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The Challenge

@ 0O O

Consumers are 75% of the way towards making a decision before
reaching out to a potential vendor.

Inbound web visits are 2-3x more likely to convert to responses than
outbound emails.

Personalization of content by industry and job role increases
clickthrough rates on ibm.com by 2x.

Responding within 1 hour is 7x more likely to result in a lead than
responding within 2 hours (and 60x more likely compared to responding
within a day).
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Test Your Intuition: What do you think?

In 2014, IBM increased marketing emails by 37%, which led to:

B. Anincrease in marketing contacts
C. A33% increase in validated leads

D. A10% increase in win revenue



Three Questions of a Strong Client
Experience

Who participates
Who is the person in the decision
within their making as buyers,
company? users or
influencers?

Where do they get trusted
information? What
language do they use?




Understanding Your Customer

Professional Developer - IT (17.2K) ee———————————————— )76
Social Media Specialist (54.3K) 0.816
Sales (39.0K) 0.714
Systems Engineering/Industrial (38.3K) 0.655
Product / Service Maintenance (14.0K) S 0.653
Application Project Management - IT (93.5K) 1 0.643
Test Quality & Maintenance - IT (11.9K) : 0.63 * Chart shows
Health & Safety (67.2K) | 0.59 response rate by
Content Officer (40.5K) ] 0.57 number of people
Chief Sales Officer - CSalesO (137.5K) | 0.567 in our database
Solution and Software Architecture - IT (24.0K) 0.504
Management Consultancy (102.5K) 1 0.48

Data Insight: Roles like developers and product/service maintenance
professionals are higher influencers than commonly targeted C-suite
executives.



Understanding Your Customer
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Offers



Test Your Intuition: What do you think?

Which of the following offer types performs best for IBM in the
try/buy stages of the buyer’s journey?

A. Whitepaper



Aligning Offers to the Customer Journey

v’ Gated

v Designed to progress to conversion

v’ Represent a fair exchange of value

v’ Experiential - demos, trials, assessments
v Reason to act now

¥
MM
* *

v" Non-gated v Designed to deepen the relationship
v" Designed to introduces concepts v' Help user to use

v" Designed to frame the decision criteria v Promote reviews, social conversation
v Whitepapers, videos, blog posts v' Events, word of mouth

v’ Buyer’s guide v' Collect feedback




Aligning Offers to the Customer Journey

v' Gated
v' Designed to progress to conversion

Every interaction is relevant
and drives the next action.




Aligning Offers to the Customer Journey

Experiential incentive [ oo
Reason to act now Software Download _ 166
Live Webinar 51

High value exchange
Assessment

N
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Online Demo

N
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Flyer

N
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Analyst Research

N
o

ebook

Recorded Webinar

Informational
Minimal value exchange

=
o

Solution or Product Guide
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=
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Poster 15
Book 14
White paper 9
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Web Experience



Test Your Intuition: What do you think?

« Which call-to-action lead to the highest clickthrough rate?

Variation #1

Partnerships

The IBM Watson Ecosystem

A DOW PAINGr RIOQram providing Watson cognithve technoiogy 10 businesses, acoess 10 IBM's
NEtwOrk and 2 ComMmunity of 0ntropronoural CIgANZatoNS working 10 SOe tholr Ndustry’s loughest
chalenges

Toll us about your idea

Variation #3

Partnerships

The IBM Watson Ecosystem

A now parines program providing Watson cognitive Sechnoiogy 10 businesses, access 1o IBM's
network and a community of entrepreneurial IHANZAtons working 10 soive thekr Industry's loughest
challonges

Share your idoa

Variation #2

Partnerships

The IBM Watson Ecosystem

A Dew Pariner program providing Watson cognitive 1echnoiogy 10 Dusinesses, acoess 1o IBM's
NEtwork and & community of ontropronaurial organizations working 10 Soive tholr Industry's toughost
challenges

Join the Ecosystem

Variation #4

Partnerships

The IBM Watson Ecosystem

A Now pariner progran providing Watson cogntive Sechnoiogy 10 DUsinesses, access 10 IBM's
network and a community of entropeenourial Organizations working 10 soive thor Industry's loughost

chalienges



Test Your Intuition: What do you think?

* The idea of “joining an ecosystem” won

Variation #2

Variation #1

Partnerships

The IBM Watson Ecosystem

ADOwW PAINGr RIOQram providing Watson cognithve technoiogy 10 businesses, acoess 10 IBM's
NOtWOrK nd 3 COMMUNty of Ertropronourial CIGANIZAtONS WOXKing 10 SONG tholr Ndustry’s 1oughost
chalenges

Toll u3s abOUL your ided

The IBM Watson Ecosystem

_—_—_—_—_“

Variation #3 Variation #4

Partnerships

The IBM Watson Ecosystem

Partnerships

The IBM Watson Ecosystem

A new pariner program providing Watson cogniive technoiogy 10 businesses, access 1o IBM's
network and a community of entroprencurial rganizations working 10 soive thelr Industry's toughest

A now partnor program providing Watson cognitive technoiogy 10 Dusinesses, ac0ess 10 IBM's
network and 8 community of entropeenourial rganizations working 10 Soive thokr iIndustry's toughost
chalienges

challonges

Share your doa
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Optimizing Design to Meet Motivations

IBM Power Systems IBM Power Systems 7]
\ [:] e =%
N'a ).,
—— i ’
i~ ]
= — { Jose
.' e v - NS Margaret ’ 2 1 IT Data, Content and
¢ = = Chief Information - 1 Information Architect
A ST R mmm— Officer -
[ Jo = ALSO KNOWN AS
- ALSO KNOWN AS A Manager Information
A == CIO,CTO,Chief o Planning and
s tmneas Integration Officer,SVP of v OO0 8B B{ Archiectlnformation
IT ve——— Resource
Management,Data
B = < REPORTS TO {1 Administrator
o e Chief Executive |
Officer,Chief Finance REPORTS TO
Officer Chief Information
Officer IT Enterprise




Best Practices vs. Testing?

Unied States [

Threat Mitigation Products

End-to-end risk management solutions to protect
against the latest threats while reducing the costs

and complexity of security

-~

IBM Security Solutions:
Threat Mitigation

1BM Secuiity Threat Nitig aton praducts zre pat of arobust
nortilio of security salufions from BN, Though worldclass
solutions that address risk aross eah asoert of yout
busness, IEM can helpyou tuil] a stong securty posture that
helgs b reduce costs, improve semice, and manage rskin your

Featured Products.

Secutit 0.System
Founs
Svsten

Blocks network reats wth sewrty sonvergenca of 1B
VirtualPatch®technology, cliert side application protecton,
advanced IS, data securty, web application oratection and
application conrel.

BN PLOVRIKIA Serve) Prctection:
Delvers multiayered Infrusion prevention any dtection to

dmamic infrastucture, nelping you embrace
change and Inrovation without compromising security

Radichig the cost aad Complextty of security wiliout
conpiomise

prolect servers fromatack
«omptance 0w exershe monltarieg, (ecorsing ang
auciting capatiiites.

BI Security Virtal Server Pratection for VMwate:
raai prot dthat

Today's busines: mor

risks with fowor resourcoe. You havo o,

+ Cut your cperabonal axpersses

* Manage ircreasing risks

* Malrgaln your comallante postute
+ Improve s2nice

o vitual infrastuchurs,
including host network, hypervisor, wrtual machne (W) ard
Yafic babween VNS

BN otk Muft-Function Secuity:
Projidas protection at e gateway and nebverk levels with six
layers of preempive securityfrom a single soluton.
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Best Practices vs. Testing?
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X-Force Threat Reports
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Key Insights from Testing

WebSphere software

- Every engagement must have a ==
Why WebSphere® Software
purpose

Software for SOA environmants that enables dyramic, inter

« Overloaded pages prevent the client
from easily accessing what they need

« The example includes:

e 50+ links

« Offers from across the buyer’s journey
- whitepapers, trials, e-books,
webcasts, chat, events

» No clear value proposition s
« No perceived value exchange e e T
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Key Insights from Testing

 Short, simple registration forms perform best — as is the case with Watson
Analytics — an IBM product that makes advanced analytics accessible to a
broader user base

Please complete your registration for Watson Analytics

20% \ | , Email address Already have an IBM id?
N AN
£ i
70% ( /)
AN/ First name
60%

3% Find answers and insights

with data analysis and
visualization built for you.

Last name

Create a password

Completion Rate
=y
(=]
®

Lo
30%
Country / Region
20% United States v
10% Please keep me informed of products, services and offerings
from IBM companies worldwide.
| accept IBM's Privacy Statement and Terms and Conditions.

Verse Watson Analytics IBM Capture Demo



The Results of Becoming Data Driven

1) Targeting: 20x increase in response rate with a 9x uplift in
MCR. With European team, a 78% decrease in outbound
touches resulting in a 9% increase in responses

2) Offers: Generated a 5-10x increase in quality responses to
their offers

3) Web Experience: 3x increase clickthrough rates, 2.5x
Improvement in engagement rates, and 1.5x increase in
Live Chats



Final Thought

Welcome! BRITTANY

Marketing Top Sheet Summary v  Awareness v Discovery v v C ion v/ o y vV Reporting Tools v

Marketing Efficiency | TopLook | DeepDive | Landing Dive | Ranked View

Marketing Efficiency

Data Through: Cost (M) Paid Visits (M)  Eng Visits (M) Responses (M) Validated Leads Wins

104,624 22,278
O .. $11555M  15.08 2.63 1.86
a D $67,426 M  $14776 M

°
Plan
(A1) - Program VLC vs Leads/$1000 Dollars
Program % 14K

be put into a ROI —

Sub Project
10K
(A1) i Costialidated  avorage Lead Size
Funding Geography
- B & $1,392 $644,460
Campaign Maturity CostWin Average Win Size
() o &
2 $6,387 $663,261
Young: <80 Days
Mature: 90-180 Days Systems - All Flash Storage
Established: >180 Days 4K
Business Analytics . Hybrid i $632,823/Lead
Impact .‘”"6‘“‘"".'""“‘"“’“” $641,3081MWin
e = % 8 = Select Displayed Data
B28 Integration Systems - z Systems Servers Program ¥
@ §9,, Watson Core - Engagement . .
Project Ty... . 0K & 28y Efficienc,
Sub Project Cloud Appiication Innovation  High-Velocity Model BysaievE oz e oS ;m o i
1BM Average LRI
“Note: Cost limited to WW, NA, 00 05 10 15 20 25 30 35 40 45 50
Japan, China Funding Tracker 3572017 -
Geographies* Efficiency
Groups Other ~ | Projects in IBM Cloud's SoftLayer program refiect the activity in our systems and not the marketing activity run by the core SoftLayer marketing team. *Bubble size depends on cost*




Thank You!

Ari Sheinkin, IBM
@AriSheinkin



https://twitter.com/arisheinkin

