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Session objectives for Team IBM sellers

Locate, identify and use PartnerWorld’s sales enablement and training 
resources

Describe what’s new to help you drive revenue and sell solutions for for 
On Demand Business  in 2005

Experience the new Opportunity Accelerators e-Learning course
– Engage customers in a business value dialog throughout the buying cycle to 

build preference for IBM partnership and solutions.
– Assess new techniques and sales aids to enhance your sales execution and 

effectiveness.
– Apply the four SSM Difference Makers to keep healthy opportunities 

advancing and revitalize those that might be in trouble.

Create an action plan for accelerating your sales skills to identify and 
close On Demand Business opportunities
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Agenda

Describe On Demand Business knowledge and skills

Highlight PartnerWorld and IBM Resources for selling 
solutions for on demand business
Explore the new Opportunity Accelerator Course and 
how you can use it to drive revenue in 2005

Define steps for getting started selling on demand 
solutions
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Strategy and Business Partner Roles

Characteristics of on demand businesses

Entry Points 
Operating Environment

Infrastructure
Flexible financial and delivery model

How to acquire & finance
Business Transformation

Business Models

Industry points of view, marketplace opportunity

Opportunity Identification
–on demand assessment tools for sales

Client infrastructure readiness 
–on demand assessment tools for IT Efficiency

Why IBM?
–competitive differentiation

Available resources: where they are, how to access

Knowledge & Skills for On Demand BusinessKnowledge & Skills for On Demand Business

Five Things You Need to 
Know for 2005:

1. Why IBM?

2. Innovation is what breaks 
new ground

3. Where clients are investing 
time, energy and resources

4. On Demand Business:  It’s 
not what you buy, it’s what 
you build

5. IBM [and Business 
Partners]: One-of-a-kind 
problem solver for 
business leaders
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PartnerWorld Key Resources for On Demand Business

The Big Picture
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Business Partner Resources for On Demand Business

On Demand Business  web 
pages include:
– One stop for On Demand 

Business enablement 
information for Business 
Partners

– Content organized by industry 
– Presentations, references, white 

papers, and tools
– On Demand Business Usage 

Guidelines for Business 
Partners

New

ibm.com/partnerworld IBM Strategies On Demand Business
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PartnerWorld Selling Resources

Single point of access for 
sales information, training and 
tools

Positions sales resources 
within context of selling
– Sales Activity
– Sales Cycle Step
– Differentiation

Features Assessment Tools 
for On Demand Business

Enables access to SMB-
specific sales tools
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PartnerWorld Training and Certification
Single point of entry for 
training and certification 
offerings

Decision-based, step-by-
step guided training 
paths

Skills Enablement 
Guide

Extensive, categorized 
list of training 
resources

Discounts & 
reimbursements for 
strategic education & 
certifications

www.ibm.com/partnerworld Training and certification
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IBM Small and Medium Business Advantage

Designed to help Improve Business Partner
margin in SMB & enable further investment: 
IBM eServer & Total Storage 
IBM Software – TCI and VAP 
IBM Global Services – new contracts
IBM PCD SMB-specific PCD incentives 

Campaign Designer:  "Marketing Made 
Easy" education tool, updated brand 
campaigns and SMB Toolkit
COMP Market Intelligence:  New 
marketplace assessment data on SMB 
trends & directions for Business Partners 
Geo outreach to Business Partners

Helping Business Partners to team, in 
order to sell solutions 
New Fast Path Teaming Methodologies 
Business Partner Connections to locate 
potential teaming firms 
Campaign Designer co-marketing funds 
to encourage joint marketing campaigns 

Tools & education to enable Business 
Partners 
to sell solutions in SMB 
New SMB Industry content 
New & updated PWU SMB college modules 
including Executive Selling
On Demand and IBM Express Offerings 
Sales kits on Wireless, Digital Media, 
Linux, and Business Process Integration 
for SMB
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Industry Focus
Business Partners need industry resources:
– On Demand Business value propositions 

– Key IBM products and services 

– Information on trends, opportunities and competitive weaknesses
– Increased marketing and advertising in industry-specific media

PartnerWorld Industry offerings:
– Industry business process maps

– PartnerWorld Industry Networks for ISVs

– On Demand sales kits for SMB 
– PartnerWorld University:

• SMB and Healthcare and Life Sciences Colleges
• Industry Overviews (SMB college)
• Industry On Demand Points of View (SMB college)
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PartnerWorld Training and Certification

Everything You Need to Build Sales Skills for 
On Demand Business
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Deliver best-in-class skills offerings and tools. 

Build and maintain strategic skills in core 
competencies 

Deliver certification programs that:

– Demonstrate business value

– Industry leadership to customers

– Differentiation from competition

Deliver proven solution selling tools:  

– Shorten earlier in the sales cycle 

– Improve win ratio to drive On Demand Business

PartnerWorld Training, Certification & Sales Enablement
“There is a 100% correlation between skilled partners and success of the channel.”

2001 ChannelCorp Study
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Check out what’s new… Skills and Sales Enablement

New on demand education from 
PartnerWorld University
– Business/industry solutions education
– Infrastructure solutions education
New interactive on demand sales training 
(e-Learning course)

New and updated training paths for on 
demand and SMB
New Customer Business Value education 
for SMB
New “Opportunity Accelerator” education 
for SSM
Seller Action Play Books & Offerings Guide

Build the skills you need for a successful 2005!

Opportunity Accelerators CourseSignature Selling Method e-Learning
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PartnerWorld University
No charge, Web-based education… on 
demand

–Use online and/or download charts, 
audio and transcript, 24 X 7 

Builds sales, marketing, technical, 
business management, product & 
solutions knowledge
Presentations on tools and key initiatives

HereHere’’s whats what’’s new!s new!
More SMB, on demand business and 
industry education
New Colleges:

–Professional Certification
–Accessibility

Increased functionality, user friendliness 
and easier access

–IBM Systems & Technology Group 
Colleges integrated for seamless access
–Integration of Life Sciences University

Folders include 30 
courses / 
presentations!
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On Demand Business Workshops for Sales Teams

Deep-dive sales tools webinar
– Understand the positioning and 

functionality of each of the tools

Automation  Assessment Tool 
workshop
– understand how to use “AAT” to 

drive revenue with your clients

Opportunity Identification and 
Growth Workshop
– uncover and build opportunity 

plans for key clients or territories
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Assessment Tools for On Demand Business
A suite of on-line sales tools:

–Assess the client’s state of On 
Demand Business adoption

– Identify & increase opportunities
–Assist customers to be successful in 

their industry

Benefits:
–Accelerate sales cycle
–Engage clients earlier
– Improve win ratio

Assessment Tools education available 
in PartnerWorld University “Tools 
College”

–Learn about new tools and 
enhancements

–Positioning of all tools within the 
context of the 7 stages of SSM
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Suite of Signature Selling Method offerings

Find SSM under 
Sales Skills

3 Offerings

SSM

OA

Mastery Exam

Course Descriptions

Opportunity to 
provide Feedback to 
IBM

Opportunity Accelerators CourseSSM e-Learning Course
Flash Overviews
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Opportunity Accelerators e-Learning Course

Offers refresher of SSM

Explores why 
opportunities stall

Where & When

Learn how to use the 
sales aids to get your 
opportunity “back on track”

Master the “Difference 
Makers”

Available on-line or as a 
download

English only - today

New!
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IBM Certified for On Demand Business
Professional Certification

Solution Advisor Certification
Announced 9/22/04

Sales Study Guide
-SG246330

Training Roadmap

Learn more –www.ibm.com/certify

Solution Designer Certification

– target update 1Q’05

Audience: 
IBM PW Business Partners

ƒ Resellers / Solution Providers/SystemsI
ƒ Consultant & Integrators
ƒ ISV's

IT Professionals
ƒ Customers 
ƒ Consultants
ƒ IBMers
ƒ Educators (Scholars program Schools of Business)
ƒ Anyone who wants added credibility in the workplace!

Prepares sales and marketing 
people to help the customer 

determine how they will 
transform their business

Prepares and validates the IT 
architect who will design the 

implementable e-business 
solution 

Solution Advisor Solution Designer

New
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Steps to Accelerating Your Sales Skills for On Demand Business
1. Familiarize yourself with IBM’s On Demand Business 

Strategy; understand your company’s strategy and key 
partnerships 

2. Explore Training & Certification section of the PartnerWorld 
Web site; follow training paths and leverage high impact 
sales education, training and tools

3. Explore Selling Resources and the Sales Enablement 
Guide; watch flash overviews and learn which sales tool for 
on demand business suits your needs

4. Discover the wealth of On Demand Business education 
modules in PartnerWorld University

5. Create your personal skill development plan

6. Validate your skills: Achieve SSM Mastery level and 
become a Certified for On Demand Business-Solution 
Advisor
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Introducing:  

The Opportunity Accelerators Course
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Opportunity Accelerator - Difference Makers

© 2003 IBM Corporation
Design Date 082003

High Level Overview of:  High Level Overview of:  
Opportunity Opportunity 

Accelerators eAccelerators e--LearningLearning

none
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The SSM method is a proven approach supported by 
common language, tools, and training.

Customer-based planning

Sales execution and customer calls, with a focus on verifiable 
outcomes

Management of customer interactions throughout the buying cycle

Focusing on bringing business value at each customer interaction

SSM provides a framework for effective:
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SSM makes a difference in sales effectiveness and results.

More opportunity in the pipeline.
Higher quality leads resulting in more pipeline volume. 
Improved win rate. 
Decreased sell cycle length.
More revenue

– Frequent SSM sellers claim nearly 3x more revenue, which they 
attribute to their use of SSM

Sellers using SSM the most see much better sales results than 
sellers using SSM less frequently:  
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The progress of opportunities is gauged from the 
customer's perspective.

Verifiable Outcome

Validating

Noticing

Qualifying

Conditionally
agreeing

Winning

Implementing

Identifying

Sales stage

The customer values the relationship because Team IBM has demonstrated an 
understanding of the customer's issues and needs.

The customer demonstrates an interest in working with Team IBM. 

The customer-stated business need, business capability, and agreement
to support Team IBM's access to the Key Decision Leader are confirmed.

The Key Decision Leader and Team IBM agree to go forward
with an initial solution.

The Key Decision Leader conditionally approves the proposed solution.

The customer and Team IBM sign the contract.

The customer acknowledges the value of the Team IBM solution and additional 
relationship capital is created.
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New SSM Terminology

DefinitionNew SSM Term

Customer executive who is measured on the 
business goal of a business initiative

Customer benefit owner

Individual who leads the decision-making 
committee and usually has the most influence 
over the buying decision  

Key decision leader
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Main Purpose of Each New Sales Tool

Creating Opportunities Kit

Describes customer preferences and helps develop the solutionSolution Framework

Purpose of AidSales Aid

Describes the value of the IBM solution for decision leadersValue Proposition

Helps you address customer’s key concerns to win the opportunity
Is structured as a conversation aid that can be used in risk management Decision Support Plan

Manages sales activities and progress to increase your likelihood of winningOpportunity 
Plan/Assessment

Purpose of AidSales Aid

Consolidates knowledge about the customer and sales opportunities Account Plan

Identifies customer’s business goals, plans, and actions to achieve goals

Captures early forms of compelling reasons to act and unique business value
Customer 
Initiatives Map

Explores the customer’s strategic and competitive positions
Raises level of conversation with a customer exec beyond products and features
Provides a base for conversations about on demand computing

Business Position 
Model

Winning Opportunities Kit



IBM Systems and Technology Group University 2005

© 2003 IBM CorporationIBM Confidential | © 2005 IBM Corporation

Do we buy 
from IBM?

YES

Will IBM's solution 
deliver the value 

we expect?
YES

Does IBM really 
understand our 

needs? 
YES

Will IBM's 
solution work? 

Low risk?
YES

Can IBM meet our 
needs better than 

anyone else?
YES

Opportunity  Momentum  and  Speed     ===>
STAGE 2

Identifying

STAGE 1

Noticing

STAGE 3

Validating

STAGE 4

Qualifying

STAGE 5

Conditionally 
Agreeing

STAGE 6

Winning

STAGE 7

Implementing

SSM Stage 4:

SSM Stage 3:SSM Stage 2:

SSM Stage 5:

You can apply, etc...

Decision points occur at specific stages in the customer's 
buying cycle.

A customer must be convinced on all four points to ultimately make an IBM buying decision.
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Will IBM's solution 
deliver the value we 

expect?
Not sure

Does IBM really 
understand our 

needs? 
Maybe

Will IBM's 
solution work? 

Low risk?
No

Can IBM meet our 
needs better than 

anyone else?
Not Sure

STAGE 2

Identifying

STAGE 1

Noticing

STAGE 3

Validating

STAGE 4

Qualifying

STAGE 5

Conditionally 
Agreeing

STAGE 6

Winning

STAGE 7

Implementing

SSM Stage 4

SSM Stage 3:SSM Stage 2:

SSM Stage 5

You can apply, etc...

If customers are not convinced, deals stall and get into 
trouble.

Do we buy 
from IBM?
Not sure

SLOW SLOW
STOP

Opportunities often get into trouble early in the buying cycle, but problems may not 
materialize until later.
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Key 
Difference 

Makers

Gain support 
of the Key 
Decision 
Leader

Confirm
Compelling 

Reason to Act

Develop 
perception of 
IBM Unique 

Value

Confirm 
customer 

benefit and 
Value 

Proposition

Value 
Proposition

Decision 
Support

Plan

Customer
Initiatives 

Map

Solution 
Framework

Key Diagnostic Aid: Opportunity Plan

Where sales opportunities get stuck 

Difference 
Maker 

sales aids 
to use

Deals get stuck in SSM stages 2 - 5. 
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The progress of an opportunity depends on the strength of its vital signs at key points in 
the customer's decision process.

Compelling Reason to Act (CRA)

IBM Unique Value

Support of Key Decision Leader

Expected Solution Value

Four vital signs indicate the health of an opportunity.
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Assessing the strength of the opportunity

Is this opportunity real?

1. Is the opportunity closely tied to a customer business initiative?  

2. Does the customer have a business need to act now?  

How compelling is the customer's need to act now? What business initiative is
this action tied to? What is driving it? What is the window of opportunity for action?
What business impact does the customer want?

3. Does the customer have funding available now? 

4. Do we want to pursue the opportunity? 

Fastpath
I don't
know

No YesI don't
know

No Yes

I don't know
Weak
Strong

I don't know
Weak
Strong

Opportunity Plan:  Is this opportunity real?
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Can we offer the best solution?

5. Do we know the business capabilities the customer wants?

6. Do we have a solution that fits?

How differentiated are Team IBM's capabilities? What IBM capabilities differentiate
IBM from the competition? What is the customer's view? IBM's view? What is it
worth to the customer? How much differentiation do we need to win?
8. Do we know how the buying decision will be made?

9. Do we want to pursue the opportunity?

Fastpath
I don't
know

No YesI don't
know

No Yes

I don't know
Weak
Strong

I don't know
Weak
Strong

7. Can we differentiate our capabilities so the customer sees value they can't get from anyone else?

Opportunity Plan:  Can IBM offer the best solution?
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Does the customer want our solution? 

10. Do we have a relationship with the Key Decision Leader?

11. Does the Key Decision Leader want our solution?

How strong is the Key Decision Leader's support? What is our relationship with
the Key Decision Leader? What is the evidence of the Key Decision Leader’s support 
for the IBM solution? What risks does the Key Decision Leader see with our solution 
and/or capabilities? How is the Decision Support Plan addressing these risks and 
validating Team IBM's differentiation?
14. Do we want to pursue the opportunity?

Fastpath
I don't
know

No YesI don't
know

No Yes

I don't know
Weak
Strong

I don't know
Weak
Strong

12. Does the Key Decision Leader value IBM's differentiation?

13. Has the Key Decision Leader agreed to a Decision Support Plan?

Opportunity Plan:  Does the customer want the IBM solution?



IBM Systems and Technology Group University 2005

© 2003 IBM CorporationIBM Confidential | © 2005 IBM Corporation

Does the solution meet customer expectations?

15. Is the Value Proposition agreed to by the customer?  

How strong is the Value Proposition for the solution for this customer? What are the
customer's expectations for the solution? How compelling is their business case? What is
the evidence that the Key Decision Leader supports the Value Proposition for thesolution?

16. Do we want to pursue the opportunity?

Fastpath
I don't
know

No YesI don't
know

No Yes

I don't know
Weak
Strong

I don't know
Weak
Strong

Opportunity Plan:  Does the IBM solution meet customer 
expectations? 



IBM Systems and Technology Group University 2005

© 2003 IBM CorporationIBM Confidential | © 2005 IBM Corporation

Questions IBM asks:

Questions customers ask:

Does IBM's solution 
meet the customer's 
expecations?  
Do we want to 
pursue?

Is this opportunity 
real?
Do we want to 
pursue? 

Can IBM offer the 
best solution? 
Do we want to 
pursue?

Does the 
customer want 
our solution? 
Do we want to 
pursue?

What business 
value do we 
expect?  Will IBM's 
solution deliver it? 

Does IBM really 
understand our 
needs? 

Can IBM meet our 
needs better than 
anyone else?

Will IBM's  
solution work for 
us?  What is the 
risk?

Confirm 
customer

benefit and 
Value 

Proposition

Confirm the 
customer's 

CRA

Develop 
customer 

perception of  
IBM unique 

value

Gain support of 
Key Decision 

Leader

In SSM opportunity planning, questions must be answered 
from two perspectives.
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Module 1:Module 1:
Confirm theConfirm the

Customer's CompellingCustomer's Compelling
Reason to ActReason to Act

none
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Market impact and customer competitiveness

Customer's
compelling 

reason to act

Difference Maker

Customer 
environment

Business
drivers

Customer
initiatives

Customer initiatives are a response to 
business drivers.
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Integration

Organizational
Operational

CustomerProjectsProjectsProjects
Financial

TacticalActionActionAction
StrategicACTIONS AND SUPPORTING PROJECTS
Check all that apply

Priority (H/M/L)Name
Title

Name
Title

Description
ABOUT THE GOALDECISION LEADERBENEFIT OWNERBUSINESS GOAL

The Customer Initiatives Map describes the plans to 
achieve goals through actions and projects.

Benefit Owner Individual measured on the business goal of the Customer Business Initiative.
Key Decision Leader Individual who leads the decision-making committee and usually has the most 

influence over the buying decision.

Financial Revenue, profit.
Customer Customer satisfaction, mindshare.
Operational Business process.
Organizational Structure, talent, skills.
Integration Supply chain, business partners.
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Using the Business Position Model to Identify a Customer’s Business Direction and 
Strategies

Questions to ask your customer
• Where are you today and where do you 

prefer to be…
• relative to your strategic goals?
• relative to your current competitive

performance?
• What’s important about reaching the 

preferred position?
• What results do you expect to see?
• How soon must you reach the preferred 

position?

Consider these aspects of business
• Financial performance
• Customer focus and loyalty
• Operational capability
• Organizational adaptability
• Business integration

BEHIND AHEADON
SCHEDULE

STRATEGIC PROGRESS

ON PAR

LAGGING

LEADING

C
O

M
PE

TI
TI

VE
 P

ER
FO

R
M

AN
CE

HOW CAN YOU TAKE 
ADVANTAGE OF 

SUPERIOR POSITION?

WHERE AND HOW CAN 
YOU IMPROVE OVERALL 

PERFORMANCE?

HOW CAN STRATEGIC 
PROGRESS SUPPORT 

COMPETITIVE 
PERFORMANCE?

HOW CAN COMPETIIVE 
PERFORMANCE 

SUPPORT STRATEGIC 
PROGRESS?

+

- +

How can competitive 
performance support 
strategic progress?

How can you take 
advantage of 

superior position?

How can strategic 
progress support 

competitive 
performance?

Where and how can 
you improve overall 

performance?



IBM Systems and Technology Group University 2005

© 2003 IBM CorporationIBM Confidential | © 2005 IBM Corporation

Using the Business Position Model with an IT Director or Manager

Questions to ask your customer
• Where are you today and where do you prefer 

to be…
• relative to implementation and operation?
• relative to performance and cost?

• What’s important about reaching the preferred 
position?

• What results do you expect to see?
• How soon must you reach the preferred 

position?

Consider these areas
• Alignment with business strategy
• “Customer” satisfaction
• Ability to manage
• Pace of adoption for new technology
• Balancing progress and risk
• Availability of skills

BEHIND
CURRENT
NEEDS

AHEAD OF
CURRENT

NEEDS

KEEPING
PACE

ABILITY TO IMPLEMENT AND OPERATE

ON PLAN AND
MEETING

EXTECTATION

BEHIND
PLAN AND

EXPECTATION

EXCEEDING
PLAN AND

EXPECTATION

PE
R

FO
R

M
AN

C
E 

AN
D

 C
O

ST HOW CAN YOU TAKE 
ADVANTAGE OF 

SUPERIOR POSITION?

WHERE AND HOW CAN 
YOU IMPROVE OVERALL 

PERFORMANCE?

HOW CAN STRATEGIC 
PROGRESS SUPPORT 

COMPETITIVE 
PERFORMANCE?

HOW CAN COMPETIIVE 
PERFORMANCE 

SUPPORT STRATEGIC 
PROGRESS?

+

- +

How can competitive 
performance support 
strategic progress?

How can you take 
advantage of 

superior position?

How can strategic 
progress support 

competitive 
performance?

Where and how can 
you improve overall 

performance?
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BEHIND
NEEDS

AHEAD
OF NEEDS

KEEPING
PACE

IT-BASED BUSINESS SERVICES
REACH AND RANGE

ON PLAN

BEHIND
PLAN

EXCEEDING
PLAN

SE
RV

IC
ES

PE
R

FO
R

M
AN

C
E 

AN
D

 E
FF

IC
IE

NC
Y

HOW CAN YOU TAKE 
ADVANTAGE OF 

SUPERIOR POSITION?

WHERE AND HOW CAN 
YOU IMPROVE OVERALL 

PERFORMANCE?

HOW CAN STRATEGIC 
PROGRESS SUPPORT 

COMPETITIVE 
PERFORMANCE?

HOW CAN COMPETIIVE 
PERFORMANCE 

SUPPORT STRATEGIC 
PROGRESS?

+

- +

Using the Business Position Model with the CIO or CTO
Questions to ask your customer

• Where are you today and where do you prefer 
to be…

• relative to services range and reach?
• relative to services performance and 

efficiency?
• What’s important about reaching the preferred 

position?
• What results do you expect to see?
• How soon must you reach the preferred 

position?

Consider these areas
• Alignment with business strategy
• “Customer” satisfaction
• Ability to manage
• Pace of adoption for new technology
• Balancing progress and risk

How can competitive 
performance support 
strategic progress?

How can you take 
advantage of 

superior position?

How can strategic 
progress support 

competitive 
performance?

Where and how can 
you improve overall 

performance?
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Sample Customer Initiatives Map

Integration
Organizational

XOperational
XCustomerProjects:Projects:

• Standardize field sales tools to 
facilitate new order process

• Provide remote access to 
mobile sales force 

• Increase system availability and 
ease of use

Projects:
• Re-engineer customer order 

process

• Implement new pricing tool

• Implement tight security for 
accessing new system and 
data

XFinancial
TacticalAction:Action: Increase sales force 

productivity
Action: Create a custom 
order system

XStrategicActions and Supporting Projects

Check all that apply
Priority (H/M/L)Name: Ben Smith

Title: CFO

Name: Sarah Moore

Title: VP, Sales / Mktg

Description:

Increase sales by 10% by the end 
of the year

About the GoalDecision LeaderBenefit OwnerMeasurable Business 
Goal
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CRA is:  

The complete story of why the customer needs to invest in a project, 
including the reasons for investing in this particular project. 

CRA is not: 

Merely a business driver.  Example:  "Our cost of goods sold is significantly 
above industry standards."   
About the customer's competitors.  Example:  "All key players in the 
consumer electronics industry are investing in supply chain."
A compelling event such as Y2K.
An individual's pain.

Customer's
compelling 
reason to 

act

What is the customer's CRA for the opportunity?

Difference Maker

Customer
environment

Business
drivers

Customer
initiatives
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The complete CRA -- Components

How compelling is the customer's need to act now? Market share is down 10 points in a 
year. Industry analysts cite lack of customer service, predicting further stock price declines.  
What business initiative is this action tied to?  Increase customer loyalty by quickly 
introducing innovative new products and services.
What is driving it? Competitive advantage.
What is the window of opportunity for action?  Customer must decide scope by end of 
quarter, and needs a positive press release.  Full implementation by end of the year. 
What business impact does the customer want?  Retention of current customers, and 10% 
increase in average annual sales and customers.

An incomplete CRA (might describe a business driver or compelling event):   

"My customer has to implement an expensive CRM solution. Their competitors are doing it, and 
customers are demanding better service as a result." 

The CRA explains why the customer must act on a project 
immediately.   

Difference Maker
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Assessment

Difference Maker

leave blank

Reality:  Complete the first section of the Opportunity Plan.
–Is this opportunity real?

Options:
–If positive, check for a false positive.
–If I don't know, what will your action be?
–If negative, what must you do to make it a positive?
–Can you construct a Customer Initiatives Map to guide your approach to this 
opportunity?

If you do not believe you can make this a positive, what will you do? 

Win: Update your Opportunity Action Plan accordingly

Share your Reality, Options, and Opportunity Action plan with a partner.
–Get feedback from your partner.
–Do you and your partner agree?
–What improvements can be made?
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The progress of an opportunity depends on the strength of its vital signs at key points in 
the customer's decision process.

Compelling Reason to Act (CRA)

IBM Unique Value

Support of Key Decision Leader

Expected Solution Value

Four vital signs indicate the health of an opportunity.
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The four SSM Difference Makers and their enabling sales aids

The four critical customer decision points and potential stall points that arise in the 
sales process

Appropriate sales call actions that keep opportunities advancing and that can restart 
momentum in stalled opportunities 

How to assess the opportunity's vital signs at each potential stall point

How to apply the Compelling Reason to Act Difference Maker and it’s supporting 
sales aids to correct common sales process problems and accelerate and close 
sales

How to engage customers in business value dialog at key decision points to build 
preference for IBM partnership and solutions

We talked about:
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Create Your Plan to Accelerate Your Sales Skills

Putting It All Together
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Take the Next Three Steps…

Visit the PartnerWorld 
Pedestal in the Solution 
Center

Consider how you will take 
advantage of IBM’s suite of 
SSM Offerings

Follow the recommended 
steps to accelerating sales 
skills

… To Accelerate Sales Growth & Revenue!
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Will you take the SSM and the Opportunity Accelerators courses?

How will you apply the Difference Makers to your opportunities?

Have you downloaded and learned to use the IBM On demand sales tools?

Will you take advantage of all of the IBM On Demand education available to you?

Do you know how to improve your business value dialog at each step?

How are you going to proceed?
–30-, 60-, and 90-day plans

Where do you go from here?
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Steps to Accelerating Your Sales Skills for On Demand Business
1. Familiarize yourself with IBM’s On Demand Business Strategy 

www.ibm.com/partnerworld IBM Strategies On Demand Business

2. Understand your company’s On Demand Business strategy and marketing plan, including 
key partnerships and the firm’s partnering strategy

3. Explore Training & Certification section of the PartnerWorld Web site
www.ibm.com/partnerworld Training & Certification

4. Do an informal assessment of your sales skills against those defined in the Skills Profile in 
the Skills Enablement Guide of Training & Certification

5. Review and sales training paths in PW Training & Certification
www.ibm.com/partnerworld Training & Certification Training Paths Sales

a. Follow Sales Fundamentals and Signature Selling Method training path
b. Follow “Getting Started with On Demand Business” Training Path, OR
c. Follow “Get Certified in On Demand Business Solution Sales” training path
d. Follow “Using Assessment Tools for On Demand Business” training path

6. Explore Selling Resources and the Sales Enablement Guide 
www.ibm.com/partnerworld Selling Resources

7. Review descriptions and watch flash animation overviews of each On Demand Assessment 
Tool in Selling Resources
www.ibm.com/partnerworld Selling Resources Identify Opportunities On Demand Assessment Tools

8. Discover the wealth of On Demand Business education modules in PartnerWorld University
www.ibmweblectureservices.ihost.com/pwu Sign in On Demand Business College

9. Create your personal skill development plan
10. Validate your skills: Achieve SSM Mastery level and become Certified for On Demand 

Business-Solution Advisor
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End Slide

Accelerate Your Sales Skills for On Demand 
Business
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Trademarks
The following are trademarks of the International Business Machines Corporation in the United States 
and/or other countries.  For a complete list of IBM Trademarks, see 
www.ibm.com/legal/copytrade.shtml:  AS/400, DBE, e-business logo, ESCO, eServer, FICON, IBM, 
IBM Logo, iSeries, MVS, OS/390, pSeries, RS/6000, S/30, VM/ESA, VSE/ESA, Websphere, xSeries, 
z/OS, zSeries, z/VM

The following are trademarks or registered trademarks of other companies

Lotus, Notes, and Domino are trademarks or registered trademarks of Lotus Development Corporation
Java and all Java-related trademarks and logos are trademarks of Sun Microsystems, Inc., in the 
United States and other countries
LINUX is a registered trademark of Linux Torvalds
UNIX is a registered trademark of The Open Group in the United States and other countries.
Microsoft, Windows and Windows NT are registered trademarks of Microsoft Corporation.
SET and Secure Electronic Transaction are trademarks owned by SET Secure Electronic Transaction 
LLC.
Intel is a registered trademark of Intel Corporation
* All other products may be trademarks or registered trademarks of their respective companies.



IBM Systems and Technology Group University 2005

© 2003 IBM CorporationIBM Confidential | © 2005 IBM Corporation

Back Up and Supporting Charts
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Sales Training and Support for On Demand Business

Interactive Sales Training for On 
Demand Business -- e-Learning 
Course
– Risk-free, scenario-based learning experience
– Practice skills and apply knowledge needed to 

sell  solutions for On Demand Business
– Planned availability – 1Q 2005

New and updated training paths

Training & sales support offerings
– 30+ new modules in PartnerWorld University

• Strategy, Entry Points, Industry POVs
– Seller Action Play Books
– Offerings Guide

New

Availability dates for new course offerings are subject to change without notice.

New

New
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e-business Collaboration
ƒassesses state of business practices and supporting 

applications
ƒwith line of business and C-level executives
ƒSSM steps 2-4; for established relationships or to extend the 

engagement adding additional or new functionality
ƒUsing current Business Process functionality to drive End-to-

End Solutions
ƒAll IBM Business Partners

Automation Assessment Tool
ƒassesses autonomic computing capabilities and business 

value of an autonomic computing strategy for the customer
ƒwith customer C level executives
ƒSSM steps 2-7; to influence technology decisions that save 

on operational costs, today and establish a foundation for on 
demand computing

ƒAll IBM Business Partners

Integration Assessment Tool          (coming in 2005!)
Integration of business processes, people and information
Defines the business value of an integration strategy and 
helps to establish an integration roadmap
assess current level of integration within their business
With customer C-level Executive
Execute in SSM stages 2-7
All IBM Business Partners

Assessment Tools for On Demand Business -- Summary
Opportunity Identification & Growth 

(formerly Opportunity Mining for e-business)
Create a plan to increase opportunity pipeline by 
an average of 30%

ƒUse client financial data to map to key business 
initiatives and industry business drivers and 
uncover new opportunities

ƒSSM steps 1- 4; align opportunity plans with 
customer business initiatives

ƒAdvanced and Premier IBM Business Partners

IBM Profiler for On Demand Business
assesses states of e-business adoption

ƒuse with line of business & C-level executives
ƒSSM step 1-3; identify current stage of e-

business adoption and benefits of moving to 
more advanced stages

ƒAll IBM Business Partners

Competitive Advisor
ƒassesses business competitiveness based on 

financial benchmarks
ƒuse with line of business and C-level executives
ƒSSM step 1; build relationship and identify pains 

and areas for solution opportunities
ƒAdvanced and premier software and systems 

Business Partners

NEW

Availability in New languages … (in plan)
Japanese, Simplified Chinese, French and Italian

NEW


