










4 P a r t n e r i n g  w i t h  I B M  -  i t ’ s  a b o u t  s i m p l i c i t y



5



6 P a r t n e r i n g  w i t h  I B M  -  i t ’ s  a b o u t  s i m p l i c i t y



7

Malaysia 1-800-80-1999

Singapore 800-6-161-468

Thailand 001-800-611-2159

Philippines 1-800-1611-0265

Indonesia 001-803-614-23

Vietnam 61-7-3032-6860
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Name of Partner

Contact Person: Position: Phone: Email:

Resources: Sales: Technical: History:

Marketing: Other: Years with IBM:

Business: Key Product Focus: 2010 Annual Revenue:

Key Market Focus: Notes:

Vendor Focus:

Business Goals:

• A
• B
• C
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Revenue Source 2010 
Actual 

Revenue

% of 
Total 

Revenue

2011 
Forecast 
Revenue

% of 
Total 

Revenue

2012 
Forecast 
Revenue

% of 
Total 

Revenue

IBM

Other Partner

Other Partner

Other Partner

IBM Revenue 
Summary

2010 
Actual 

Revenue

% of 
Total 

Revenue

2011 
Forecast 
Revenue

% of 
Total 

Revenue

2012 
Forecast 
Revenue

% of 
Total 

Revenue

Product A

Product B

Product C

Product D
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Benefit for Partner:

Benefit for IBM:
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Category What will IBM provide? What is needed from  
the Partner?

Product Cost Cost

Pricing

Sales

Technical

Marketing

Other
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Key Objective Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec.

Identify key 
prospects

Sales Kick-off

Seeding 
program

End user promo 
campaign

Dept. Training Target Q1 Q2 Q3 Q4 Cost

Sales IBM Product

Value-based Selling

Sell-thru team

Sell-thru team

Marketing
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Action/Support Start 
Date

End 
Date

Name Responsibility
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Business Opportunity

How will the opportunity be addressed?

The Partner’s benefit

IBM’s benefit

Investment required

Proposed outcome
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Define sales roles/responsibilities

Awareness Pre-sales Transaction Post-sales

IBM 1. Web Site
2. �Public 

Relations
3. �IBM High 

Impact  
Events  
(LCTY, IOD)

1. References
2. Pricing
3. POC/POT
4. �Product 

Version 
updates (BP 
Enablements)

5. �Quarterly 
Business 
Reviews

1. Special pricing
2. Financing
3. �Contract terms 

for VAD
4. Deal Clinics

1. Delivery
2. �Customer 

Satifaction
3. �Level 3 

Support

Valued  
Added 
Distributor

1. �Company 
Website

2. Recruit T2 
3. �Joint 

marketing 
for T2

4. �Co-marketing 
for T2

1. �T2  
Enablement

2. Demo
3. Pricing
4. �QBRs with  

T2 and IBM

1. Special pricing
2. Financing
3. �Contract terms 

for T2

1. T2 SAT.
2. �Level 1 and  

2 support

Tier2  
Business 
Partner

1. BP Website 
2. Leads
3. �End-user 

Bundle
4. �Cross/Upsell 

to installed 
based

1. Demo 
2. References
3. �Validate/

Qualify leads
4. Proposal
5. Configuration

1. Transaction
2. Order entry
3. �Implementation 

plan
4. Scheduling

1. �Customer 
Sat.

2. Installation
3. �Level 1 and  

2 support
4. Warranty
5. Training
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