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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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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

IBM Presentation Template Full Version
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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

IBM Presentation Template Full Version
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IT Manager Programs

IBM Brand System

Big themes:

New 
Intelligence

Smart Work

Green & 
Beyond

Dynamic 
Infrastructure

Line of Business Program

C-suite 
& 

LOB

CIO

IT-suite
(by role) e.g. 

Solution/SW 
Architect

IT Business 
Administration

Voice & Data 
network 

management…

CIO Program

Led by 
Software 

Group

Led by 
Systems & 
Technology 

Group

Mid-Market 
Program

All programs 
informed & 

enabled by big
themes

Marketing Framework example
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Integrate the moving parts

 360 marketing plan

 C-Suite welcome package

 Events with e-nurture

 IBM Global CEO Study

 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
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360 Marketing Plan

Awareness & 
Consideration

Engagement

Lead generation

Sales
interaction 

Conversion 

Solution web pages

Speakers’ Bureau

Client Videos Th
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Client Briefing Kit 
(Presentations, Speaker notes, 

invites)

Corporate website

TV Spot

Print ad

Client Letter
Webcasts

Client References

Social Media

Interactive Case Studies

Online Assessment
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Integrate the moving parts

 360 marketing plan 

 C-Suite welcome package

 Events with e-nurture

 IBM Global CEO Study
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Executive Welcome Pack

Thought 
Leadership

studies

Christofle silver 
tray to put 
business cards

Congratulations letter

Personalized and signed by 
the GBS Partner in charge of 

the industry

booklets personalized 
by audience (CFO, CHRO etc)
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Integrate the moving parts

 360 marketing plan 

 C-Suite welcome package

 Global events with e-nurture

 IBM Global CEO Study
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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
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Global events with e-nurture follow-up - results

 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

Location
Opened 

Rate
Click To 

Open Rate
South Africa
Belgium
Singapore
UK
Philippines
Chicago
San Jose
Romania
New York
Total 26.1% 19.2%

Benchmarks 20 - 25% 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
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The 2008 IBM Global CEO Study builds on the strong momentum created 
by IBM’s premier business research

2004
Your turn!

Key Findings
 Revenue growth is the number 

one priority
 Responsiveness is a new key 

competence
 Improving internal capabilities 

is a first step toward growth

456 personal CEO interviews 765 personal CEO interviews

2006
Innovation

Key Findings
 Business model innovation 

matters
 External collaboration is 

indispensable
 Innovation must be 

orchestrated from the top

2008
The Enterprise of the Future

 A new cycle is launched with 
key findings on changes in the 
value chain -- from customers 
to global integration -- and the 
business model innovation 
necessary to respond

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)

Executive Summary (8 Pages)

10 Translations
Castilian Spanish
Brazilian Portuguese
German
Italian
Traditional Chinese
Simplified Chinese
Korean
French
Japanese
Russian

Translations Full Findings POV (70 slides)

Executive Summary (30 Slides)Printed Copies 
Shipped Worldwide for Launch

Print On Demand

Elevator Pitch (15 Slides)
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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?

Ad hoc and 
reactive 
change

Customer 
intelligence

Exploring 
global 
opportunities

Exploring 
Business Model 
Innovation 
opportunities

Regulatory 
compliance

Project driven 
change

Customer 
information 
transparency

Driving 
specific global 
initiatives

Experimenting 
with BMI

Strategic 
philanthropy

Change 
portfolio and 
program

Two-way 
customer 
interaction

Building global 
capabilities 
systematically

Implementing 
BMI initiatives

Values based 
self-regulation

Anticipating 
and proactive 
change

Customer 
collaborative 
development

Global centers 
of excellence

Multiple BMI 
strategies

Efficiency 
through CSR

Change 
becomes the 
strategy

Expanding 
customer 
aspirations

Global 
enterprise 
innovation

Radical and 
pervasive BMI

CSR as 
growth 
platform

HUNGRY FOR
CHANGE

GLOBALLY
INTEGRATED

DISRUPTIVE 
BY NATURE

GENUINE, 
NOT JUST 
GENEROUS

INNOVATIVE 
BEYOND
CUSTOMER
IMAGINATION

Building the Enterprise of the Future

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

• Large conferences 
• Client events
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These core “off-ramps” of the CEO Study dialogue, are supported by 
a full set of enablement and sales materials

Global CEO Study 2008  |  April 2008  12 © Copyright IBM Corporation 2007IBM Confidential – Draft – DO NOT DISTRIBUTE
Contact Phaedra Kortekaas/Netherlands/IBM for questions

Offering Profile: Customer Focused Strategy

Implications for The Enterprise of The Future

Web 2.0 is enabler customers to become more informed and collaborative with one another and the organizations with which they do business.  It’s also driving up their expectations, 
making them more demanding.  Many are threatened by this development.  However, the Customer Focused Enterprise of the Future, sees this change as an opportunity to differentiate 
and build loyal profitable relationships with customers.  They seek to innovate in ways not easily reproduced by the competition.  Companies must understand their customers and 
engage in the right dialog with the right customers.  IBM Customer Focused Strategy Solutions help clients improve how they engage their customers for better loyalty and more profits.

IBM Solution/Offering

Customer Focused Strategy is business strategy taken through to execution - aimed at consistently achieving the need to reinvent sustainable competitive advantage in a changing 
landscape.  This requires organizations to understand customer behavior and expectations, competitive threats and their unique brand value as the core components of differentiation.   
IBM focuses on helping companies develop the required competencies, culture, and discipline to understand and deliver consistently on the values and expectations of each customer to 
produce optimal outcomes – from both a corporate and customer perspective.

IBM Differentiators – Why IBM?

IBMs capabilities in business innovation, customer experience enablement, and technology deployment make it uniquely positioned to address the most complex marketplace issues for 
our clients. Simply stated, we know it, can explain it and do it for/with our clients.  IBM provides the right expertise, intellectual capital and methods needed for our client to achieve their 
goals whether they be seeking customer experience as premier marketplace differentiator or to ensure voice of the customer is included in efforts to modernize customer facing systems 
or capture economies-to-scale across lines of business/functions.

Client Benefits

 Leading Financial Services Company
 Leading Telecommunications Company
 Leading European Retail Bank
 Leading Automotive Manufacturing Company
 Leading US Retailer

IBM Client Examples/References

Global: Dan Hirschbuehler /dan.hirschbuehler@us.ibm.com / 713-940-2781AG: Steve LaValle / 
steve.lavalle@us.ibm.com / 617-245-5710
NE: Rainer Heck / rainer.heck@de.ibm.com / 49-89-4504-5587
SW:  Tage Domela Nieuwenhuis / tage.domela.nieuwenhuis@nl.ibm.com / 31-020-513-4116
Japan: Toshiya Asano/ LC874460@jp.ibm.com / 81-3-6250-7432
AP: Peter Sullivan / peter.sullivan@au1.ibm.com / 61-2-9478-8987

Key Contacts

Knowledge Snapshot Factsheet (link)
Citations (link)
Training (link)
Thought Leadership (link)
https://w3.webahead.ibm.com/w3ki2/display/CRMCoP/020+Customer+Focused+Strate
gy+%28Formerly+CRM+Strategy%29

Additional Links/Information

Actionable strategies and roadmaps that improve profitability through higher 
customer advocacy, greater revenue, lower costs and more focused investments –
deliver the right experiences at the right time in the right way for the right cost.

INNOVATIVE BEYOND CUSTOMER 
IMAGINATION
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Offering Profile: Globally Integrated Operations 

Implications for Globally Integrated Operations

Companies are becoming more global in nature, either through their own operations, through their customers and target markets and/or through organizations they source work to or 
partner with.  At the same time, many companies are looking for the best way to optimize their global operations to realize cost savings and greater efficiency through the movement of 
processes and people to where they can best perform. Their goal is to optimize their processes, through a mixture of centralized and decentralized operations.  Globally integrated 
operations focuses on work flowing to the places where it can be done best, componentization and specialization, and collaboration and management of risks in a network. 

IBM Solution/Offering

Globally Integrated Operations.  Through a maturity assessment, a company can evaluate the level to which its operations are globally integrated.  Based on the gaps between their 
current environment and that to which they aspire, IBM’s Operations Strategy can offer many solutions to assist client. Examples include Business Process Management, Lean Sigma, 
Integrated Supply Chain and Operations Transformation Strategy. 

IBM Differentiators – Why IBM?

IBM’s Operations Strategy Globally Integrated Operations method meets the client need for determining how to optimize its operations:
 Perform a maturity assessment
 Benchmark against organizations that excel in integrating global operations
 Identify gaps
 Develop roadmap
 Identify additional action to close gaps

 Global componentization
 Global resource and innovation
 Governance
 Process integration
 Enabling technology

Client Benefits

Client examples include, but are not limited to Bayer Schering Pharma, IBM, Deutsche 
Post World Net and Coty.

IBM Client Examples/References

Global: David Lubowe / David H Lubowe/Irvine/IBM / (714) 438-5321
AG: 
EMEA:
AP:

Key Contacts Additional Links/Information

GLOBALLY INTEGRATED

 Messaging alignment to CEO Study

 Offering Overview

 Differentiators

 Client Benefits

 Key Contacts

 Client Examples
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Offering Profile: Business Model Innovation

Implications for The Enterprise of The Future

The Enterprise of the Future is eager to differentiate through making bold moves in  the way it runs its business and manages its industry; 
Across the globe, two-thirds of all CEOs plan to be engaged in some form of business model innovation over the next 3 years;
The real winners will be those enterprises capable of achieving inimitable differentiation by innovating across multiple Business Model Innovation (BMI) dimensions;
The right choice of innovation mix across these dimensions is fundamental for the future of each enterprise: the right strategy and execution are key. IBM can help to shape them.

IBM Solution/Offering

IBM can help to design the right BMI strategy by identifying on which BMI dimensions to focus, designing an approach for each dimension, and assessing the organizational impact 
IBM’s Business Model Innovation methodology helps to fast-forward the BMI strategy definition by providing a step-by-step approach to strategic design
Once the strategy is designed, the IBM team can help the client to implement it by assessing the implications for the target operating model and the impact of the new strategy across 
processes (through lean sigma, supply chain analysis and business process re-engineering), people (through change and communication) and technology (through SOA and EAI). 

IBM Differentiators – Why IBM?

A network of over 3500 Strategy and Change consultants worldwide of which over 400 working on 300+ BMI assignments in 2007; 
Our thought leadership: IBM has produced several publications and is a recognized leader on BMI; 
Our unique tools and accelerators:  Our methods provide a unique way to accelerate your BMI implementation, including BMI Methodology, BMI Maturity Model, Component Business 
Modeling, the Target Operating Model methodology and the SOA strategy tools

Business Model Innovation provides unique, sustainable competitive advantage: profit 
out performers focus on BMI more frequently than underperformers (CEO Study). 
Implementing BMI will radically help companies in their path to competitive power and 
growth.

Client Benefits

BMW , Canterbury District Health, City Furniture, Daimler Chrysler, DHL/Deutsche 
Post World Net , DPMA, Georgia Center for Nonprofits, Max Bahr, Mercury Computer 
Systems, NFL, OESA Supplier Jam, Oxxio, Pacific Northwest National Laboratory 
(Gridwise Alliance), Porto Media, Research Triangle Park, Storstroms ErhvervsCenter, 
Swedish Customs (Tullverket), T-Mobile Austria, UPMC, US Navy, Xing, Inc. 

IBM Client Examples/References

Global/EMEA: Edward Giesen, edward.giesen@nl.ibm.com,  +31-6 - 51 310 886 
Americas: George Pohle, pohel@us.ibm.com , 1-908-342-5064
Asia Pacific: Paul David, pdavid@au1.ibm.com, +61-0402-958-404
BMI PMO: Giuseppe Bruni, giuseppe.bruni@nl.ibm.com, +31 623 97 83 80
S&C Global Solutions Manager, ragna.bell@us.ibm.com, +1-917-273-5281 

Key Contacts

Institute for Business Value:“Paths to succes: 3 ways to innovate your business model”

Fast Thinking: “Rethinking Innovation”

Strategy and Leadership: “Three ways to successfully innovate your business model”

IBV and Innosight: “Innovating in your own terms”

Additional Links/Information

DISRUPTIVE BY NATURE
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Offering Profile: CSR Portfolio of Offerings

Implications for The Enterprise of The Future

CEOs understand there’s a new force afoot and it’s creating powerful new expectations. The magnitude of climate change concerns – and consequent press attention -- is advancing the 
awareness of a broad array of challenges-turned-opportunities. At the same time, a different kind of consumer is emerging– some call the the ethical consumer -- and its a constituency 
that most CEOs believe will shape their industries in the next few years.  But this is a rising tide of expectations not just limited to customers but including all stakeholders – employees, 
NGOs, investors as well as business partners. These constituents are scrutinizing everything companies do, from healthcare policies to product safety. . . from managing water as a 
global resource to strategies for workers to gain new skills.  The reality is that corporate responsibility is fast becoming a lens through which companies are evaluated and buying 
decisions made.  

IBM Solution/Offering

IBM has developed a framework and benchmarking tool for identifies gaps in a company's CSR strategy and aligns it to drive core business strategy. The framework begins with an 
assessment of a company's overall CSR activities globally.  This is followed by a prioritization, mapping the cost and impact of the organization’s CSR efforts with key stakeholders.
Finally, we develop a roadmap to maximize the impact and value of each of the company’s CSR efforts.  In addition, we provide targeted CSR offerings including: carbon footprint 
assessment, environmental procurement strategy, information transparency strategy, green data centers, integrated technology solutions for 100% virtual supplier auditing, stakeholder 
management, diversity best practices and more.

IBM Differentiators – Why IBM?

IBM has had a long history of leadership in CSR: We have a long-standing record of developing forward-looking human resource policies for things such as equal opportunity (1953 
EEOC policy), workplace flexibility (flexible work schedules, time off for new parents, etc.), community service (On Demand Community) ongoing career training and transition (Global 
Citizen Passport), and privacy (employee genetic privacy policy);
 We have long held to stringent environmental standards (dating back to 1971);  We lead our industry in developing “green” technologies and services (Project Big Green – a $1-billion 

annual investment) that help us and our clients reduce energy consumption, greenhouse emissions and waste. 
 We’ve developed a highly advanced philanthropy practice that applies both our money and our expertise to things like cancer research (World Community Grid), language translation 

(MASTOR), microfinance (Grameen Foundation MFI project) and small business development in emerging markets (SME Toolkit). 

 Identifies platforms for growth 
 Establishes competitive differentiation 
 Attracts and retains talent. 
 Provides permission to enter new markets

Client Benefits

 Media and entertainment company engaged IBM to analyze and overhaul the management 
system for its worldwide network of licensees and vendors, consisting of more than 40,000 
factories. 

 Electronic control and automation equipment maker Omron engaged IBM to develop an 
environmentally conscious and assured product development program 

 A heavy equipment maker and a European government environmental agency both engaged 
IBM to conduct carbon management assessments. 

IBM Client Examples/References

Global: George Pohle / pohle@us.ibm.com / 1-917-472-3238
Jeff Hittner / jhittner@us.ibm.com / 1-508-308-6619

NE: Rainer Mehl / rainer.mehl@de.ibm.com / 49-40-6389-4668
SW: Peter Korsten / peter.korsten@nl.ibm.com / 31-20-513-6026
Japan: Ryuichi Kanemaki / kanemaki@jp.ibm.com / 81-3-6250-8538 
AP: Stephen Davidson / steven.davidson@hk1.ibm.com / 852-2825-7233
Climate Change Programs: Graham Whitney / graham.whitney@uk.ibm.com / 44 207 021 8540

Key Contacts

CSR index page on w3
http://w3.ibm.com/ibm/resource/gbs_csr.html

Carbon Management: 
https://w3.webahead.ibm.com/w3ki/display/CFI/Home

Additional Links/Information

GENUINE, NOT JUST GENEROUS
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Offering Profile: Better Change

Implications for The Enterprise of The Future

Programs often fall short when companies underestimate the impact of change to their organization.  With poorly-managed change, companies often incur significant unanticipated costs 
which impair achievement of business case goals.  The Enterprise of the Future is ‘hungry for change’ and needs support navigating the phases of change from ad hoc and reactive to 
the change becoming the strategy. Our experience shows that the most successful transformation programs address key change management challenges through multiple change 
activities.  By focusing on the change efforts from program inception, IBM’s Better Change method is designed to address the key challenges to implementing change within companies.  
Better Change can be used to address the key challenges to facing the Enterprise of the Future.

IBM Solution/Offering

Better Change is IBM’s Organization Change Strategy.  It assembles discrete activities as needed for the particular change and provides overarching enablers and modules that skilled 
practitioners, creatively using technology, craft to fit the circumstances.  Better Change addresses value realization, program strategy and management, program leadership and 
governance, organization design, stakeholder engagement and communications, skills and knowledge and culture transformation.  Each enabler addresses the entire range of work from 
transformational change to tactical change management activities.  Further, solution heat maps are available to provide tailored approaches and overall guidance to practitioners on the 
most important parts of the method to focus on with clients for their specific requirements. 

IBM Differentiators – Why IBM?

IBM’s Organization Change Strategy Global Method meets the client need for a highly customizable method to support successful transformation through:
 Proven approach
 Scalable method
 Mapped method to service offerings 
 Practical distribution

 Manage change in order to capture desired benefits
 Build support for the vision of a common platform and harmonization
 Minimize disruption that occurs as a result of the change
 Align the organization for adoption and to be successful after the implementation
 Facilitate employees to exhibit desired new behaviors and develop required new skills

Client Benefits

Client examples include, but are not limited to Allstate, Belo Corporation, Canadian 
Department of National Defense, Catterpillar, Coca Cola, Cooperators, Commercial 
Metals Company, Disney, InfoPrint, Japan Keirin Association, Motorola, National 
Express, Philip Morris International, Pfizer, Shell and the US Federal Aviation 
Administration.

IBM Client Examples/References

Global: Lawrence Owen / Lawrence Owen/Somers/IBM / +1 914 766 3320
AG: Charlie Goldwasser / Charles M Goldwasser/Los Angeles/IBM / 818 355 3443
EMEA: Hans-Henrik Jorgensen / Hans-Henrik Jorgensen/Germany/IBM / +49-160-3643780
AP: Christina Kirk / Christina Kirk/Australia/IBM/ 61-418-442-553

Key Contacts

OCS Global Method in Rational Method Composer: http://ocs.bluehost.ibm.com/
Knowledge Card: http://w3-
01.ibm.com/services/bcs/km/knowledgeviewportal/kvfeServlets/displayDocument.wss?synth
eticKey=J494949Q55964U83
OCS wiki: 
https://w3.webahead.ibm.com/w3ki/login.action?os_destination=%2Fdisplay%2FOCSwiki%
2FA.+Home

Additional Links/Information

HUNGRY FOR CHANGE

Offering Profiles (one pager) Offering Deep Dives (5-7 Pages)
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IBM Differentiators

We help our clients:

• leverage customer experience as premier 
marketplace differentiator

• ensure voice of their customer is included in 
efforts to modernize outdated and costly customer 
facing systems 

• capture economies-to-scale of customer facing 
capabilities across lines of business/functions

Business 
Innovation

Technology 
Leadership

Customer 
Experience 
Enablement

Know It

Ex
pl

ai
n 

It

Do it

IBMs capabilities in business innovation, customer experience enablement, and technology deployment make it 
uniquely positioned to address the most complex marketplace issues for our clients. Simply stated, we know it, can 
explain it and do it for/with our clients.  IBM provides the right expertise, intellectual capital and methods needed 
for our client to create the right experiences at the right time in the right way for the right cost.

Offering Profile: Customer Focused StrategyINNOVATIVE BEYOND CUSTOMER 
IMAGINATION
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Solution Overview

Client benefits and value proposition

We make our strategies are “author independent” – they can stand alone giving our clients the freedom to 
choose whether they want to implement on their own or with a partner.  That noted, IBM Customer Focused 
Strategy services link seamlessly with IBM consulting and integration services for greater assurance that the 
results deliver on the promise of the strategy vision. 

Client 
Business 

Issues and 
Value 

Opportunities

Customer 
Intelligence

Multi-Channel 
Distirbution

Outside-In 
Perspective

Measure results, 
analytics & Insight

MDM/CDI, Integration 
& Data Governance

Contact Center, 
WWW/Digital, 

Store/Branch and 
Field

SOA, Package 
Implementation 

Inside-Out 
Perspective

What

How
When
Why

What

How
When

Why

Offering Profile: Customer Focused StrategyINNOVATIVE BEYOND CUSTOMER 
IMAGINATION
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Solution Overview

Overview of IBM Solution

Customer Focused Strategy is business strategy taken through to execution - aimed at consistently achieving the need 
to reinvent sustainable competitive advantage in a changing landscape.  This requires organizations to understand 
customer behavior and expectations, competitive threats and their unique brand value as the core components of 
differentiation.   IBM focuses on helping companies develop the required competencies, culture, and discipline to 
understand and deliver consistently on the values and expectations of each customer to produce optimal outcomes –
from both a corporate and customer perspective.

Customer 
Experience

Project 
portfolio

Customer 
Focused 
Metrics

Process & 
channelsValue Case Functions and 

Technologies
Capability 
Modelling

Practitioner competencies and project building blocks/assets

Customer Experience 
Management

Customer 
Intelligence

Business Process 
Management

 Focused on deepening customer 
relationships through customer 
experience management and 
business innovation

 Delivering substantial organizational-
wide business performance, growth 
and customer retention 

 Corporate-wide sponsorship

 Focused on improving specific channels (contact 
center, digital, retail/branch), driving alignment 
among channels or addressing customer 
business intelligence needs

 Delivering specific business performance or 
functional optimization 

 Line of Business or function area sponsorship

 Focused on specific customer-focused 
business processes 

 Medium scale projects as entry point 
or bridge between strategy and 
implementation

 Delivering specific business 
performance or functional optimization 

 Line of Business or functional area 
sponsorship

Customer Focused Strategy services provided to our clients

Channel 
Optimization

& Collaboration

Offering Profile: Customer Focused StrategyINNOVATIVE BEYOND CUSTOMER 
IMAGINATION

 Client Implications

 Key Questions

 Value Proposition

 Full Contact Details

 Client References

w3 Offering Page

Sales Materials

© Copyright IBM Corporation 2008
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Other key marketing assets…

Screensaver (long and short versions)

Flash Trailer (Static and Looping Versions) Direct Mail Kit (Hi and low impact mailers ready by May 30)

Shareholder Insert (sent in May to 500,000 shareholders) “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
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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
– Translation
– Localization 
– Web domain

 The web is always global
– Response management
– Offer delivery 
– Lead development

 Maintain high-level brand consistency
– Guidance package
– Templates
– Creative “cookbooks”
– Global agencies
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Adapt and communicate globally – communicate to local teams

 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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Summary

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

New Intelligence video
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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
– www.ibm.com
– 1-800-IBM-4you

 IBM Smarter Planet web sites
– www.ibm.com/smarterplanet
– www.ibm.com/engines (mid-market)


