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IBMôs proposition for the CMO: 
Enterprise Marketing Management (EMM) 

Drives intelligent and 
adaptive supply 

networks based on 
consumer demand 

Creates personalized and 
relevant offers with 

unified cross-channel 
marketing 

 
Enables customers and 

partners to  
buy what they want, 

when and  where 

 
Anticipates behavior 
and delivers flawless 

customer service 
across channels 

Market Buy 

Service Sell 
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How Customers & Prospects Behave 

CUSTOMERS & 

PROSPECTS 

Web site 

Email 

Mobile 

Call center 

Stores 

Kiosk, ATM, etc. 

Point of sale 

Postal mail 
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What Customers & Prospects Expect 

CUSTOMERS & 

PROSPECTS 

Web site 

Email 

Mobile 

Call center 

Stores 

Kiosk, ATM, etc. 

Point of sale 

Postal mail 

One person 

pulling all the 

strings behind 

each channel 
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What Customers & Prospects Experience 

CUSTOMERS & 

PROSPECTS 

Web site 

Email 

Mobile 

Call center 

agenda 

strategy 

data 

tech 

agenda 

strategy 

data 

tech 

agenda 

strategy 
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tech 

agenda 

strategy 

data 

tech 

agenda 

strategy 

data 

tech 

agenda 

strategy 

data 

tech 

agenda 

strategy 

data 

tech 

agenda 

strategy 

data 

tech 

Stores 

Kiosk, ATM, etc. 

Point of sale 

Postal mail 

silos 

silos 

silos 

silos 

silos 

silos 

silos 

silos 
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Marketing Practices Must Evolve 

ÁTo effectively engage customers and 

prospects via addressable channels, 

marketers must: 
ïListen to all information provided by 

customers and prospects ï both explicit 

and implied. 

ïUnderstand past and present 

information to determine the best 

possible marketing action. 

ïCommunicate in a compelling, timely, 

and relevant manner 

ÁAcross channels 

ÁIn an integrated way 

Insight 
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IBM EMM Product Strategy: 
Enable Interactive Marketing 

Engaging each customer and prospect in a cross-channel 

dialog that builds upon their past and current behavior 
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Four key technologies to Interactive Marketing 

Technology 
Requirement 
(1) 
Maximize 
Customer 
Awareness: 
Know everything 
there is to know 
about your  
customers and 
prospects 

Technology 
Requirement 
(2) 
Provide 
Centralized 
Decisioning: 
Decide what 
should happen 
next in your 
ongoing 
dialogue with 
each customer 
and prospect 

Technology 
Requirement 
(3) 
Enable  
Cross-channel 
execution: 
Put the 
message in 
front of 
customers and 
prospects, 
using the right 
channel at the 
right time 

Technology Requirement (4) 
Integrate Marketing Operations: 
Automate the ñback officeò of marketing to increase 
collaboration, efficiency and precision of marketing work 
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IBM Enterprise Marketing Management ï A rich deep set of 
capabilities designed exclusively for marketers. 

IBM EMM Suite Capabilities 

Operations 

Awareness Decisioning Execution 

Web & Digital 
Analytics 

Event 
Detection 

Predictive 
Analytics 

Visual 
Exploration 

Segmentation 

Offer 
Management 

Interaction 
History 

Real-time,  
Behavioral 
Targeting 

Contact 
Optimization 

Email 

Inbound 
Integration 

Lead Routing 
& Monitoring 

Distributed 
Marketing 

Search/ 
Display Ad 

Management 

Plans & 
Budgets 

People & 
Processes 

Data & 
Assets 

Measurement & 
Performance 

Leverage 

comprehensive data 

to identify 

opportunities and 

predict marketing 

outcomes. 

Determine the best 

message to extend 

in outbound and 

inbound marketing 

channels. 

Deliver highly 

relevant marketing 

messages and retain 

a corporate memory 

of interactions. 

Facilitates 

collaboration and 

cross-channel 

planning, design, 

execution, and 

measurement 
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IBM Enterprise Marketing Management ï A rich deep set of 
capabilities designed exclusively for marketers. 

Operations 

Awareness Decisioning Execution 

Web & Digital 
Analytics 

Event 
Detection 

Predictive 
Analytics 

Visual 
Exploration 

Segmentation 

Offer 
Management 

Interaction 
History 

Real-time,  
Behavioral 
Targeting 

Contact 
Optimization 

Email 

Inbound 
Integration 

Lead Routing 
& Monitoring 

Distributed 
Marketing 

Search/ 
Display Ad 

Management 

Plans & 
Budgets 

People & 
Processes 

Data & 
Assets 

Measurement & 
Performance 
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1

3 

Example: Planning and Executing Marketing eCommerce Campaigns to 
Stimulate Demand 

Optimize display and 
search results with IBM 

Coremetrics AdTarget and 
Coremetrics Search 

 
 
 
 
 
 
 
 
 
 
 
 
 

Generate demand with  
IBM Unica eMessage  

(email creation, delivery, 
tracking 

Web or Mobile Store 

Marketing messages 
and campaigns are 
defined and planned 

using IBM Unica  
Campaign   

Deliver custom landing 
pages with targeted 

messages and  promotions  
via WebSphere 

Commerce Precision 
Marketing 
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Why a Software Suite?  
...Marketeers wants it... and need it! 

CMO study 2011 findings 
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Financial constraints 

Global outsourcing 

Growth market opportunities 

ROI accountability 

Decreasing brand loyalty 

Customer collaboration and influence 

Privacy considerations 

Regulatory considerations 
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Data explosion 1 

Social media 2 

Growth of channel and device choices 3 

Shifting consumer demographics 4 

Mean 

Marketing Priority Matrix 

Factors impacting 

marketing 
Percent of CMOs selecting  

as Top five factors  

Underpreparedness 
Percent of CMOs reporting  

underprepared 
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Marketing System Chaos! 

Campaign 

Management 

Lead 

Management 

Call 

Center/Inbound 

Decisoning 

Email Service 

Providers 

Website 

Behavioral 

Targeting 

Customer 

Analytics 

Search 

Marketing 

Dashboard 

Web Analytics 

Providers 

Local 

Marketing 

SMS 

Marketing 

Files 

Files 

Predictive 

Analytics 

Files 

Mktg Ops 

Management 

Files 

Files 

 

Customer 

Database 

Files 

Marketing 

Finance Mgt Digital Asset 

Management 
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What are the potential business benefits of an integrated approach 

Ad hoc 

outbound 

Event driven 

outbound 

Inbound 

expected 

value 

optimisation 

Source: Gartner Research 
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Á Stream-lined 

marketing 

operations 

 

ÁOther Real-time  

Channels 

 

ÁAdvanced 

Optimisation 

Generation III Generation II 

 

ÁWeb behaviour 

 

ÁReal-Time Web 

Personalisation 

 

 

 

 

An Example Roadmap to Interactive Marketing 

Channel Expansion 

Generation One CRM Unlocked:   
Better Data 
 
Better Targeting 
 
Improved Automation 

 

Generation I 
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We ARE the CHAMPIONS  
Forrester Wave: Web Analytics 
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We ARE the CHAMPIONS 
Gartner Magic Quadrant for Marketing Resource Management 
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We ARE the CHAMPIONS  
Gartner Magic Quadrant for Multichannel  Campaign Management 
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More than 2500 Organizations Worldwide Depend on IBMôs EMM 
Solutions 

Financial 
Travel /  

Hospitality 
Telecom Retail / Catalog 

Healthcare & 
 Insurance 

B2B/High Tech 


