FNC 2 2= CRMO}7| &l
SEAE SoM 2=
IBM Interactive Marketing Solution

IBM Smarter Industries Symposium

Il
F



IBM Interactive Marketing

.

A
i o %
s i

S IBM Smarter Industries Symposium

Il
F



Smarter CommerceQI Marketing Solution A\, IBM Smarter Industries Symposium

>

Unica Webgphere Commerce Sterling Commerce
AfE Zhef A} HE TF, FIE X FIEfE T F AP =B
« Zm o ZH2/ El e }}E/ =
A8 Y 02 ¥4 2T Fg o o
_’_O 1_

S5 V&G = «B2C/BRB A E 0/ HZ Y7 7//(/5/

Z2 ¥ g .

Sterling Comnferce 110G Supply Chain
P ,ﬂ/-(-/ /—(—//1_—/ =S =l °Lf/E7Q/ﬂ _;Lt/J_l'l-/_Q“/
A EF A2 2 7 2E XS
“H A U2 AT It K& L)X 2f
= “ZE L FIEE XY 2% Bt

_ u

o ZI M X5 B *Quoting
IBM 0f =2|7|o]d r, Cl|O|E{Hj O] 2 3!




CHANNELS

cHANNE‘WELS

-----

CHANNELS

mn
F




E‘I OI g’ intel‘net% “New Media”EI' 'c'él- —J|k— 91%7 I' - A IBM Smarter Industries Symposium

Search Affiliate
Networks
Banner Ads
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Call center
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Point of sale
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Currently do this across all channels - 7% NOt many!
Currently do this across some channels, _ 499
but not others 0

Don’t currently do this but plan to in the
next 12 nonths

Don’t currently do this but plan to in the
future more than 12 months from now

Don’t currently do this and have no plans
at this time

Don’'t know what my company is doing or
planning to do in this area

From Unica’s global survey of senior marketers, launched October 2010
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Organizational structure, corporate culture or _ 53%
internal processes are notconducive 0
e | e
Existing systemsand data are too disparate [ éﬁ I'I o - (o] I‘
=1 H L
Lack appropriate in-house skills [N 39% Tec h n o I Og
Lackofbudget I 36% il R
=
Difficultyworking withinternal IT | 36%

Uncertain RO! - I 30%

Lack of supportfrom upper management/
Lack of an executive sponsor

Costis too high

hmiliar with the concept of “interactive marketing”

Interactive marketing is not appropriate for our
business

From Unica’s global survey of senior marketers, launched October 2010
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Integrated Marketing Operations

Plans & People & Data& : Measurement
Budgets Processes : Assets & Performance
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Case Study Overview

« Background
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Integrated Marketing Operations

Plans & People & Data & Measurement
Budgets Processes : Assets & Performance
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Right Message to
Right Device

iPad is here.

A magical and revolutionary product at an unbelievable price

IBM Smarter Industries Symposium

iPad is here.

A magical and revolutionary product at an unbelievable price

iPad is here
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Q&A

To power the success of
every marketing
organization with

innovative technology
solutions




