



























































Avoiding the pitfalls

A desktop virtualization solution brings together a number of different elements that
have to work together in a ‘technology stack’ (right). You'll have to do several things
differently for it to be successful.

Before you start:

Ensure you have a thorough understanding of your existing desktop environment,
any problems that will inhibit the new environment, and the needs of the users
you'll be providing virtual desktops. Consider an independent virtual desktop services
assessment.

Understand your Windows 7 migration strategy and integrate with your virtual
desktop plans for a seamless, lowest cost rollout for each class of user. Plan for
application testing, and study virtual desktop application packaging and delivery
to add as a part of your strategy.

List all licensing needs for the environment and work with Microsoft and your other
software vendors to obtain licenses for both the applications and the operating
systems you will need.

Rationalize applications and desktop operating images, SOE, to eliminate unused
or unnecessary items. Determine which applications to virtualize and which to build
into the SOE, and test them using the new approach.

Make sure your central infrastructure — Active Directory, storage, networking — is
ready to cope. Network capacity planning is crucial.

Decide how you're going to provide access to printers and file servers.

Plan your organizational change — communications, rollout waves, training, support
and provisioning — and show users how to enjoy the new benefits of Windows 7
and virtual desktops.

During the design phase:

Think big from the start: Even if only a few departments or applications are in the
initial scope, chances are it will grow — often, very quickly.

Build a scalable, modular, leveraged architecture. Then, when you need to expand,
you can easily add another service block.

Keep 15 to 20 percent capacity in hand to allow for unplanned expansion.

Prepare Windows XP or 7 SOE and packaged applications as planned.

Don’t confuse ‘big’ with ‘complex’: Avoid unnecessary complexity.

For global organizations, determine the optimal location and capacity of service blocks
for providing virtual desktop services at the desired scale.

Deployment and follow-up:

You'll find that software distribution and patching become easier and faster.

Be prepared to start thinking di erently about some routine tasks. For example, it
will be vital to closely monitor servers serving the desktop environment.

Review and be prepared to change organizational and access rights.

And finally, troubleshooting can be complex in a virtualized environment that has
many vendor components. Be sure to have a centralized set of tools to manage the
environment and minimize support requirements. l

PHIL GROVE is CSC global director of End User Services.

TECHNOLOGY STACK

With virtualization, all the elements
below must work together seamlessly.

End user device
Network
Access and security control
Connection broker
Provisioning/management
User data and profile management
Application delivery
Guest operating system
Hypervisor

Hardware

YOUR WORKERS COULD
SECURELY ACCESS YOUR
COMPANY’S IT RESOURCES
FROM DEVICES OVER
WHICH YOU HAVE NO
CONTROL — SUCH AS A
HOME PC — WITHOUT
COMPROMISING SECURITY.
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SO MUCH

INFORMATION
SO LITTLE TIME

by Chris Sapardanis

In an age of information overload, the old
adage “information is power” is losing some
of its impact. Vast amounts of data are coming
at us through television, text messages, radio
and Web sites. And while it remains debat-
able whether the bulk of this information is
actually empowering us, most people agree
that we spend considerable amounts of time
consuming it.

A report' published by the University of
California, San Diego, calculates that in 2008,
Americans consumed information for about
1.3 trillion hours — an average of almost 12
hours per day.
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The study finds annual information consumption totaled 3.6
zettabytes? and 10,845 trillion words — on an average day for the
average person, that would be 100,500 words and 34 gigabytes.
This doesn’t mean we read 100,000-plus words a day — the
report says we see or hear the equivalent number of words.
Additionally, researchers say, from 1980 to 2008, the number
of bytes consumed has increased 6 percent each year, adding
up to a 350 percent increase over 28 years.

Apart from the impact on our personal lives, the effects of a
deluge of data are also being felt in the office. In the workplace,
finding and understanding the appropriate information is crucial
to aiding any business objective.

Turning information into intelligence

CSC’s ResearchNetwork gathers and disseminates critical
competitor, market and business trend data. This forward-
looking think tank of specialists offers insights into key areas
such as the business process, for our sales force and client
engagement teams across the world.

According to Sue Cronizer, director of Market & Competitive
Intelligence for CSC, more than 2,000 requests for the Research-
Network’s services are fielded each year, allowing business leaders
to make decisions that are solidly based on knowledge.
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IN 2008, AMERICANS CONSUMED
INFORMATION FOR ABOUT

1.3 TRILLION HOURS — AN AVERAGE
OF ALMOST 12 HOURS PER DAY.

“Despite the increasing amount of information available to guide
business decisions, an overabundance of unstructured information
isn’t useful in business development or for serving our clients,”
she says. “How and when this information is delivered is crucial,
and extracting and translating it into actionable intelligence is
difficult.”

PC Magazine defines “actionable intelligence” as the immediate
availability of information necessary to deal with a situation at
hand.® The ResearchNetwork provides a variety of products

and services that help business decision makers sort through
the “noise” and get the information and analysis necessary for
making the best decisions for our clients and employees.

Cronizer’'s team distills information collected in research projects
into digestible bits. Going even further, the team provides a
diverse set of strategic offerings tailored to meet specific requestor
needs. The ResearchNetwork’s offerings range from regional,
market and competitive assessments to in-depth looks at IT
vendors, services and technologies to “Six Degrees of CSC” —
reports that assess a company and its executives’ relationship

with CSC or a particular individual within CSC.




Benefiting from an intelligence
capability
In developing CSC's strategic business
plan and other quarterly analyses for our Board

of Directors and Leadership Council executives,
Vice President of Corporate Development Randy Phillips
benefits from an internal intelligence capability.

“This past year, rather than going to an outside consulting firm,
| went directly to analyst Martin Lee in the ResearchNetwork
for critical econometrics — both macro and business specific.
He does a fantastic job,” Phillips says. “If I'm working with a CSC
person, they already know us inside and out. They know what
kind of information we need, as opposed to a third party, who
| connect with once in a while. Even if I've worked with the
consultant for years, the task will get passed around to someone
who needs to get brought up to speed, which takes time, and
you might not get exactly what you want.”

The ResearchNetwork’s analyses are based on four categories:
understanding competitors (their strategies, organizational
structures, product investments and plans), products in the market-
place, the market itself (size, trends, segments and forecasts)
and customers (preferences, brand loyalties and satisfaction).

“IN AN ECONOMY THAT IS NOW
MORE INFORMATION BASED THAN
INDUSTRIAL, AND WHERE COMPANIES
ARE BEING FORCED TO DOWNSIZE
DUE TO THE FINANCIAL CRISIS,
INCREASING THE PRODUCTIVITY OF
THE INFORMATION WORKER HAS
BECOME IMPERATIVE.”

“Once the analysis is done, we're provided with a basis for
sound insight and a look into what competition might be doing
in a particular space, what our clients need from us and what
market shifts may take place,” Cronizer explains. “The insight
we supply is a cross-section of data, analysis and intelligence.
Once you're able to give that insight, you're able to provide the
actionable intelligence required to fulfill a strategic business
plan and answer those important questions.”

Creating actionable intelligence is an ongoing process, and the
ResearchNetwork reigns supreme at internal collaboration and
two-way sharing of knowledge. The team is actively involved in
blogging, discussion groups and the sharing of research findings
within CSC'’s social collaboration and portal spaces. “Sometimes,
you don’t know what you don’t know,” says Cronizer. “Our
internal communication and sharing strategies make the infor-
mation accessible 24 hours a day, 7 days a week. This allows

CHRIS SAPARDANIS is a senior writer for CSC’s corporate office.

all employees to benefit from the work we’ve done for others
and add their own insights and intelligence.”

Uncovering the costs of information work

In 2004, the technology consulting firm IDC started collecting
data on how much time information workers spend performing
their jobs. The latest report examines how long workers spend at
various information tasks and what repetitive tasks they perform
that might be prime targets for automation or improvement.*

Reading and answering e-mail, for example, consumes an
average of 13 hours per week of an information worker’s time
— and is often intimately intertwined with document workflow,
sales, scheduling and other business processes, the report states.
Assuming the average worker makes $75,000 a year, the time
spent on e-mail costs a company $20,990 per worker per year,
according to the study.

“In an economy that is now more information based than
industrial, and where companies are being forced to downsize
due to the financial crisis, increasing the productivity of the
information worker has become imperative,” says Susan
Feldman, vice president of Search and Discovery Technologies
at IDC. “It has become obvious that tasks related to creating,
organizing, finding and analyzing information have become
significant time sinks, and IDC’s research demonstrates that
investment in better information access, management, and
collaboration tools and processes pays for itself, often in a
matter of months.” B

1 “How Much Information? 2009 Report on American Consumers,” Global Information
Industry Center, University of California, San Diego. http:/hmi.ucsd.edu/howmuchinfo.php

2 A zettabyte is 10 to the 2lst power bytes, a million million gigabytes.

3 Definition of “actionable intelligence” by PC Magazine. http://tinyurl.com/ya2xhsj

4 IDC study, Hidden Costs of Information Work: A Progress Report.
http://tinyurl.com/y8mw95w




CSC RACES

INTO MOTORSPORT WITH THE

VIRGIN RACING

F1 TEAM

by Theresa Nozick
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Global entrepreneur Sir Richard Branson

is well known for his Virgin empire, including
Virgin Atlantic Airways. In all, he has created
more than 200 branded companies worldwide,
employing approximately 50,000 people in
29 countries. The flamboyant Branson has
also developed a reputation as an extreme
sports enthusiast and has attempted to break
world records in hot air ballooning and
sailing. He has now added motorsport to
his portfolio with the recent announcement
of his Formula 1 (F1) team, Virgin Racing.
And CSC is coming along for the ride as the
team’s technology partner.

THERESA NOZICK is senior manager of editorial services for
CSC'’s corporate office.

CSC has a history of supplying IT services to Virgin. Early last year,
we signed a global IT outsourcing contract with Virgin Atlantic
Airways, one of the world’s leading long-haul airlines, to provide
data center hosting and managed Web services in support of the
airline’s worldwide operations. When Virgin extended the brand
into the U.S. financial services arena — with Branson’s purchase
of CircleLending in 2008 — we helped plan, design, launch and
host its newly branded Web site, VirginMoneyUS.com.

With our proven know-how in mission-critical IT and our existing
relationship with Virgin, we were the logical choice to support its
F1 team. This will involve CSC experts joining the team to work at
the UK headquarters and tour the world, to help set up and run
the trackside IT environment at each Grand Prix. In addition to
providing core IT, such as a network and e-mail in the pit garages,
CSC technicians will ensure Virgin Racing’s F1 drivers and pit
crew have the right data in real-time to help improve the cars’
performance during testing and racing. For instance, the data
could help the crew determine the best setup for conditions
ranging from the hot and dry desert in Bahrain to the soggy
tropics in Kuala Lumpur. With tensions running high in such
extreme conditions, should the IT fail, the race could be blown.

Nigel Kirkham, vice president at CSC responsible for the
company’s relationship with the Virgin Group, says, “CSC is
delighted to be supporting Virgin Racing in their new high-profile
venture. The expansion of our relationship is a testament to
the benefits Virgin are seeing from the latest technology and
services through outsourcing to CSC and the confidence they
have in us, to deliver to their racing team, reliable and durable
IT in the most extreme and diverse conditions.”

The Virgin IT team will share their experiences in a blog on
www.csc.com/virginracing and will also provide updates via
Twitter (see CSClnsideTrack on Twitter). This will provide a
unique insight into what it’s like to provide mission-critical IT
in extreme conditions.

The Formula 1 2010 season kicks off March 12 and continues
through November 12. Visit www.virginracing.com for a detailed
race schedule and more information on Virgin Racing, including
profiles of the drivers and team. B
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Deal making is as much art as
science. A new book contends that
although the devil is in the details,
true success can only be found by

taking the time to build relation-
ships. In Winning Strategies: Secrets
to Clinching Multimillion-Dollar
Deals (John Wiley & Sons, 2010),
CSC’s Anirban Dutta and Hetzel
W. Folden draw upon their years
of experience to provide a
comprehensive guide to pursuing,
negotiating and closing large
outsourcing contracts. CSC World
spoke with the authors about the
state of the industry and what it
takes to land a big deal.
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FIRST HAND

THE
CLOSERS:

NEW BOOK UNVEILS SECRETS TO
CLINCHING DEALS

Who is the audience for this book?

Dutta: There are four broad categories of who this book is for.
One is people like us who are active deal makers who can really
understand what happens on the ground and may or may not
agree with our approach. The second is delivery folks who want
to be deal makers and need to learn what it takes to do large
strategic deals. The third is the students, MBAs, who want to look
at deals from a financial or sales standpoint. And the last category
is the general layman who is not part of IT and wants to know
how large deals play out.

Folden: We did not see any books that cover the full process
from business development, finding an opportunity, all the way
to closing a deal, including the transition. You see business
books, selling books and negotiation books, but you don't see a
book that takes you through the whole process.

What are some of the recent trends in large outsourcing deals?

Folden: The industry is certainly getting more complex, with
people who specialize in certain aspects of the deal, for example
lawyers, consultants and buyers, as opposed to smaller deals,
where fewer people are involved. The industry is also getting
more global and more competitive. There are more and more
providers that can offer the talent and skills that are necessary
to perform these kinds of transactions.

Dutta: We also see an active push toward utility-based pricing,
where there is more emphasis on virtualization and pricing based
on usage.



What are some of the most important strategies for structuring
a deal?

Folden: First, the financial aspects are certainly key to structuring
and winning a deal. The second structuring piece is the solution
— what objectives are you trying to solve for the client? And the
third, and often overlooked, aspect is the relationship.

You can’'t underestimate the solution itself. Although many
customers will say price is not an object, they are looking for a
robust solution, a technical solution, a competitive solution, and
at the end of the day, it’s all about best value. What they get for
how much, is really the issue. You've got to make it something
they want and something that's good for them. You can be
higher priced than the competition and still win. But you have
to convince them they are getting good value from your offer.

Dutta: Developing networks and building strong relationships
truly matter. Whether you are already an incumbent doing
business with them or you’'ve never seen them before, there’s a
relationship you need to build upon, and you need to make that
relationship work so they can trust you.

How does analyzing the customer’s sourcing model influence
your pricing strategy?

Folden: The general trend in the industry has been moving the
pricing curve from time and material orders to a fixed pricing
model. The seller needs to keep in mind there may be many
sourcing strategies and many pricing strategies that go into
one deal. For example, one piece of the business is the resource
staffing model — such as an hourly wage — that’s a certain part
of the deal. Then there might be a different pricing structure for
managed services that's a fixed price deal.

Although pricing is key, it is also important to understand what
the client is looking for. They might be only looking for fixed
pricing, or for a multitude of pricing strategies. The process
is very strategic and you need to take into consideration the
customer’s wishes to have low risks and predictable pricing.

Dutta: As the economy begins to recover and companies start to
become more aggressive and add viable services, much of the time
their problem is coming up with the cash to pay for the services.
So we envision employing pricing models that are traditionally
financial industry models, such as using financial arbitrage. We
expect to see this play out over the next couple of years as service
providers become more like financiers while delivering services.

What role do Third Party Advisors (TPASs) play in the deal
making process?

Folden: There are more TPAs now, and they are becoming
specialized, leading initiatives in different areas — becoming
sourcing consultants.

On the buying side, the service the sourcing consultant provides
is invaluable. But on the other side, they become a business
development market channel for the seller — because when the
TPAs come to the market, they bring expertise and associations,
forming a bridge between the buyer and the seller. TPAs are
therefore a valuable add to companies that have not done
outsourcing before and are looking for ways to form a strategic
alliance with a provider or to see who fits their needs.

Dutta: We are seeing traction among TPAs, who are refocusing
back on the mid-market area. They are going to be a very critical
partner for any vendor that wants to be successful in getting
into the customer’s mind set.

What best practices can be employed in the negotiation process?

Dutta: Without getting into specific negotiation strategies, for
commercial negotiations, building a strong relationship is key,
and also building trust that aligns the customer with you.

Folden: Internal versus external negotiation is an often over-
looked and misunderstood aspect of the process. Negotiating
with yourself is a lot more difficult than negotiating with the
customer. Some of the toughest negotiations I've ever had are
internal. This means trying to get the objectives of your customer
understood by those who are providing you the authority to
negotiate on your company'’s behalf. You have to understand the
true value of the relationship.

What are some of the most important aspects of post-deal
closing around managing transitions and service delivery?

Folden: There is no closing the deal until you have two signatures
on a contract. Until the deal is finally closed, there is nothing to
transition. Many times, the team will begin contractual activities
prior to the deal closing. That's a big mistake. You can’t do that,
and if you do, you have to do it very carefully so you don’t end
up giving something away when the deal’s not yet sold.

Dutta: There are a couple of points to add coming from the
delivery perspective. The transition continues as you move from
stage to stage. Every deal makes way for a new deal with the
customer. Transition is crucial, and it's extremely important to
engage in the right time of the process some of those folks
who are going to be involved in transition and delivery. So it
is important to get the program managers and the solution
architects involved early. If you get them there early, things will
go more smoothly. B

To order the book from Amazon, visit
http://tinyurl.com/winningstrategies.
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WHAT'S YOUR
APP-TITUDE?

by Cal Harrison

Even if you're not a smartphone owner, you probably
know someone who is. They’re easy to pick out in a
crowd. They’re the ones updating their Facebook status
on a treadmill at the gym, or scrolling madly to find a
moderately priced Thai restaurant for lunch.

It’s not surprising that smartphone users, particularly the
zealous followers of Apple’s iPhone, are passionate about
their devices. After all, how many consumer products
can transform into something totally new for a few extra
dollars, or better still, for free? By shopping the 140,000
applications at Apple’s App Store, you can turn your
phone into a flute, a magnifying glass, a carpenter’s level,
a bar code scanner or a jogging odometer.



With major brand loyalties on the line, Apple’s rivals are intensely
focused on catching up in the escalating app race. Research

in Motion’s BlackBerry, which still owns a lion’s share of the
U.S. market for business users, offers more than 8,000 apps, and
owners of Google’s new Android can choose among 18,000
apps — and counting. All three devices are expected to erode
Nokia’'s Symbian operating system’s massive 50 percent share
of the global smartphone market.

Smartphones are no longer just seen as expensive toys for
posting tweets and uploading YouTube videos. Retailers are
brimming with the possibilities of using smartphone GPS
capabilities for location-based advertising. (Imagine a clothing
store sending you a 20 percent off coupon as you walk by
the storefront).

Not surprisingly, the demographics of smartphone users have
clearly gotten the attention of the financial services industry.

Business users still outnumber consumers two to one, according
to NielsenWire. While the market is broadening, users are pre-

dominantly males between ages 25 and 34 who earn more than
$100,000 a year — making them excellent candidates for selling
and servicing financial products.

Leading insurers making a splash

Major retail banks were the first to enter the U.S. apps race
nearly two years ago, enabling accountholders to check balances,
pay bills, move funds and model loans on a smartphone. Over
the past nine months, leading personal automobile carriers —
Nationwide, USAA, State Farm, Farmers and GEICO — have
followed suit, with apps mostly focused on making the claims
process run as smoothly as possible.

Claimants, for example, can use their smartphones to report an
auto accident, upload photos at the scene and pinpoint their
location for wrecker services. Other innovative new apps include
a retirement income calculator by life insurer AXA Equitable
and a payment tool from USAA that lets policyholders pay
bills by simply uploading a photo of their check.
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To support its many insurance clients, CSC in 2009 introduced
its first mobile insurance app, which can be viewed on a smart-
phone at http://mobile.csc.com (user name and password:
gsachar). This new CSC app, available for download as a demo
at the iTunes App Store and BlackBerry App World, helps
consumers view automobile and life insurance policies, including
billing information and history, policy values and limits, and
contact information — all in one place.

Just looking at the numbers, the smartphone channel is hard to
ignore. According to a forecast by Wireless Expertise, mobile

phones are expected to outnumber PCs worldwide four to one in
the next few years. Likewise, the mobile app market is expected

to grow from $4.7 billion in 2009 to $16.6 billion in 2013.

“Mobile initiatives offer a way to give your prized customers
a higher level of service and self-service, as well as target a
demographic market segment of consumers who expect instant
gratification,” says CSC’s Phil Ehlen, chief technology officer,
Property and Casualty Insurance.

Extending self-service to distributors and agents

In addition to serving customers, most insurance companies
must also support a wide range of distributors, including
agents and brokers, who essentially serve as the carrier’s face
to the policyholder. The insurance industry has invested heavily
in self-service Web portals to attract and keep agents, and that
investment is expanding into mobile Web technology.

With a growing number of agents using smartphones to stay
connected with the office for e-mail, contact lists and calendars,
why not give them access to up-to-date policyholder informa-
tion to help them answer questions on the spot? Even better,
why not help them plan and manage sales calls — or notify them
when policies are coming up for renewal?

Carriers are continually fine-tuning the new business process

with technology to make it as easy as possible to sell their
products. Nowadays, for example, when life insurance agents
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make sales calls, they bring a laptop to illustrate the costs and
benefits of various products. Using CSC’s Intelligent e-App
software, agents can even use their laptops to fill out, sign and
submit applications electronically.

Tapping in to mobile tablets

Traditional paper-based processes used in life insurance
transactions, driven by government regulations aimed at
protecting consumers, pose some issues for smartphones, but
the benefits of real-time access for servicing are desirable,
notes CSC’s Darren Klauser, vice president of Life and Annuities.

“Traditional smartphones aren’t very well suited for the sales
process — the screens just aren’t big enough,” Klauser says. “But
we’'re very excited about mobile tablet devices. Tablets have the
potential to serve as mobile insurance offices, enabling insurance
carriers to stay constantly connected with their producers in
the field.”
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Led by the new Apple iPad, which supports mobile apps on a 9.7-inch screen, tablet
computers may soon sound the death knell for clunky desktops and laptops, as
competitors flock to this emerging market.

Managing costs and risks

In addition to cornering the market on convenience, insurance carriers can use self-
service apps to drive down costs. In the workers’ compensation market, for example,
consider the potential value of a managed care app that gets injured employees back
to work sooner. An app with a checklist of steps toward rehabilitation, plus maps
and contacts for the nearest approved medical providers, could help keep claimants
on track — and keep carriers up-to-date on their progress.

Behind the scenes, the technology making these apps possible is nothing new. They're
the result of a convergence of advances over the past decade: easier-to-use hardware,
open systems environments and uniform standards for exchanging data.

Agents and consumers can nhow interact with highly sophisticated processing systems
that once were the sole domain of back-office and call center employees. Today, by
creating special adapters to these systems, carriers can identify virtually any type of
service — paying a bill, adding a vehicle to a policy or ordering a new insurance card
— and extend it to agents and customers.

Reaching a whole new channel

Once insurance companies turn those services into apps, there’s no limit to the ways
they can be used — and reused. For example, the same app for comparing rates
between insurance companies could be downloaded to an individual's smartphone,
featured by a blogger writing about ways to lower insurance costs and then picked
up and shared by thousands of Facebook users.

“The exciting prospect of the smartphone phenomenon is that it combines mobile
technology, Web surfing and social networking on one device,” Ehlen says. “Unlike
the early days of the Web — in the 1990s — when Internet-based services were nice
to have but not essential, killer apps have the power to turn viral overnight — and
set the standard for all apps that follow.”

The challenge ahead for financial services companies is how to tap into this emerging
channel to engage this up-and-coming segment of agents, policyholders and pro-
spective customers. Their expectations are growing with the release of every new app.
To reach everyone, it's going to take a multichannel approach — with storefronts
outside agents’ offices, on company Web portals and, of course, in the app stores. B

CAL HARRISON is manager of editorial services for CSC’s Financial Services Group.

Another exciting

CSC app, CSC Mobile
for the iPhone

( )
brings you the latest
news and insights
from CSC. It’'s available
for free from the
iITunes store.
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CLIENT: Florida Peninsula Insurance

STREAMLINED B

improve agent loyalty by making

TECH N O LOGY SU P PO RTS it easier to do business with the
YOUNG INSURER’S

SOLUTION: CSC’s Agency Link
RAPID GROWTH s
quickly sell and service policies,
) combined with CSC’s business
by Cal Harrison . .
process outsourcing services

. L. . ) ) that support other key functions,
Unlike most traditional insurance carriers, Florida

Peninsula Insurance is a relatively young company
writing business for a single, somewhat risky

including customer service,

underwriting and compliance.

market — Florida homeowners. As the company RESULTS: Shortened quoting
formed relationships with independent agents time, down from 15 to five
across the state and began growing the business, minutes; increased quoting, up
it became apparent that the Boca Raton-based from 2,000 to 35,000 quotes
provider needed to invest in new technology to per month; and 5 percent

- i ti t
support its agency portal. improvement in customer

retention.
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SINCE INTRODUCING THE NEW PORTAL
TECHNOLOGY, FLORIDA PENINSULA HAS
EXPERIENCED A DRAMATIC INCREASE
IN QUOTING — UP FROM 2,000 TO 35,000
QUOTES A MONTH. AND THAT INCREASED
ACTIVITY HAS RESULTED IN A SURGE
OF NEW BUSINESS POLICIES.

“The biggest reason we started looking around was we didn’t
have the flexibility with the old system to drive change,” says
Chris Chandler, director of operations at Florida Peninsula.
“We decided it was time to overhaul our Internet services to
our agents. We had a fully functioning Web portal with online
quotes and applications, but our agents were telling us that the
online process was taking too long. In response to their feedback,
we evaluated the technology on the market and found that
CSC'’s technology met our requirements.”

Since 2008, CSC has provided a wide range of software and
services to Florida Peninsula, from a leading-edge agency
portal to back-office insurance processing. Our business process
outsourcing (BPO) operations support Florida Peninsula’s
agents and policyholders with quoting, underwriting and
customer service.

Focusing on sales and agile operations

Behind the scenes, CSC maintains the company’s core insurance
systems and supports regulatory compliance. This allows the
carrier to focus on managing new business, its sales force, its
claims and financial statements with only about 60 full-time
employees.

“We’'re able to keep our overhead to a minimum for both our
personnel and facilities,” Chandler says. “Instead of managing
individual people, our management team can focus on growing
the company and generating products to help us meet that goal.”
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Using CSC’s Agency Link® software, the company launched

a new, more robust Web portal that gives agents just what
they wanted — faster quoting, streamlined online applications,
automated underwriting and a full range of other services. These
self-service capabilities help insurance agents quickly and
effectively sell and service policies over the Web, and that helps
carriers like Florida Peninsula support growth, agent loyalty
and retention, while lowering costs.

Since introducing the new portal technology, Florida Peninsula
has experienced a dramatic increase in quoting — up from 2,000
to 35,000 quotes a month. And that increased activity has
resulted in a surge of new business policies. Even better,
customer retention has improved by 5 percent since we began
supporting the company’s agency and back-office operations.
Chandler attributes the improvement to a number of factors,
such as easier-to-use technology, faster service, new branding
and more professional-looking policy documents.

Streamlining processes for agents

In rolling out its new portal, the company streamlined the quota-
tion process so agents could get a quote in less than a minute. If
a quote is accepted, the information automatically rolls into the
online application. The entire process has been reduced to five
minutes or less by introducing more intuitive screens that help
agents fill in missing information and correct errors as they go.



CSC'’s automated underwriting tool lets agents bind most new
policies on the spot, without having to wait for a review by

an underwriter in the home office. Florida Peninsula can mail
the new policy documents the next day. “Through automated
underwriting, agents can have much greater confidence in our
ability to accurately quote new business,” Chandler says.

Agents can also complete endorsements, or policy changes,
online for their policyholders. In most cases, endorsements
can go through with no underwriting review. Agents can make
changes to addresses, mortgage companies and payment plans,
or add and subtract coverage in real time. They can also go
online and attach supporting documents, make down payments
and check the status of policies.

Saving time and money

Brent O’'Quinn, owner of the Ormond Beach-based O’Quinn
Insurance Agency, is a leading writer of homeowners business
at Florida Peninsula. After making the transition to Florida
Peninsula’s new Web portal, he appreciates the savings in time
to generate a quote — down from 15 minutes to five minutes.

“The old system wasn’t built with the user in mind,” O’Quinn
recalls. “You had to go through multiple screens, and when you
finally got to the end, you'd get error codes, and then you'd
have to go back and try to find what you missed. The new portal
is much more intuitive.”

CAL HARRISON is manager of editorial services for CSC’s
Financial Services Group.

Every extra minute spent getting a quote impacts agency staff.
O’'Quinn cites the difference a carrier’'s automation can make in
his agency. “We've got 12 people who give about 650 quotes
a month, and if you're spending an extra 10 minutes on every
quote, that comes out to 6,500 minutes — more than 100 hours,”
he says. “That's wasting a pretty good amount of my money
every month.

“All agents tend to take the path of least resistance,” O’Quinn
adds. “Florida Peninsula’s system makes it so easy that it
encourages us to quote them more often.”

Sharing innovative solutions

In a relatively short period, Florida Peninsula has become an
active member of CSC'’s large client community, with hundreds
of other insurance companies. “It's been very beneficial for

us to interact with other CSC clients and to hear about their
implementation strategies, the products they're working on and
the enhancements they're planning,” Chandler says. “Obviously
we're always looking for fresh and innovative ideas for our own
systems, and we’re sharing what we’re doing, too, in hopes of
improving products for our customers.”

Florida Peninsula’s volume of business has grown to 120,000
policies in just a few years, and the company has been able
to take advantage of expansion into other markets and growth
through acquisition. B

Learn more about CSC’s Agency Link software at
www.csc.com/agencylink.
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ENTERPRISE COMPLIANCE AND SUSTAINABILITY — THE NEXT FRONTIER

Regulatory compliance and sustainability have become a priority for
many of our clients. A growing list of government regulations and
laws designed to reduce emissions and manage hazardous product,
has companies just now beginning to determine the best — and
most cost-effective — approach to becoming more environmentally
friendly and compliant.

Noncompliance not an option

Companies today face a range of regulatory challenges in each

country in which they operate, driving up complexity and costs. It's

critical that they comply to ensure their Right to Operate and Right
to Sell. Failure could shut down their businesses. Over the past few
years, many new regulations have emerged that companies must

respond to, including:

e Chemicals: REACH (Registration, Evaluation, Authorization and
Restriction of Chemicals) requires manufacturers, importers and
downstream users to register substances of concern and manage
new levels of risk with their supply chain partners.

* Greenhouse Gas: Recently passed, EPA Rule 40 requires companies
to track emissions beginning January 1, 2010, and file their first
reports next year. In addition, proposed cap and trade legislation will
further require companies to meet new guidelines to reduce carbon.

e Security: Organizations must meet new government-mandated
cybersecurity and antiterrorism standards and other physical
security requirements.

An ineffective response to governmental regulatory compliance
leaves your company open to huge liabilities, including financial
penalties and negative brand exposure. On the other hand, an
effective eco-friendly program can increase brand awareness and
drive more business.

Historically, most companies have not had a strong focus in this
area and find themselves with disparate business processes, point
solutions and data in many places.

Regulatory
Reporting

Corporate Social
Responsibility

Global Compliance Excellence Integrated Solution

Common Business Processes and Platforms

Clean Air . Toxic .
Clean Clean Materials Release Spills
Air Act Water Act (MSDS and EPCRA) Inventory (SPCC and OPPA)

Climate
Change and
GHG

Hazardous
Materials
(DOT)

Energy
Management
and Efficiency

Waste
(RCRA and HSWA)

Product Safety
and Steward

Compliance and
Risk Assessment

Work Order and
Preventative
Maintenance

Financial and .
Contract Pesticides

Obligations (FIFRA)

Occupational
Health and
Medicine

Emergency
Response

Wetlands
and Habitat
Management

Nuclear
Regulatory
Commission

Environmental
Management System
(ISO 14000)

Federal Energy
Regulatory
Commission

Audits and
Inspections

FIN47 — Asset
Retirement
Obligations

Building, Fleet
and Construction
Management

Safety and
Industrial
Hygiene

Toxic Substance
Control Act

Consent Decree
and ACOs
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by Candace Labelle

With diverse product portfolios, each with its own unique supply
chain and business model, businesses are challenged to craft a com-
prehensive approach. With each new regulation, companies must
engage in costly assessment, monitoring and reporting practices.
Then, they must scramble to adopt new business processes and
policies, which can have a ripple effect across the entire business.
And they are still struggling to keep up.

“Noncompliance is simply not an option,” says Chuck Deise, vice
president, CSC’s Chemical Group. “Until recently, a lot of this has
been back office — but with these new regulations, this has become
front office and a top C-level initiative.”

Adding to the complexity, it's not just governments demanding
compliance. For example, Walmart, the United States’ largest
retailer, has created a Sustainability Assessment for potential
suppliers. The new program includes 15 comprehensive questions
on energy and climate, material efficiency, natural resources,
and people and community. No matter the audience, it's clear
that companies are going to need quick, accurate access to their
regulatory and supply chain data.

A holistic transformation approach

By leveraging our corporate capability and work with the U.S.
Environmental Protection Agency and Department of Homeland
Security, CSC is driving a holistic transformation approach in the
marketplace that we call “Enterprise Compliance and Sustainability.”

“Addressed independently, each regulation has its own business
processes. Our Enterprise Compliance and Sustainability solution
is built around a unified framework, as opposed to an ‘as-needed
basis’ as regulations are created by global governments,” Deise
says. “By looking at this area holistically — from a business stand-
point — you can identify common business processes, common
IT platforms or common data models, for instance.” That, he says,
leads to lower costs, reusable processes and a Compliance and
Sustainability program that is proactive, not just reactive.

Enterprise Compliance and Sustainability enables companies to
collect regulatory information from across the enterprise, verify it
and distribute timely and accurate reports to regulatory agencies.
It includes a diagnostic assessment of current business processes,
infrastructure and organization; deployment of a tailored solution;
and follow-on life cycle support.

We provide visibility into the entire supply chain, allowing, for
instance, a manufacturer to verify that the paint supplied by a
third party used on products shipped across Europe meets each
country’s specific standards. Ultimately, a unified approach increases
reliability, minimizes risk and cuts costs.

To learn more about Enterprise Compliance and Sustainability,
visit www.csc.com/sustainable_compliance.

CANDACE LABELLE is program director for CSC GreenWay.
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