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IBM Content Manager Educational

Telemarketing Guide
Overview of material
This telemarketing guide is a tool designed to help IBM Business Partners realize additional service and software opportunities among existing and potential customers. The ideal customer is one who needs to enhance the way their organization captures, accesses, integrates and utilizes business-critical content.

Some of the reference stories refer to solutions developed by IBM and IBM Business Partners.   We recommend reading the entire document to familiarize yourself with all of the prospecting tools so that you can choose which will be most effective for your particular marketing campaign.
Contents of guide


Key titles, pains and value propositions for each Line Of Business job function

Determine which decision maker would most benefit from each of these positioning statements.  
General value propositions

Begin a dialogue with your customer using these benefit statements and sample opening thoughts about IBM Content Manager.
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Key titles and pains for sales decision-makers
Job function profile: Sales

This functional area represents customer-facing LOB executives with similar pains in sales, marketing and customer service areas.

Key titles

· VP. customer service

· VP. retail banking

· VP. electronic banking

· VP. marketing

· VP. relationship management

· Chief lending officer

· VP. sales

· SVP. personal lines

· VP. commercial

· VP. underwriting

· VP. claims

· Catalog direct mail manager

Key pains

· Trouble accessing data quickly and easily

· Decreased employee productivity

· Inability to maintain consistent customer experience 

· Increased time to market for new lines of business

· Costly use of paper, disks, microfiche and storage resources 

Targeted solutions/value propositions


IBM Content Manager

· Transform content into value-added assets that can be quickly implemented into new business initiatives.

· Enhance customer experiences with up-to-date, relevant information across multiple channels.

· Leverage your brand strength with cross-sell, upsell and personalized purchase opportunities using newly measurable content.

· Create a centralized repository for all forms of unstructured content including text, images, video and untraditional media.

· Deploy a robust, scalable platform with self-service capabilities.

Key titles and pains for IT decision-makers
Job function profile: IT

This functional area represents supplier facing IT executives with similar pains in operations, distribution and procurement areas.
Key titles 

· Managers

· Architects

· Database Administrators

· Project Leaders

· Consultants

· Analysts

· Records manager

Key pains

· Increased expense for upgrading infrastructure and evolving platforms

· Inability to load data quickly for reports and queries

· Inefficient use of staff time and administrative resources

· Risk of security breach and access of business critical content by uncontrolled users

· Unreliable support from varying outside vendors and consultants

Targeted solution/value proposition


IBM Content Manager


· Reduce cost of ownership of varying forms of information including text, images, order forms, account statements, video and audio files.

· Leverage existing infrastructure by implementing solutions that do not require new hardware purchases.

· Safely distribute information assets throughout the enterprise.

· Simplify overall administration of systems. 

· Rely on consistency of content across applications.
General value propositions:

Keep in mind the following when speaking to customers about IBM Content Manager.

 Build on their current infrastructure to easily capture and access information, including documents, financial statements, communication, images and video.
 Increase access to data across departments while maintaining strict security.
 Improve customer experience and overall retention with consistent and up-to-date information.
 Reduce operating costs of printing, storing, mailing and reporting of department status.
 Deploy a capability that is easy to administer and manage.
Following are some examples of possible conversation openers that you can use with customers to focus on pain points, return rates and application possibilities. Combine these with your own knowledge and experience to come up with scenarios and examples that your sales representatives can use when prospecting for new customers. Starting with a benefit statement is an effective way to catch the customer’s attention.

Example benefit statement:  

“We believe IBM Content Manager can help you capture critical business documents that you can immediately deploy to your workforce. This shortens the time required to process tasks and allows your team to leverage each document to maximum benefit.”

Assumptions:

· Customer needs to capture and share content across platforms.
· Valuable time is lost on duplicitous data-entry and staffing needs are inflated by tedious work.

· Faster completion of data entry leads to more efficient workflow, quicker time to market and increased customer insights.

Benefit statement:

"We believe your company can maximize its information management investment with IBM Content Manager. This solution includes scanning, viewing, indexing, searching and workflow analysis that is scalable from small to large enterprises."

Assumptions:

· Customer needs middleware to manage content.

· Customer has team or employee resources dedicated to capturing and indexing information.

· Customer is concerned about investment output and rate of return on investment.
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