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SGI Teamwork Leverages BMW Story to Produce Potent SGI Marketing Materials

At the height of the Internet bubble Bob Murphy cashed in a little stock and bought a BMW ***, the safest car on the planet according to numerous studies and thanks to SGI computing power. Murphy, who was working for Network Appliances at the time, had previously worked at SGI and is currently one of our Product Marketing Managers.

Murphy received the slick BMW Magazine with his purchase and noticed a feature article on how they use advanced computation and visualization technologies to build safe, comfortable and aesthetically pleasing cars. The article was chock full of pictures of BMW engineers in front of SGI workstations, and it described how BMW builds and tests virtual cars before they are ever manufactured and actually crash tested. 

Murphy sent the magazine to Erik Mulder, SGI’s Marketing Manager for Manufacturing Industries, and several months later the article has become an integral piece of our marketing efforts on the SGI Web site and in the field. 

A determined and persistent group of SGI employees came together as a team to gain access to the BMW story and craft the SGI messaging around this super-high-profile customer case. Keep in mind that BMW’s story was generated completely independent of SGI, and the original article doesn’t even mention SGI by name. Yet, we were able to get a lot of mileage out of it.

“This is an excellent example of how marketing can leverage and co-opt existing content for a variety of uses.” said Mulder. 

Several areas in the manufacturing portion of our Web site feature the BMW story and its related SGI-developed content. We use “courtesy of BMW” images throughout the entire SGI site. There is a BMW manufacturing success story, and the Auto Industry page features SGI solutions copy on the BMW crash tests. There are ten stories in the press release archives that are derived from the BMW story. And, the original BMW story is featured in the SGI “Reality Center” under customer successes.

Susie Penner spearheaded the quest to gain permissions from BMW Magazine, its writer and the photographer. “Credit goes to Susie for getting all the permissions for free,” said Mulder. Penner was also tasked with submitting the complete marketing feature to post on SGI.com.

In late April 2002, Elizabeth Lippett, SGI’s ***, asked Penner to gather the permissions and begin developing a marketing feature for SGI.com. Penner got a hold of SGI’s Stephan Mueller, Philipp Heitland and Gabi Zimmermann to track down the writer and photographer of the BMW Magazine.

You would think it would be easy to convince them to sign off, but conflicting schedules, phone tag, negotiations and a language barrier all conspired to delay the effort. Penner eventually convinced the writer to grant permission without royalty in mid June, but then she had trouble gaining access to the photography used in the BMW story. 

Stacy Maller, SGI’s Corporate Alliances Marketing Manager, needed the images for a manufacturing customer success story scheduled for SGI.com’s quarterly flash. “BMW would only approve the images within the context of their story,” said Maller. “So, we needed permission from the photographer in order to use the photos for our own purposes.” To complicate matters, the photographer was difficult to track down and spoke German only.
Always resourceful in a pinch, Maller found an SGI employee who speaks fluent German, Patrick Campbell, *** at SGI
. . . . . . “Once we got Patrick and the photographer together on the phone, it worked like a charm, and we got the image CD within a couple of days,” said Maller.

Finally, Penner needed permission to post the BMW Magazine PDF on the SGI site. Coincidentally, several other SGI departments were eager to get their hands on the BMW story. Jackie Roach in Corporate Marketing needed print-sized PDFs for field reps, and Shelley Miller, the PR Manager for Manufacturing, needed them for press and promotional purposes. By August, Penner retained the appropriate releases from BMW, and the story became available via SGI’s NewsFlash and our promotional database. 

All the necessary agreements were finally complete in August of 2002. The complete feature story package detailing SGI’s contributions to the BMW testing centers was submitted on October 11th and ran on the site 
from October 28th to November 10th.

Members of SGI’s Professional Services team in Germany provided insights as to how BMW uses our products. “Thomas Tannert directed us to a couple of our PS guys working at BMW, Christoph Frandrup and Frank Berthmann, and they provided us with the details on the Reality Center setup,” said Mulder. “Mark Burnley, in ***, helped us add a link to a BMW video that was produced as part of the ‘Meeting of the Minds’ project. The video highlights the original BMW Magazine article and talks about the benefits of SGI Reality Center technology to BMW.”
“It’s amazing the amount of time and effort involved in putting this all together,” said Penner. “It took a team effort and a lot of persistence. But the payoff has been priceless.”

One final note. Bob Murphy visited the BMW Museum in Munich, Germany back when he was with Network Appliance. He and a girlfriend were taking the tour, witnessing all the displays and multimedia presentations that featured SGI products. “I got thinking about how much I missed working with products that BMW engineers rely upon for really important work.” He turned to his girlfriend and said, “I wish I was back at SGI.”

Well, Bob’s back at SGI, and he still drives the BMWs that
 we all help engineer.

###

BMW Story Links:

BMW Pioneers Stochastic Crash Simulation for Improved Vehicle Safety -- http://www.sgi.com/industries/manufacturing/success/bmw.html
Crashworthiness and Safety at BMW - http://www.sgi.com/industries/manufacturing/automotive/
Original BMW story – 

http://www.sgi.com/pdfs/3374.pdf
Search SGI site for press and feature stories. Use keyword “BMW.”
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