Spreadsheet e Emall e Converseon for reports (bi-annual)
8 e Word document with questionnaire e Powerpoint e Phone
g e |IBM Bluepages, Connections e Faceto face
|q_) e Email
e What will people want to do with the data? e Do we already have influencers for this o What is the criteria that has made this person an e What is the best way to distribute the list? e How can | measure the success of my deliverable?
e What type of influencers do | need to provide to requirement? influencer in this subject? e What other information about the influencer do | o Will future lists of influencers change depending on
the client? Worldwide? Country specific? e Are they the right influencers? e Who is influencing this person? need to include? any success measurement?
g) Language? e Who are they connected to and interacting with? e What should the recommendations be? e Did my social insights drive impact and/or
g e Who needs to be a part of the internal team? e Who in IBM is this person connected to? preferred action?
S e How quickly do | need to provide the influencers? e Which IBM-ers appear in the report? ¢ | need to know what to measure.
|E e What is the specific topic for these influencers? e Are any IBM-ers in the Select Program?
e Do we already have a compiled list for this e What is the influencer’s affinity to IBM?
audience? e Have these influencers mentioned IBM recently?
e Who else can | talk to in IBM who might already e What is the theme within the topic being discussed
have a list of influencers for this topic? by this influencer?
e Do they have funding for the project? e What is the best way for me to update the data
and share within the team?
¢ Influencer profile information should be more e I'm very happy with the relationship with e There’s no efficient way to tag these influencers e I'm happy with the process that | currently o |t's difficult to measure the success because | don't
readily accessible. Converseon and I'm looking forward to the close with data about their relationship with IBM. undertake when reviewing profiles with the client. always have access to the engaged upon activity.
o e | wish | had a current database of the current resolution of the timing and expense issues so we e |s the list comprehensive? e Converseon is an awesome partner to work with.
= influencers. can work with them more effectively. e What is the prioritisation of these influencers? ¢ | need to be mindful of IBM sensitive data.
8 ¢ | need a service that’s always on so that | can ¢ |'m to the turnaround required for this.
LL easily access the information | immediately need.
e I’'m am missing the individuals who are influencers
offline.
¢ | need to know the offline impact of my online
influencers.
> e Provide a singular, aggegated hub for subject and e Create one source for all influencers, both digital e Help IBM-ers help us to identify influencers and e One data source for outputs. e Empower IBM-ers by creating effective bridges.
c client information. and non-digital. their activities. e Enable IBM-ers to output data in various formats. e Help clients understand the benefits to them of
é e Enable IBM-ers to share needed information about e Link in to known and trusted sources. e Understand effective IBM-er engagement. e Output visuals and allow IBM-ers to select sharing measurable data with IBM.
8_ influencers across teams and silos. e Link in to IBM research. e Visualise Influencer’s activities. appropriate visual representation for the client. e Help IBM-ers to identify the right people for the
8. e Make it easy to find other influencers based on the e Ensure processes that currently work are not right engagement at the right time.

Build advocacy.
Avoid anything that might be damaging to the IBM
brand.



IBM Experience Map
Angelo Influencer Engagement Lead

End: Analysis of engagement with influencers

4. Post Engagement

Connect with the business unit to analyze the data and visual

n _ . : representation results and export the Influencer data in multiple formats. Analyse and monitor the data within the
o Understand the type of influencers that Find influencers by topic and/or subject to understand whether the
8 are required by the business unit. location. Understand how best to engage with influencers, whether an influencer influencer's POV has changed based on
is currently paid by IBM or a competitor the the contact.

k%
o) u>j Search MDI database for Review data from Converseon
S influencers _o cew
@ tem==" = =« . If notin database contact Ml to use '0"‘ R PO Review the list with the Engaging with the influencers using
Q % _e"” ° . Converseon o’ “s‘ Business Unit appropriate channels
x D - b ) o a
_ILI_J, = . . . S " ) y) s o’
- Business unit contacts with ‘ AN y Review and export ® y oo _e*” Analyse the results of the
g requirements for influencers @ ‘@' o’ * & data from Sysomos ‘\ '0' S teaaas ,@. ® engagement from the client
8 o Search Sysomos and other "y i of ~~'~ @o" Recommend approporiate content and

o 2 sources for Influencers v  Converseon expensive .’ “cececcaas o e pprop ate oo
S E ‘*, and not timely .’ Compile influencers from all diotmatic fanguage Tor influencer
) o o ) interaction
c Steeccce="’ sources & touchpoints

g e Email Converseon e Converseon e DDI e Spreadsheet
o e Face to face discussion. Sysomos e Sysomos o Twitter e PDF
ie e Phone MDI Database e Spreadsheet e Blogs e Sysomos
8 DDI (Mockingbird) e Adobe PDF e LinkedIn e Email
5 Little Bird e Email e Journalistic media
() e Faceto face e Email
|_ e Phone

e What type of influencers do | need to provide? | have to rely on Converseon when the data is not e What other information about the influencer do | e What is the best tone of voice to use to connect e How can | measure the success of a particular

e How quickly do | need to deliver this information? in the MDI databse. need to include? with these influencers? influencer?
o)) e Are they influencers for a specific location? | can use sysomos but it’s not really suitable for e How best to review the data? e How could | potentially get these influencers in a e How would I log this?
§ e Do we already have a compiled list for this influencer identification as it doesn’t provide e Do we need to add additional influencers to the room together? o Will future lists of influencers change depending
f= audience? enough information. list? on any success measurement logged this time?
IE When searching DDI | need to know if the results e What is the best format to output the list? e How long will it take to update the data that’s

are relevant. e How can | get all these people together to review monitoring the influencers?
this list?
e | should just be able to search somewhere and It's frustrating that | can’t just use one single e \Why don’t we have an IBM standard for influence ¢ | need to know how any past engagements went e If | could understand which influencers were
find the information | need. source for information. defined? with this influencers in IBM successful and met our goals | would be able to

o | shouldn’t have to rely on external tools and e This should be so much easier. refine future lists for influencers on this specific
= agencies to get this information. e Why are there so many lists! topic.
8 Waiting for Converseon results can be painful. e | can’t update profiles that only exist in external
LL sources.

e Provide a single source for subject and client Create one source for all influencers, both digital e Create an influencer standard of influence based e One data source for outputs. e Help IBM-ers to easily measure the success of
Py information. and non-digital. on multiple sources and engagement criteria. e Enable IBM-ers to output data in various formats. selected influencers for specific events or
‘; Help and enable IBM-ers to find influencers across e Enable data to be pulled from multiple sources e QOutput visuals and allow IBM-ers to select campaigns.
+ locations. and output into a single report. appropriate visual representation for the client.
8_ Link in to known and trusted sources. e Create visually beautiful and simple visuals for e Bring in valuable content from multiple sources.
8— export into client documentation. e Provide idiomatic translations and synonyms for

Provide standards for cooperation among
business sectors.

terms that match the influencers mode of
expression.



IBM Experience Map
Philip: External Relations Professional
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End: Influencers have been invited to the briefing

4. Contact 5. Update 6. Post event

See details about an
influencer, why they are an

Know how to contact an

S %Egﬁ;ﬁ?gi:ﬂﬁfg&g r?::d\,\tlglgz Find influencers by topic and/or influencer, which events influencer, know who has already Add influencers to events, add Understand if influencers who
8 J invited to th ¢ location. they are attending, who has contacted them and if they have notes against an influencer and attended the event are the
invited to the event. contacted them and who been flagged and should not be update an influencer’s details. correct mf_luencers to help IBM
they are connected to. contacted. achieve the goals.
35
b Search in Gorkana PR community tracks journalists and
- < for media journalists If non-journalist influencers cannot be updates profiles in Gorkana &
O L S identified Ketchum or internal account Ketchum
o ,o"°. il T teams or SMEs are approached Shortlist journalists from Q
5 0 "0' e Q Gorkana & Ketchum kPO Within the team knowledge is shared
§<L 8 o’ ' % l" *« e”” e : ~‘ ’
= V.. 4 ’ N .° " ’ ‘\ A '
e Collate list of journalists "« g 9 .’ . ’ . ¢ \ ’
. ¢ )
O From Gorkana . o ¢ 4 “ ¢ ' J’ * ’
— L} 4 ] 4 : p) [y Y
S - . 0 ¢ . No standardised approach o . g N g
© ¢ 3 v ! @ ' Y Saiiitid L P for wider influencers o’ ' . e o
@ v ‘ -” T e g Can’t update influencers o’ Se @ o’
o € ‘e : ' ? - o=’ it @ - SSe- -
05 Search for influencers @ Ketcrl:m; expert;swe agd @"R:eview orofiles on SM and non '@' Seeee=® who are notin Gorkana GJe e e « = * ® Don't currently share info
c : : can’t always be use
who are not journalists y digital influencers or Ketchum across IBM teams
%) e Gorkana e Google e Gorkana e IBM Connections e Gorkana Email
-%J) e Internal existing knowledge or lists e LinkedIn e Spreadsheet e Teams at IBM e Ketchum Spreadheet
O e Twitter (advanced search) e LinkedIn o Twitter e Writing pad IBM Connections
= e Sysomos e Twitter e LinkedIn e Email
% e Features Exec (freelance journalist e Sysomos e Google Circles e IBM Connections
(<) directory) e Ketchum e Emall
= e Ketchum e Phone
e What is the best way for me to find e What is the best way to find influencers e How can | trust this person is actually an e Can | contact this person? e What is the best way for me to add notes | want to log what journalists have written
journalists to attend the event? who are not listed in Gorkana? influencer? e \Who else has this person been in contact so that people can understand what my about the event and IBM.
@) e How do | find influencers who are not e Do | need to use combinations of Twitter, e How do | know this person will be right for with at IBM? activity and connection with this We need to know across IBM how the
é journalists? Sysomos, Google, LinkedIn? this event? e |t can create problems contacting influencer is? influencer’s articles about the event
c e What about influencers who are not in the ¢ Influencers can be very localised. e Can | see this info on my phone when I'm someone without having facts to hand. e At the moment | have to write them down reflected on IBM.
IS digital space? e | can use Ketchum but it's very at events or mobile elsewhere? e If this person declines invitation who next and email them round. Happy we have this knowledge in the
= e What's going to drive the most bang for expensive. and why? e Can add to spreadsheet but it’s silo’d. team.
buck? e What other existing influencers do we e What happens if | contact this person and
know about that we haven’t contacted they want to extend invite to other
recently? person?
o |t's easy to get lists of journalists. e Finding influencers is frustrating and time e Reviewing Twitter bios takes too long. e |f I don’t know who else has contacted e Emailing my notes around is not the best e Wouldn't it be great to be able to share
e | trust information from Gorkana. consuming. e Really frustrating when searches have this person will they be annoyed at being way to do this but there isn’t a better way this knowledge across IBM?
e What are people expecting the outcome e It can be impossible to find influencers in produced someone who is not suitable at contacted to attend this event? at the moment.
8’ to be? other countries and languages. all just because something they once ¢ No shared system to share up to date
D e Sometimes | just can’t find the people we tweeted about matches a keyword. silo’d info.
I.GLJ need. e | don’'t know what other people know.
e Why can’t | just press a button and have Does someone else at IBM have a list of
this info? influencers that meet my criteria?
e How do | know these are the right e Will this influencer help us meet our
people? goals?
P e Link in to known and trusted sources. e Create one source for all influencers, both e Help IBM-ers to identify influencers and e Connect IBM-ers and influencers. e Empower IBM-ers. e Help IBM-ers to share information across
g digital and non-digital. their activities. e Provide open access to information. teams.
+ e Help and enable IBM-ers to find e Visualise Influencer’s activities.
8_ influencers across locations and e Create a multi-platform experience.
Q.
S languages.

Help with translations of topics and terms.



IBM EXxperience Map
Influencer Indentification & Engagement

Search View influencer profile and meta-score Update profile and engage with the influencer where appropriate Complile influencers, export data, and review Engage with influencers a Analyse metrics post event or engagement
m
(¢ | Know whether an influencer May engage directly from influencer profile Dependent on
_ . o access permissions
Search for influencers Dependent on can be contacted and who at depending on access permissions
access permissions IBM is the point of contact for

the influencer "'

Step 1 Search by subject or

Requirements come from the influencer name View an influencer profile and
business unit or the client the influencer meta-score

Update influencer profile
P P Access relevant and

recommended content

X

. . . . Compile Ilst of influencers for :
Step 2 Drill down by sub topic, Add notes against an influencer thepclient or busines(;eusnito Feed data into
location and data source analytics system
(DDI, Converseon etc)
0p)
-
= Vi Infl ' \\
- : ill- ' ' lew events Influencer IS
é(’ m St 2 Eilter results and Drill-down into measures of influence for the -
< ep e e e e meta-score and view measures based on planning to attend, has
o business requirement attended and may have | _ _
= are not relevant q interest in attending Sy vl e cfa | Update data based on
= CONVERSE or business unit Compile tweet or message and measurements
s, Add and remove get recommendations for |
profiles as required idiomatic translations Review
SYSO mOS View influencer engagement
and analytics
e Gorkana View connected influencers and
which influencers are IBMers
May utilise agency
partners for data : : o
Influencer list for tc_)plc May output existing list to document format : . :
may already be available Output compiled list in multiple
document formats for review Engage with influencers
“I know we will have the info | need at e cscccceee o .o ) . o . . . . . “| have all the data and can select variable
2 IBM and | know how to find it.” "I can easily find the right influencers, including comme=="""""" et eccccnaaa. | can easily compile a list of influencers from | can select which profile information to export in one parameters for measurement”
8 'O' influencers in foreign locales, within one IBM_tgczI._ __________o__.--- “I know how to contact an influencer and if ...---..--.O' one source” file and multiple formats including selected visual __._.------o------------------...o
Q L e X S _,.-""-- . . . the influencer already has a contact in IBM | ."'--.---_--_----_-----.--o-""'"""---..---.._ analytics.” _ee====""""" “lcan access recommended content and engage “teq
(>'2 o’ et eeccccccnce- o : If::an dnlI-dov(\]/In into te;] n_1eta-hscore fOf |fr|\fluenc? for know how to contact that person.” “| can add my own notes against a profile, Tee o == with influencers using language that will resonate * e
LLI 'o' (nTiUencers an VI\/G\)/\i,tvhinec;rantoec))rl(?’ ot infiuence from view notes of others and update influencers with them.” *e
’ ' as necessary.” .
o .
¢ _
) ‘| have the info | need at IBM but | may “I can find all the influencers but may ‘| can clearly see who is the main contact “| can compile a list of influencers but sometimes it “I can select to export influencer details in multiple “| am able to measure the '.
% ) need to ask another team to provide it.” need to use multiple tools.” for this influencer at IBM.” comes from multiple sources” formats.” success of the campaign or project.” :
O - () - - - () - - -
‘ 11 . .
= % “View profiles of influencers and a meta- ~"I'can see notes and update digital ) “l know where to find quality content and engage '
. @ score of influence within IBM & other tools.” Influencers but not non-digital influencers. ‘@ with influencers.” )
e ) o ®e
) ) il L XS “It’s difficult for me to get lists of influencers as | don’t o="” Stceaa o’
q) S 0' ..... coocoooee ; ” o ® - @ -... o
S \ "I don't know how to find the info | need at 22" “lcan’tfind the information |~ ==« Inizg E{Q?J\;Elzlrlstz(:]dmvissﬁ?: Oefrlgg;lj?g(;?’l | °d @- . PRty e === T an oy expor dighal nflusncer etal e @ i -
+— e IBM and | will need to use an external _,*° need and will need to use an Sceo y P “l don’t know who has contacted an influencer »=®° “lcan’t see any IBM specific info for an "'--@---------’ in a spreadsheet and often from multiple ----""""""""'@"'
" . . o® e influencer.” - ” o= - - 1o ” “| have no guidance over which content | should
C - agency or tool. o>” expensive external tool.” © @ and if and how | should contact them. e influencer or update influencer profiles. sources. g N CC u )
) “eo Lee” ' Sea.o @' cee=="" share and how to engage with influencers.” | am unable to measure the success of
8 .."@----“ "--.-______ frccesas=® coese=® influencers as | haven'’t been provided
0 Teeee® with the data.”
Provide stand_ards _Help IBMers find Help IBM Champion a best Make it easy | |
Enable & empower for cooperation Influencers across teams to identify practice for to find other Vlsuallse, Create a One data source  Enable data output Outout visuals in Provide idiomatic Understand e TR
IBMers among business locations and influencers and influencer e Influ_quer S multl-pl_atform for outputs in various pre e translations of effective IBMer - elp ) ers to
sectors languages their activities measurement on the profile activities experience selectable formats P terms engagement €asure success
: Share information Circular benefits for
N . . .
o thnk ttO gnown and _ 1oss teams and One source for FamrEc |ElviEre Enable tagging Bring in valuable clients Link in to IBM
= rusted sources silos iInfluencers and influencers of keywords on content from of sharing e
g influencer profiles multiple sources measurable data
Q.
O
Don’t block
processes that Build advocacy Create effective

work well bridges with clients
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