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Nearly half of companies are using big-data 
analytics to improve the customer expe-
rience, surpassing issues like security and 
data warehousing. That’s according to a 
recent CompuCom survey of nearly 250 IT 
pros across industries.1

“The customer experience has become  
a critical benchmark for success, especially  
in low-touch digital environments,” says Ken 
Jackowitz, senior vice president and leader  
of Service Experience Management at  
CompuCom. 

“Companies realize that the customer 
experience correlates strongly with loyalty 
and revenue,” Jackowitz says. “They’re look-
ing to big-data analytics to help them boost 

consumer and end-user satisfaction through 
positive experiences in every phase of sales, 
service and support.”

A new retail-based point  
of access for IT products 
and services is bringing 
enterprise-level IT sup-
port to small and midsize 
businesses (SMBs). Rolling 
out in suburban office parks, 
downtown office buildings 
and shopping centers, Tech-
Zone will meet the needs 
of SMBs whose operations 
depend on technology.

“Tech-Zone reflects the 
growing popularity of IT 
walk-up service centers,” 
says Dan Stone, senior vice 
president and president 
of End-User Enablement 
for CompuCom. “Just as 

CompuCom is implement-
ing its Solution Café® in 
large corporate campuses, 
we’re now bringing walk-up 
services to SMBs through 
Tech-Zone.”

Tech-Zone stores are 
open to the public. SMBs, in-
dividuals and even enterpris-
es will benefit from a broad 

range of IT solutions 
with clear, affordable 
pricing.

For SMBs that need 
additional support, 
“We can design custom 
offerings that meet your 
needs,” Stone says. End 
users can consume ser-

vices at the Tech-Zone store, 
or Tech-Zone technicians can 
deliver services on-site.

CompuCom opened its 
first Tech-Zone stores in 
late 2015 and will begin roll-
ing out Tech-Zone nation-
wide in mid-2016.

news

CompuCom has officially  
been renewed and certified 
in multiple Cisco® partner 
programs in the United 
States and Canada.

In the United States, the 
company has been re-
newed as a Cisco Master 
Collaboration Specialized 
Partner. CompuCom “has 
continued to prove that they 
have the ability to provide 
sophisticated, value-added 
Cisco collaboration solutions 
through their in-depth sales 
capabilities, technology 
skills and service offerings,” 
according to Cisco.

CompuCom has also been 
recertified as a Cisco Gold 
Certified Partner in the 
United States and Canada, 
meeting all program require-

ments for personnel, 
support and spe-
cialization. What’s 
more, the company 
has now achieved 
the Master Collab-
oration Specialized 
Partner level in 
Canada.

Finally, Compu-
Com has been re-
certified as a Cisco 
Cloud and Managed 

Services Master Partner 
worldwide. 

Tech-Zone Stores  
Deliver Enterprise-Class IT

CompuCom®  
Achieves  
Renewed  
Cisco  
Certifications

1 “Customer Experience Top Reason Companies Use Big Data Analytics,” CompuCom, October 2015

Data  
Warehouse  

Optimization

Does your company most often deploy  
big-data analytics for:

Source: CompuCom,  
October 2015

Customer  
Experience

Information  
Security

48%

32%

20%
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Customer Experience Relies on Big Data
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Customer  
Experience Trends 
Transforming  
IT Support
Developments in customer experience for consumers have 
implications for IT support.

Call it an Aesop’s Fable for the  
omnichannel age: “The Customer 
and the End User.”

Steven is an avid consumer of 
electronics. Over breakfast, he uses 
his tablet to read an email from his 

local electronics retailer. On the train, he uses his 
smartphone to browse the retailer’s e-commerce 
site. He adds an item to his cart but decides to 
look at it in the store on his way home. The next 
day, he buys the product online and has it shipped 
to the store for pickup. Steven loves his customer 
experience.

Susan is an avid consumer of enterprise IT 
services. Over breakfast, she uses her tablet to 
check her work email, but she discovers the email 
server is down. She wishes the IT department 
would tweet alerts about outages. On the train, 
she uses her smartphone to download a new 
work app, but she has to reconfigure her phone to 
use it. She wishes the IT portal provided a self-
help tutorial for that. She would call the service 
desk, but she’s in a quiet car. She wishes IT 
offered a chat feature for situations like this. 

COVER STORY
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She can deal with the problem 
when she gets to the office, 
but she has back-to-back 
meetings today. She wishes 
her company had an IT walk-up 
service center she could stop 
by on her way to lunch. Susan 
could be a bit happier with her 
end-user experience.

Sound familiar? A growing number of organizations 
are discovering that expectations for customer 
experience are spilling over into the workplace. 
Consumers want to interact with brands through 
multiple channels and expect to be delighted at 
every touch point. In the same way, end users want 
omnichannel interaction with IT, and they demand 
the level of service and convenience they’ve become 
accustomed to in their personal lives.

The downside, if there is one, is that IT needs to 
commit to providing a new level of service to end 
users. The upside is the potential for better employee 
engagement and satisfaction, and for employees  
to work more productively and effectively.

Another upside is that these trends in customer 
experience hold valuable lessons for IT support.

Consumers value customer service and demand  
a superior experience. End users increasingly do, 
as well.

Source: Forrester Research, January 2015

Say valuing the  
customer’s time is the 

most important aspect 
of customer service.

Will abandon an 
online purchase if 

they can’t get a quick 
answer.

77%

55%

EXPECTATIONS RISING
Consumers have less patience when interacting  
with brands. For 77 percent, valuing their time is the 
most important thing a company can do to provide 
good service.1  In fact, 55 percent will abandon an online 
purchase if they can’t get an answer quickly.

End users behave in the same way, says Bill  
Miller, vice president of Service Experience Management 
for CompuCom. “As customers, end users have instant, 
always-on access to information, and they’re much more 
empowered,” he notes.  “They now expect that from all 
channels, including IT. End users today demand an IT 
experience that delights them. And if they don’t get it 
from you, they’ll get it from someone else.”

Doesn’t the IT department have a monopoly on 
enterprise IT service and support? Not any longer, Miller 
says. “End users, product development, engineering, 
the lines of business — they can simply abandon IT if 
they’re not happy,” he explains. “They can bring their own 
devices. They can buy their own hardware and software. 
With 20 minutes and a credit card, they can get all the IT 
infrastructure they need in the cloud.”

Such “shadow IT” has grown sharply. Indeed, the 
average company runs 14 times more cloud applications 
than are authorized by the IT department. While CIOs 

estimate they have an average 51 cloud 
services, the actual number is 730.3  As 
a result, companies can’t effectively see, 
measure or manage IT costs and risks.

The good news is that IT can leverage rising 
end-user expectations to engage employees 
more fully. By delivering IT services and 
support consistently and effectively across 
multiple channels — phone, email, chat,  
social platforms, self-service, in person 
and more — IT can better meet end-user 
needs and measurably improve end-user 
satisfaction.

                                                  “By delivering IT services and support  
consistently and effectively across multiple channels ...  
                                                                         IT can better meet end-user needs.”

Back To Contents



A more satisfied workforce can yield substantial 
business benefits. Companies with highly engaged 
employees achieve 147 percent higher earnings per share 
than competitors.4  They also realize advantages such 
as lower turnover, less absenteeism and fewer quality 
defects.

 
PLANNING ON PRODUCTIVITY
Customer experience should be pain-free, proactive, 
personalized and productive.5  The same is true for the 
end-user experience, Miller says. Achieving those four P’s 
starts with commitment to end-user satisfaction — first 
with the CIO and CFO, but equally with every IT staffer 
who interacts with end users. “The reality at many 
organizations is that interactions with IT support can be 
painful,” Miller emphasizes. “That has to change.”

Key to improving satisfaction is delivering IT support 
how end users want it. That’s where omnichannel 
interactions come in. “Omnichannel means your service 
desk has a phone number, an email address, chat, click 
to call, a walk-up service center like Solution Café®—
any channel an end user can use to interact with IT,” 
Miller says.

Just as important is the ability to traverse channels 
seamlessly. IT staff should be able to recognize who end 
users are, how they’ve interacted with IT and what they 
need as they move from channel to channel.

Don’t neglect self-service, Miller recommends. In 
delivering customer service externally, companies have 
found that self-service is an increasingly popular option. 

While less than two-thirds of customers use chat, more 
than three-quarters use FAQ or help features.6

The same is true of end users. Many end users are 
tech-savvy and often want to solve their own problems. 
That’s good for them, because it can get them up and 
running faster and improve their own IT skills. And it’s 
good for the business, because it reduces IT costs. 

The next IT support frontier, Miller believes, is social 
media. “Younger workers tend to be active users of 
social media,” he points out. “If IT doesn’t embrace social 
channels as a way to interact with end users, it will be 
asking them to ignore a primary way they communicate.” 
Few companies have integrated social media into IT 
support, Miller notes, “but before long it will become 
standard.”

Finally, think carefully about why you’re investing in 
the end-user experience. “Many companies approach IT 
support looking for ways to reduce costs,” he says. “But it 
will be more effective for your business to view this as a 
way to improve employee satisfaction and productivity.”

Ultimately, Miller advises, you need to think of your 
end users as customers. “IT departments need to mirror 
what they see in the consumer space,” he concludes. “IT 
hasn’t traditionally loved end users, and end users sense 
that. Start treating them like customers, and they’ll start 
consuming IT in ways that benefit the business.”#

730Cloud services  
CIOs believe  
their company  
uses

 1  “Channel Management Core to Your Customer Service Strategy,” Forrester, January 2015
 2,3  “The Not-So-Sunny Truth About Cloud Services,” Cisco, 2015
 4  “State of the American Workforce Report,” Gallup, September 2014
 5  “Forrester’s Top Trends for Customer Service in 2015,” Forrester, December 2014
 6  “Channel Management: Core to Your Customer Service Strategy,” Forrester, January 2015
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Customer Experience on the Buying Journey 
Customers increasingly demand a superior, consistent experience at every 
touch point. 

Mobile Portion 
of Digital 
Commerce2 

22% 50% 
2015 2019 

50% 
Store revenue 
influenced by online 
and mobile channels8 

50% 
Expect to buy online and 
pick up in store 
71% 
Expect to view in-store 
inventory online6 

Purchase 

51% 
Browse in store before 
buying online 
60% 
Browse online before 
in a store7 

Investment in 
Customer 
Experience1 

$3.77B $8.39B 
2014 2019 

82% 
Customers fully 
engaged if brand 
easy to do 
business with3 

Influenced by Social Media 
6x more likely to spend more 
 
Use Social Media for 
Shopping 
29% more likely to buy that day9 

Boomers vs. 
Millennials4 

81% 90% 
Research online 
81% 89% 
Purchase online 
17% 50% 
Research via 
mobile 
13% 36% 
Purchase via 
mobile 

Companies Focused 
on 
Customer Journey5 

10%-15% 20% 
Revenue Rise in 
customer 
growth satisfaction 

1 “Customer Experience Management Market,” MarketsandMarkets, August 2014 
2 “Predicts 2015: Digital Marketers Will Monetize Disruptive Forces,” Gartner, January 2015 
3 “Quantitative Customer Experience Metrics Aren't Enough,” Gallup, September 2015 
4 “Balancing Multi-Generational Retail Strategies,” Synchrony Financial, 2014 
5 “The Three Cs of Customer Satisfaction,” McKinsey & Co., March 2014 
6 “Customer Desires Vs. Retailer Capabilities,” Forrester, January 2014 
7 “Global Survey of E-Commerce,” Nielsen, August 2014 
8 “Top Retail Business and Technology Trends,” Gartner, August 2015 
9 “Navigating the New Digital Divide,” Deloitte, May 2015 

Infographic 1 Al: It worked better to do this one as a PPT, but I can convert to Word file if 
that’s easier for you. I think you’ll get the idea from the clipart, but happy to 
discuss. 

Customers fully 
engaged if brand 
is easy to do 
business with3

Boomers vs. Millenials4 
Research online   81%   90% 
Purchase online   81%   89% 
Research via   17%   50% 
mobile  
Research via  13%  36%
mobile

Store revenue  
influenced by online  
and mobile channels6

Customer Experience on the Buying Journey 
Customers increasingly demand a superior, consistent experience at every 
touch point. 

Mobile Portion 
of Digital 
Commerce2 

22% 50% 
2015 2019 

50% 
Store revenue 
influenced by online 
and mobile channels8 

50% 
Expect to buy online and 
pick up in store 
71% 
Expect to view in-store 
inventory online6 

Purchase 

51% 
Browse in store before 
buying online 
60% 
Browse online before 
in a store7 

Investment in 
Customer 
Experience1 

$3.77B $8.39B 
2014 2019 

82% 
Customers fully 
engaged if brand 
easy to do 
business with3 

Influenced by Social Media 
6x more likely to spend more 
 
Use Social Media for 
Shopping 
29% more likely to buy that day9 

Boomers vs. 
Millennials4 

81% 90% 
Research online 
81% 89% 
Purchase online 
17% 50% 
Research via 
mobile 
13% 36% 
Purchase via 
mobile 

Companies Focused 
on 
Customer Journey5 

10%-15% 20% 
Revenue Rise in 
customer 
growth satisfaction 

1 “Customer Experience Management Market,” MarketsandMarkets, August 2014 
2 “Predicts 2015: Digital Marketers Will Monetize Disruptive Forces,” Gartner, January 2015 
3 “Quantitative Customer Experience Metrics Aren't Enough,” Gallup, September 2015 
4 “Balancing Multi-Generational Retail Strategies,” Synchrony Financial, 2014 
5 “The Three Cs of Customer Satisfaction,” McKinsey & Co., March 2014 
6 “Customer Desires Vs. Retailer Capabilities,” Forrester, January 2014 
7 “Global Survey of E-Commerce,” Nielsen, August 2014 
8 “Top Retail Business and Technology Trends,” Gartner, August 2015 
9 “Navigating the New Digital Divide,” Deloitte, May 2015 

Infographic 1 Al: It worked better to do this one as a PPT, but I can convert to Word file if 
that’s easier for you. I think you’ll get the idea from the clipart, but happy to 
discuss. 

 1  “Customer Experience Management Market,” MarketstandMarkets, August 2014
 2 “Predicts 2015: Digital Marketers Will Monetize Disruptive Forces,” Gartner, January 2015
 3  “Quantitative Customer Experience Metrics Aren’t Enough,” Gallup, September 2015
 4  “Balancing Multi-Generational Retail Strategies,” Synchrony Financial, 2014
 5  “Global Survey of E-Commerce,” Nielsen, August 2014
 6  “Top Retail Business and Technology Trends,” Gartner, August 2015
 7  “Navigating the New Digital Divide,” Deloitte, May 2015

82%

50%

Mobile Portion 
of Digital  
Commerce2

2015      2019

50%22%

Influenced by Social Media 
more likely to spend more7

Use Social Media for Shopping 
more likely to buy that day7

6x
29%

PURCHASE

Customer Experience  
on the Buying Journey
Customers increasingly demand a superior,  
consistent experience at every launch point 

Browse  
in store before  
buying online

 

Browse  
online before  
buying in a store5

51%

60%

Investment in  
Customer Experience1

2014  $3.77B
2019  $8.39B
Companies Focused  
on Customer Journey5

10 -15%   20% Rise 
Revenue  in Customer
Growth Satisfaction 

Back To Contents



Market leaders from Apple® to Zappos® 
are using technology to deliver a better 
experience to consumers. As they do, the 
expectations of those consumers are rising. 

Shoppers expect always-on access to the brands they 
love, across touch points from mobile apps to websites to 
customer-support centers.

Of course, the same people who are brand consumers 
at home are end users at work. And as consumer 
requirements ratchet upward, so do end-user demands. 
IT departments have to respond by delivering more 
consistent and easily consumable devices, applications 
and support.

Now, organizations are discovering the influence works 
both ways. Just as expanding customer expectations 
are driving a better IT experience for your end users, 
escalating end-user demands can result in a better brand 
experience for your external customers.

How IT Support  
Impacts the Customer  
Experience
A better IT experience for your end users  
can mean a better brand experience for your  
customers. Here’s how.

CUSTOMER 
EXPERIENCE
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RAISING THE BAR
Talk to CIOs, and they’ll admit that end users are 
in the driver’s seat. Largely this is the result of the 
consumerization of IT. The good news is that the trend 
has had a primarily favorable effect on the enterprise. 
Well over two-thirds of companies say the impact has 
been positive, with less than 10 percent saying it has been 
negative.1

One impact has been an increasingly consumer-like 
enterprise-IT experience. “IT departments are innovating 
to improve end-user satisfaction and productivity,” says 
Ken Jackowitz, senior vice president of Service Experience 
Management for CompuCom.

For example, Jackowitz says, a growing number of 
organizations are implementing IT walk-up service 
centers. These on-campus, in-person facilities allow 
employees to stop by and get real-time, face-to-
face “how-to” help and break-fix support. A global 
pharmaceutical company that deployed CompuCom’s 
Solution Café® walk-up service centers drove down 
support costs by 25 percent. It also increased end-
user satisfaction with IT support by 10 percent — a 
huge shift for a function employees don’t typically feel 
passionate about.

CUSTOMER EXPERIENCE: 
Three Levels of Loyalty
Delivering a superior experience pays off in three 
aspects of customer loyalty to your brand:5 

•  Retention Loyalty — 
 The customer keeps doing business  
 with you.

•  Enrichment Loyalty — 
 The customer buys additional products  
 from you.

•  Advocacy Loyalty — 
 The customer recommends you to others.

Innovations like these can enable companies to apply 
lessons learned in IT to serving customers externally, 
Jackowitz believes. “The customer experience is about 
more than just answering the phone quickly and being 
friendly,” he says.  “For example, rather than solving 
problems quickly and calling that a good customer 
experience, you should identify ways to help customers 
avoid problems in the first place.”

For IT, that might mean using analytics to recognize a 
recurring equipment problem, and then identifying the root 
cause to actually eliminate the issue for end users. For the 
equipment manufacturer, that might mean using a similar 
process to achieve the same outcome for customers.

70%Companies that say  
consumerization of IT  

has been “good”  
or “very positive.” 2 ]
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 1,2 “2015 State of End-User Computing,” InformationWeek, December 2014
 3,4 “The Disconnect Between Customer and Employee Experience,” IDC, June 2015
 5 “What Drives a Profitable Customer Experience,” Forrester, June 2014

EXPERIENCE WITH A SMILE
Still, Jackowitz emphasizes, traditional customer service 
is an important component of the overall experience — 
for both end users and customers. And it’s yet another 
aspect of the customer experience where superior IT 
support can pay dividends.

Although sales and service may make up only a small 
portion of your workforce, many of your employees 
engage with the customer in some way, either directly 
or indirectly. Yet there remains a disconnect between 
customer and employee satisfaction. While 81 percent 
of companies measure customer experience, only 31 
percent measure employee experience.3

“The majority of your workforce has an impact on 
customer experience,” Jackowitz points out. “Their 
satisfaction levels — and the way they perform as a 
result — reflect on your brand.”

By raising end-user satisfaction and productivity, IT can 
directly improve the experience your company delivers to 
customers. Results can include better customer retention, 
opportunities for cross-selling and upselling, and even the 
possibility that customers will become brand advocates.

Companies that 
measure customer 
experience.81%]

31%] Companies that  
measure employee 
experience.4

“Companies often approach customer service from a 
cost perspective,” Jackowitz says. That’s true whether 
it’s IT serving end users or the customer-service 
function helping customers in the call center. The goal is 
often to become more efficient by handling more calls 
per hour, for example.

The more effective approach is to focus on improving 
outcomes. “Rather than handling customer-service 
calls faster, what if you could avoid the need for them 
altogether?” Jackowitz asks. That might mean innovating 
a buying process that requires less support. It might mean 
providing self-service tools to let customers meet their 
own needs or adding a chat component, which is far more 
efficient then a single threaded phone call.

“When you do that, you often end up reducing costs in 
the process,” Jackowitz says. “But if you start by focusing 
on outcomes, you’ll also realize the benefits of delivering a 
better customer experience.”#

Back To Contents



Where’s the next big data in your organization? 
It could well be in end-user analytics — in 
all the data you’re currently gathering, and 
in new information you could be capturing, 

about how your end users consume IT.
Don’t think that’s big data? Tom Vetterani, vice president of 

Strategy and Messaging for CompuCom, believes otherwise. 
“When CompuCom implements end-user personas for 
clients, we can capture up to 680 data points per user,” he 
says. For a large organization, that can easily mean a million 
or even 10 million pieces of data.

End-user  
Analytics for  
Improved  
Performance

IT departments 
monitor servers 
and end points. 
Why not users,  
as well? End-user 
analytics can  
help your entire 
organization 
perform better.

PERFORMANCE
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What’s at stake? Lower cost to deliver IT, higher end-
user satisfaction and tangible improvements in employee 
productivity. But the key, says Vetterani, is knowing what 
data to capture and what to do with it.

THE END USER JUSTIFIES THE MEANS
Multiple forces are driving organizations to look at 
end-user data in a new way. One factor is the speed 
with which IT in the enterprise is changing. Mobile 
workers in the United States will number 105 million 
by 2020.1  Employee-owned smartphones and tablets 
will outnumber company-issued devices two to one by 
2018.2  The consumerization of IT is changing end-user 
expectations — and the way IT services are delivered.

Another factor is the cost of delivering IT. End-
user computing costs are 11 percent of overall IT 
costs on average, or $927 per personal device.3  “The 
typical knowledge worker now has three devices — 
smartphone, tablet, PC or laptop, or maybe a wearable 
device — so end-user computing represents an 
enormous investment,” Vetterani notes. Any way to 
improve the return on that investment is welcome.

Average End-User  
Computing Cost  
as a Percent of  
IT Cost

11%

27%

24
21
18
15
12
9
6
3

Average Annual  
End-User Computing 
Cost per Device

$927

$1800
1600
1400
1200
1000
800
600
400
200

Source: 
Gartner, 
December 
2014
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End-user data can come from a variety of sources. One 
is end-user surveys that measure the effectiveness of the 
service desk. Metrics include speed of response, quality of 
response, effectiveness of outcomes, first-time resolution 
rate and so on.

Another source is end-user focus groups. “Workshops 
can uncover issues user surveys might not, especially 
around satisfaction,” Vetterani notes. They can also hone 
in on problems particular to a specific user group and 
identify emerging requirements that will meet future 
employee needs.

Devices and applications are another source of end-
user data. You should have a clear picture not only of all 
user endpoints and software but also how often each 
involves a service-desk call. Identifying devices or apps 
that involve a high number of calls can help you optimize 
your IT portfolio and drive down costs.

Ticketing, dispatch and other back-end systems, as well 
as enterprise social platforms, are other good generators of 
end-user data. Unfortunately, the data they produce often 
ends up siloed.

Mobile U.S.  
workers by 20204 105M ]]
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 1, 4  “IDC Forecasts U.S. Mobile Worker Population to Surpass 105 Million by 2020,” IDC, June 2015
 2, 5 “Gartner Says Tablets Are the Sweet Spot of BYOD Programs,” Gartner, November 2014
 3 “IT Key Metrics Data 2015: Key Infrastructure Measures: End-User Computing Analysis,” 
    Gartner, December 2014

The solution is a standardized ticketing system and 
processes for IT support. That lets you combine data 
in a centralized repository and apply master data 
management to get a unified view of end users. You can 
then leverage algorithms to understand usage patterns 
for IT and IT support.

DATA DECISIONS
Analysis of your end-user data can yield insights that 
lead to better business performance. A high number 
of service-desk calls might indicate a need for better 
training. Or, the problem might be restricted to a 
particular department. It might be that an application 
wasn’t designed for the way it’s being used. All these 
situations represent opportunities to help improve end-
user effectiveness.

Some results can be surprising. For example, an 
employee’s job title may be less relevant than their 
technical sophistication in determining how they consume 
IT. Sales reps might all have the same apps on their 
tablets, but the cost to support one sales rep might be 
twice as high as another, revealing who needs training 
and who doesn’t.

End-user data can deliver tremendous payoffs. You 
might identify which mobile devices are least costly to 
maintain, for instance, and use that knowledge to guide 
your mobile-device policy. You might realize that some 
users don’t need a particular application and avoid license 
fees. Or, you might determine that an investment in 
technology updates will pay off down the road.

“We worked with one manufacturer whose end-user 
data revealed poor application performance,” Vetterani 
relates. “By applying analytics and comparative analysis, 
we demonstrated that faster response times would 
measurably improve production run rates.” 

Ultimately, end-user data advances IT service delivery 
to employees. That can result in happier, more productive 
end users enabled to contribute to better business 
performance over time. #

Ratio of employee- to company-owned 
mobile devices by 20185 2:1]]
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In today’s always-on, highly connected world, we’ve 
come to demand a lot from the technology we use 
every day. As consumers, we want instant access 
and ease of use, with a personalized and consistent 

technology experience.
The same is true for your end users. Your organization’s 

employees expect the power and flexibility to access 
whatever devices, applications, data and IT support they 
need to get their jobs done.

Personas help IT deliver the right technology to the right  
end users. They also help IT and the business align better to 
achieve strategic goals.

PERSONA-BASED IT

Driving Business Results
E N D - U S E R  P E R S O N A S :
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“Every IT department I meet with is talking about 
this,” says Traci Taylor, CompuCom product director for 
Persona and Identity Solutions. “It’s a dramatic shift 
in the culture. End users have higher expectations, 
and different groups of employees have different 
requirements for hardware, software and support. You 
can no longer deliver the same IT to every end user.”

The answer, Taylor says, is to use the concept of 
personas to better understand end-user needs, segment 
them into clearly defined groups and deliver the exact 
technology and IT support that each group requires. 
The benefits include higher employee satisfaction and 
productivity, lower costs for IT provisioning and closer 
alignment between IT and the business. 

HAVE WE MET?
A persona is a detailed definition of a group of end 
users who require the same set of devices, applications, 
data access and IT support. Personas give IT a better 
understanding of employees’ business requirements, 
and they give the business a better understanding of 
employees’ technology requirements.

Without personas, IT departments spend too much 
time and money provisioning IT in a largely manual, one-
employee-at-a-time manner. 

A persona is a detailed definition of a group  
of end users who require the same set of devices, 

applications, data and IT support.

Or they use a role-based approach that doesn’t always 
deliver the right technology to the right people. “In any 
end-user population, for 10 percent of them, standard-
issue hardware or software isn’t enough,” Taylor says. 
“And for 30 percent, it’s too much.”

Likewise, a traditional approach often doesn’t 
identify the right level of IT support. “One company 
we worked with had frontline employees who needed 
very responsive support so they could serve customers 
effectively,” Taylor recalls. “Because they weren’t getting 
the support they needed, they created their own internal 
website with more than 150 IT problem resolutions 
and workarounds to help them avoid the service desk.” 
Personas dramatically improved that situation.

PERSONA GRATA
One of the unexpected benefits of personas is their 
ability to uncover where IT services are falling short, 
eroding the productivity and effectiveness of employees. 
“IT departments tend to be metric-driven,” Taylor notes. 
“But often the KPIs they measure are generalized across 
the enterprise and don’t reveal issues department by 
department.”

One company Taylor worked with measured adequate 
hardware and application performance company-wide. 
But when it began tracking performance by persona, it 
discovered that call-center staff had worse-performing 
machines and a higher number of service-desk calls than 
the rest of the organization. “That was a real surprise,” 
Taylor says, “because call-center employees tend to have 
standard desktops and applications that aren’t typically 
problematic.” Personas enabled the company to uncover 
and address the problem.

Another organization Taylor consulted to managed one 
service-desk ticket per user per month, “which is about 
average for most companies, though it certainly leaves 
room for improvement,” Taylor points out. 

]

End-user personas enable IT 
departments to:
• Get control over apps and devices.
• Meet business demands for the latest    
 technology.
• Strengthen IT governance and data security.
• Control costs for devices and software licensing.
• Deliver the right hardware, software, data  
 and support.
• Improve IT and business alignment.

Back To Contents



Tracking by persona, however, revealed that customer-
facing employees comprised 10 percent of the workforce 
but accounted for 20 percent of tickets. “That’s a problem 
that obviously needs addressing,” Taylor says, “and they 
would have never known that without personas.”

FROM PERSONAS TO PERFORMANCE
The chief advantage of personas is IT’s ability to better 
understand business needs. In fact, Taylor says, aligning 
with the business is where personas begin. “To use 
personas effectively, you need to start with a formal 
arrangement between IT and the business,” she explains. 
“You can’t just have a couple of meetings and say, ‘Okay, 
now we’re aligned.’” Taylor recommends a structured 
process that allows the business to communicate needs 
to IT, and for IT to validate those needs.

Just as important is capturing the voice of end users 
themselves. “Many IT departments talk to managers 
about what users require, but management doesn’t 
always have a clear picture,” Taylor says. She suggests 
surveys and focus groups “to learn not only what will 
make end users successful today, but also what they 
anticipate they’ll need in the future.”

To implement end-user personas,  
follow these steps:

Adapting to future needs is a key aspect of persona-
based IT. “Persona modeling isn’t something you do 
once,” Taylor cautions. “You need to reassess, typically 
on a quarterly basis, to be sure your personas are still 
on-target.” As your organization makes acquisitions, 
jettisons lines of business, develops new products or 
services, or responds to market changes, the technology 
needs for your various personas will change. 

And change is at the heart of persona-based IT, which 
often represents a significant shift in mindset for IT 
departments, Taylor notes. For that reason, it helps 
to work with someone who has extensive experience 
with personas. “It pays to leverage proven practices 
and lessons learned,” she says. “Plus, IT departments 
typically don’t have the staff resources to focus on this.”

But whether handled internally or with the help of 
an external consultant, organizations that are most 
successful with personas are those that are committed 
to empowering end users. “When organizations commit 
to delivering an optimum end-user experience,” Taylor 
says, “personas become a natural extension of that 
commitment.” #
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✓ Survey — Conduct surveys and 
focus groups to uncover how end users 

consume IT. Identify the hardware, software 
and data they need today, and what they’ll 
need tomorrow.

✓ Assess — Measure the end-user 
experience. Determine how  employees 

are using IT resources, how those resources 
are performing and where there are gaps.

✓Categorize — Group end users 
based on their requirements. Consider 

aspects like where they’re located, how much 
they travel, which applications they use and 
the devices they need.

✓Segment — Organize those end-
user categories into clearly defined 

personas. Map roles to the personas so that 
both IT and the business understand end-user 
and technical requirements.

Back To Contents
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PROCESS
•  Survey end users to  
 learn what they need  
 to do their jobs.

•  Assess end-user   
 experience to determine  
 how they  consume IT   
 and where there may  
 be gaps.

•  Categorize end users   
 based on requirements  
 such as devices, applica- 
 tions, location and role.

•  Segment end-user  
 categories into clearly  
	 defined	personas.

PAYOFF
•  Gain control over  
 devices and apps.

•  Better manage  
 “bring your own  
 device” (BYOD).

•  Accommodate  
 demands for the  
 latest technology.

•  Strengthen IT  
 governance and  
 security.

•  Deliver the hard- 
 ware, software and  
 data users need.

Companies that implemented end-user personas  
have achieved:* 

Persona-Based IT
Identifying the whys and hows of end-user personas.

OBJECTIVE
• Improve alignment  
 between IT and  
 the business.

• Advance end- 
 user satisfaction  
 and productivity.

• Drive down  
 unnecessary  
 costs.

• Evolve end-user   
 computing  
 for continuous  
 improvement. 

Dossier:

Personas in the Real World

faster  
new-hire  
onboarding

faster  
application 
provisioning

fewer  
items in  
IT service  
catalog

lower  
one-year  
mobile- 
device  
costs 

average  
cost 
reduction  
in first 12 
months

70% 233% $1M 10-20%233%

*Source: CompuCom client data

END-USER PERSONA:  
A	detailed	definition	of	a	group	of	end	users	who	require	the	 
same set of devices, applications, data access and IT support.
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Call it the golden age of social 
media. At least 1.19 billion people 
are on Facebook®. Some 400 
million are connected by LinkedIn®. 

More than 320 million actively tweet. The 
potential impact on the enterprise can’t be 
overlooked.

The social media juggernaut has huge 
implications for how your organization 
interacts with customers. But it could have 
a similar effect on how your employees and 
end users interact with one another.

With that in mind, a growing number of 
platforms — from Microsoft® SharePoint® 
to Yammer® to Facebook at Work —  
bring social media to the enterprise. Many  
organizations leverage these tools to 
drive useful, real-time communications 
and collaboration among end users 
across departmental and geographical 
boundaries.

But how do you leverage enterprise 
social media to truly help your people 
leverage one another’s knowledge and 
skills to work together more quickly and 
effectively? The key, says CompuCom CTO 
Sam Gross, is to follow three steps: 
1.  Emphasize ease of use.
2. Relinquish traditional control paradigms.
3. Integrate more deeply with enterprise   
 systems and processes.

ALL SOCIAL MEDIA IS PERSONAL
What employees expect from enterprise 
social media is influenced by their 
personal experience with social media. 
That sets the bar high for ease of use and 
responsiveness.

“When we use social media in our 
personal lives — whether to interact with 
friends or with a brand — the focus is on 
personal engagement and what’s most 
relevant to us,” Gross notes. “That’s what 
keeps us coming back for more.”

Social Media  
Comes to  
the Enterprise

Enterprise  
social media  
can transform  
collaboration  
and work.  
Here’s how  
to make it  
effective  
in your  
organization.

SOCIAL MEDIA
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But when organizations deploy enterprise social media, 
they often use it to disseminate only the information and 
resources management deems important. “That results 
in an impersonal experience and a weaker sense of 
community,” Gross says.

Instead, treat employees as “customers” of your 
social  media tools. Pay attention to how they want to 
use enterprise social media, whom they want to connect 
with, how they want to connect, what they want to 
search for and so on.

That will help you anticipate and deliver the 
functionality and information that’s best for them. 
“Enterprise social media should save time, make work 
easier, build community and drive engagement,” Gross 
explains. “It can’t do that if it’s not implemented in a 
relevant manner and easy to use.”

DON’T BE A SOCIAL (MEDIA) DIRECTOR
To make enterprise social media work, IT often needs to 
give up some control. That starts with recognizing that 
employees should own their online identities. “Employees 
should be free to propagate their own digital identities on 
social media and technology platforms in a way that they 
prefer,” Gross believes. “That will work in your company’s 
favor, because over time they’ll naturally identify the 
most effective tools and processes.”

Gross recommends giving end users access to a broad 
range of social media tools and adapting swiftly as new 
tools emerge. 

 1  “2015 State of End-User Computing,” InformationWeek, December 2014

]• Emphasize ease of use.
• Relinquish some control.
• Integrate with systems and processes.

“Just as companies realized higher productivity by 
allowing end users to bring their own devices,” he says, 
“you’ll get more from social media if you help employees 
use what works best for them.”

INTEGRATE, INTEGRATE, INTEGRATE
Finally, you won’t get the most from social platforms if 
you offer them only as a standalone capability. Instead, 
integrate them into systems and processes so that 
social-based information sharing and collaboration 
become part of how people work. Many organizations 
are already moving in this direction: more than half allow 
integration of social media applications into enterprise 
applications.1

For example, one of the biggest potentials for 
enterprise social media is giving employees fast access 
to the knowledge and skills of their co-workers. “These 
tools should make it easy to dynamically bring together 
people with the right expertise to meet new needs,” 
Gross says.

If you don’t tie social media into HR and talent-
management systems, information about employee 
skills remains locked in a silo, and your most valuable 
asset — people — won’t be optimized. That will make 
enterprise social tools less relevant, and employees will 
start working outside approved social tools to get their 
jobs done.

IT can break this cycle by integrating social media 
platforms with enterprise systems. The business can 
help by making social tools a part of everyday processes. 
“When social media links diverse enterprise systems 
and data, it unleashes your people’s knowledge, insights 
and diverse points of view,” Gross says. “That can really 
transform the way your organization works.”#

To leverage enterprise social media:

52%

Do you allow integration of social  
media applications into enterprise  
applications? 

Source: InformationWeek, 
December 2014

44%

4% Don’t
Know

Yes

No
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Pam Baxter is the CIO for CompuCom, where she drives strategy and 
operations for all services built and supported by the IT team. With 
more than 20 years of experience as an IT executive, she makes 
sure CompuCom has the robust technical foundation needed to 

empower associates and serve clients. #reimagine tapped Baxter for her 
insights on how tech-savvy millennials are transforming the workforce.

Millennials are now the largest demographic  
in the talent pool. How are they changing the 
way organizations work?
Pam Baxter: Millennials want a flexible, adaptable organization. The old-
school mentality of “I need to see you to know that you are productive” is 
changing. Millennials need employers to trust them and give them room to 
do the things they do. They’re changing organizations because they want to 
be online and connected 24x7, and they want to choose their own workplace 
environment. To be successful, organizations will need to be open to change 
and understand that we’ve become a more virtual, global workforce through 
social media.

Millennials have been called “digital  
natives.” How do they view and use technology 
differently?
PB: They use technology differently than those of us who didn’t grow up 
with smartphones or iPads® in our hands or with Facebook® and Twitter®. 
They know how to navigate technology. They want access to technology 
and data all the time. They want to be able to collaborate through social 
media. As a company, you need to respect their desire to be connected all 
the time. But you also need to be cognizant of privacy issues and make sure 
your employees are protecting your data. So you need to be sure employees 
understand how to separate the personal from the professional with respect 
to privacy.

Attracting,  
Engaging  
and Developing 
Millennials

CompuCom  
CIO Pam Baxter  
on benefiting  
from the new  
workforce  
juggernaut.

QA&
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How is the prominence of millennials changing  
the way organizations attract and retain staff?
PB: Millennials are the next generation of leaders, and some already 
are leaders. That’s changing the way companies recruit. A significant 
percentage of millennials have been in the workforce for 10 or more years, 
and they’re looking for companies that are more forward-thinking and 
open-minded. Millennials are looking for a positive company culture. It’s 
human nature for people to want to like what they do, and millennials have 
embraced that. Companies have to realize that developing a positive culture 
is a big part of attracting and retaining millennials — and, in fact, all talent.

How do millennials’ motivations and career  
goals differ from those of earlier generations?
PB: Millennials have similar career goals, and they want to be taken 
seriously. Just because they’re tagged “millennials” and are younger and 
less experienced doesn’t mean they don’t want to move their careers 
forward. 

But they aren’t necessarily as motivated by financial returns. They’re 
often more motivated by company culture and how the company gives 
back to society. Part of that different perspective is simply because they’re 
younger and don’t always have the same financial commitments, such as 
families to support. In that sense, we were all “millennials” at their age.

The difference is that for millennials, technology is a key part of who they 
are and what they do. That makes them think about the workplace in a new 
way. They say, “I want to choose where and how I work. I don’t want to sit 
in an office for eight hours a day.”

What are some strategies for integrating  
millennials with boomers and Gen Xers?
PB: Smart companies know they need a multitude of resources. They also 
know that effective leadership requires a certain level of experience. You 
can’t place only millennials on the front lines. You need a combination of 
generations working collaboratively to succeed.

To achieve that, boomers and Gen Xers have to take millennials seriously. 
And millennials have to realize that these other generations aren’t simply 
people who “don’t get it.” The good news is that millennials want to be 
inclusive. 

They also appreciate when they’re acknowledged and recognized. 
Companies should encourage millennials to take advantage of more 
experienced colleagues who can mentor them and guide them through 
experiences they haven’t had yet. That helps create open communication 
and improves collaboration. 

“Millennials 
are the next 

generation  
of leaders,  
and some  

already are 
leaders.”
Pam Baxter, CIO

CompuCom
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Retail isn’t the only industry trying to optimize the 
customer experience. But it’s the sector with the 
sharpest focus on delivering consistently excellent 

service across every touch point: mobile, social, online, call 
center and store.

Yet the store remains central to shopping behavior. Half 
of consumers expect to buy online but then pick up in the 
store.1  And nearly three-quarters want access to store 
inventory from the Web.

For one legendary purveyor of premium-quality clothing, 
gear and accessories, successful online and mobile efforts 
were necessary but not sufficient. Its 10,000 employees 
also serve customers through 370 retail and outlet 
locations in the United States and Canada. So, delivering 
an in-store experience consistent with its reputation for 
excellence was key.

Customer Experience:  
More Than Outerwear
A retail leader shores up customer service through rapid  
point-of-sale rollout.

BUSINESS  
SUCCESS
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   IT and Business Results
• POS rollout 60 percent faster than planned
• No interruptions during year-end shopping
• Fast, efficient POS operations
• Ability to deliver superior customer experience

 1 “Customer Desires Vs. Retailer Capabilities: Minding the Omnichannel Commerce Gap,”  
    Forrester, January 2014

POINT OF CONTENTION
Trouble is, the retailer’s point-of-sale 
(POS) technology had become outmoded. 
It needed a partner that could deliver a 
complete POS refresh, rapidly configuring 
and installing more than 1,100 POS de- 
vices across its 370 stores and outlets — all in time  
for the busy year-end holiday season.

The company turned to CompuCom for its proven track 
record in large-scale, mission-critical deployments, as 
well as competitive services pricing. It acquired the POS 
devices direct from the manufacturer. The plan was for 
CompuCom to install the equipment in all stores over an 
eight-week period — just in time for holiday shopping.

But the retailer ran into a significant problem. The 
vendor it had contracted to build the “gold” image for its 
hardware missed the delivery deadline. That left just three 
weeks to get the new equipment up and running — or 
risk slowdowns and interruptions during the time of year 
that’s most crucial to revenue.

CompuCom quickly ramped up its deployment 
facility to full capacity. It configured the POS devices 
at the facility and then shipped them to stores just as 
rollout commenced. At each location, a technician was 
proactively deployed to quickly install the hardware 
and bring it online. As a result, CompuCom successfully 
completed all configuration and installation in just three 
weeks — more than 60 percent faster than planned.

FAST, EFFICIENT SERVICE
CompuCom now supports the retailer with all retail location 
openings, closings and remodeling. For store openings, 
support encompasses configuration and installation of POS 
equipment, credit-card devices, monitors and printers. For 
store remodels, CompuCom handles equipment removal, 
storage until renovations are complete, and redeployment 
to rapidly bring each location back online.

The retailer was able to transform its mission-critical 
POS technology in time for holiday shopping. In the short 
term that meant no unnecessary interruptions to revenue 
streams. Long term, the retailer is well positioned to 
leverage the latest checkout solutions, enabling fast, 
efficient service to customers.

That’s helping the company deliver the superior 
customer experience consumers have come to expect 
from this retail legend. Going forward, the retailer will rely 
on CompuCom to make sure in-store technology remains 
an enabler of efficient operations, effective customer 
service and future business success. #

]
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Want to optimize customer experience 
(CX) to drive measurable results in your 
organization? Follow these six steps:

1.  Make CX a priority. Improving CX  
 tops the list of business priorities  

 companies have for the next year.1   
 But how many companies actually  
 deliver superior CX? Don’t merely  
 pay CX lip service. Make it a true top  
 focus, from the corner office to the  
 shop floor to the front lines.

2.  Use CX as a differentiator.  Nearly  
 two-thirds of organizations   

 use CX as a differentiator,reports  
 Forrester. That’s a good strategy.  
 Delivering customer service   
 that’s just a little better than the  
 competition can help you stand  
 out. Raising the bar on CX by  
 not just meeting but actually   
 anticipating customer desires can  
 help make you a market leader.

3. Deliver CX consistently throughout  
the customer journey. Consistency  

 is key, whether you map the buy-  
 ing process by customer action —  
 engage, discover, explore, buy,  
 use — or by touch point —   
 website, retail store, mobile  app,  
 social platform, call  center.   
 Customers should get the same  
 experience no matter when or   
 how they interact with you. And  
 the experience you deliver should  
 be unmistakably yours.

    

4. Focus on CX that’s essential to your 
industry. Experience is important  

 to customers whether your   
 market is B2C or B2B. 

But CX that’s most relevant will  
vary by industry  and even by brand. 
Amazon® shoppers rely on a 
flawless website and delivery 
experience. Apple® consumers 
demand rapid innovation. Prudential 
Insurance® customers expect 
reliability.  Walmart® buyers look  
for low price. Extending brand values 
across channels is smart, but never 
neglect core competencies.

5. Define and track CX metrics.   
You aren’t managing what  

 you aren’t measuring. How will  
 you know when you’ve achieved CX  
 excellence? Once you have, how  
 will you define the next level?  
 Key metrics include customer   
 satisfaction, loyalty and sales.  
 Use them to track what works  
 and what doesn’t, where you’re  
 falling short and how you’re   
 succeeding.
   

6. Build CX into revenue models.  CX 
shouldn’t just be something your  

 marketing department talks about  
 from time to time. It needs to be  
 baked into your business. Nearly  
 two-thirds of companies say   
 they’ve created models to assess  
 drivers of CX quality.2 But only  
 28 percent can actually show a  
 link between CX and business   
 outcomes. And, 33 percent say  
 they don’t know if CX efforts  
 are delivering business results.  
 Like everything else, CX will follow  
 the dollars. #

Six Steps to Optimizing  
the Customer Experience

How to  
make  
sure your  
customers  
get  
consistent,  
superior  
service.

 1 “Improving Customer Experience Is Top Business Priority for Companies  
  Pursuing Digital Transformation,” Accenture, October 2015

 2 “The State of Customer Experience Maturity,” Forrester, December 2014

BEST PRACTICES
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Consumers interact with brands through 
many channels: mobile, social, online, 
call center and more. But the retail store 

remains at the center of the experience. More 
than half of consumers browse online before 
buying in the store, for example, and nearly as 
many browse in the store before buying online.1

That’s why many retailers are upgrading their 
stores’ IT infrastructures. The goal is to support 
an omnichannel strategy in which all touch points 
are as integrated as possible — and customers 
get a continuous and exceptional experience 
across channels.

But store refreshes need to take place rapidly 
and reliably. Having locations offline can erode 
revenues, degrade customer satisfaction and 
tarnish the brand. And for chains upgrading 
hundreds or even thousands of stores, the stakes 
are high indeed. Retailers need new or refreshed 
stores up and running quickly and effectively, the 
first time and every time.

MyStore — Powered by CompuCom
A comprehensive IT solution for launching or refreshing retail stores.

A top-10 U.S. retailer and leading pharmacy chain 
sought to optimize customer experience at 7,500 
locations across all 50 states. It turned to MyStore — 
Powered by CompuCom to upgrade its point-of-sale 
system and wireless technologies, and to reduce its IT 
footprint to free up customer-facing floor space.

CompuCom fielded 295 dedicated technicians to 
deploy the new wireless infrastructure and upgrade 
270,000 devices, including POS systems, servers 
and firewalls. We delivered 100 store refreshes per 
night during the project period, enabling the retailer 
to achieve 100 percent on-time store openings. As a 
consequence, the company was able to successfully 
refresh its stores to provide superior customer 
experience and further build brand loyalty.

SOLUTION SHOWCASE

A STORE IN A BOX
MyStore — Powered by CompuCom is a single, 
complete IT solution that delivers everything 
retailers need for a new store opening or an IT 
refresh, bundled in a comprehensive, customizable 
solution. MyStore drives a positive customer 
experience by enabling the on-time, on-budget 
launch or refresh of one or many retail stores.

CompuCom manages the entire process, from 
initial site surveys to device procurement and 
configuration, from equipment installation to wall-
to-wall Day One support. CompuCom’s delivery 
organization is staffed by experienced and certified 
technical teams. It leverages proven best practices, 
processes and tools to provide consistency, 
promote efficiency and meet unique requirements.

These services are backed by everything required 
for a successful store launch or refresh, including:
•  State-of-the-art configuration centers
•  Proven project management
•  Advanced logistics
•  Specialized tools
•  Real-time tracking
•  End-to-end equipment life cycle management

CompuCom acts as the single point of contact for 
all aspects of store IT, including design, planning, 
deployment, training and problem resolution. 
Retailers can reduce the time and risk associated 
with store launches and refreshes. They can 
also lower the cost of store rollouts, even for IT 
environments that require customization. And 
they gain new opportunities to create the brand 
experience their customers demand. #

Prescription for Retail Success

1 “Global Survey of E-Commerce,” Nielsen, 2014
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ABOUT COMPUCOM
CompuCom Systems, Inc., a global company headquartered in Dallas, 
Texas, provides IT managed services, infrastructure solutions, 
consulting and products to Fortune 1000 companies committed to 
enhancing their end users’ experience. Founded in 1987, privately held 
CompuCom employs approximately 11,500 associates.  
For more information, visit www.compucom.com. 

©2016 CompuCom Systems, Inc. All rights reserved. CompuCom, 
Solution Café and ClientLink are registered trademarks of CompuCom 
Systems, Inc. All other trademarks and product names mentioned 
herein are the property of their respective owners in the United States, 
Canada and/or other countries. The information contained herein is 
subject to change without notice.
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Accenture™ is a trademark of Accenture.
Amazon® is a registered trademark of Amazon.
Apple® and iPad® are registered trademarks of Apple, Inc.
Cisco® is a registered trademark of Cisco.
Deloitte™ is a trademark of Deloitte Touche Tohmatsu, Ltd.
Facebook® and Facebook at Work® are registered trademarks of Facebook.
Forrester™ is a trademark of Forrester Research, Inc.
Gallup® is a registered trademark of Gallup, Inc.
Gartner® is a registered trademark of Gartner, Inc.
IDC™ is a trademark of International Data Group.
LinkedIn® is a registered trademark of LinkedIn Corporation.
Microsoft®, SharePoint® and Yammer® are registered trademarks of Microsoft Corporation.
Nielsen® is a registered trademark of The Nielsen Company.
Prudential Insurance® is a registered trademark of The Prudential Insurance Company of America.
Synchrony Financial™ is a trademark of Synchrony Financial.
Twitter® is a registered trademark of Twitter, Inc.
Walmart® is a registered trademark of Walmart.
Zappos® is a registered trademark of Zappos IP, Inc.
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