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Client:
Mills James Productions, located in Columbus, Ohio, is one of the top ten production facilities in the United States. I was 
engaged to assist Mills James Productions in creating business to business presentations for IBM. Our team worked directly 
with IBM in White Plains, NY. There were several divisions of IBM that we did work for, but the bulk of the work was done for the 
CRM and EAS divisions.  

Context: 
IBM’s presentations were some of the most complex and highly technical subject matter I have worked on. 
Their projects challenged us in several ways:

•	 Understand the needs and expectations of their intended audience, comprised of CFO’s, CEO’s, CIO’s and Senior VP’s
•	 Understand what challenges the individual audience members and what hurdles their businesses face 
•	 Become a subject matter expert, on fields such as CRM
•	 Understand the saliency of the IBM solution
•	 Become a champion of the IBM solution
•	 Communicate this effectively
•	 Presentations embodied the IBM brand, consistent, well produced and high quality.

Deliverable:
Write, design and produce presentations that can be used by IBM’s Sr. Vice-Presidents that allow for tailoring for different 
contexts: presenters, audiences, events and time lengths.
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Materials Review: 
The biggest shortfall was the assumption that the audience perceived the profound need for the category.  
While IBM was championing the superiority of their implementation of CRM or Customer Relationship Management. From my 
research, there was still a reluctance by key audience members, CFO’s and CIO’s particularly, to embrace the new technologies 
as needed, let alone, on a company wide integration.  Enterprise software solutions are very expensive and a company wide 
integration often requires global implementation. The IBM presentations started right off with their product features, without 
any context of the category need, the business impact of non-implementation and the real business benefits and metrics of 
implementation. 

It was my contention that the opportunity was to rally the audience in unanimous support of the category, and IBM as the  
best-in-category solution provider. 

This presentation strategy allowed us to truly relate to the audience by boldly addressing the audience’s most pressing  
business issues and then position the category as the solution and - IBM as the best in category - provider. This put IBM in a  
different position. We were not just another company trying to sell them something. We were there to help them solve their 
tough business problems. We had established the need for an answer, and we had an answer, a great answer. We understood 
their adversaries and were there on the front-line with them as a solution oriented business consultant and partner.

The second shortfall was too much content  about the features and too little focus on the benefits. 
The existing IBM presentations were cluttered with needless information. Minor features were shown at the same level as the 
major benefits.  My contention was to show a methodology of the IBM answer. Slides were organized to show: 
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situation - options - solution - implementation - results. This allowed for an organized, predictable structure to the presentation. 
Template:
The presentation template used by IBM employees worldwide was non-existent. There was inconsistent use of color, font and 
logo. As a world-class enterprise, IBM should have consistent branding across all touch-points. We were engaged to achieve 
consistency for the IBM brand in all the presentations. My template design was chosen and implemented worldwide. 

Objectives: 
Understanding: 

•	 of the industry and marketplace demands and pressures facing the audience 
Relevance:  

•	 establish the solution category as relevant and credible - to  the audience needs
Context

•	  of the solution category - to their success
Salience

•	 of the IBM solution in the competitive marketplace
Benefits

•	 of the IBM solution to their business, short-term and long-term
Partner 
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•	 with IBM, the world leader in business solutions to help you and your company - succeed
Content: 
I was responsible for content development, writing and presentation structure and organization. 
To accomplish this I did an exhaustive literature search on business, marketing and executive management. 

Bibliography 
“Eating the Big Fish”
	 Adam Morgan 
“GI Collateral Design Guidelines for Agency Development”
	 Prepared by Global Industries
“The Grand Strategist”
	 Mike Davidson
“Integrated Marketing Materials Review”,
	 Prepared by Studio Archetype for IBM
“The Network Financial Institution”
	 Michael J Cannon-Brookes
	 IBM Executive, Finance Sector, Asia Pacific
“Straight from the CEO”
	 Price Waterhouse
“Strategic Planning”
	 Peter Rea, Ph.D. Harold Kernzer, Ph.D.
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e-channels
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e-claims
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CRM
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e-relationship
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e-CIO
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