Marketing Strategy




Marketing Strategy

e ZIEE{(OHE OHZIEA])QF S AAIH Q] AtA
T Zof|M Etm]

. OfO| Tt OfO| X OfO|I{EZ O|ofX|=
B JtEMo 20| cztat

e -

StEQOf HEIE, MU[AZ Of2 25 [T Al
T M2 HEHA A



http://www.ibm.com/

Marketing Strategy

Z Leading Case: °H =2 C|X|& AYEH A|

ch

suport senvices

commerce ecosystem

@ StEYAE & 8Tt CHFTt
Al 8 o Z2|Ao]Md JHEt
® Hextel ool | - e
S5t A M developer 0 ‘,,,' application
ecosystem - mnhelfr' ecosystem
nAp0
cloud services
e
N 5
) fe | @ SHEO] e AR ol A
FSREN FTEIISMY

products
® MEZ2 S0t B FH A2 %ff_f supply chain ecosystem
F71Hol MEfAO wUH &2



http://www.ibm.com/

Marketing Strategy

- | :
& ®RF EE

ﬂ. i bR HRAC
H R & F B
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ne next to attack alliances

ne next to attack soldiers
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