'VIDEO CASE 2

=.sinesses of the world are changing the way they work
-2 IBM has a strategy to help them. Ann Rubin, vice
president of corporate
' VIDEO 2-5 marketing at IBM, ex-
IBM Video Case plains: “IBM is in a con-
erintv/cr9e/v2-5 stant state of innovation,
preparing for a world
-+ is infused with digital intelligence and a world
+==re humans and machines work side-by-side to do
~ings that humans simply cannot do alone.” “‘Let’s Put
:—2rt To Work’ is our new brand platform,” she contin-
=< _but “it’s not just advertising, it’s bigger than that.
-~’s Put Smart To Work’ is an invitation. We're asking
~znts and partners to work with us to put smart to
-k to use innovative technologies to change busi-
-=ss=s and industries and organizations.”

THE NEW IBM

287 has a hundred-plus-year history of innovation.
~ce its early days as the Tabulating Machine Com-
v. IBM has gone through many dramatic transforma-
-s. The company shifted from tabulation machines,
» tvpewriters, to computers, to busi-
-=ss services and consulting, to artifi-
-~z intelligence in response to changes
- =achnology, the global economy, and
-siness practices. Along the way IBM
<=vzloped several well-known products

[P

sch as the automated teller machine Rv,goﬁ/smnersmck

4TM), the hard disk drive, the mag-
-=tic stripe card, and the Universal Product Code
T’C) In addition, researchers at the company won
\obel Prizes and six Turing Awards for contribu-
s of lasting and major technical importance to the

o nouter field. IBM is in the top 25 of the world’s most

= 2zble brands and in the top 35 of the world’s most

h.‘::.rl'éd companies. Today IBM has $77 billion in sales
w2 352,000 employees, is ranked 38th on the Fortune:
S0, and is viewed as a cogmtwe solutions and cloud
s.zform company. Accordmg to CEO Arvind Krrshna -

TB\I is an innovation powerhouse If you look at all the

=c1onic forces shapmg the future of technology—-cloud l
+1 blockchain and quantum—IBM is 1ead1ng on all",

-

Fomts.”

Strategy Based on Values

T forward- lookmg, vrsronary strategy at IBM is buﬂt ' ping by
the f fundamental, passronate and Inal

-~ core values that

IBM: Putting Smart Strategy to Work

ll

of products that

~ want to be known for.
- :IBM croud; 1BM Secu

i connect

those values IBM held a global discussion event, called
ValuesJam, among more than 50,000 employees. The
results were three underlying values of IBM’s business
practices. Teresa Yoo, vice president of brand strategy
and experience design, explains the outcome: “We

weren’t founded on or defined by a particular product
or even a particular leader. It was what we believed and
valued in the world, and what drove the decisions about
everything that we do. So, those values have evolved
over time and remain at the core of what we do. They
are (1) a dedication to every client’s success, (2) innova-

tion that matters for our company and for the world,
and (3) trust and personal responsibility in all our
relationships.”

The values influence IBM’s use of strategic tools,

such as portfolio analysis and SWOT analysis, in its as-

sessment of marketplace opportunities around the
globe. According to Rubin, “Using methodologies like
business portfolio analysis is really important because
you need to understand the opportunities in every coun-
try that you are going to and what is going to drive busi-
ness in a certain area.” The analysis “helps figure out
what the revenue opportunity is and the growth oppor-
tunity for every one of our products
in every one of our countries,” she

l

plains that “we use SWOT analysis
when we're putting together a strat-
egy for a particular brand we're
building or a particular portfolio or

«gli

product set. It makes a difference

‘when you're trying to figure out what your value propo-
sition is and you need to look at where you really stand

‘rn order to create a great strategy.”
_The analysis indicates fundamental changes in the

business environment. IBM believes that in the near fu-

ture businesses will need enterprrse-strength cloud capa-

bilities, artificial mtelhgence that is capable of analyzmg

all company and consumer data, mdustry-specrfrc con-

sulting services, and advanced cybersecurrty “Our

. brand strategy is to help IBM be easier to understand,
_consume, and navrgate - says Yoo. “We have hundreds ‘
_span the whole gamut of what we do,
_from services to Al to cloud to research to securrty So
“we have really focused around a few core brands that we,‘/‘

‘ . o

»-—«uurmg prrnc1ples gu1d1ng 1ts conduct To articulate ometty de

continues. Similarly, Teresa Yoo ex-
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as an “inflection point.” She observed that (1) busi-
nesses are becoming smarter by leveraging intelligent
digital platforms, (2) businesses are becoming smarter
by making their systems and processes intelligent, and
(3) businesses are becoming smarter by embedding Al
and data to change how work is done, equipping them-
selves for an era of man + machine. The insights about
~ the changes in businesses have led to IBM’s strategy
~ called “Let’s Put Smart To Work.”

The “Let’s Put Smart To Work” Strategy

The “Let’s Put Smart To Work” initiative was launched
at IBM’s annual conference, called IBM Think, at which
partners, clients, industry representatives, and technol-
ogy leaders meet to share information about the chang-
ing business environment and business needs. IBM
seeks to be an “incumbent disruptor” as it continues its
transformation to the new world of enterprise technol-
ogy. “The evolution of ‘Let’s Put Smart To Work’ is the
result of technologies that are fundamentally different
today. They are amazing. And we are directing them
more specifically to business applications,” explains
Yoo. We can tell clients “so let’s really put it to work in
your business to accomplish whatever it is that you need
to get done,” she adds.

The strategy touches every aspect of IBM. “Let’s Put
 Smart To Work’ is our rallying cry or call to action to
partner with clients and to make the world a better place
and to make businesses smarter,” says Rubin. “IBM and
our clients are putting smart to work across every in-
dustry,” she adds. Industries where IBM is assisting
businesses include agriculture, automotive, aviation,
banking, health care, insurance, oil and gas, retail, and
utilities. For example, in agriculture IBM’s Watson ana-
lyzes temperature, soil pH, and other environmental fac-
tors to help farmers improve their harvest yields. In the
automotive industry IBM technologies are helping com-
bine data from IoT (Internet of Things) sensors to create
better experiences for drivers in intelligent vehicles.

Let S put
smart

to work.

52

Health care scientists are using IBM artificial intelligence

give IBM managers an opportunity to engage one- on-
one with their clients. Similarly, IBM sponsors events
such as the Masters golf tournament, the US Open,
‘many tennis tournaments around the world, and the
Grammys the Oscars, and the Tony Awards. The rea-
son, explains Yoo, is “the clients Wwe are targetmg tend to
watch and go to those events” and the events are “an
jopportunlty to make the technology we pr0v1de eas1er to

to help accelerate research and find new uses for exist-
ing drugs. And in South Africa, IoT sensors are being
used to monitor animal movements to help reduce rhi-
noceros poaching.

Marketing “Let’s Put Smart To Work”

The IBM marketing organization includes thousands of
marketing professionals located in hundreds of coun-
tries. They are all adopting an approach they call “agile
marketing,” which is based on improvisation, testing
and data, and collaboration, and which results in speed,
adaptability, and creativity. “At IBM we use agile prac-
tices, agile methodologies,” says Rubin. “It’s the way
that you best collaborate and the way that you best iter-
ate and the way that you best create programs and
products to move forward,” she adds. The general strat-
egy and the specific elements of the agile marketing
approach all come together in a marketing plan. Rubin
explains, “Everything is grounded in the marketing
plan, in fact, everything is grounded in our overall
corporate strategy and our values, and our strategic
priorities.”

The marketing plan includes a variety of marketing
tools. “Our marketing plan leverages all kinds of ele-
ments from traditional to emerging technologies and
emerging platforms. We use traditional advertising like
TV and radio and print but we have to really under-
stand how our clients consume media,” says Rubin. For
example, IBM customers tend to travel a lot so IBM
places a lot of out-of-home advertising in airports. Digital
advertising and social media are also part of the mar-
keting plan. “The important thing about social [media]
is understanding that every platform is different. You
can’t just take your TV spot and run it on Facebook
and LinkedIn and Twitter and Instagram and think it’s
going to work. The more you look at the metrics and
the data and the analytics, the more you learn those
things. Then you uncover the insights and you can cre-
ate the right content for the rlght platform . Rubm
explains.

Events are also a very important part of the market-
ing plan. The reason, Rubin continues, is that “it’s hard
to touch and feel our products so it’s really important
for our audience to engage with IBMers.” The events




Questions

What is IBM’s “Let’s Put Smart To Work” strategy?
How does this strategy relate to IBM’s values?
Conduct a SWOT analysis for IBM’s “Let’s Put
Smart To Work” initiative. What are the relevant
trends to consider?
 What marketing tools descnbed in thlS chapter are
“promment in IBM’s strategic marketing process‘7

The “Smart” Future

Innovative technologies and changing businesses have 1
created an exciting combination for IBM’s latest transfor- 2
mation. Ann Rubin describes the excitement in this way: 3
“I feel like I have the best job in IBM and frankly one of
the best jobs in the marketing industry overall. The mar-
keting mdustry is changing every day, so you need to keep 4

up, but 1t’

S 80 eX1t1k g, there s ]USt nothmg bonng about_,

5 What is “agile” marketmg at IBM? Why does IBM

e the agile approach"
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