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Agenda

Get into the B2B frame of mind

Work from a marketing framework

Integrate the moving parts

Adapt and communicate globally
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IBM Presentation Template Full Version

Get Into the B2B frame of mind - audience

= Different audience

— Your parents..!
— Multiple decision-makers, multiple roles

— Large enterprise / mid-market

» Different addresses
— Mail room
— Screeners, delegation
— HQ location / local office

— Mail, e-mail, phone, web

» Different tenure
— Normal job movement

— Down-sizing, out-sourcing

© 2009 IBM Corporation
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IBM Presentation Template Full Version

Get into the B2B frame of mind - offerings

= Different offerings
— Things you’ve never bought

— Technical, products + services
— Multi-location

= Different price point
— Negotiation
— Financing

= Different time-frame
— Demonstration
— Proof of concept
— Technical Review Board

— Executive approval

© 2009 IBM Corporation
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Agenda

Get into the B2B frame of mind

Work from a marketing framework

Integrate the moving parts

Adapt and communicate globally

© 2009 IBM Corporation

Business to Business Marketing in a Global, Hi-Tech Corporation

5 6 January 2010



C-suite
&
LOB

CIO

IT-suite
(by role) e.g.

Solution/SW
Architect

Audiences (roles)

IT Business
Administration

Voice & Data
network
management...
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IBM Brand System

Line of Business Program

ClO Program

IT Manager Programs

Led by Led by
Software Systems &
Group Technology
Group

Business to Business Marketing in a Global, Hi-Tech Corporation

All programs
informed &
enabled by big
themes

Big themes:

New
Intelligence

Mid-Market
Program Smart Work

Green &
Beyond

Dynamic
Infrastructure
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Master Program Profile

MPPT

Local selected PP

Local not selected PP

Program Profile 1

Program Profile 2

Program Profile 3

Program Profile 4

MPPT MPPT MPPT MPPT
GLOBAL
LOCAL v v
Local Program Plan Local Program Plan Local Program Plan
MPPT MPPT MPPT
\4 v v
Local Marketing Activities Local Marketing Activities Local Marketing Activities
MEPT MEPT MEPT
(DG, CE, CM, RM, TL) (DG, CE, CM, RM, TL) (DG, CE, CM, RM, TL)
Campaign Campaign Thought Campaign Channel
BAT BAT Leadershi BAT Enablement
MPID 1 MPID 2 2 MPID 3
I [ [
v v \ v ¥ ¥
Tactic Tactic Tactic Tactic Tactic Tactic
BAT BAT BAT BAT BAT BAT
Tactic ID 1 Tactic ID 2 Tactic ID 1 Tactic ID 2 Tactic ID 1 Tactic ID 2
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Get into the B2B frame of mind

Work from a marketing framework

Adapt and communicate globally
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C-Suite welcome package

Events with e-nurture

IBM Global CEO Study

6 January 2010

Business to Business Marketing in a Global, Hi-Tech Corporation

advertising

PR

market research
social media

web

paid search & SEO
video

events

e-literature / collateral
e-nurture

Response & lead management
Sales

Sales enablement

alliance partners

© 2009 IBM Corporation



360 Marketing Plan
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Integrate the moving parts

» 360 marketing plan

= C-Suite welcome package

= Events with e-nurture

» |BM Global CEO Study

© 2009 IBM Corporation
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Executive Welcome Pack
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Congratulations letter

Personalized and signed by
the GBS Partner in charge of
the industry

Christofle silver
tray to put
business cards

T.:.ﬁ F‘;* m Thought

studies
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Integrate the moving parts

= 360 marketing plan

= C-Suite welcome package
» Global events with e-nurture

» |IBM Global CEO Study

© 2009 IBM Corporation
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Global events with e-nurture follow-up

IBM was a global sponsor of an alliance partner’s event series

— 42 countries spanning every geography
Execution facilitated by a pre-event conference call for each country

An on-line event repository provided easy access to and reuse of:

— IBM booth messages
— breakout session and booth presentations

— design guidelines
—video files, collateral, etc
eNurture e-mails sent post-event to contacts from 9 of these events

— a series of four e-mails

—in English

— Content of each e-mail stream was the same

— Timing for each e-mail stream was different
» As close to end of event as possible

SEE WHAT OUR
CUSTOMERS HAVE

© 2009 IBM Corporation
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Events results
— Over 26,000 attended (14,400 customers)
— 52 IBM breakout sessions
— 1800+ contact forms collected
— 184 leads with a 26% conversion rate to wins

E-Nurture results shown at right — the best Click
to Open rate was from Romania!

Each e-mail header
— had a different graphic
— was clickable
— most had a call to action in the header

Copy drove to existing web content that
expanded the event messaging.

Each e-mail was signed by a local sales manager
and reply e-mail address provided

6 January 2010 Business to Business Marketing in a Global, Hi-Tech Corporation

Location
South Africa
Belgium
Singapore
UK
Philippines
Chicago
San Jose
Romania
New York

Total

Benchmarks

Opened
Rate

26.1%

20 - 25%

Click To
Open Rate

19.2%

20 - 30%
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Integrate the moving parts

= 360 marketing plan

= C-Suite welcome package
= Global events with e-nurture

* IBM Global CEO Study

© 2009 IBM Corporation
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The 2008 IBM Global CEO Study builds on the strong momentum created
by IBM’s premier business research

2004 2006 2008
Your turn! Innovation The Enterprise of the Future

Key Findings Key Findings
= Revenue growth is the number = Business model innovation = A new cycle is launched with

one priority matters key findings on changes in the
= Responsiveness is a new key = External collaboration is value chain -- from customers

competence indispensable to global integration -- and the
= Improving internal capabilities = |nnovation must be business mtodel mno(\j/atlon

is a first step toward growth orchestrated from the top necessary to respon

456 personal CEO interviews 765 personal CEO interviews } 1130 personal CEO interviews
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The full report will be supported by a core enablement pack,
Including the executive summary, presentations and translations

Full POV Report (76 Pages)

THE
ENTERPRISE
OF THE
FUTURE

Printed Copies
Shipped Worldwide for Launch

Executive Summary (8 Pages)

THE
ENTERPRISE
OF THE
FUTURE

Print On Demand

Translations

10 Translations
=Castilian Spanish
=Brazilian Portuguese
=German

=|talian

=Traditional Chinese
=Simplified Chinese
=Korean

=French

=Japanese
=Russian
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Full Findings POV (70 slides)

i Py

{8 Giobal CEO Study
The Enterprise of the Future

Executive Summary (30 Slides)

[, Py

U Glotat CEQ Sy
The Enterprise of the Future

Elevator Pitch (15 Slides)

[, Py

U Glotat CEQ Sy
The Enterprise of the Future
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To support a deeper dialogue with our clients we have developed a
model for Building the Enterprise of the Future....

Where is your client today?

Building the Enterprise of the Future

HUNGRY FOR Ad hoc and Project driven  Change Anticipating Change
CHANGE . 5 N
reactive change portfolio and and proactive becomes the
change program change strategy
g\‘é“Y%\{\IADT'VE Customer Customer Two-way Customer Expanding
CUSTOMER intelligence information customer collaborative customer
IMAGINATION transparency interaction development aspirations
Exploring Driving Building global Global centers Global
global specific global capabilities of excellence enterprise
opportunities initiatives systematically innovation
[B)L(SEX-E:;/EE Exploring Experimenting Implementing  Multiple BMI Radical and
i Business Model with BMI BMI initiatives  strategies pervasive BMI
Innovation
opportunities
gg%t\‘; Regulatory Strategic Values based  Efficiency CSR as
GENEROUS compliance philanthropy self-regulation  through CSR gIrO\;vth
platform
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Reference the complete detail of the maturity
model in the full findings presentation for the
Global CEO Study — available on w3
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The CEO Study Assessment Tool will allow companies to compare
themselves against the CEO study 1,130

= Key features
— Benchmarks responses against

1,130 CEO Study participants by
industry and geo

— Provides insight and
recommendations based on
capabilities in 5 key “Enterprise of

the Future” traits

= How to use it
— Self-assessment on ibm.com

» Creates benchmark report
— Client workshop as discussion
starter

— Stand Alone - Kiosk
e Large conferences

* Client events

© 2009 IBM Corporation
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These core “off-ramps” of the CEO Study dialogue, are supported by
a full set of enablement and sales materials

Offering Profiles (one pager) Offering Deep Dives (5-7 pages) w3 Offering Page

=T Gobal CEO Study 2008: Schution Linkage

Sales Materials

1BM

Better Change

= Messaging alignment to CEO Study = Client Implications

= Offering Overview = Key Questions s
= Differentiators = Value Proposition

= Client Benefits = Full Contact Details

= Key Contacts = Client References

= Client Examples
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Other key marketing assets...

Flash Trailer (Static and Looping Versions)

[[=T 5] BaL CEC STUDY

. [ ] e
. @ e
(T ] L 7 )

Screensaver (long and short versions)

INNOVATIVE
BEYOND
CUSTOMER
IMAGINATION

L
o
q
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Direct Mail Kit (Hi and low impact mailers ready by May 30)

J.0EVENT STRATEGY & GUIDANCE
34 Creative Execution ®

Shareholder Insert (sentin May to 500,000 shareholders)

What will the I=3
Enterprise of the Future be like?

L 1) o (1) (1)
. @.°@® ®. ' ® °
LT Y ) e ‘e@

What will your business look like in five years, or even ten? While we don’t have a crystal ball to provide
all the answers, IBM's Global CEO Study will shed light on what the future may hold

Through interviews with over 1,000 business and public sector leaders worldwide, the IBM Global CEO
Study will provide new and compelling perspectives on strategic issues such as global integration, new
and changing customer groups, and business model innovation — facing organizations of all sizes.
Only those organizations that understand and prepare to

address the new realities of the integrated market will be

able to harvest its full potential. ~ \\\-} 2
Register now for your copy of the IBM Global CEO Study * /-— p—

ibm.com/gbs/studyrequest

Business to Business Marketing in a Global, Hi-Tech Corporation

“Future of” Podcast..
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Ibm.com users can register to receive a copy of the CEO Study or
take the online CEO Study Assessment

Please tell us about yourself

Salutation: Select one: [+]
*First name:
Middle initial:
United States [ change ] *| ast name:

..Company /
Organization name:

Job title:

Search

Home Solutions - Services - Products - Support & downloads ~ My IBM -

Welcome [ IBEM Sign in ] [ Register | = Street address:

Street address 2:

1130 CEOS 45 COUNTRIES 32 INDUSTRIES | e oramen

THE IBM GLOBAL CEO STUDY “THE ENTERPRISE OF THF " JTURE"

*Zip/postal code:
*Country: Select one: [~]

Phone:

*E-mail address:

STOP TALKING Z rART DOING

What will The Enterprise of the Future be like? Wha your business look like in five What will the
years, or even ten? While we don't have a cry: Dall to provide all the answers, IBM's
Global CEO Study will shed light on what thgg®ture may hold.

Enterprise of the Global CEO Study: The Enterprise of The Future
Future look like?

QUESTIONS

Through interviews with over 1,000 _jg#€iness and public sector leaders worldwide, the
1BM Global CEO Study \_'\rlll prowvid ew ar‘ld_ compelling perspectives on strategic issues E QUESTIONS SECTION: | Partpatie on Change B ®® DD
such as global integration, gg and changing customer groups, and business model ] - —
innovation — facing org ations of all sizes. 5 Read the story : ﬁ:l::ﬁ:m!umhmmimllwr:uthutw.lmp-:!mr
Only those orgggiations that understand and prepare to address the new realities of Moret factors
the integrajpg® market will be able to harvest its full potential. Clobakzation
Macro-economic
Register now for your copy of the IBM Global CEO Study — . . Technological factors
d The Enterprise of the Future ~ s Geopoltical factors

& Bencimmsleiigur oraanization by taking the CEO Study quick assessment Feople sk

Envirgnemental issues

Regulatory concerns

Sacio-economic
Budgats
Othar
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Agenda

Get into the B2B frame of mind
Work from a marketing framework

Integrate the moving parts

Adapt and communicate globally
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Adapt and communicate globally — adapt for the client / prospect

= Adapt the marketing assets you create i
_ TranSIatlon IBM Y SAP: BIENVENIDOS AL FUTURD
_ Localizatlon IBM AND SAP: WELCOME TO THE FUTURE
—Web domain

= The web is always global T
— Response management
— Offer delivery

— Lead development

= Maintain high-level brand consistency

— Guidance package
— Templates
— Creative “cookbooks”

— Global agencies
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= Know the players, and how & when to reach them

» Understand local business priorities = =

= Communicate and distribute the marketing assets you've created
— Use Collaboration tools, internal newsletters, e-mails with links

= Bridge language barriers
— Simple, clear English
— Avoid idioms, slang, sports analogies, “US-uming”
— Written vs. oral
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Business to Business is different from Consumer or Membership marketing

A marketing framework can bring order to the complexity

Integrated marketing drives results you can measure

B2B today requires thinking globally
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Contact information

» Today’s speaker
— Beverly Tomb
— IBM Global Demand Programs Lead, Alliances

— bbtomb@us.ibm.com
— Virginia Office: 703 485 9522

= |IBM
— Wwww.lbm.com

— 1-800-IBM-4you

= |IBM Smarter Planet web sites
— www.ibm.com/smarterplanet
—www.lbm.com/engines (mid-market)

© 2009 IBM Corporation
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