
e-Business: From 
Mindshare to Marketshare

Tim Dempsey
VP, PartnerWorld for Software



Agenda

Corporate Focus
Value Proposition
Other News

PartnerWorld
Q&A



From Mindshare... to Marketshare



e-business is any 
activity that connects 
critical business systems 
directly to their critical 
constituencies 
(customers, employees, 
vendors and suppliers) 
via intranets, extranets and 
over the world-wide web

TM

What is e-business?
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Business to Business to 
ConsumerConsumer

Business to Business to 
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e-business and e-commerce



e-business Cycle

Leverage
Knowledge and 
Information
                 

Run
A scalable, available, 
safe environment
                       

Build
New applications
                       

Transform
Core business processes
                       



IBM SWG Mission

To be the dominant provider of software 
for e-business

by focussing brand activities on four 
major segments:

Transformation & Integration
Leveraging Information
Organizational Effectiveness
Technology Management
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Brands are aligned and have responsibility for a targeted marketing segment
Brand has responsibility for the definition and management of campaigns 
targeted at the market segment

Buyer Segment Focus



Worldwide Software Revenues*
$133 Billion Opportunity
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Value Proposition



From Volume to Value

Shifting emphasis and rewards from pure 
fulfillment to activities that motivate purchase
Expanding the "partnurturing" model to the four
key market segments
Improving the solution focus of our software 
offerings

reinforced by marketing investments

Continuing to drive high services-ratio 
opportunities



Optimizing Partnering across IBM

PartnerWorld
driving consistency and simplicity across all 
IBM business units, 50 partnering programs

PartnerWorld for Software
PartnerWorld for Developers
PartnerWorld for Hardware and Services
PartnerWorld for Personal Systems

... while preserving brand identity to customers



Transformation

The Overthrow of Matter

The Greatest Story Ever Told

All the World's a Stage
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