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1. Define the strategic intent
2. Focus on reality not perception
3. Create deep content
4. Design program elements for impact and scale
5. Build constituency across audiences
6. Fully leverage each media genre
7. Humanize the story
8. Drive lasting engagement at global scale
9. Manage through the line – with “one pair of eyes”
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Define the strategic intent
Lesson 1
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The IBMer

Existing clients confirm their 
choice of working with IBM, and 
entrust us with their new ambitions.

Longer-tenured employees are 
re-motivated to being an IBMer, 
applying their expertise on  
IBM’s agenda.

Governments, universities,  
and civic organizations deepen 
their appreciation of IBM and 
IBMers in their communities.

New employees understand what it 
means to be an IBMer—and are fully 
engaged and empowered by what IBM 
has to offer

Potential clients see the modern IBM in 
totality—and then as, a must-have partner.

Governments, universities and civic 
organizations in developing 
countries see IBM as a strategic 
partner in fulfilling their national 
agendas.

Business outcomes by constituent

Clients

Communities
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Focus on reality not 
perception

Lesson 2
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Create deep content
Lesson 3
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Design program elements 
for impact and scale

Lesson 4
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Global platforms

Local initiatives 

Programs initiated at the global 
level and requiring the 
participation of each country.

Programs defined by local 
markets

Programs organized locally

Assets and tools designed to celebrate the Centennial 
- Centennial film 
- Centennial identity 
- Centennial stationery 
- Business cards

- Lobby installations 
- Posters 
- Advertising creative 

Assets
Deliverables conceived by the 
Centennial project office for use 
in local markets

- w3 presence (“on this 
day at IBM”) 

- Books 
- Videos

- Photo library 
- Slide show 
- Corporate b-roll 
- Mementos

- Centennial film 
screenings 

- Client dinners 
- Family events

- Business partner events 
- Roundtables with selected 

alumni

- Other programs based on each IMT’s needs,  
opportunities, and existing events

A shared companywide experience  
     — delivered in a personal, human, local way

The world’s leaders rising to the largest challenges: The Centennial Forum 

The issues the world cares about: Global Jam and The Centennial Letters

A commitment to a deeper contribution: A Worldwide Day of Service 

A modern face of IBM: A Centennial Digital Presence  

Making the world work better: The Centennial Exhibit
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Our Centennial year

A Worldwide  
Day of Service 

A Centennial Digital Presence  

The Centennial Exhibit

Centennial Lectures The Centennial 
Forum 

Service Jam

Local events begin and continue throughout 2011: Town Hall meetings, client events, employee events, business partner events etc.  

On-going service efforts in the community

September 20, 21 
• Exhibit 
• Forum 
• Celebration evening

June 16 
• NYSE opening bell 
• Advertising insert 
• All employee 

broadcast 
• Local celebrations 
• Centennial book

June 15 
• Global day  

of service 
• Social media 

campaign

January 20 
• All employee broadcast 
• Icons of Progress launch 
• Centennial site launch 
• 100x100 film 

Film 1  100x100         Film 2    Wild Ducks       Film 3  They Were There
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Build constituency  
across audiences

Lesson 5
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Clients

Communities

Employees

Investors
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Fully leverage each  
media genre

Lesson 6
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Humanize the story
Lesson 7
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Drive lasting engagement  
at global scale

Lesson 8
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Manage through the line  
—with “one pair of eyes”

Lesson 9
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Our Management System 
Global Delivers:

Global Programs  
Worldwide Day of Service, The Centennial Forum, Centennial Exhibit, A Centennial Digital 
Presence, Centennial Films, Centennial Lectures 

Assets  
Themes, Logos and Guidelines, Book, Film, Posters, Mementos, Photography, Stationery, 
Web Content, Modular Exhibit Content 

Consulting  
Local leadership will work with Centennial team to identify local activities that look, 
sound, think and perform like IBM

• Content for inclusion in global assets such as the centennial film or book  

• Prioritization of audiences within country and identification of country participants in 
global activities  

• Local experiences that touch clients, business partners, IBMers and alumni (service 
programs, events, etc.) 

• Business results

Countries Deliver:
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1. Intent 2. Outcome

6. Positioning 7. Experience(s)

4. Content

3. Audience

5. Reach

Anniversary planning: 
Seven principles for strategic success
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