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A New Era of SmartTop Marketing challenges organizations are facing

42%36%
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42%
of marketers say

acquiring customers

36%
of marketers say
retaining customers
and improving 
loyalty/satisfaction

*SOURCE: The State of Marketing 2013: IBM’s Global Survey of Marketers, IBM Center for Applied Insights



A New Era of SmartToday’s consumer
58%
are more price-conscious today
than they were a year ago

84% of millenials
say social content has an
influence on what they buy70%

92%
of consumers research 

online before a purchase

of a B2B purchase 
decision is made
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71%
of smartphone users
compare prices in stores

5.9B
mobile phone subscribers 
across the globe in 2013

decision is made
is made before a 
rep is contacted

*SOURCES: IBM Institute for Business Value; IBM 2012 Holiday 
Benchmark Reports; ChiefMarketer.com 



A New Era of SmartSocial, Mobile, Analytics and Cloud
have changed organizations and consumer expectations

Analytics Social

Individuals 
are more 
connected 
and 
empowered

Competition 
is coming 
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CloudMobile

is coming 
from new 
and different 
areas

Organizations 
and business 
models are 
being 
transformed

…resulting in the 
emergence of the 

individual
centered
economy



A New Era of SmartMeeting the customer call
is our mission

Transform how customers Deliver measurable 
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Transform how customers 
engage with your brand

Deliver measurable 
results

Leverage technology
disruptors

Lead organizational
change



A New Era of SmartRe-imagine our role as Marketers

Timeless 2012 2014

Know the customer
Understand each 
customer as an individual

Know each customer 

in context
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Define what to market and 
how to market

Create a system of 
engagement that 
maximizes value creation 
at every touch

Innovate and scale 
personally relevant and 

rewarding experiences

Protect the brand promise Design culture and brand 
so they are authentically 
one

Co-create authentic  brand 

experiences with 

customers, employees, and 

partners



A New Era of SmartKnow each customer in context
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Air France/KLM provides valuable, real-time 
information throughout the entire travel process, 
boosting loyalty and increasing customer 
satisfaction.



A New Era of SmartInnovate and scale personally relevant and 
rewarding experiences
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Sephora uses the mobile experience to transform 

the shopping experience, promoting “showrooming” 

in stores



A New Era of SmartCo-create with  customers, employees and partners
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Mondelez is taking engagement in the moment to 

new levels



A New Era of SmartIBM has led the way in helping clients make the shift 
to continuous customer engagement, with many milestones along the way

2Q 2014
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A New Era of Smart
Ignite and Grow

Customer Relationships
with omnichannel marketing

Convert Digital Prospects
to Loyal Customers

with digital marketing

Deliver Empowering
Digital Experiences

with customer digital
experience

Curate Meaningful
Customer interactions

with real-time personalization

Understand
Your Customers

with customer analytics

IBM ExperienceOne
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Serve and Delight
Your Customers

with customer experience
for service

Maximize Sales, Profit
and Shopper Loyalty

with omni-channel 
merchandise optimization

Personalize the
Store Experience
with store of the future

Deliver Exceptional
Experiences Across

the Channels
with omni-channel customer

engagement
Reinvent and 

Automate Complex B2B
Sales Process

with B2B commerce



A New Era of SmartIgnite innovation with IBM expertise 
to reinvent your customer engagement

� 8 of the Top 10 Commercial Banks 

� 9 of the Top 10 US Retailers 

� 9 of the Top 9 Global Automotive Companies 

� 7 of the Top 10 Top Financial Services 

Companies

Industry Expertise Best Practices
� #1 in market share for marketing automation

� 65% of most influential CMOs use IBM solutions

� IBM customer engagement solutions are named 

“Leader” in 13 major analyst reports

� $6B investment, 3000+ researchers and 12
research labs

8,000+ clients in more than 50 countries, 

including:
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#1 Global Digital Agency
- Ad Age May 1, 2014

• $100M investment

• 10 new labs worldwide

• 1,000 new people

Companies research labs

IBM Interactive 
Experience

Business Partners

� 1,300+ BPs engaged with Smarter Commerce 

(32%+ YTY)

� 300 Customer Digital Experience BPs

� 20+ leading agency partners, half of them 

global



A New Era of SmartIBM solutions are helping marketing organizations 
achieve a spectrum of business outcomes

Improved customer value, 

loyalty and retention
5-15% increase is typical

Higher online 

marketing ROI
15x-25x increase is typical

More campaigns with 

the same resources
2-5x increase is typical

Reduced cycle time 

for marketing 

efforts
40-80% reduction is typical

More 

relevant 

and 

More 

efficient
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Higher campaign 

ROI
15-30% increase is typical

Increased response rates
10-50% increase is typical

40-80% reduction is typical

Reduced marketing 

costs
20-40% reduction is typical

Lower customer 

acquisition costs
25-75% reduction is typical

and 

effective

marketing

efficient

marketing

*SOURCE: IBM The Path to Marketing Transformation, 2012
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A New Era of Smart

Legal Disclaimer

• © IBM Corporation 2013. All Rights Reserved.
• The information contained in this publication is provided for informational purposes only. While efforts were made to verify the completeness and accuracy of the information contained 

in this publication, it is provided AS IS without warranty of any kind, express or implied. In addition, this information is based on IBM’s current product plans and strategy, which are 
subject to change by IBM without notice. IBM shall not be responsible for any damages arising out of the use of, or otherwise related to, this publication or any other materials. Nothing 
contained in this publication is intended to, nor shall have the effect of, creating any warranties or representations from IBM or its suppliers or licensors, or altering the terms and 
conditions of the applicable license agreement governing the use of IBM software.

• References in this presentation to IBM products, programs, or services do not imply that they will be available in all countries in which IBM operates. Product release dates and/or 
capabilities referenced in this presentation may change at any time at IBM’s sole discretion based on market opportunities or other factors, and are not intended to be a commitment to 
future product or feature availability in any way.  Nothing contained in these materials is intended to, nor shall have the effect of, stating or implying that any activities undertaken by 
you will result in any specific sales, revenue growth or other results. 

• If the text contains performance statistics or references to benchmarks, insert the following language; otherwise delete:
Performance is based on measurements and projections using standard IBM benchmarks in a controlled environment.  The actual throughput or performance that any user will 
experience will vary depending upon many factors, including considerations such as the amount of multiprogramming in the user's job stream, the I/O configuration, the storage 
configuration, and the workload processed.  Therefore, no assurance can be given that an individual user will achieve results similar to those stated here.

• If the text includes any customer examples, please confirm we have prior written approval from such customer and insert the following language; otherwise delete:
All customer examples described are presented as illustrations of how those customers have used IBM products and the results they may have achieved.  Actual environmental costs 
and performance characteristics may vary by customer.

• Please review text for proper trademark attribution of IBM products.  At first use, each product name must be the full name and include appropriate trademark symbols (e.g., IBM Lotus®

Sametime® Unyte™).  Subsequent references can drop “IBM” but should include the proper branding (e.g., Lotus Sametime Gateway, or WebSphere Application Server).  Please refer 
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Sametime® Unyte™).  Subsequent references can drop “IBM” but should include the proper branding (e.g., Lotus Sametime Gateway, or WebSphere Application Server).  Please refer 
to http://www.ibm.com/legal/copytrade.shtml for guidance on which trademarks require the ® or ™ symbol.  Do not use abbreviations for IBM product names in your presentation. All 
product names must be used as adjectives rather than nouns.  Please list all of the trademarks that you use in your presentation as follows; delete any not included in your 
presentation. IBM, the IBM logo, Lotus, Lotus Notes, Notes, Domino, Quickr, Sametime, WebSphere, UC2,  PartnerWorld and Lotusphere are trademarks of International Business 
Machines Corporation in the United States, other countries, or both.   Unyte is a trademark of WebDialogs, Inc., in the United States, other countries, or both.

• If you reference Adobe® in the text, please mark the first use and include the following; otherwise delete:
Adobe, the Adobe logo, PostScript, and the PostScript logo are either registered trademarks or trademarks of Adobe Systems Incorporated in the United States, and/or other countries.

• If you reference Java™ in the text, please mark the first use and include the following; otherwise delete:
Java and all Java-based trademarks are trademarks of Sun Microsystems, Inc. in the United States, other countries, or both.

• If you reference Microsoft® and/or Windows® in the text, please mark the first use and include the following, as applicable; otherwise delete:
Microsoft and Windows are trademarks of Microsoft Corporation in the United States, other countries, or both.

• If you reference Intel® and/or any of the following Intel products in the text, please mark the first use and include those that you use as follows; otherwise delete:
Intel, Intel Centrino, Celeron, Intel Xeon, Intel SpeedStep, Itanium, and Pentium are trademarks or registered trademarks of Intel Corporation or its subsidiaries in the United States and 
other countries.

• If you reference UNIX® in the text, please mark the first use and include the following; otherwise delete:
UNIX is a registered trademark of The Open Group in the United States and other countries.

• If you reference Linux® in your presentation, please mark the first use and include the following; otherwise delete:
Linux is a registered trademark of Linus Torvalds in the United States, other countries, or both. Other company, product, or service names may be trademarks or service marks of 
others.

• If the text/graphics include screenshots, no actual IBM employee names may be used (even your own), if your screenshots include fictitious company names (e.g., Renovations, Zeta 
Bank, Acme) please update and insert the following; otherwise delete: All references to [insert fictitious company name] refer to a fictitious company and are used for illustration 
purposes only.


