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Tivoli Campaigns – Input Brief 


CAMPAIGN:  
Fusion/Industry/Finance/Core Banking & Distribution & Sevices



OFFERING 

1. What is the segment/solution to be communicated? 
Key Priorities on: Retail Banking (Core) - Emphasis end-to-end integrated management that provides the return on investment that Banking requires.  Cross sell and up sell.  
-Distribution and Services - Tivoli Autonomic Computing provides a base for government to improve their business processes across all channels, and reduce IT costs.  
Cross-segment “fusion” for Core Banking & Distribution & Services

Security Mgt for Finance

Access Manager 


Risk Manager


Identity Manager


Privacy Manager

Storage Mgt for Finance


Storage Resource Manager


Storage Manager suite

System Mgt for Finance

Workload Scheduler


Config Manager


TBSM – TEC

•Core Banking Infrastructure

–Cross Tivoli Products

•Distribution Services

–Security Mgt.

–Configuration Manager

•Service Provider Environment’

–Monitoring Apps-Web

–Config Manager

–SRM and TSM

2. What are the key differentiators of this offering that set Tivoli apart? What is the overall Value Proposition – our one promise?
Tivoli Software products can help financial institutions integrate channels across an enterprise, manage fraud, create a resilient infrastructure, and design a save and dynamic work place.

Vs. BMC - IBM Tivoli has a more complete story to enable customers to identify the business value of their infrastructure and wage competitive warefare

Vs. CA - IBM Tivoli can emphasize corporate strength, breadth of product line, and integration with EBOD strategy
• Core Banking
  Tivoli software provides Financial Institutions with products that enable them to achieve operational efficiency (save $$$), products that enable them to remain competitive or lead the market and remain resilient.  Tivoli’s reputation among the top 100 Financial Institutions worldwide has been built on secure, scaleable and robust management of IT resources.

•Core Focus Areas

–Key Messages

· Operational Leadership: Financial Institutions in the course of business transact tremendous volumes on both value and frequency.  The value and size of these transactions mean that efficiency is key to controlling costs.  Tivoli provides a central System Management platform from which to manage your IT needs efficiently and effectively.

· Competitive Differentiation: In today’s global business climate the ability to differentiate yourself from your competitors is key.  Deploying new products and services rapidly, getting a jump on your competition and winning in the marketplace is the goal. Tivoli solutions in configuration and operations and security help you roll out new applications and business initiatives rapidly, efficiently and securely.

· Operational Resilience: For Financial Institutions a robust, resilient and secure infrastructure is key to customer confidence and professional reputation.  Tivoli System Management helps keep Financial Institutions running by protecting the resources that power them.  Tivoli software allows your systems to become autonomic self-healing systems, reducing the effect of problems by avoiding them all together.  Fixing problems before they threaten business continuity.  
•Distribution and Services (eBanking, eInsurance, Mobile)
–Key Messages

· Operational Leadership:  Financial Institutions are continually challenges to doing more with less.  Otherwise your not providing the reduced costs that you are driving for.  Tivoli software integrates with your existing system and automates tasks that used to take an IT professional.  This allows you to provide the same service level without adding hardware or other resources to manage your IT infrastructure.  

· Competitive Differentiation: Customers expect your services to be state of the art, fast, and secure.   Tivoli software provides the system monitoring you need to keep your systems running at peak efficiency.  Setting your own business rules, and having the system monitor and automatically make adjustments provides an immediate adjustment to your system, or notifies the specialist that can fix the problem.  That a competitive difference that will impact your bottom line.  

· Operational Resilience:  Your services must be available across the board 24 hours a day.  A channel that is down cost you significant dollars by the minute. Tivoli System Management helps keep Financial Institutions running by protecting the resources that power them.  Tivoli software allows your systems to become autonomic self-healing systems, reducing the effect of problems by avoiding them all together.  Fixing problems before they are problems.  
3. What are the strengths/weaknesses? 
Specific issues related to IBM's shortcomings in delivering these offerings should be addressed.  

· Perceived lack of true expertise and experience in payments solutions.

· Concerns about IBM's size (lack of flexibility and interest in smaller customers) and expense (cost of the solution).

SITUATION (refer to Marketing Understanding Templates)

Industry Trends
 - IT channels will be making channel specific purchases as well as looking at channel integration (e.g., ATM’s, Brokerage Accounts) .

Per Gartner, key factors are

–Return on Investment

–Risk Management Systems, Security, and Privacy (Tivoli is Strong Here)

–Enabling workflow automation and virtual dealing/trading environments (Autonomic)

Finance will be focusing on retention of their customers

Industry Strategy Focus is Retail Banking retention/expansion - Tivoli is present in 96 of the top 100 banks 

Key Industry Initiatives The focus will be Tivoli Risk Management, Security, Privacy, and Workflow Management

Industry Concerns/Obstacles Consumer Privacy will be a major theme for 2003 and 2004.  Tivoli will focus on Consumer Privacy.

1. What is the current market environment? 

Banking and Finance Industry drivers



Globalisation 
Although some large banks and securities firms have operated globally for years, the rate of expansion and collaboration has increased dramatically in the past two years. European banks such as Deutsche Bank are opening branches in Britain and the U.S.; less prominent banks in countries such as Korea and Saudi Arabia are opening branches in the U.S. and Europe to serve their wealthy customers who live or travel abroad. The Internet has made geographical and regional boundaries almost irrelevant for online banking and securities trading. As a result, financial companies must expect to be competitive and find customers worldwide. 



Regulation/Deregulation 

Many countries are dropping or moderating their regulation of the financial industry, making it easier for firms to compete across national boundaries and allowing firms to offer and compete in a full range of financial services. At the same time, concern for network security, personal data privacy, and Internet-based stock fraud is increasing calls for new, more international rules and supervision.



Convergence of Business Lines 

As a result of globalization, deregulation, and increased competition, many banking and financial markets companies are expanding the services and products they offer. Banks offer not only online checking but also new services such as bill presentation, securities investments, and wealth management. Securities and trading firms such as E*Trade offer banking and insurance services. In Japan, convenience stores are preparing to offer bank account deposit and transfer services through ATMs. Traditional boundaries between lines of business are disappearing as companies try to hold existing customers and attract new ones. This expansion of product lines increases the need to connect all parts of the firm, making customer and product information instantly available. 



Mergers and Acquisitions 

Mergers and acquisitions offer relatively quick ways for a company to gain new products to offer, new marketing channels, and new technology. Mergers can also result in cost savings through economies of scale and elimination of duplicate systems. Hong Kong banks acquire smaller U.S. banks for access to new customers, and old-line financial institutions such as ING Barings acquire U.S. brokerage houses to expand more quickly into the U.S. securities market. At the same time, e-companies like E*Trade are acquiring physical distribution points like ATMs to increase their availability to customers. These mergers and acquisitions also create the need to connect and merge IT systems so that information and transactions continue to flow without interruption. 


Technological Advances 

All parts of the banking and financial markets industries have been materially impacted by changes in technology. The explosion of customer access devices, such as personal digital assistants (PDAs) and cell phones; wireless networks; the Internet; and global transactions creates great challenges as well as great possibilities for delivering services to customers. Advances in data storage and data mining offer new possibilities in personalizing services and targeting profitable customers. At the same time, these operations require new levels of system availability and security.




Increased Competition 

Trends such as globalization and convergence mean that competition for customers and revenue has increased significantly for banking and financial markets companies. Through the Internet and wireless networks, customers are as accessible to companies on the other side of the country as they are to companies in their own locality. Monopolies are short-lived, and customers can change their vendors easily. This level of competition increases the pressure for financial companies to lower their costs, focus on profitable customers, and generate new products and services quickly. 



Banking and Finance Customer Expectations and goals - Security
	Issue
	Key Questions

	Cost structure
	How can we redevelop our cost structure to be competitive and profitable?

	Distribution strategy
	How can we integrate and coordinate the increasing number of distribution channels, incorporate new ones, and keep them focused on the right customer set?

	Customer loyalty and profitability
	How can we increase "wallet share" in our existing customer sets or in new target customers?

	New structures for growth
	How can we take advantage of new product opportunities and service capabilities to 
distinguish ourselves in the market, and how should we handle our existing and legacy 
processes?

	Risk management
	How can we identify and minimize risk at the customer level as well as at the product, 
department, and company levels?

	Level of IT investment
	How much do I need to invest in IT to be competitive, and what investment approaches should I use, such as buy versus build?


Storage Banking and Finance
FINANCIAL SERVICES

Banking  * Financial Markets   * Insurance

The world of e-business is radically reshaping the world of financial services.  The rapid growth of online trading, for example, has shown how e-commerce can reduce prices, increase convenience and add value in ways that can build market share rapidly for firms that understand this new medium.  Despite a slow start in banking and insurance, the stage is now set for the rapid expansion of Internet-based retail services.  Competition among banks is boosting demand for online lending, bill payment and investment services.  Insurance companies must handle claims quickly and seamlessly through real-time processing and multiple points of entry, such as the Internet, phone, fax or personal digital assistants.  

This section provides an overview of the financial services sector and the business issues that drive IT investment decisions.  You’ll learn key sector metrics, “hot buttons” and what kinds of questions will help dig out your financial services customer’s pains.

Why is Storage Important for a Financial Services Sector Customer?

 Storage is the fastest growing segment in your customer’s IT environment

 Storage is estimated to absorb 17% of your customer’s IT budget in 2003, up from 4% of total IT budget in 1996
 By starting a storage consolidation and SAN discussion, you can “regain control” over your customer’s dispersed IT landscape

 Storage offers an opportunity to leverage IBM’s extensive product portfolio in bundled solutions, including servers, software and services.  This expands your opportunity, provides lower overall costs to your customer and creates the simplicity of a single-vendor solution.
 By 2010, the amount of on-line data will approach one “yottabyte” (1 million exabytes) - a growth factor of one million in ten years!

Understanding the Financial Services Sector’s Business and IT Environment - Banking & Financial Markets

 Globalization and regulation/deregulation are driving a shift towards multi-channel selling and new market expansion (geographies, products, services).  IT result is investment in e-commerce, systems integration, BIS, wireless technologies and core systems.

 Increased competition from non-traditional competitors and customer empowerment is driving a shift towards customer acquisition and retention.  IT result is investment in CRM/BI (loyalty, customer service, 1-to-1 marketing across multiple channels) and B2C e-commerce (e-risk, e-financial and e-payment services).  

 Mergers and acquisitions are offering financial institutions quick ways to gain new product offers, marketing channels and technology.  IT result is investment in core systems, systems integration, CRM/BI for target marketing and brand building.

Globalization, deregulation and increased competition are converging the service offerings of many banks, financial markets and insurance companies.  IT investment result is in e-STP (straight-through processing) to automate processes for retail investment and security firms including replacement of core back-office systems or linking front, middle and back office systems.
2. What are the Customer’s pains or needs?
Key Priorities on: Retail Banking (Core) - Emphasis end-to-end integrated management that provides the return on investment that Banking requires.  Cross sell and up sell.  
-Distribution and Services - Tivoli Autonomic Computing provides a base for government to improve their business processes across all channels, and reduce IT costs.  

Business needs and pains - Understand Customer Business & IT Environment (SSM Q1).
Improve Customer Service 

- Real-time, 24x7 processing

-Tailored products


- Increase attraction and retention of customers


- single, integrated customer view


- data warehousing tools

Speed to Market - Product Manufacture


- Customer Flexibility  (Product delivery/multi-channel enablement)


-Scalability/reliability 

- More efficient systems management, re-use 
- Risk management via total bank view

- Cost and Profit Management
Distribution and Services (eBanking, eInsurance, Mobile)

- Improve customer service through common business processes across all channels and a consistent customer experience

- Reduce costs through use of a common IT infrastructure across all channels

- Reduce costs by using improved service to encourage ustomers to move transactions from assisted to self-service channels

- Increase revenues by introducing new services and capabilities (e.g. Personalization, Financial Portals) to drive increased customer wallet share

Wealth Management  

- Improve customer service and loyalty

- Increase wallet share through cross selling and up-selling

- Increase assets under management

- Improve advisor efficiency

- Enables a seamless organization

3. What is Tivoli’s current market standing?  How is Tivoli perceived?
Tivoli is uniquely positioned to provide configuration management across large, complex, heterogeneous platforms. Enterprise customers should be concerned about doing business with a small company, such as Novadigm, which not only has a weak financial position, but must partner with other vendors to provide a configuration management solution. . Microsoft’s SMS only supports Windows environments, so it too must partner with other vendors when selling to customers with multiple platforms

Tivoli’s Workload Scheduler for Applications is uniquely able to provide secure, fault tolerant agents, as well as managing scheduling across all applications within a single product. 

4. What are the business opportunities and threats?

Market Opportunities
What is the total market opportunity? 

Quantitative : Give market size of selected market segment/offering.

Financial Opportunity $3.3B
Total Software spending will is projected at $22.8B in 2003, and $27.2B in 2004 (19% growth)

Tivoli projected opportunity $3.3B in 2003, climbing to $3.6B in 2004

CAGR is projected at 9.5% from 2000 through 2005

Qualitative : Any special market trend you observed in the selected market.

IT channels will be making channel specific purchases as well as looking at channel integration (e.g., ATM’s, Brokerage Accounts,...) .

Per Gartner, key factors are


- Return on Investment


- Risk Management Systems, Security, and Privacy (Tivoli is Strong Here)

 
- Enabling workflow automation and virtual dealing/trading environments (Autonomic)


- Finance will be focusing on retention of their customer
5. Who are the key competitors & what are their strengths and weaknesses?

Microsoft
- Announced endorsement, sponsorship & board representation in new Open Mobile Alliance

- Announced agreement with Softricity to use SoftGrid to manage Windows-based applications as XML Web service over corporate networks

- Announced acquisitions of Navision (SMB solutions) & Sales Management Systems (POS vendor) to strengthen Great Plains Business Solutions for SMB

· Announced product roadmap, stating deployment is key focus for management and the SMS software distribution product makes deployment of Windows & other applications easier, enabling quicker ROI

Microsoft SMS only supports Windows environments currently, but Microsoft is partnering with Altiris to provide support for Unix and Linux. While Microsoft is beginning heterogeneous support, Tivoli has years of experience already. 

- The scalability of IntelliMirror/Active Directory solution is unproven in enterprise environments; Tivoli has proven scalability in enterprise environments

· SMS has security exposures, but Tivoli provides robust security

· SMS has limited support for mobile and remote users, but with Configuration Manager, Tivoli provides pervasive device management 

· SMS version 3.0 is over 18 months behind schedule and Microsoft doesn’t expect it to be released til Q2 or Q3 next year.  They are so desperate to release a new version of SMS they are stripping functionality out of the new product.  Internally the new product was SMS 3.0, now it is only SMS 2.5. 

- SMS 2003 applies only to Windows 2000 and Windows XP 

BMC

 -Our new release of Workload Scheduler 8.1.1 provides superior security and integration features to those of BMC 

 - Fault tolerant agents in WS 8.1.1 are key differentiator against BMC

 - We are more competitive on 3 to 8 RISC-based processor systems, which typically dominate scheduling configurations

 - Our single application software combines scheduling for enterprise, simplifying our offering

- Our new release of Workload Scheduler 8.1.1 provides end-to-end integration across host and distributed platforms, but CA’s doesn’t

- Announced Control-M won SAP FAQ Members Choice Top 25 Tools & Technology award

- - Announced certification of Control-M job scheduling for PeopleSoft
CA
Our simplified product line and simplified pricing provides ease of doing business with IBM

- Fault tolerant agents in WS 8.1.1 are key differentiator against CA

- - Our application manages cross-applications workloads, whereas CA has three separate products to manage applications 

- Announced availability of Unicenter AutoSys Job Management 4.0, their product for distributed platforms 

Novadigm - Announced integration of Radia with HP’s OpenView, using new Smart Plug-in, strengthening integration with OpenView that began over 2 years ago. Announced 8 new enterprise customers in Mexico and Columbia acquired through joint sales success with HP. Announced it has retained the leadership position in Gartner’s Magic Quadrant for Software Distribution 

- IBM Tivoli software has proven scalability, security and extended enterprise management

- Tivoli pervasive device management is a competitive differentiator

- They only provide solutions in the area of software distribution so they need to partner with other vendors like HP to provide complete systems management solutions. 

- It is difficult to do the installations. 

- Novadigm’s is on  soft ground financially; lost $7M last quarter and this time did slightly better than break even ($46K)
GOAL 

How do we want to change the current situation?
 Establish Buying Vision with the Financial Services Customer, create synergy with client reps so that they evangelize our campaigns and increase awareness and demand for Tivoli solutions.
COMMUNICATIONS OBJECTIVES 

What is the communications strategy for this program?
We must understand the sector applications and solutions that drive IT investment decisions.  Use the following overviews, questions and value propositions to establish the buying vision with your customer. Focus on answering their needs, feeling their pains, SOLVING their pains.

 Financial Services Applications
Financial services applications are one of the fastest growing areas.  IBM’s application portfolio includes web-enabled packages in CRM, B2B, Collaboration, BI and Channel Management.  Transaction volumes grow an average of between 30% and 70% when companies extend their existing systems to the Web.

1.  What are your projected peak rates for the new web-based application? Have you considered possible issues with response times and contention on data access? How quickly can you scale and add capacity on demand?

2.  What measures are you taking for protecting the business against unplanned outages? What is the maximum recovery delay you can afford? 

3.  Do you know who your customers are and what they are willing to buy from you next? Do your CRM and BI strategies account for high data growth rates?  How is that impacting your cost of storage management?

Security:

· Protect against intruders while allowing access 

· Increased points of access and integration 

· Balancing access versus protection 

· Gaining and keeping customer trust 

· Security is getting harder not easier

Storage:

 Protect their most valuable corporate asset—information

 Centralized backup and archive of information on a variety of platforms

 Off load their LAN with SAN features, such as LAN-free backup/restore and tape sharing 

 Automated network incremental and sub-file backup, archive, and retrieval

 High-speed, policy-based disaster recovery 

 Seeking integrated products for data protection of the most popular e-mail, databases, and applications, space management file migration/recall and bare metal restore
 Seamless application integration with various e-business applications and databases, such as Oracle, Informix, MS SQL Server, Lotus Domino, MS Exchange Server and SAP R/3

 Ensures 24 x 7 application availability of vital revenue generating applications

 Minimizes resource consumption through incremental backup features 

 Minimizes operating costs of the IT environment

 Utilizes their SAN investment through offloading the LAN with SAN features, such as LAN-free and ‘server-less’ data transfer 
 Support centralized, high-speed, policy-based, automated backup of applications and databases
TACTICS

· Identify/Describe the marketing vehicles that will be leveraged & describe the specific details for each element/deliverable in the program:
· A program should be made up of several integrated elements including: PR, AR, Advertising, Events, Web, e-marketing, Direct Marketing, Seminars, Collateral, Publications, New Media, Channel enablement tools, field enablement tools, etc…

Create industry-focused materials, initially combining all segment solutions

•Target audience profile

•Seminar presentation

•Seminar & Drive to RC invitation versions:

–Text

–Bulleted key messages
•E-mail seminar copy for:

–Invitation

–Confirmation of registration

–Reminder notification

–Thank you for attending

–Sorry you couldn’t attend

•Telerep training document

•Telemarketing script

–Follow-up on invitation sent via direct mail

–Cold-call invitation

–Voicemail message

•Mailing list recommendations

•Lead qualification questions 
TARGET AUDIENCE PROFILE (refer to Marketing Understanding Templates)
1. Describe the environment – identify key demographics/  psychographics to help us target our audience: ie: contact level, size, platforms,  pre-requisite or preferred products HW/SW, prospects, current Tivoli customers
Target Customer and their Buying Behavior
Who is the customer?

Size?
Employees Number: 1000 / 5000 +++
Industry? Finance

Typical sponsor within the company who is the decision maker of the deal? 

(eg. Marketing exec for web marketing, Procurement exec for SCM etc)

CIO/IT Management, LOB
· Market Target:

· Market characteristics are: explained in Market Situation
· Focusing on (which segment/solution/industry): Finance
· Decision Makers: C-Level & LOB

· Influencers: ISVs, Partners
•Industry Sectors

–Sub-sectors (Industries)

–IIS Solution owners

–Sector Marketing

–Business Development
· Buying Criteria

Banking Value Chain:


[image: image7.wmf]16
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Strategy: Banking Value Chain

Customer Acquisition

Fulfillment and Management

o

Trusts

o

Cash Management

o

Investment Mgmt

o

Private Banking

o

Credit Management

o

Payments, FX

o

Trades

o

Deposits, 

Withdrawals

o

Billing

o

Lending

o

Understand needs

o

Product Design

o

Regulatory Filing

o

Forms 

Development

o

Product Pricing

o

Relationship 

Updates

o

Documentation

o

Exceptions

o

Audit 

o

Complete 

transactions

o

Acquire clients

o

Leads, Relationships

o

Market Segmentation

o

Customer 

Identification

o

Manage Alliances

Sample

Tasks

Commoditized products, legacy systems complexity and maintenance

, silo organizations

Improve Customer Loyalty and Retention, fight non

-

bank competitors, introduce new channels

Need for innovation in new products, leverage customer data, int

egrate applications

Terrorism, world economy, hackers, dependency on public networks

Resilience

Regulatory changes for operational risk , Identity theft, Privac

y

Labor

-

intensive processes, over

-

capacity, loss of customer confidence  

Customer

Pain

Points

Efficiency

Differentiation

Business

Processes

Advice, Asset 

Management 

Sales  &

Distribution

Transaction 

Processing

Product 

Development

Customer

Service

Enterprise Processes: Business Strategy, I/T, Operations, Suppli

ers, Resources, Change Management

IBM 

Solutions

Customer Insight

Wealth Management

Customer Loyalty

Customer Care

Call Center

Core Banking

Back Office Transformation

Data Conversions&Cleansings

Core Banking Applications

Check Image/Archive

Infrastructure e sourcing

Sales and Distribution

Multi Channel Integration

Branch Office Transformation

New Channel Development

Managed Delivery Networks

Payments

Wire Transfer

B2B Payments

B2C Payments

Smartcard Mgmt

Fraud Mgmt

Components

BIS, SO, ITS, LS

n

Industry Services

n

Industry Product Versions

n

Industry ISVs


2. Where are they in the buy cycle: (awareness / consideration/ buy / repeat)?  Again, identify which program elements will correspond to which part of the cycle.

Awareness:  drive to Virtual City Demo & Solution Brochure

Consideration: telemarketing

DIALOGUE (refer to Campaign Details Templates)
· Will the tone of this program be Early / Mid / Late dialogue? 
Could be all depending on state of customer – mostly early

· Will it be a combination of the above based on the number of tactics and timing? 

yes

LOGISTICS: BUDGET, TIMELINES (refer to Campaign Details Templates)
Program Budget: (Budgets not yet released)
AR –

PR –

Advertising –

Events -

Collateral –

Direct Marketing –

Seminars –

E-Marketing –

Web –

New Media –

Publications - 

Channel Enablement –

Field Enablement – 

Customer Reference Stories -
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Strategy: Banking Value Chain

Customer Acquisition

Fulfillment and Management

IBM 

Solutions

Customer Insight

Wealth Management

Customer Loyalty

Customer Care

Call Center

Core Banking

Back Office Transformation

Data Conversions&Cleansings

Core Banking Applications

Check Image/Archive

Infrastructure e sourcing

Sales and Distribution

Multi Channel Integration

Branch Office Transformation

New Channel Development

Managed Delivery Networks

Payments

Wire Transfer

B2B Payments

B2C Payments

Smartcard Mgmt

Fraud Mgmt

Components

BIS, SO, ITS, LS

		Industry Services



		Industry Product Versions



		Industry ISVs



Trusts

Cash Management

Investment Mgmt

Private Banking

Credit Management



Payments, FX

Trades

Deposits, Withdrawals

Billing

Lending



Understand needs

Product Design

Regulatory Filing

Forms Development

Product Pricing

Relationship Updates

Documentation

Exceptions

Audit 

Complete transactions

Acquire clients

Leads, Relationships

Market Segmentation

Customer Identification

Manage Alliances

Sample

Tasks

Commoditized products, legacy systems complexity and maintenance, silo organizations

Improve Customer Loyalty and Retention, fight non-bank competitors, introduce new channels

Need for innovation in new products, leverage customer data, integrate applications

Terrorism, world economy, hackers, dependency on public networks

Resilience

Regulatory changes for operational risk , Identity theft, Privacy

Labor-intensive processes, over-capacity, loss of customer confidence  

Customer

Pain

 Points

Efficiency

Differentiation









Advice, Asset 

Management 

      Sales  &

      Distribution

Transaction Processing

Product Development

Customer

Service

Enterprise Processes: Business Strategy, I/T, Operations, Suppliers, Resources, Change Management

Business

Processes
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