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There are 380,000 IBMers



We work in 170 countries



We’ve made millions of Intranet pages
(frighteningly, many never die…)



Our intranet gets 6 million views a day



We’re Frankenstein-ing together legacy
systems and processes & fresh design







Our content monster can seem 
like a multi-headed beast



We are always improving.



Last year: cleaner, focused on search, like a news site…



This year: cleaner, responsive, card-based and more personalized. 
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We think like an editorial organization:

• In Q2, created a global, cross-company editorial council

• Our council includes intranet editors along with global content 
marketers, sales, IBM Research, off-domain platforms, IBM.com
homepage editors, thought leadership editors, social engagement 
leads

• We are iterating on an international editorial calendar (Surprise! It’s 
analog!) to compliment online, international process guidance

• Create systems for re-use (CMS R&D, templates and “chunks”)

• Learn from external editors (Contently, HBR, Mic, NY Times, TED, 
etc.)
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We act like a consumer company:

• We know we’re competing for time and attention with 
other sites and apps on the devices IBMers use

• We follow consumer-site/app best practices (create 
shorter, shareable, relevant, anticipatory experiences)

• We conduct user tests and adjust/optimize according to 
data and qualitative feedback



THINK Academy, 2015





THINK Academy, 2016



Return visitors increased 20%



Participation in THINK Academy 
surged 243% after the team 
personalized (to 1.5 million visits 
by the end of 2015)



73,000 IBMers have downloaded 
the app



It is the company’s most popular 
non-utility app



We use Cognitive/A.I. to help us:

• This year, our intranet features a personalized 
learning program that uses cognitive to identify 
courses for individual IBMers

• Editorial teams are using Watson APIs to test for 
tone, for transcribing interviews, and for interactive 
searches on new sites



The AP now 
publishes 12x
the number of 
financial
earnings stories
per year (3,700)*

* They do not use Watson










