ARE YOU LEADING

THE MARKETING DEPARTMENT
OF THE FUTURE?
What you can do today to get ready.

“

A MORE OPEN AND CONNECTED WORLD WILL HELP CREATE...

MORE AUTHENTIC BUSINESSES AND
BETTER PRODUCTS AND SERVICES.

”

MARK ZUCKERBERG
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SAY GOODBYE TO
THE MARKETING SILO.
The future of marketing will require
brands to market “with” buyers, not
“at” them. Marketers must strategically
and holistically think about how to
invite buyers, colleagues, stakeholders,
teams and even competitors into the
marketing process. And once they
have captured the attention of these
audiences, they must engage them
in a way that is less self-serving,
more collaborative and, above all,
more relevant to the individual’s needs.
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In the past, the role of a marketer was much easier. Marketers would hunker
down in their own comfortable silos. They really didn’t have to be overly
concerned about interacting with other departments, as long as they
generated leads and successfully built brand awareness.
Today, their role has
become increasingly complex,
requiring more cross-functional
collaboration than ever before.
The concept of building a brand has
shifted to “managing the customer
experience” from beginning to end.
Since the customer experience is
more than marketing, all this means
that marketing now must touch
departments across the enterprise—
services, support, sales, finance,
operations and IT—to ensure a
consistent experience at every
possible touch point with
the customer.

Increasingly, marketers are realizing
that managing this customer
experience will take a new focus
and new tools. Attention is being
shifted from traditional metrics like
conversion rates and ROI, to metrics
that better represent the full buyer’s
journey and each stage within
that journey.
New digital marketing metrics for
success have sprung up to reflect
the fuzzy concept of the “customer
journey”. Difficult-to-quantify
terminologies such as “nurturing,”
“viewability,” “customer-centricity,”
“engagement” and “snackability”
now describe strategies to support
these goals.

IT’S OFFICIAL
MARKETERS
HAVE COME OUT
OF THEIR SILO,
AND THERE IS NO TURNING BACK

$

“While CMOs own the brand
promise, fewer than half say they
own the customer experience.
For high-growth companies, customer
experience is the #1 recipient of marketing
investment and nearly 30 points
higher than low-growth companies.”

To support these changing imperatives, many marketing leaders have
evolved their roles into “Chief Collaboration Officers.” The need for
collaboration has elevated their status and earned the CMO a more
important seat at the C-level table.
An IBM study, CMO insights from the
Global C-suite, shows that CEOs are
increasingly looking to their CMOs for
strategic input, and CMOs now are right
behind the CFOs in terms of influence
with the CEO.
These changes require CMOs to acquire
new management skills to be effective.
Selecting the right marketing technology
solutions is the least difficult part. The real

CxO involvement in business strategy development
72%

CFO

63%

CMO

(Source: Accenture, CMOs:
Time for digital transformation)

42%

CIO

37%

CSCO

CHRO

35%

Figure 1: CEOs rely increasingly heavily
on CMOS for strategic input (source: IBM)
CSCO - Chief Supply Chain Officers;
CHRO - Chief Human Resources Officers
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Gartner predicts that by 2017,
the marketing chief’s technology budget
will have surpassed the IT chief’s.

challenge is change management. How
do you break down the existing mindsets,
management process and departmental
silos that employees have grown
comfortable with? You can put a project
plan together to change platforms, but
changing employee attitudes and mindsets
is much more difficult and nebulous. There
is no easy solution to this problem, and
each company will need to develop its
own customized approach.

B2B organizations with
tightly aligned sales
and marketing
operations achieved

24% faster 3-year
revenue growth,
and 27% faster
3-year profit growth.
(Source: SiriusDecisions)

Forget funnels, focus on journeys.
What exactly is the customer buying experience? There’s no single
answer. Buyer purchase behavior has become decidedly non-linear,
and can no longer be tracked across any predictable path. The
Internet has allowed buyers to interact and communicate with
hundreds or thousands of people across time and geography,
sharing thoughts, opinions and advice, all in real time.
Information is ubiquitous and buyers are
fickle. They gain information from a myriad
of potential touch points—websites, emails,
call centers, sales reps, product demos,
friends, peers, colleagues, analysts, social
media and more. When ordering from the
competition is only a click away, it is very
easy for buyers to change their minds
when you don’t satisfy their needs.

eCommerce Shopping cart
abandonment rates are
at an all-time high;
the industry average was nearly

70% in 2013.

(Source: Shopvisible - Trends in B2B Commerce)

Studies show that

71% of people

(Source: The 2014 B2B Buyer Behavior Survey)

What were the three sources of information you used when
you began solution research, in order of importance?

46%

are more likely to purchase
based on social media referrals.
(Source: Hubspot)

26%
18%

While marketers might think in channels,
customers do not. In the omnichannel
buyer’s mind, every channel is part of the
same department—they expect everyone
in the company to be able to serve them
equally. Buyers have come to expect a
personalized, total shopping experience
each and every time they make a purchase,
whether they’re online, in store or on the
phone. If they bought a sweater online
and want to return it to a brick-and-mortar
store, they expect the sales associate at
the counter to know all the details: how
to handle the returns, knowledge about
delivery and shipping, other products
and even company information.

86% of senior-level marketers
say that it’s absolutely critical or very important
to create a cohesive customer journey.
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WHERE ARE BUYERS CONDUCTING THEIR RESEARCH?

(Source: Salesforce 2015 State of Marketing Report)

17%
1%

4%

14%

9%

7%

First source

13%

24%
8%

12%

Second source

18%

17%

16%
6%

5%

Third source

Web Search

Peers/colleagues

Trade or business media

Vendor web site

Social media/networks

Industry experts/analysts

Use data to track the lifecycle of a customer.
In the past, focus groups, market research studies and advertising
agencies were reliable channels of buyer information. That’s no longer
the case. In the data-driven enterprise, it is possible (though not easy)
to track the lifecycle of a customer as they undertake their journey
from an initial brand discovery through to trial, purchase, evangelism
and/or criticism, even returns and future purchases.
It’s not surprising that according to the Salesforce 2015 State of Marketing Report,
the three enabling technologies rated as most critical and important to tracking
customer journeys are:

Mobile applications
that customers
are demanding
and using

Marketing analytics
to enable deep
customer insight

CRM tools that
tightly integrate sales
and marketing
information

THE EFFECTIVENESS OF VARIOUS TECHNOLOGIES
AT CREATING A COHESIVE CUSTOMER JOURNEY
The State of Marketing Leadership, Solutions Marketing Cloud and LinkedIn, November 2014

Mobile applications

50%

Marketing analytics

46%

30%

Customer relationship
management (CRM) tools

45%

29%

Content management

45%

Marketing automation

41%

Predictive intelligence

39%

27%

Collaboration tools

39%

32%

Social listening tools

41%

Social publishing tools

43%

29%

Enterprise resource
planning (ERP) software

42%

28%

0%

Marketers have to design platforms and deploy resources so that they are always in the
middle of real-time data streams, constantly testing and adjusting their strategic thinking.
Tools like marketing automation and CRM software allows that data to be visualized and
acted upon immediately, customized to the level of an individual customer.
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Very effective/effective

27%

22%
23%
24%

31%

23%

29%

28%
31%
27%

30%

10%

20%

30%

Somewhat effective

40%

27%
26%
27%

50%

60%

70%

Not very effective

80%

90%

100%

Don’t know

TOP FIVE FUNCTIONS THAT MODERN
MARKETING ORGANIZATIONS WILL REQUIRE:
(Source: 21st Century CMO playbook: Kuno Creative)

Structure your team for success.
One of the most important decisions a CMO can make is how to
organize a marketing team. Is it best to organize around functions,
customers or markets? Which capabilities are kept in-house and
which are outsourced? What activities are better left to automation,
and what should only be trusted to human creativity?
Traditional marketing organizations were largely structured around
channels (e.g. online, brick and mortar, catalog, direct sales). Not
surprisingly, that led to debates over dogma, with each channel
believing its processes were superior to the others. In the 21st
century marketing organization, there should be only one debate:
What does it take to engage and sustain, and how do you align
your resources to make that happen?
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Agile Product Management: Responsible for the portfolio of products
and services. Product management teams need to be agile, able to
identify evolving customer needs and to translate those needs into
new features.

2

Marketing Operations: Responsible for planning, analysis,
performance management and budgeting, as well as serving
as a liaison with the IT department on the management of
technology and platforms.

3

Brand Strategy: Responsible for positioning, segmentation, buyer
profiling, visual identity and the definition of brand values. Brand
strategists need to not only reflect the current market, but also be
far enough in front to push and drive it.

4

Growth Management: Support revenue goals through lead generation,
database nurturing and the design of automated workflows that convert
leads into customers.
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Storytelling: Amalgamation of communications, creative services
and content operations teams. Based on brand strategy and
product roadmap, their role is to create and distribute stories that
engage potential customers, influential bloggers, consumer media
or industry analysts.

In companies where the
CMO and CIO work well together,
the enterprise is 76% more likely
to outperform in terms of
revenues and profitability.
(Source: IBM CMO Study 2013)

Build a bridge to IT.
It’s no secret that CIOs and CMOs sometimes struggle to work together.
The sometimes-difficult working relationship often results from a lack
of a unified digital vision.
According to an Accenture report,
Cutting Across the CMO-CIO Divide,

“40% of CMOs don’t see their
IT department as moving fast
enough, and 25% of IT executives
see marketing as lacking foresight
on tech innovation.”
However one of the defining executive
relationships in the 21st century will be
between the CMO and the CIO. The
marketing technology stack is getting
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more complex, and marketing is more reliant
than ever on data. Technology is the “great
facilitator” that will help cull, parse and
analyze that information.
The CIO’s experience in managing these
complex systems, combined with the
CMO’s expertise in buyer behavior, will be
a key relationship that will define success.
According to a recent study by Accenture,
more than half of CMOs now rank marketing
technology as a top priority.

C ONC LUSI ON

Address the impact of enterprise
social collaboration.
Enterprise social collaboration (ESC) is a term that Aberdeen uses to describe the
technologies, processes and services used to boost collaboration in the workplace.
Aberdeen’s research shows that the best return on ESC investments come from an official
ESC plan that is endorsed by executive leadership. Once implemented, the year-over-year
business impact of ESC on business performance was remarkable.
COLLABORATORS ADVANTAGE: Y-O-Y PERFORMANCE
(Source: Aberdeen Group, Sept 2013)

Percent Annual Change., n=120

Collaboration
Non Collaboration

16%

15%

13%

12%

9%

7%
5%
2%

4%

-2%
Customer
Retention

Employee
Productivity

Employee
Satisfaction

ESC uses social media and integrated
voice, mobile, video, instant messaging/chat
and presence to foster increased teamwork
and knowledge sharing for the purpose
of improving business outcomes. Drivers
for better collaboration include difficulty in
finding the right information at the right time
among all of the data and content being
captured and created, and difficulty in
coordinating essential meetings.

Sales Cycle
Reduction

Operational
Efficiency

Bringing effective new collaborative
technologies into the organization can
realize significant benefits that facilitate
ESC. Using new collaboration tools that
not everyone is using yet differentiates
you from competitors, drives business
performance, creates a better workplace
more likely to retain employees and helps
design the future of the marketing footprint.

Marketing in the 21st century has become
a two-way street, with conversation and
engagement flowing seamlessly between
sellers, buyers, teams, third parties, thought
leaders, peers and even competitors. It is
a place where these groups should feel
like they can talk with you, interact with
you, get to know you, and get your help
answering questions or solving problems.
Ultimately these conversations lead to trust,
and trust leads to revenue. Companies
that facilitate these conversations through
collaborative technologies and strategies
will be the winners we talk about in the
coming decades.
For more information, download:

PGi’s THE CMO’S GUIDE TO WINNING FRIENDS AND INFLUENCING PEOPLE

ABOUT PGi
PGi is the world’s largest dedicated provider of collaboration software and services. We created iMeet®, an expanding portfolio
of purpose-built applications designed to meet the daily collaboration and communications needs of business professionals,
with solutions for web, video and audio conferencing, smart calendar management, webcasting, project management and sales
productivity. PGi’s award-winning unified communications and collaboration (UC&C) solutions help nearly 50,000 businesses grow
faster and operate more efficiently. To learn more, visit us at pgi.com.
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