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Executive Summary
It’s our great pleasure to welcome you to ‘Outthinking the future’.

This guide has been created to demonstrate the benefits  
of a partnership with IBM for service providers that work  
with companies in the retail and consumer product industries.  
With advanced technology having a transformative effect on 
the way these industries operate, we hope to give you the 
information and expertise to help add value to the offerings you 
provide to your existing clients, as well as to attract new clients.

There are three key points to take away from this guide:

• The challenges and opportunities that lie within three  
key sectors of the industry: Retail, Consumer Products  
and Agribusiness

• The benefits that a partnership with IBM can give  
to your program

• How IBM’s technological development can make  
those benefits possible

For all companies in these sectors, turning new and existing 
challenges into opportunities for business growth is critical. In 
Retail, omni-channel solutions and cognitive computing are 
playing leading roles in creating sophisticated and personalised 
experiences for customers as well as finding efficiencies in supply 
chain management. For Consumer Products organisations, 
brand awareness and operational connectivity issues are being 
addressed through the application of Internet of Things technology. 
In Agribusiness, mobile-centric technology is helping farmers and 
sellers alike make quicker and better-informed decisions on orders, 
and monitor more variables to ensure their produce is protected.

Once you’ve gained a greater understanding of these 
opportunities, you can learn how IBM’s business-focused 
innovation can help you take positive action, including:

• Business Partner Solution Hubs

• Global Industry Solution Centers

• Software access

• THINK Marketing Digital Hub

• Global Entrepreneur Program

• Business Planning and Marketing

• Partner Ecosystem

• Ready for IBM Commerce

• Expert support in person

You’ll also be able to discover how IBM Business Partners 
can leverage the latest cognitive technology to solve complex 
business problems and find insights that have never previously 
been detectable by either man or machine.

Thanks very much for taking the time to read this guide.  
We look forward to creating new partnerships to helping 
companies like yours deliver the most advanced and  
effective services to your clients.
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Market View
The potential in technology that  
consumer brands aren’t exploiting.
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The digital age has changed almost every aspect of how products and services are 
bought and sold. The old push-based value chain, where goods were manufactured, 
distributed and then sold by a retailer to the consumer, has been left behind in favour  
of a wider, more flexible ecosystem driven by the consumer. In this section, we’ll look  
at how consumer markets have evolved and what the future holds.

Evolution of The Consumer Ecosystem

Businesses worldwide have taken advantage of the  
opportunities presented by advances in online commerce. 
Although technology has advanced dramatically in recent  
years; there’s still plenty of scope for brands to improve  
and develop better offerings to their customers.

Transformative technologies like cognitive have created  
a host of new business models. This has given new  
entrants unprecedented means to challenge existing  
brands. Furthermore, the previous ‘value chain’ has been  
turned upside down with companies being able to bypass 
certain steps or fulfil multiple roles.

Every aspect of the consumer 
industry has been opened to 
increased competition, giving 
the customer more choice 
than they’ve ever had before. 
Consumers also have a greater 
ability to be more demanding  
of what they want from a  
product or a brand, and as  
a result, their expectations in 
terms of service and interaction 
have risen significantly.

Customer expectations:  
from the four Ps to the four Cs

In order to prosper brands must align their business models  
to the needs of their increasingly demanding target customers. 
Leading brands are now trying to anticipate, shape and exceed 
customer expectations.

In the past, the simple ‘four Ps’ of product, price, placement  
and promotion governed consumer industry operations. 
However today’s complex and ever-evolving retail landscape 
means that the most successful firms in the sector will be  
built around the ‘four Cs’ instead:
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4Cs

Consistency
Deliver a seamless  
shopping experience  
across all channels

Convenience
Enable customers to  
interact with you as  
they choose

Content
Provide customers and 

associates easy methods  
to gain accurate and  

comprehensive  
information

Contextual
Tailor each engagement  

based on individual  
needs and wants



The collaboration driving tomorrow’s  
shopper enthusiasm

To provide customers with a more rewarding brand experience 
retailers should increase consumer to foster a better brand 
relationship. In such a highly competitive marketplace, the 
bond between customer and retailer is crucial in promoting 
brand loyalty and preventing customers from going elsewhere. 
Customers expect a seamless omnichannel experience;  
however with such a choice of different touchpoints, both 
physical and digital, satisfying the demands of the modern 
customer can be incredibly complex. 

This is where new technologies like cognitive computing  
are vital. Retailers can engage more closely with customers, 
providing expert assistance in natural language, whilst leveraging 
deep analytics to help consumers make the best purchasing 
decisions.   Whether it’s spotting new customer or market 
trends, delivering more personalized marketing messages  
to customers or making more accurate business decisions  
the benefits to companies that innovate with new technologies 
can be transformative.

Three keys to unlock the Generation Z billions

Born in the mid-1990s or later, the estimated two billion people 
classed as Generation Z are the first generation only to have 
known a digital world. Their online and offline lives are seamlessly 
blended together, they wield enormous economic influence  
over the spending habits of their families, and they expect  
data to be just a few clicks away.

In the race to secure market share Gen Z’s disposable income  
is already having an impact on the retail sector. This effect 
will only increase as they enter the workforce and become 
mainstream consumers. Brands that ignore Gen Z will do so at 
their peril. To reach out to this new generation brands need to:

• Ensure new capabilities are mobile-focused:  
three-quarters of Gen Zers cite a mobile or smartphone 
as their device of choice, making a mobile-friendly digital 
footprint critical.

• Let Gen Zers shape their own experiences:  
they want something that’s unique to them, allow  
Gen Z the flexibility to customize their shopping  
experience in whatever way suits them.

• Be transparent regarding data collection and use:  
with so few Gen Zers willing to share personal and  
payment information with a brand, having a secure  
and trustworthy online presence is a must.
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The fields where digital retail battles are being won

Increasingly demanding and savvy customers quickly become 
frustrated when online or in-store shopping experiences don’t 
meet their expectations, and so there are three tasks that are 
imperative for consumer companies to move forward:

• Engaging with customers in a world where the most  
recent ‘best experience’ drives the minimum expectation  
for the next one

• Providing a consistent experience across touchpoints, 
because customers recognise brands rather than  
individual channels of communication

• Applying innovative technologies that add value to make 
shopping journeys easier and more rewarding

On a technical level, firms that are succeeding in meeting  
these imperatives are those that are making their digital 
operations as up-to-date and responsive as possible,  
through employing these methods:

• Omnichannel shopping experience: Providing an 
authentic omnichannel shopping experience is a key 
differentiator for consumer brands.  However businesses still 
aren’t meeting the demands and expectations of the modern 
customer. IBM’s 2017 Customer Experience Index (CEI) 
Study determined that just 3.4% of brands can be classed 
as ‘leading edge’ in their customer experience capabilities. 
Brands that innovate and exceed customer expectations can 
gain significant competitive advantage.

• Getting a 360-degree view of the consumer:  
Forward-thinking brands are driving better customer 
interactions by utilising state-of-the-art analytics tools.  
By gathering detailed information about individual  
customers and analysing their online behaviour, companies 
are better able to come up with marketing messages  
that consumers are most likely to positively respond to.

• Embracing the cognitive revolution: Brands worldwide 
are already recognising the revolutionary potential of cognitive 
technology. More than 90% of executives familiar with 
cognitive are expecting it to play a disruptive role in the retail 
industry, with a similar number preparing to make investments 
into cognitive as a result. To fully embrace the possibilities 
cognitive can bring, businesses need a complete vision that 
incorporates data, analytics and cloud technologies to define  
a clear intended outcome within the market. 
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Establishing a partnership that can give you access to 
the technology and expertise you need to meet these 
challenges, and fight for market share on a more level 
playing field, could make all the difference. To find out 
more on why IBM can be that ideal partner, click here.



How to grow your business
Turn key consumer challenges into opportunities.
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New technology continues to provide consumer companies with the tools to develop new 
business models, services and offerings to fulfil the expectations of the modern customer. 
In this section, we’ll look more deeply at Retail, Consumer Products and Agribusiness, 
investigating the challenges companies are facing, the opportunities you and your clients 
can take advantage of and the technical solutions that will enable you to do so.

Retail: building the customer connection

In today’s retail environment, where competition is fierce,  
online presence is critical and brand loyalty is harder than  
ever to secure, the pathway to success for brands and  
retail companies has changed. Brands must connect with  
consumers, operate efficiently, and generate consumer  
loyalty to gain market share and drive profitable growth.

To help foster a successful business, retailers need a 
comprehensive, end-to-end overview of their organization, 
coupled with an understanding of how technological solutions 
can provide reliable, transparent and accessible data and 
analytics on which to make informed business decisions. 

Challenges

Shopping and customer experience: retailers must 
demonstrate that they understand who their customers are and 
what’s important to them. Leading brands will seek to become 
essential in the lives of their customers beyond the transaction. 
Retailers need to enable the collection of a wide range of 
customer data; preferences, transactional history and personal 
information using Cloud technology. Customers will have to be 
confident that their data will be securely protected employing state 
of the art malware protection. Applied insight from data analysis 
using Cognitive computing will ensure that the retailer can offer 
individually-tailored, contextual messaging to target customers.

Merchandising and supply networks: retailers must identify 
shifting trends, consumer sentiments and selling opportunities; 
anticipating customer needs to offer a compelling range of 
products and services, competitively priced and promoted. 
Leveraging accurate supply chain data and real-time universal 
inventory visibility will enable retailers to create an agile and 
responsive supply network that can provide dependable  
delivery against changing omnichannel demand. 

Operations and innovation: retailers need access to reliable 
business information and analytics tools in order to make 
more informed management decisions to optimize business 
opportunities or to mitigate against business issues. Having 
better visibility into organizational performance and leveraging 
lower-cost, higher-productivity tools will reduce losses and 
extract costs. Sales and profits can be maximized by the use  
of  leading-edge planning, analytics and reporting to better serve 
customers and drive value from investments and operations.
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Opportunities

Cognitive computing: Cognitive systems learn from their 
interactions with us and from experiences with their environment 
to make better findings and insights in the future. 

Internet of Things: with research firm Gartner predicting thirty 
times more internet-connected physical devices being created 
by the end of the decade, the consequences for supply chain 
management will be profound. The connection of all parts of  
a supply chain can help improve visibility for CSCOs, reduce 
costs, create efficiencies and manage stock more effectively.

Omnichannel: creating consistent experiences across every 
touchpoint, device and interaction that a customer has with 
a brand is vital for the consistent experience that customers 
demand. Omnichannel solutions help rationalise detailed and 
highly personalised strategies for the best results.

Main Solutions

IBM Marketing Cloud can allow retailers to influence the path 
to purchase via several methods, such as display ads that 
reflect previous browsing history and product recommendations, 
helping to deliver an exceptional experience across all channels. 

IBM Commerce on Cloud means service providers can manage 
multi-brand, multi-client, global retailers in one single accessible 
way, using an advanced single digital engine for e-commerce and 
mobile capabilities. Our solution is distinctive in that it can support 
business-to-consumer (B2C) and business-to-business (B2B) 
models equally well, using an integrated, uniform design that’s 
easily accessed on a variety of mobile devices. 

IBM Order Management is designed to enable rules-based 
inventory sourcing, flexible fulfilment paths and continuous 
global visibility to all orders, regardless of what channels they 
are flowing through or what order changes take place. This 
means you can take advantage of new insights and capabilities 
to drive fast, cost-efficient execution that can increase customer 
satisfaction – and your profitability. 

IBM Watson for Retail is a broad portfolio of services that 
bring cognitive technology to the heart of a retailer’s operations, 
from enabling interactive shopping experiences and making 
suggestions based on customer needs to analysing user 
language and visualising complex findings clearly.
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To find out more detailed information about these 
IBM solutions and others that can help you transform 
your retail service providing, read the 2017 IBM Retail 
Solutions Guide. Click here to get your copy.

https://www-01.ibm.com/common/ssi/cgi-bin/ssialias?htmlfid=REO12345USEN


Consumer products: adapting to a transformed market landscape

With their previous status in the linear value chain significantly 
disrupted in recent years, manufacturers must respond by 
finding new ways to understand, engage and serve consumers 
in an always-on and technologically savvy world. 

Many consumer products firms have attempted to keep to their 
traditional methods of operation, but digital transformation has 
become so prevalent that these companies are fast being left 
behind. In short, true engagement across all channels is no 
longer optional for consumer goods manufacturers. In truth 
some leading consumer products brands are now starting  
to disintermediate retailers and going directly to the consumer  
in an attempt to increase sales and market share.

Challenges

Consumer experience: consumer products companies need to 
execute around a new understanding of consumers and their brand 
engagement in today’s modern, digital world. This means developing 
new and actionable insights into consumption, purchase preferences 
and behaviours, applying advanced analytics capabilities to internal 
and external data that’s both existing and emerging.

Channel collaboration: effective collaboration between the 
consumer products company and the various channels in which 
it operates is paramount to success. There is a need to elevate 
customer management and integrate it more effectively with the 
consumer-focused dimension, as well as to deliver a seamless, 
compelling B2B experience for retailers and distributors that is 
similar to B2C in look and feel.

Supply and operations: Leveraging analytics and predictive 
models for flexible, intelligent supply capabilities and procurement 
help anticipate demand across channels, manage inventory and 
increase transparency of information for consumers. From an 
operations perspective, the benefits can span areas as diverse 
as talent and workforce, financial performance management and 
back-office and security infrastructures.

Brand awareness: the ease and speed at which consumers 
can share information about brands they like – or dislike – 
means that establishing strong and positive brand awareness 
is more important now than ever before. Consumer products 
companies need tools to help them manage brand perception 
and reputation more effectively to offset complaints or crises 
more rapidly than before. With consumers’ increased ability to 
‘shop around’ online, memorable brands that stand out from the 
competition, for the right reason, will attract the most business.
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Opportunities

Cognitive systems: a critical requirement in the consumer 
products sector to remain competitive and profitable, cognitive 
systems allow businesses to leverage the ever-growing volume, 
velocity and complexity of information produced by consumers, 
systems and connected devices.

Internet of Things: firms able to give real-time information 
about orders and inventory across a variety of platforms can  
gain customer loyalty and a customer-focused reputation.  
Using an omnichannel order management system accessible 
from a variety of devices means that accurate information  
can be accessed anytime, anywhere, across mobile, online,  
call centers, in-store and more. 

Multichannel communications: a consistent experience 
across all touchpoints is the best way to build the strongest 
brand awareness, especially if those communications can be 
personalised through the use of omnichannel solutions that  
can ensure that every element of a company works together. 

Main Solutions

IBM Marketing Cloud, part of the broader IBM Marketing 
Solutions portfolio of products and services, Marketing Cloud 
allows for better understanding of how consumers interact with 
online and mobile channels thanks to experience and research 
conducted with thousands of companies.

IBM Order Management helps improve channel collaboration 
through joint merchandise planning, optimised promotion and 
assortment decisions, shared consumer insights, forecast and 
supply chain efficiency, optimised order management, cost-effective 
distribution logistics, and price and invoice data synchronisation. 
This delivers a differentiated consumer experience at the point of 
purchase and provides value-added services to channel partners.

IBM Emptoris ensures companies are getting the most value 
from their growing supplier base and are optimising procurement. 
Firms that have used Emptoris have yielded double-digit cost 
savings, attained high levels of procurement compliance (a vital 
component of the relationship with those customers who are 
passionate about the corporate social responsibility of consumer 
products brands), speed up procurement processes and mixed 
global scale with local visibility.

IBM Watson and its Internet of Things platform drives optimised 
production facilities while minimising downtime and disruption of 
equipment. Its cognitive technology can harness data to spot issues 
such as machine malfunctions or supply chain disruptions before 
they can have a serious impact on operations and partner relations.
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To find out more detailed information about these IBM 
solutions and others that can help you transform your 
retail service providing, read the 2017 IBM Consumer 
Products Solutions Guide. Click here to get your copy.

https://www-01.ibm.com/common/ssi/cgi-bin/ssialias?htmlfid=CPO12345USEN


Agribusiness: the changing face of a historic industry

One of the oldest industries there is, agriculture has 
accompanied the evolution of humanity from pre-historic  
times to modern days and fulfilled faithfully one of its most  
basic needs: food supply. This remains its core mission  
today, but it’s integrated into a mechanism that’s more  
complex than ever, driven by multiple sociological, economic  
and environmental forces. 

Digital and technological advancements are taking over the 
industry, enhancing food production while adding value to the 
entire farm-to-fork supply chain and helping make use of natural 
resources more efficiently. It’s the best of man-made endeavour 
working in harmony with the natural world around us.

Challenges

Spend less time with order status and more with 
customers: as customers expect higher levels of service 
from all the businesses they interact with, having the time and 
resource to do so is hugely important. It’s in this vital area where 
inefficient inventory and order management processes are 
leaving many farming operations behind, while those that adopt 
order management solutions are finding themselves to be more 
agile and are enjoying improved productivity.

Food safety and supply chain management: the ability to 
monitor and track the route of food delivery can not only reduce 
waste but enable food safety, too. For example, up to 40% 
of food in the United States is wasted, costing an estimated 
US$165billion each year. Half of that wastage happens 
during distribution and it’s here where effective supply chain 
management can iron out the costly delays that cause much of 
that wastage.

Weather prediction: 90% of all crop losses are due to weather, 
but the improvement in meteorological technology gives farmers 
the opportunity to mitigate those losses as much as possible. 
Integrated into planning analytics software, weather tools can 
suggest time-critical actions to farmers on how to protect their 
crops, based on the most accurate and up-to-date information.
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Opportunities

CoMobile-first technology: mobile technology means that 
farmers and sellers alike can check the status of all their orders, 
and their wider operations if they so wish, in a matter of seconds 
and from anywhere. The knock-on effect is that sellers can 
spend less time checking on order status and devote more 
towards delivering better service to their customers.

Supply chain automation: food companies can now monitor 
the production and delivery process to control the quality of  
what they produce, while the transparency of the supply chain 
means that the end consumer can trace the origins of what they 
eat. The business benefits are the ability to make faster and 
more informed decisions based on global supply chain visibility, 
as well as a shortened timeline to bring new customers and 
suppliers onboard.

Internet of Things: with an IoT platform that’s integrated with 
weather data, farmers can build predictive weather modelling, 
get the insights to make strategic decisions on planting crops 
and take necessary actions to prevent damage caused by 
extreme weather. It’s also possible to integrate drone imagery 
and sensor data from soil and environment sensors for further 
data and monitoring.

Main Solutions

IBM Planning Analytics enables an effective enterprise-wide 
financial planning, budgeting and forecasting process. This 
ensures that metrics and incentives defined for each buyer, 
merchandise planner, supply chain specialist, marketer, store 
associate, store manager and HR professional are directly tied 
to overall corporate goals. All members of the organization can 
therefore act in concert to drive growth and profits.

IBM Maximo Asset Management uses advanced and 
cognitive analytics to drive optimized production facilities, while 
minimizing downtime and disruption of equipment. It can help 
agribusiness users properly diagnose the wellness of production 
facilities and take preventative actions to maximise uptime.

Weather data and analytics from The Weather Company, 
an IBM business, provides weather-driven business solutions 
for better decision-making. Using the most accurate, hyper-
local and precise weather data available, it helps to inform your 
clients, customers, and employees of weather-related perils that 
can impact crops, orders and deadlines.

IBM Blockchain for product traceability Blockchain can 
serve as an alternative to traditional paper tracking and manual 
inspection systems, which can leave supply chains vulnerable 
to inaccuracies. When applied to the food supply chain, digital 
product information such as farm origination details, batch 
numbers, factory and processing data, expiration dates, storage 
temperatures and shipping detail are digitally connected to  
food items, the information being entered into the blockchain 
along every step of the process. The goal is to improve the  
way food is tracked, transported and sold to consumers,  
as well as generating transparency and efficiency in supply  
chain record-keeping.
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IBM Design Thinking
Smarter ways of working in an ever-evolving world.
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IBM Design Thinking is a framework for solving problems at the speed and scale of 
a modern digital enterprise, keeping you focused on what matters along the journey 
from idea to outcome. With the wider world now able to share information with virtually 
anyone in a matter of seconds, the business models of retail and consumer products 
industries are less stable and are evolving quicker than ever before.

Successful companies in these sectors are those adapting their 
business propositions to the continuous change that’s being 
led by their customers. As a partner, you can help companies 
leverage IBM Design Thinking, whether they’re re-envisioning 
the customer experience or just planning their product’s next 
release, to enable their future prosperity.

The principles of IBM Design Thinking 

When a company shifts the focus of the conversation from 
features and functions to users and outcomes, they deliver more 
useful and desirable solutions. But most importantly, they earn 
the trust, respect, and repeat business of the people they serve. 

Being essential to users and clients over time is about engaging 
in a continuous conversation with them through the solutions 
the company offers. This means staying essential by always 
reinventing what you do and treating everything as a prototype, 
solving old problems in new ways and moving faster by 
empowering diverse teams to act. 

The Loop that drives IBM Design Thinking: understanding the 
present and envisioning the future in a continuous cycle enables 
companies to build on their successes and learn from failures 
along the way.

How to design for cognitive: applying the principles of IBM 
Design Thinking sets companies on the path to designing great 
experiences. In the growing world of cognitive, that means 
designing for relationships, primarily that of the relationship 
between human expertise and the cognitive system. To make 
this happen, companies need to address four key points:

• Understanding user needs

• Defining the user

• Leveraging cognitive system traits

• Adapting for core cognitive experiences
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A focus on  
user outcomes

Restless  
reinvention

Diverse  
empowered teams

Observe  
Immerse yourself  
in the real world. 

Reflect 
Come together  
and look within. 

Make 
Give concrete form  
to abstract ideas. 



Global, expert, innovative
Advantages of working with IBM
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Advantages

Help your clients reach new customers

When you partner with IBM, you’re joining forces with huge 
resources, a wealth of expertise and an open, forward-thinking 
approach to you and your clients. By being part of our thriving 
consumer ecosystem, you’ll be able to take your business to the 
next level by:

• Filling a gap or extending a solution, platform or service 

• Embedding IBM solutions into your offering 

• Accessing key third-party data

• Driving growth from new clients

• Influencing sales opportunities

• Reaching broader markets 

• Gaining more credibility and creating ‘mojo’  
around your brand 

What’s more, you’ll also be able to embrace new business 
models and take advantage of emerging opportunities by  
playing a role in driving our strategic initiatives. These take  
place across several key areas of development, including 
Analytics, Blockchain, Cloud, Cognitive and IoT.

Get the partnership that’s right for you

So that we can forge ahead together, IBM offers three different 
types of partnership, depending on the areas in which we can 
help you as well as the expertise that you can give us to improve 
all our products and services:

Strategic partners furnish us with new services and 
capabilities, with the combined value of the partnership creating 
additional benefits to our clients.

Go-to-Market partners integrate with, and are managed by, 
existing IBM business units (for example, Watson IoT) to help us 
fill a gap in our solution offerings.

Affiliated partners embed and use one or more IBM 
technologies to fill a gap in their offerings, and are managed  
by the IBM PartnerWorld program, which has been revised  
to help MSPs, CSPs, systems integrators and ISVs to access 
new tools and make the most of the capabilities available.

Embedded Solution Agreements (ESAs) allow you to embed 
software, as-a-service offerings or developer tools from IBM in 
your pre-existing solution and then offer your innovative package 
to your end users.
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To find out more about Embedded Solution Agreements 
and how they can work for your business, click here.

https://www-356.ibm.com/partnerworld/wps/servlet/ContentHandler/pw_com_sol-embedded-solution-agreement


Cognitive

Partnerships to drive the cognitive revolution

IBM Business Partners have a huge opportunity to help our 
clients solve complex and highly relevant business problems with 
cognitive solutions. 

The abundance of data across the globe continues to outpace 
us. By the year 2020, around 1.7MB of data will be created 
for every single person on the planet, every single second. 
And yet most of this data is unstructured and invisible to the 
world’s information systems – except for systems with cognitive 
capabilities. 

Cognitive systems can incorporate all kinds of data to deliver 
valuable information or suggest insights so that businesses can 
make decisions based on the most comprehensive evidence 
available. Whether it’s data in possession, data in the wider 
world or a mix of the two, cognitive systems find information that 
neither man or other machines are capable of finding.

When you consider all that’s been achieved in the digital world 
when just 12% of data has been usable, imagine the potential 
for cognitive to transform all our lives for the better when it can 
make sense of the other 88%, too. 

How Business Partners and cognitive can 
reimagine what’s possible 

Transform industries: when you’re able to make expertise a 
scalable resource, everything about the way that entire industries 
and professions operate can be revolutionised

Monetise data: expansive and constantly growing data sets 
can become assets that can differentiate your business

Redefine development: perpetual learning and adaptation 
can gradually change the way you do business in harmony with 
partners and clients
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Benefits

Enjoy the benefits of IBM’s  
business-focused innovation

As businesses around the consumer search for the innovation 
and personalization to differentiate themselves in the market, so 
technological development can become increasingly complex. 
This can bring knock-on effects of greater expense through 
additional expertise or human IT resource needed to make those 
extra innovations viable and sustainable.

But it doesn’t have to be that way, thanks to IBM’s range of 
helpful support schemes and resources. Access to our state-of 
the-art labs can help open your perspectives to new ideas, the 
latest advances and the business-specific advice and help you 
need to get on the right track – and stay there.

Our services include:

• Business Partner Solution Hubs: strategically located 
through the world, our Partner Solution Hubs provide 
technical expertise, high-specification systems, world-class 
facilities and educational opportunities to help you learn, 
build, market and close deals with your clients. Our highly-
trained Subject Matter Experts (SMEs) are on hand to give 
extra insight and offer face-to-face solutions for the issues 
and strategies specific to your individual business needs. 
We run 13 of these facilities in 12 countries across Europe, 
ensuring that wherever you are across the continent, there’s 
an easily accessible center ready and waiting to help you.

• Global Industry Solution Centers: on a more detailed 
technical level, through access to IBM’s development labs, 
our Global Industry Solution Centers offer customers and 
business partners dedicated workshops. There you can 
learn first-hand from experts about technology trends, 
IBM technologies and solutions, share innovative ideas, 
experience products first-hand and see live solution 
demonstrations in order to design the future architecture 
for their IT environment and demands. IBM has 19 of these 
centers across Europe, mainly in capital cities to ease access 
for those visiting either nationally or internationally.

• Software Access: you’ll be able to enrol active registered 
employees in your company’s Country Enterprise to use 
the Software Access Catalog by purchasing our Software 
Access. This will give you the chance to download the latest 
versions of IBM solutions for demonstration, evaluation, 
education, commercial application development and testing.
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https://www-356.ibm.com/partnerworld/wps/servlet/ContentHandler/isv_com_tsp_iic_resources_cloud
https://www.ibm.com/ibm/clientcenter/giscniceparis/
https://www-356.ibm.com/partnerworld/wps/servlet/ContentHandler/isv/sac


The sales and business power that drives your development

Having the next big thing to sweep the marketplace means 
nothing if there isn’t a sound, stable business plan behind 
it. Putting together the key elements of go-to-market, sales, 
marketing and deployment requires shrewd analysis and 
understanding of the market and the intended customer base. 
But if you don’t have the right resources available to address 
these requirements, IBM is here to help.

Our partner support services include:

• Bluemix Business Partner Services: providing benefits 
designed to make it easier to build Cloud solutions on IBM 
Bluemix and start driving profits immediately. The programme 
includes the ability to accelerate solution development with 
Bluemix service credits, co-brand your solution with Ready 
for Cloud, receive education and get enablement to help 
grow your Cloud competencies.

• Global Entrepreneur Program: signing up to our  
GEP means you receive access to the go-to-market  
support, business mentorship and services, and technical 
expertise needed to advance your business. As a further 
helpful incentive to members, start-ups can receive up to 
$120,000 of IBM Cloud credits at no charge for up to 12 
months for Bluemix infrastructure and platform-as-a-service.

• Ready for IBM Commerce: a program designed to 
maximize value for customers by working with Independent 
Software Vendors (ISVs) interested in building repeatable, 
easy-to-consume integrations between IBM Commerce 
solutions and their complementary offerings. 

• THINK Marketing Digital Hub: an online resource  
center full of videos, blogs and webinars to give you  
instant information and education on digital marketing, 
campaign management and data/analytics as  
and when you need it, to improve effectiveness  
in customer engagement.

• Business Planning and Marketing: we can help you  
better define your marketplace and go-to-market model, 
alongside offering sales and marketing support.

• Expert support in person: often we can provide one of our 
IBM Subject Matter Experts to attend your client meetings, 
which can add value and help illustrate the healthy and 
productive partnership with IBM. And as an IBM Business 
Partner, this can be provided to you at no additional charge.
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Your path to business success starts here

Your IBM specialist on Consumer, Retail and  
Agribusiness is ready to talk to you and determine  
the best course of action for your business through  
the many advantages that a partnership with IBM  
can provide. To make contact and open your business  
to a world of opportunities, click here.

https://www.ibm.com/cloud-computing/bluemix/partners
https://developer.ibm.com/startups/
https://www-356.ibm.com/partnerworld/wps/servlet/ContentHandler/isv_com_dvm_techval_smarter_commerce
https://www.ibm.com/think/marketing/


Talk to an adviser 
Connect with an expert in your region.

21



22

Whether you have a simple question or are looking for detailed advice on how IBM 
services can help you achieve your business goals, we’re here to help with our team 
of expert advisers located throughout Europe and beyond. Select your region from 
the contact list below, and either send an email or pick up the phone. 

Country Name Contact

Belgium 
Luxembourg
Netherlands

Coenraad Smith +31 20 369 0624
Email Coenraad

Poland
 
Russia

Agnieszka Zurek
 
Olga Matashkova

+48 22 128 4975
Email Agnieszka 
+74 99 918 4390 
Email Olga

Austria 
Germany 
Switzerland

Jendrik Pollehn
Nicolas Bene

+49 89 3803 7074
Email Jendrik

France Nathalie Martinez +33 179 97 38 14
Email Nathalie

Italy Andrea Brandi +39 02 8736 8943
Email Andrea

Norway 
Sweden

Nevena Jovanovic +46 8446 83855
Email Nevena

Country Name Contact

Denmark
Finland

Christian Avlund +45 6991 2632
Email Christian

Spain
Greece
Portugal 

Jacobo Abad +34 91 200 3956
Email Jacobo

Israel Karnit Vega +97 23 376 0497
Email Karnit

Ireland
UK

Bernie Jack 
 
 
Mathilde Delorme

 
Cian McEvoy

+44 20 3318 0057
Email Bernie 
 
+44 20 3318 0057 
Email Mathilde 
 
+44 20 3318 0057 
Email Cian

Rest of the 
World

Ben Heyerdahl +352-671-140-972 
Email Ben

mailto:CSmith%40es.ibm.com?subject=
mailto:azurek%40es.ibm.com?subject=
mailto:AZurek%40es.ibm.com?subject=
mailto:Jendrik.Pollehn1%40es.ibm.com?subject=
mailto:Nathalie.Martinez%40es.ibm.com?subject=
mailto:Andrea.Brandi%40es.ibm.com?subject=
mailto:JAbad%40es.ibm.com?subject=
mailto:JAbad%40es.ibm.com?subject=
mailto:JAbad%40es.ibm.com?subject=
mailto:Karnit.Vega%40es.ibm.com?subject=
mailto:bjack%40es.ibm.com?subject=
mailto:BJack%40es.ibm.com?subject=
mailto:BJack%40es.ibm.com?subject=
mailto:ben_heyerdahl%40be.ibm.com?subject=
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Further resources

For extra information and to discover the world of IBM 
partnerships in more detail, take a look at these helpful  
sources in information: 

IBM PartnerWorld
Connect with an unbeatable portfolio of solutions and a global 
sales force that gives you the tools to leverage critical trends.

Business Partner Voices
The official blog of IBM PartnerWorld, with daily updates  
from our Business Partners worldwide on topics across  
the business IT spectrum.

FinTech Hub
Your one-stop shop for FinTech-specific insights  
and educational resources. 

https://www-356.ibm.com/partnerworld/wps/servlet/ContentHandler/partnerworld-public
http://businesspartnervoices.com
https://www.themsphub.com/


References

The 2017 Customer Experience Index (CEI) Study - IBM Institute for Business Value
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Inspiring deeper brand enthusiasm: Your cognitive future in the consumer products industry - IBM Institute for Business Value

We’re excited to 
partner with you!
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