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Appendix B: Survey for iX employees

Thank you for agreeing to take part to this survey, exploring the role of IBM iX in BeNelLux.

I'm Anna Filippi, and I'm doing an internal project on IBM iX Benelux identity, with the goal to position the
department - both internally (within iX and GBS overall) as for clients. With this survey | would like to understand
what is your personal view about IBM iX BeNeLux, therefore | kindly ask you to:

- Answer the following questions by solely using your personal knowledge and experience

- Leave the field blank when you don’t know what to answer

This survey should take you 5-10 minutes to complete. Your responses will be treated confidentially.

1.a Imagine that you are talking to a potential client; how would you describe, with your own words, the role of
IBM iX within IBM BeNelux?

1.b Imagine that you are talking to a colleague from a different service line; how would you describe, with your
own words, the role of IBM iX within IBM BeNelux?

2. What is, in your own words, the mission of iX IBM BeNelux? (Please use your personal perspective)

3. Based on your personal view, what are the key skills that make IBM iX BeNelux unique?

1

4. For what activities do other departments require the involvement of IBM iX in BeNeLux?
5. For what activities should other departments require the involvement of IBM iX in BeNeLux?

6.a How would you describe differences/similarities between IBM Digital Strategy and IBM iX, in terms of capabilities?

7.a On a scale from 1 (not at all) to 5 (very) how well do you know IBM iX BeNelLux offerings?

1. 2, 3. 4, 5.
Not at all Very little Little Quite Very
O O O O O

7.b What are the top 3 offerings that IBM iX BeNelux provides to clients?
1

7.c What strengths make IBM iX BeNelux better than other departments in providing these offerings?

8.a Think about the current collaboration between clients and IBM iX BeNelux, in terms of ways of working and
relationships. How does it look like? Please briefly explain how you see that.

8.b If you could change something in the collaboration with clients, what would that be?

9. Can you share some examples of IBM iX BeNelux success stories that you have heard about?

10.a Who do you think are the main competitors of IBM iX BeNelLux?

10.b How do you see IBM iX in comparison with the competitors in BeNeLux? Please give one or more aspects.

1
2

Differences Similarities

6.b How can IBM Digital Strategy and IBM iX create synergy together?

10

11. Which company/companies could be an inspiration for IBM iX BeNeLux? And why?

12. Education background:

11



Appendix C: Survey Analysis
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“The unit that is offering IBM servicesina “Different perspective to the table,
new, vibrant way where we push creativity helpyou understand clients needs
and outof the box thinking.” first, before we think solutions.”

BeNeLux “iX; who fosters innovation, inspira
tonand creativity for the client. A
strategic innovation partner,

Digital Agency Userand clients needs first

@ -shs f PO

Designdriven  Technology experience  Deliver experiences No solution driven

STRENGHTS OFFERINGS SKILLS
Feople from very different Enterprise Design Thinking wa:gs?enam
backgrounds (notanly tech) Mobile Understand user needs
Understanding what chent Salesforce Creative
wants
Experience design Technolo
Energetic brand Chatbox Sﬁ'ﬂﬁgyw
le toget value through OT Strategy Fresh, innavative
N mam»e Customer€Engagement Storytelling
Usercontichy \ . andDesgn Agile

R A

18/28

O,

IDEAL

Small engagement (beginning and end)

Some people don't have experience with the client
but only with other department in IBM

“Do clients know that they are working with iX?*

DESIGN THINKING WORKSHOPS DS

MAKING NICE SLIDESAISUAL DESIGN

SUPPORT IN USER RESEARCH e

NOT HAPPENING Yer CEL=HGS
HIGH LEVEL

iX INVOLVED EARLY IN THE PROCESS.
iXINVOLVED INENTIRE PROJECTS
FROM USERRESEARCH TO PROTOTYPING

USER EXPERIENCES STRATEGIES

A lot of differentviews

Combining business strategy with user insights
Involvement since beginning of project
Know exactly ewhat are each other’s strenghts/offerings
Strategy + Execution

Informal, casual

People spread on different projects

Work with the client, not for

IDEO

High quality work

Good work environment
Strong in technology
because of IBM name
The entire journey

BIG CONSULTANCIES

IBM STUDIOS

MEDIA

- - MONKS

Better branding, clear offerings

Expensive

Long processes, slow “More agile, more exciting, more sexy,
Hidden behind the old more craft skills, designer focussed,
fashioned IBM more interesting projects.”

ture ~Deloitte. i
accenture Dl Cognizant

SMALL AGENCIES

Capgomini@® _‘j

Figure 1. Infographic
with survey results
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APPENDIX D: Interview guides

INTERVIEW GUIDE FOR CLIENTS

Checklist for starting:
00 Have something to record the interview.
0 Confirm appointment time and location.

Introductory script: I'm Anna Filippi, I'm doing an internal project on IBM iX BeNelLux identity
with the goal to position the department - both internally (within iX and GBS overall) as for cli-
ents. To this purpose I'm setting up interviews with clients to understand how they experience

working with iX and how this collaboration looks like.
I would like to record the interview, is it ok for you? I will only use this for research purposes.

Subtopic 1: Current project and personal view on IBM iX
Opening: I would like to start by talking about the project you are working on with IBM iX and
understand what your personal view about IBM iX is.

1. Could you briefly explain for what kind of project are you currently working with IBM iX?
a. How did you happen to involve IBM iX for this project?
b. What kind of activities do they offer you? Please elaborate
c. What are they helping you to achieve in the long term?
d. How does your relationship with IBM iX look like, in terms of way of working?

e. Ingeneral, would you be able to explain why is IBM iX the right partner for this
project? In terms of skills?

f.  What do you really like about working with IBM iX?

2. After this current collaboration, for what kind of project/activities would you require the
involvement of IBM iX in the future?

18

Subtopic 3: IBM iX and competitors
Opening: Let’s now talk about the competition

7. How do you see iX in comparison with the competitors in BeNeLux?

a. Inwhat aspects do you think IBM iX is more qualified compared to the competi-
tors?

b. Inwhat aspects do you think IBM iX is less qualified compared to the competi-
tors?

c. From your general experience, why do you think you can trust working with IBM
iX?

8. What company do you think can be an inspiration for iX?

19



INTERVIEW GUIDE FOR GBS CONSULTANTS

Checklist for starting:
00 Have something to record the interview.
0 Confirm appointment time and location.
[ Askif we can record interview.

Introductory script: I'm Anna Filippi, I'm doing an internal project on IBM iX BeNelLux identi-
ty. To this purpose I'm gathering information to get an idea on how they position IBM iX - both
internally as for clients.

I would like to record the interview, is it ok for you? I will only use this for research purposes.

Maybe you can start with introducing yourself and tell me your role within IBM?

Subtopic 1: Personal view on IBM iX
Opening: I would like to start by talking about your personal view about IBM iX

1. How would you describe the role of IBM iX within IBM BeNeLux?

2. Imagine that you are talking to a potential client; how would you sell IBM iX?

3. Do you think you have access to enough information about iX offerings and capabilities?
a. Would it be good to have presentations about iX?

b. What are, in your view, the top 3 offerings that IBM iX BeNeLux provides to cli-
ents?

c. Based on your personal view, what are the key skills that make IBM iX BeNelLux
unique in delivering these offerings?

d. Better than other departments?

4. In general terms, what would you say is the mission of IBM iX in BeNeLux?

Subtopic 2: Relation between IBM iX and other departments
Opening: Now I would like to understand a bit how is the relation between iX and other depart-
ments in BeNeLux.

5. How do you think iX complement the role of other departments in IBM?

6. Do you know for what activities do other departments require the involvement of IBM iX?

20

a. Do you think that those activities fulfill the full potential of iX department?

b. Canyou try to describe how the ideal relationship between iX and other departments
would look like?

Subtopic 3: IBM iX and clients
Opening: Let’s now talk about the relation with clients in terms of way of working

7. How does the process of acquiring a new client look like?
a. Do clients know IBM iX?
b. Inwhat way do clients get to know IBM iX?

8. What do you think can be improved in order to better sell IBM iX in BeNeLux?

Subtopic 3: IBM iX and competitors
Opening: Let’s now talk about the relation with clients in terms of way of working

9. How doyou see iX in comparison with the competitors?
a. Inwhat aspects is iX stronger than the competition?

10. What company do you think can be an inspiration for iX?

21



APPENDIX E: Vision workshop

WORKSHOP PLAN

0. Introduction and Ice-Breaker (optional) - 210 min
The purpose of this session is to create iX internal vision.
01. Utopian/Dystopian Future - 20 min
Participants will be provided with some trend cards (the trends have been selected in order to provide
the group input in thinking about the future). They will be asked to read one of them, discuss what can
be the utopic and dystopic results of this trend, write them on post its and stick them on a big sheet.
They will do the same with another trend card.
The goal of the exercise is to spark discussion among participants and help them create a worldview.
02. iXin the future inspiration - 15 min
Participants will be provided with some quotes from the questionnaire (on cards) and they will be
invited to read what employees wrote about iX (this will make them curious and they will be open to
discuss and share thoughts)
People will feel a bit confused because they will see a lot of different input and point of views.
03. iXingredients - 20 min

In this exercise participants will try to think about where iX will stand in the worldview they created.

- Togive structure to their thoughts, I will share some of the core elements (“ingredients”) of
IBM iX, which came out from the analysis of the questionnaire.

Ingredients examples: (user and client centered; design driven; technology focused; deliver cus-
tomer experiences)

- Participants will be invited to discuss (ex. Do we want to be user centered in the future? How this
will look like?) and choose the important ingredients or combine them.

04. Draw the vision - 30 min

Participants will transform the ingredients in values to be included in the vision and will draw the vision
on a newspaper sheet that will be provided. The following elements will be included:

- The worldview they have created at the beginning
- List of ingredients/values they have chosen

- Drawing that represent the vision

- Aconcise vision statement

22

WORKSHOP MATERIAL

Sustainability

The entire power pi agrl-
culture and consumer goods sectors are scrutinized for
thelr degree of sustalnability.

Consumer declslons are now best made from an ethical
perspective.

Source: Trend One

Transparency

Nothing should take place behind closed doors anymore
- that Is the principle behind total transparency. Fully
aware of are
now golng on the offensive and laying thelr process-
s bare. Transparency Is on the way to moving from a
unique selling point to becoming the norm.

Source: Trend One

i k g m n
t [ g
n e n d e
gl qe gl
y ng 1 n
t o Ly mi e
I se

Data Minimalism
Macro Trend

trustIn and using
thelr data was already dented. We expect a shift from
“data maximalism” to “data minimalism” as organi-
zatlons strive toward only the data they need for their
products and services.

Source: Trend One

Global Citizens

Witha growing global mobile workforoe — people will
migrate for career and life experiencesto discover new cul-
tures. To deliver real value and engage with the true needs

of the Global Citizen, aglity, and seaml

Connected, anywhere, any time

By 2020, over 30 billion devices will be connected. The
connected world embraces not Just people but things;
all sorts of devices “talk” to each other and Information

services must be Incorporated Into every offering.

Source: Gobal Influences

Is b ywhere. We are always connected and
any data Is avallable atany point of contact.

Source: OpenMind

Svio0000 011003 .
o @ : oz @111

©1 211000 0131030 0010
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Artificial Intelligence
Mega Trend

After “Mobile first”, we now have “AI first” — no subject
I pying the of tech pany managers as
much as artificial Intelligence (AI). People have widely
varying views on the subject too: Is It a curse, or a bless-
Ing, orboth?

Source: Trend One

MegaTrend
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Data Minimalism
Macro Trend

trust In or and using
thelr datawas already dented. We expect a shift from
“data maximalism” to “data minimalism™ as organi-
zatlons strive toward only the data they need for their
products and services.

Source: Trend One

Macro Trend
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Startups entrants

Cloud technology has allowed startups to compete head

on with large blue chip companles for a fraction of the
cost. Startups have bullt services without having to sink
large amounts of capital Into servers, datacenters and
software.

Source: Forbes

Macro Trend

Blockchain Technology

The term ‘Blockchaln’ seems to be everywhere at the

moment. The technology has the potential to change
many Ind with possible In govern-
ment, healthcare, distribution and much more besides.
Ttwill overhaul how we store, share and protect data.

Source: Forbes

MegaTrend

W A M,
_ _MARKETING . "NTEG,
©' (STRATEGY _g

Evolution of Marketing

Today's marketing function are Involved In customer
targeting, market segmentation, advertising, soclal
medla messaging, content and editorfal production. The
vast number of channels and content formats require
varlety of expertise In house.

Source: Forbes

Micro Trend

Figure 2. Trend cards with iX employees quotes for the “Utopian/Dystopian Future” exercise (inspired by Pervin Celik’s graduation project)
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Dystopian Utopian
What are (e worst Whatare e mogt esrad b
0@ narios/event's (ta! we can ‘scenanos fwents st we oz
@xpect from fhe pact from the futare?

Figure 3. Template sheet for “Utopian/Dystopian Future” exercise (inspired by Pervin Celik’s graduation project)

IBM iX ingredients

@ b £ S

Digital and Creative User Design Technology
agency centered driven expert
0 /\
AR
CR
Deliver Problem Client needs
experiences oriented first

Figure 4. iX ingredients identified during questionnaire analysis
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“IBM iX is the unit that is
- offering IBM services in a “iX is the team doing the
R LT new, vibrant way where we cool projects that stands
eart of our solutions! push creativity and out of out”
the box thinking.”
“Our services focus on
“IBM iX is IBM's answer to e;";gr’:.’;g “',’; mﬂgg “We listen to what the client
working with Agencies. strategy, design and new really wants.
technologies.”
“We usually start with small “We are technology “We are all about
strategy or delivery en- agnostic and we connect understanding people and
gagements to build a good fo our clients questions what moves them.”
relationship with the client” through end user centricity.
“It's a team of designers,
“IBM iX is needed so that developers, strategists and «ix can help vou to drive
IBM can also compete with architects that nave the innoea };.L e
the agility of start-ups.” customer experience as the
ultimate goal.”

Figure 5. Cards with iX employees quotes for the “iX in the future inspiration” exercise
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29

“The group looking forward,
based on young ambitious
people supported by
experienced IBM.”

29

“We make you a customer-

cenfric organisation.”

“We're an agency on
steroids because we bring
the full power of IBM with

us”

In a world where one party
only talks about complex
technologies and the other
only about complex busi-
ness problems, we bring
everybody together.



Ehe New Aork Times

Fill in the date of the newspaper.

Write a headline:

Values

Report the values you created previously and draw them.

Vision

Where do IBM iX stand in the utopian worldview

Draw the vision

Figure 6. Newspaper canvas for “Draw your vision” exercise (inspired by Pervin Celik’s graduation project)
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Figure 7. Newspaper group 1
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Figure 7. Newspaper group 2
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Figure 8. Series of pictures from the vision workshop
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APPENDIX F: Positioning workshop

WORKSHOP PLAN

Opdonal
“Today we are
going o create
(Xpositioning by
using the
BLOCK 1

What clients
want

BLOCK 2
What is iXbest

Duration

0005

0005

00:10

0010

0030

00:15
00115

00:15

0030

0020
0010

00:10

0030

00:10

0025
4:00

Timespan
13.00-1305

1320-1325

1305-1320

1320-1330

13.30-1400

1400-14.15
14.15-1430

1430-1445

1445-1515

15.15-1535
1535-1545

1545-1555

1555-1625

1625-1635

1635-17.00

What

People arrival

ICEBREAKER

Presentation

Playback

Break

Presentation

Playback

Canvas 4
Collage+Build the story

Sub-Part of process

Why we are here oday and whatwe are going 0
do

Creaw collage of X:exercise o warmup and get
peopie nb e bpic

Presenting my findings about
-What clients want

Whatis the contextofthe specific project? What
are company needs and desires hatiXis
soving?

Whatis the contextin which (Xoperaes in? What
are companies need and desires thatiXcan
sove?

Getcofiee,go © he blletekc.

Presentng my findings about

-What IBM X does best

Fillin canvas. The goal is 1o help people
understand and internalise whattey are good at
and whatvalue mey provide o clients.

Getcofiee,go b the blletetc.
Presentng my findings about
- Competitors

Fillin sheet3. The goal is  make peopie think
aboutiXpositoning and how e departmentcan
difierentaie in he marketiBM.

Peopie will puttogether parts of e exercises and
willcreate (Xposiioning.
- Invoducing my posioning

3 groups wilpich heir story

How did he collage identty inspired you or

change afier he session?

How did this session helped you understand (X?

How do you think e pos tonings representix.

How can we make one version outofte one you
?

Bheh

30

Instructions participants Material

One big blank sheet
Paricipants will use iImages and words L crea® | Pclures sheet

acoflage hatshould representiX Words sheet
Partcipants can ask questons a give their
opinion aboutmy positoning proposal Sides

Fillin canvas. The goalis b understand need and

desires ofclients and the marketin general.

Partcipants use the selecied project (for example

KLM) as a reference © il in the canvas. The blue

partis the one related b he projectwhile in the

grey areamey shouki summarze e previous  Exercise 1 Sneet
partand wriie down in a more generalmanner.  Info project

People presenttheir coniextand we can discuss
and getan idea ofthe world outside

Partcipants can ask questons agve their
opinion aboutmy postoning proposal Sides

Partcipants read the (Xcapabiites thatl

summarzed from my findings and explained

during the presentaton.

Aterwords people are asked, fnecessary,

add more capablites hatftthe projectthey are

assigned .

In he grey part.employees will need b combine

whatwritien In the previous exercise and wrie

down whatis Xvalue and whatiXofler navery  Exercise 2 Sneet
simple and concise way. Exercise 1 Sheet

Partcipants can ask questons a gve thelr
opinion aboutmy positoning proposal Sides

Partcipants need © think aboutomher competiors
thatcould polentally be betier in working on the
project

Later on hey have  explain how (X is betier than
agencies,consuancies, restof GBSfor the

specific project.

Atthe end, ey should summarize and make ftior

meentre X Exercise 3 Sneet

Stck alline grey pieces ofthe exercises inthe

lastcanvas o have the overview ofyour siory +

People willgetinspiraton from my positoning and

fromthelr finalcanvas and willcrease their X Canvas 4

sbory. Anna's positoning
Canvas 4

WORKSHOP MATERIAL

IfIBMiX werea (type of music)
it would be a
because
IBMiX IEM
If IBM iX were a (car brand) IfIBMiX werea (superhero)
itwould be a it would be a
because
because
and your superpower is
IBMiX IEM IBMiX IEM
Figure 9. Icebreaker
) Key trends According to you
What
clients COMPANIES OFFER MORE PERSONALISED SERVICES
« Understand whatusers and clients needs
want * Analytics applied to getting 360° view of consumer
«Workagile and produce MVP to create value quickly
. ds for real-tii d moblle
. also thelr by using to become sUse EM to deliver great
more efficient « Co-create with clients
. of creative, l d skills.
COMPANIES CONNECT AND ENGAGE WITH EMPLOYEES
» Big data gives us Insight Into how work and how transact
with the company “We start small and think big”
» Soclal Technology allows for collabx work and Inthe
“We help by figuring out which problem we should solve
workplaces and for who"
IEM
zx “We work at the intersection of progressive strategy, human- ACCOI’dIng tO GBS
4 Pkl " -1 technology”
Look at
competitors
Deloitte. “Part business, part creative, part technology, one
Dgital hundred percent digital.”
“They are deneratists with
a business perspective”

Accent
ceenture part technology powerhouse.

and technical

Part business consultancy, part creative agency and

“Combines stratedy, technology, data sdence and
Copgamin@inent  creative design to find solutions for the most complex

Figure 10. Slides from the workshop presentation

“iX has alot of Barbapapas”

IBM
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EXERCISE 1
What clients want - Context

Figure 11. Canvas for “What clients want” exercise
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EXERCISE 2
What IBM does best

WE PRIDE OURSELVES ON BEING GOOD AT WHAT OTHERS THINK

What is the si

on of your offering?

Figure 12. Canvas for “What IBM does best” exercise
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EXERCISE 3

Look at competitors
IBM iX ROLE IN THE WORLD

Due to the evolution of technology many products, services and processes are now

Relevant competitors highly complex. People are not able to deal with such a complexity and they need
Write down all the names of competitors that you think can potentially compete with iX in the execution of this specific project? helpA Many organizations are respondime‘ to this trend by IJecoming customer

centric. In order to understake this transformation they need the right PARTNER.

Based on the project you are analysing tell why iX is the right partner compared to agencies, other consultancies and other departments in GBS:

Write down and draw the aspects, elements, capabilities that make iX better in helping the client. What are UNDERSTAND USER TECHNOLOGY DELIVER

AND CLIENTS NEEDS EXPERTISE EXPERIENCE
Agencies Consultancies GBS To understand customer It is necessary to People need intuitive

needs and to move fast understand technology and pleasurable
in a costant changing and be able to deal interactions when they
world new approaches with its complexity. deal with technologies.
are needed.
IBM Design Thinking is a IBM is technology The design-driven
successful user-centered agnostic and has big mindset of IBM allows
approach in this market technology experience. for experimentation and
in constant change. creativity.

Strategy

FAST VALUE
With the agile approach IBM iX can deliver fast value e show immediate results through MVPs.

iX? g L
Why IBM iX? Story: IBM iX can offer a 360 degree support along with an agile way of working to those organizations that
strive to become leaders in the digital era. IBM iX can help with:

- Understanding user's needs (with IBM Enterprise Design Thinking)
- Managing complex technology (thanks to their expertise)
- Delivering great experiences for the users (user needs + technology knowhow)

All this supported by a tailored strategy to win in the market place.

888 b2 4

Figure 13. Canvas for “Look at competitors” exercise Figure 14. Poster representing the first version of iX positioning to give inspiration to workshop participants
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CANVAS 4
iX Positioning

EXERCISE 2
What IBM does best

EXERCISE
What clients want

We pride ourselves on being geod at ‘What do others think

What do organizations seek in this new digital era?
What are the problems that they encounter?

What value you provide to clients?

' NEW CANVAS 4
What d chru . actu a“y Oﬁef toclj entS? || Wﬁ v Enf-uiomn"sa MoRg - m‘-w iX Positioning

Why IBM iX?

Figure 15. Canvas for “iX Positioning” exercise Figure 16. Canvas filled out by Group 1
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SECURTY NoT

EXERCISE 3
Look at competitors

e el cormgatien the éma‘u u':m-nt--uuuu-

Delortte f:‘.: ;‘;f;?; ""__“_'.:"|Ac(.enhﬂe.

WY X5 4N partre Corpand 1oathes cormpetiors
VS, COpESeS t re O beer i Padpiog the chent.

Figure 17. Canvas filled out by Group 2

EXE! .ISE 2
What IBM does best

We pride oarselves on being good at What do others think

» Undersandwhit usrs ind chorms -osds
+vork agihe 40 BlIVIF 10 crate vabye qiciy

«Fuciitste Do th niing werknogs.
< Inprove wer aperence
+LelMecckgrento defver grvee casmomer exparices
+COCOE WIN CHent { Gorage

+CaMRIne CHAVG, Csuting and ierplemareaton sk degnespabites” Khend
= Diveleg “tnte o the arts picoforms” Chart)
who' s wncanainies” Coaay
+ WK Q0N Y ocus vy v the design, " A o
: wpzrizece g
- WKk akeclBorbapopos” M empoyee)

0K 0 change agent f the e U7

(LeekatMesection ol your clist” o e >
o b o redunt 10 s vseds oo

CANVAS 4
iX Positioning

our way

o WUIIJ

Skrales ic Customer

Juiclence Centric Proen

fan ©7F" | Shouing ww)

What do you actually offer to cliente? Lu 2y
: Tmpouer Servig_
Aatb. /

Des( .
>0 Design (oudu{

=1 g
» Cicloptior eaperkist
. (IBMiX?
e lakionshgs ol
Crece bulut
We crec (et “;:.pc.

feliobilivy || “incng
€Liabt ng s
() 1

12 4

Figure 18. Series of pictures from the positioning workshop
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APPENDIX G: iX Story

INDIVIDUAL ITERATIONS

By combining all the insights gathered during the research phase a one pager draft to represent the iX story

INTRO e
pitch has been outlined. The first version of the story has been reviewed by Brian, company mentor, and The days where companies were only competing with physical products are over, nowadays s~ = ===«
Monique, a member of the Eminence workstream. equally important to offer excellent digital services and positive perception of the ecosystem  ~ ~ ==

aroundfhad T T T T TT e mmmmnn e "i:‘- -

INTRO Because every workflow, every process in the company and every experience we put out there N
The days where companies were only competing with physical products are over, nowadays GBI PR o E R RERAT: a \‘ i
it's all about digital services and the ecosystem around that. Every workflow, every process VISIoN *

in the company and every experience we put out there becomes part of that ecosystem.
Therefore, enterprises must reinvent themselves to survive, compete and thrive in this digital

vsion Gl e e e it B Yo
Therefore, enterprises must reinvent themselves to survive, compete and thrive in this of wldesigﬂ S .
digital era. IBM jX can support companies during this path by Eh-ar;g?n-g Fh-eiF business, L_As-in-g ---------

the power of design. WHO WE ARE.

WHO WE A8E Gaarma:mitilsch fnagy feerncfdesigecsitratopqooesidmtpdevsiopargpetiedt. S
We are a multidisciplinary team of designers, strategy consultants, developers, experience [nanagers| experience consultants, mobile experts, salesforce experts and we use our deep S - |

consultants, mobile experts, salesforce experts and F‘"; P E‘IE-‘E}-J Er;d'ér_st-aﬂd?n-g of 7T T understanding of context and continuous engagement with clients to exploit the possibilities of

context and continuous engagement with clients to exploit the possibilities of technology technology and open new business opportunities.

and open new business uppurtunities.] ,?
WHAT WE DO s
WHAT WE DO Prepare organizations __,s_f':'::.-
Prepare organizations We prepare clients for the new digital era by helping I:hen'tlidentifv the path for their future ozl
We prepare clients for the new digital era by helping them drive a cultural change within digital business experience, deliver and Integrate necessary elements and -sap-pEJFt cultural
their organization. As we experienced this ourselves, we can empower employees to deliver change within their organization. | ___________________________________ _“E‘::\: z : '
more value to the end users by building a more customer centric organization. * :: -
Create experiences that matter %
Create experiences that matter Our capability to dive into the real user pain points, combined with the power of analytics, can
p-uF l:_a;;a-lni-iit_‘fjcu-ci-iszc-.fa-':]r:d-d-iv-é into the real Gs:er-p-ai?l ?pc;n;ts: Eu_m-bi-nétfu;ifh_tr'l-e-paﬁ'e-r --------- help clients deeply understand their costumers needs. By applying an agile way of working, we I
of analytics, can help clients deeply understand their @-n_eédg.nﬁg Ep_pIT,,fiﬁg- a-n_aéil_e_ . ~_h-_ ] are then able to translate these insights in solutions atﬁ:e_eal_ﬁ_m_f t_en_sar; ;o_l L.h_tﬁ)r_'ls_a;e ______ _“:n:,_': -
way of working, we are then able to translate these insights into solutions at speed.| T~ Integrated In relevant processes and applications withln the company. S a

Scale solutions and deliver value

You might think that our focus is on doing IBM Design Thinking workshops but actually, our Scale solutions L

focus is on leveraging design methods like that to come to scalable, sustainable platforms e To stay ahead of competition, we help clients constantly manage evolving customers’ _—f,'. -

and solutions that serve the end-user in the design process. To stay ahead of competition, E ol expectations by [mproving[user experience, performance, or putting entire new platformsin i

we help clients constantly manage Il-av_o-h.'iﬁg_!éxﬁe_ct_a'ao-ng Ey-pat:(iﬁg_p-la:cﬁ-)r?'n:s i-n_pI-aEe_aad- T Figure 20. place and drive sales.

drive Lalue % Figure 19. iX story: o -7
* ] iX story: Iteration L o g

Iteration Brian Monique THE CLOSE ¥ f_’_ s

THE CLOSE DSR.X can add the customer journey and experience, appealing design to cloud and cognitive "~

(As our audience is GBS, we should show how they can benefit from [X capabilities, in order projects, putting them in broader perspective increasing customer value. Where we as IBM

to provide the best result for the client. Any suggestion on how to write it in one sentence?) T DS&IX distinghish, ourselves from other agencies Is In the cooperation with you to make It

Reach out now and come and see our X capabilities that can help you in any phase QI“ your :_’ _’ Y happen technically, Integrate, deliver the customers dream waorking as one IBM-team.

project, regardless of the technology you are using. Let’s build businesses, by design.
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ITERATIONS WORKSTREAM

PITCH ITERATION

INTRO
The days where cerrpirien wors
only compating with physicol
Eendhucts are enes, nomadays B al
abeut dgtal sankees srd the
So0RyStOm AreLrd Mt Every
WETCHOW, GVSry FOCESS IN e
COMpAny B0 EVATY DO We
St cut there bacemes part of that
ecosystam.

VISION
Therelore, entsr rises must
rerwent thamsehves to
survive, compete and trive
in thic cigtal ara, IBM iX can
support compenies during
1¥s path by changing their
business, using the power of
design,

WHO 76 265
Weere 6 MUtk dRrary

rts,
dovelopers, asperitnce conmbtants,
mobio e, sk o portc

WHAT WE DO
Propore crgenizations
We propare clionts for

NES Wa C1 ATDOnE
EMDIIEES 1 DBMEr MOFE WALATO
he BN 15605 Dy Dlding A rees

IO LRI DIDASZAION

= Cramte €D e nces Thit (et
Our capbily 1o cive inte e seal
e g pets, combined wik
1z powier of snclytics. cenbelp
cherts deeply understand their
costavers needs. By opplying en
a3lc ay of workng. we aro then
2bic o tiamslore 1h95s Inights in
autione 3t w0d

Scalo solusons

To stay ahoad of competiion, we

haip clents constantly menaga
evolving customers'
cxpectations by improving user
experience, pesformance, o
puling enre new plotiorns in
place and drive seles dive
vave,

THE CLOSE
#As our audience is GBS, we
should show how hey can
benefit rom (X capabiviies,
in order to provide the best
tesull for ihe chenl Any
suggestion on how to wiite
®in ane sentence?)

‘nowadays it's
equally important to
offer excellent digital
services and positive
perception of the
ecosystem around
that”

how to connect with

technology?

We prepare clients for the
new digital €ra by helping
them icantify the path for
their future dgltal business
experienca, delivar and
Integrate necessery
elements and support
cultural changa within their
organization

We prepare clients for the
new digial era by helping
them icantify the path for
their future digital business
experience, deliver and
Integrate necessory
elernents and support
cultural change within their
organization.

‘And ensure
solutions are
Integrated In
relevant processes
and applications
within the company"

DS can 284 1o castamar josraay.

00 $5porienes, apasalng Basim 10

I8 8N COPIVE IO, PLLING
v I bioaser perspectire

eroarirg astomer vale. Whate we

22 1BM DRE X cisthghich ewreahos
frem smar igoanems 1 In e

Cooo=EIon WEH you te make &
neppen tecnicely, Inegeste. debver
e st drear werkig @ ane
1BM tear

"growing their
business"

engagement-partnership

ntroduce Cognitive
Enterprise and Al?

You might think that our focus
is on doing IBM Design
Thinking workshoos but
#ctually, cur facus = on

evaraging design mathocs
lika that te come 1o zcalable,
zustainable pletforms and
zclutions that serve the enc:
user 1 the design process.

Reach cut now and come
and see our X
copobiitics that can el
you in any phase of your
praject, regardless of the
tochnology you are
usng. Let’s build
businesses, by design.

" like this:

For a catchy elevator
pitch, I'd say, leave
this out

For a catchy elevator
pitch, I'd say, leave
this out

We digitise

We transform

We know your industry
-.in tact, wo're axpens

We create beautiful user
experiences
.tallorad to the needs of
the users, so itfits like o
glove, everytime

not only customers
but also employees W ricke R veork
- With your existing systems
wand for your entro
enterprise

Figure 21. iX story iteration with Eminence workstream in Mural*

*Mural is a digital workspaces for visual collaboration, inspiration and innovation

42

IN & WORLD WHERE
EVERYTHING IS POSSIBLE
AND EVERY TECHNOLOGY
IS THERE, WHERE DO YOU
START?

WE ARE THE HUMANS OF
TECHNOLOGY

e zre designers. strategy
consitants, devesapers. L
consUpns, Totile & saescrce
“apers
e deeply urdersters <lenis

woRyslem G expcit the

pavaibiibes of teshroogy and
cpen bumness oppertinte.

WE TRANSFORM

We emeewer our client to
become customer centric

--We help them ident¥y the
path for their future digital
business experience

WE CREATE EXPERIENCES

-.We understend and
empethize Wi users
Curomearsfampioyens) 1o
1ecognize pain pairts

JMith the powar of analytes,
wee fronsiate curinsights in
SOMLCNS at speed

WE MAKE IT WORK

«Wa ensure solitions are
integrated with dient's
existing systems

.. We scale these solutions

10 the entire enterprise

STATEMENTS

Designis not a
workshop

We make sure your
solutions will actually solve
something - by properly
designing we uncover real
needs deliver a solution that
will be adopted by users

in orcles for it 1o be &
sclution & has to
Divewivak w
preblem

We don't just talk, we

get sh*t done

Your employees are our
customers - turning your
employee's daily activities
into great experiences
makes them happier, more

productive and engaged etc.

We make employees
love the IT
department

We work with your users -
you are not your user. By
understanding and
empathising with your users
we eliminate assumptions
and create solutions that they
consider valuable.

Assumptions become
Facts become
Usefulness

We don't just make
assumptions about
your users

Figure 22. Brainstorm example with Eminence workstream in Mural*

DS&l helps

clientsin 3
ways

Strategy

Design for the future while
evolving existing businesses

Experiences

We help you save time
and money - by
understanding value
and failing early
(succeed quicker)

Platforms

Create authentic interactions Build solutions that deepen
that create meaningful
business impact

engagement across channels

Service Line: WE TRANSFORM

JWe empower our client to
Practice become customer centric

. We help them identify the
path for their future digital
business experience

WE CREATE EXPERIENCES

~We understand and

empathize with users
(curomers/amployees) to

recognize pain points

~With the power of analytics,
wa translate our Insights In
solutions at speed

Figure 23. iX story fits with the selling pitch of the Go To Market workstream

WE MAKE IT WORK
..We ensure solutions are
integrated with client's
existing systems

... We scale these solutions
1o the entire enterprise




CONCEPTS IX STORY VISUAL

One of the features that we are trying to achieve
with the communication design consists in
allowing personal interaction. By giving the
opportunity to employees to actually “use” the
visual in daily activities, there is a high chance to
obtain engagement and commitment. One of the
proposed versions (fig below) allows consultants
to stick information on the poster, such as projects
currently going on, people involved on the project,
but also people looking for projects. This option
goes along very well with the Pokemon cards,

which represent all iX employees.

| REINVENT YOUR BUSINESS WITH IBM iX ||

FROM PRODUCT TO DIGITAL SERVICES EXPERIENCES AS TOUCH POINT
mh:;huwlnmmlym &-ymﬂ: every process (n
Bl ton dia e e e @9 o ot e e e o
‘ecosystems surcunding them ° . ‘ that scosystem
[ N o
e ©
®

v a

REINVENT THE ENTERPRISE

PUT PLATFORMS IN PLACE

THEINEKEN

Figure 24. Concept iX story visual

REINVENT YOUR BUSINESS WITH IBM iX

FROM PRODUCT TO DIGITAL SERVICES
The days where companies
were only competing with
physical products are over,
nowadays it is all about
™ digital services and the ‘ ‘
«ecosystems surrounding
them.
(]
A2

EXPERIENCES AS TOUCH POINT

)

-
ll.‘

workflow, every
process in the company
and every experience we
put out there becomes
part of that ecosystem.

-
)=

____________________________________

Figure 25. Concept iX story visual
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APPENDIX H: Ideation IDE students

oa.mmem:mmmm? 0A. ROW To WRWE SURE THE  COMPRI G .
. WX ETPHS AR i THE  LONG TERM ? lx

|\[

Figure 27. Series of pictures from the creative session with IDE students

02. How TO STIMULATE A *Tao-wkeg COHMUNICATION 7 GBS
: \

Figure 26. How To’s brainwriting
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APPENDIX H: Iteration campaign

CONCEPT 1

“What you didn’t know about iX”

The campaign consists on the display of different
posters in the same style (following the iX internal
communication guidelines). They illustrate some
quotes related to what iX is good at and contained
a captivating sentence which lead to a call to
action “Join the conversation on Slack” and a
QR code. The code would redirect people to a 1
minute video about an iX specific topic (to be
chosen together with the DS&I growth platform
leader based on department priorities). On the
video a clickable link would appear so that people
that want to know more can be redirected to a
channel on the platform Slack (one of the main
communication medium in IBM). Here people
would join a channel where people can exchange
information regarding the specific subject and ask
questions to iX employees specifically chosen to

be the “ambassadors” of that theme.

WHAT YOU DIDN’T KNOW

CONCEPT 2:

“We transform.”

“We Create.”

“We make it work.”

This campaign is very related to the iX story that
has been co-created together with the employees
if the department. As mentioned in chapter 5.1
the iX role is made of three main areas of focus.
With this campaign the objective would be to
communicate the identity by aligning to these
three main competences. This will support the
identity to be build up, and the audience will have
the opportunity to link the campaign to the actual

department roles.

WE WE WE
TRANSFORM CREATE MAKE IT
WORK

Figure 29. Concept campaign “We...”

WHAT YOU DIDN’T KNOW

ABOUT IBM iX ABOUT IBM iX
“They do Design Thinking workshop” “In ix they make cool power point presentations”
Yes, you are right, we do. Well, yes we are good with visuals. We have good taste and

That's our way of thinking and working as the entire IBM.
Check out how we use design thinking to translate technology in
human values.

great pitch qualities, but we use visual communication as a
meann to engage clients and communicate with them.

Scan the QR CODE and discover more

Scan the QR CODE and discover more

Figure 28. Concept
Internal campaign “What
you didn’t know about iX

CONCEPT 3:

DID YOU KNOW?

The idea behind this concept consists in building
mistery at the beginning and reaching the climax
with the surprise effect. The intention is to make
the experience more fun for the employees and
create some rumors around the campaign by using
Augmented Reality to discover content. In fig. 31

the idea is to spark interest in the audience and let

them discover through AR.

Mac Pro

Figure 30. Example Apple campaign for the release of the new Mac Pro

Figure 31. Example BMW campaign to build tension

Figure 31. Concepts Internal campaign “Did you know?”".

Content discovered through AR

CONCEPT 4:

“Meet Xavier”

MEET

Lorem ipsum dolor sit amet, dipiscing elit, sed dia

nibh eulsmod tincidunt ut lzoreet dolore magna aliquam erat volutpat. Ut wisi
enim ad minim veniam, quis nostrud exerci tation ullamcorper suscipit lobor-
tis nisl utaliquip ex ea commodo

Come and meet us on the 14th
of June 2019 at the coffe corner
at HDK Amsterdam.

<. B¥
Ll
01N THE
SLACK £
CHANNEL (D753

Figure 31. Concepts Internal campaign “Meet Xavier?”.

MEET
XAVIER

Lorem ipsum dolor sit
amet, consectetuer adipi-
scing elit, sed diam nonum-
my nibh euismod tincidunt
ut laoreet dolore magna

Come and meet us on the 14th of
June 2019 at the coffe cormerat
HDK Amsterdam.

A
o \ /

Figure 32. Concepts Internal campaign “Meet Xavier?”.



APPENDIX I: Evaluation Campaign

The video will be used during an Internal campaign whose objective is to create awareness on the role e) Does the video trigger you to know more about iX?
and capabilities of iX. The video should, therefore, trigger people to know more about iX and encourage

interaction across departments. Please rate the video based on the questions below: 1. Not atall
2. Very little
a) How clear is the message conveyed in the video? 3. Little
4. Quite
1. Not at all clear 5. Very much
2. Notsoclear
3. Somewhat clear Explain:
4. Very clear
5. Extremely clear
ONLY FOR GBS EMPLOYEES
Explain:
b) How easy is to follow the story that Xavier is telling? f) How likely is that you would talk to an iX employee to know more?
1. Not at all easy 1. Not at all likely
2. Not so easy 2. Extremely likely
3. Somewhat easy
4. Very easy Explain:
5. Extremely easy
Explain: g) How did your perception about iX changed after watching the video?
¢) How easy is to understand all the information in the video? 1. Not at all
2. Very little
1. Not at all appealing 3. Little
2. Not so appealing 4. Quite
3. Somewhat appealing 5. Very much
4. Very appealing
5. Extremely appealing Explain:
Explain:

h) Do you have any other comments about I can improve video?
d) How visually appealing is the video?

Explain:
1. Not at all appealing
2. Not so appealing
3. Somewhat appealing
4. Very appealing
5. Extremely appealing
Explain:
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