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THINKMarketing Paris – October 24 & 25, 2012: 
300 CMOs and CIOs of Europe’s leading companies discuss the Future of Marketing 
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“The new basis for 

competitive advantage is 

driven by two shifts 

happening at the same 

time: 

A shift in the nature of 

the customer relationship 

and a new role for IT – 

moving out of the back 

office and into the front 

office. 

We believe this is going 

to redefine the role of 

marketing and also cause 

the leaders of marketing 

and IT to re-imagine their 

partnership”. 

“You represent 21 

industries from 19 

countries, from Australia to 

Sweden. The total 

revenues your companies 

generate? Any guess?  

$3Trillion!”  

 

Ginni Rometty, IBM 

Chairman, President and 

Chief Executive Officer 
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The role of marketing is changing 
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Protecting the brand 
promise 

Defining what to market 
and how to market it 

Knowing the customer 

…are evolving into three imperatives for a new profession. 

Designing your culture  
and brand so they  
are authentically one 

Understanding  
each customer as  
an individual 

Creating a system of 
engagement that 
maximizes value creation 
at every touch 

The timeless responsibilities of marketers everywhere… 
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Imperative #1: Understanding each customer as an individual 
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• Instruments all key touch points to gather the 

right data about each customer 

• Connects social media data, online, transaction 

data and other information to paint a complete 

picture of each customer 

• Runs the right analytics at the right time on  

the right customer to generate new ideas about 

whom to serve and how best to serve that person 

• Builds capabilities to do this on a massive scale 

 

“Owning the data means"owning" the customer” 

“Big data is bringing cultural change. 

Organisations need ‘infostructure’ not 

‘infrastructure’” 
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In February of 2012, The New York 
Times published an article that 
gave us a glimpse of the future  
practice of marketing.  
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Imperative #2: Creating a system of engagement that maximizes 

value creation at every touch 

• Designs the full customer experience, based 

on the needs and preferences of each 

individual customer 

• Personalize interactions based on individual 

customer data: marketing as relevant that it 

feels like a service 

• Cross channel marketing – build consistent 

and relevant interactions across all channels 

• Creates and automates a system of 

engagement to deliver these personal 

interactions—at a massive scale 

 

“The challenge is how to capture all behavioural 

data and information from your customers, and 

how to exploit all the transactions and contact 

points to trigger specific actions at the right point 

in time.” 

“Mass marketing vs customer as an individual 

needs completely different skill set.” 
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Imperative #3: Designing your culture and brand so they are 

authentically one 

• Develops an acute understanding of its 

reputation by actively listening and engaging  

in social media. 

• Systematically closes the gaps between a 

company’s unique character and its reality—  

in all critical interactions. 

• Champions tools that connect the organization, 

and platforms that enable employees to delight 

customers. 

 

“Social media will be a major asset and tool in 

understanding what our clients think. Every person 

in the company is empowered to engage in social 

media discussions, and there is training on what to 

do and not so when using social media.” 

“Just a few social users can have a huge influence 

on common opinions” 
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Imperative #3: Designing your culture and brand so they are authentically 

one 
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Enables you to… 

• Actively listen to social media, 

early warning system for key signals 

and understanding sentiment 

• Engage in social dialogs with 

individual customers, resolving issues 

before they becoming trending topics 

• Champions tools that connect the 

organization, and platforms that 

enable employees to delight 

customers. 

• Leverage social as an effective 

channel. 

Social Media Disasters 
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Leaders recognise the need for a shared mandate, but also that there are 

hurdles to overcome 

Strongly disagree Somewhat disagree Somewhat agree Strongly agree Neutral 

Strongly disagree Somewhat disagree Somewhat agree Strongly agree Neutral 

#1: Understand each customer as an individual. 

#2: Create a system of engagement 

“I have a mandate to deliver on this imperative” 

Strongly disagree Somewhat disagree Somewhat agree Strongly agree Neutral 

#3: Design your culture and brand so they are authentically one. 

CMOs and CIOs have a clear 

mandate to combine and 

analyse customer data (#1), 

but have less often a mandate 

to build a system of 

engagement (#2) across all 

channels of interaction. 

 

One of the reasons cited was 

that these channels are often 

owned by other departments 

(call center, service, sales), 

and thus require collaboration 
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Building bridges between organisational silos is a necessary step 

#1: Understand each customer as an individual. 

#2: Create a system of engagement 

“Our culture allows us to collaborate on this imperative” 

Sharing data (#1) within the 

organization is generally 

harder.  Leaders cite both 

technical as well as 

organizational challenges. 

 

There is more collaboration 

on providing a system of 

engagement (#2), as this is 

often driven from a 

(commonly shared) desire to 

create a better customer 

experience across all 

channels 

Strongly disagree Somewhat disagree Somewhat agree Strongly agree Neutral 

Strongly disagree Somewhat disagree Somewhat agree Strongly agree Neutral 
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Marketing transformation requires deep skills, leaders see differences in the 

available skills for each of the imperatives 

#1: Understand each customer as an individual. 

#2: Create a system of engagement 

“We have the skills required for this imperative” 

#3: Design your culture and brand so they are authentically one. 

Skills required for building a 

system of engagement (#1) 

are generally available, as 

well as for social (#3). 

 

Deep data skills (analytics, 

data mining, statistics) 

needed for (#1) are harder to 

get. 

Strongly disagree Somewhat disagree Somewhat agree Strongly agree Neutral 

Strongly disagree Somewhat disagree Somewhat agree Strongly agree Neutral 

Strongly disagree Somewhat disagree Somewhat agree Strongly agree Neutral 
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Leaders cite all three imperatives as essential for their organization, yet many 

of them still need to get the supporting platforms in place 

#1: Understand each customer as an individual. 

#2: Create a system of engagement 

“We have the technology platforms to allow us to execute on this imperative” 

#3: Design your culture and brand so they are authentically one. 

The majority states that they 

do not have the platforms yet, 

across all three imperatives. 

Strongly disagree Somewhat disagree Somewhat agree Strongly agree Neutral 

Strongly disagree Somewhat disagree Somewhat agree Strongly agree Neutral 

Strongly disagree Somewhat disagree Somewhat agree Strongly agree Neutral 
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IBM’s Smarter Marketing Solution Areas 
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Marketing  
strategy and 
transformation 

Customer 
analytics 

Customer 
experience and 
engagement 

Social 
marketing and 
collaboration 

Marketing 
performance  
and optimization 

• EMM 
Assessment 
 

• Marketing mix 
optimization 

• Marketing 
performance 
optimization 

• Pricing, 
promotion, 
product mix 
optimization 

• Marketing 
performance 
analytics 

• Smarter 
Marketing 
Accelerator 

• Customer Value 
Strategy 
Accelerator 
 

• Customer 
Experience and 
Marketing 
Strategy  

• Cross Channel 
Experience 
Assessment 

• Mobile Strategy 
Accelerator 

• EMM Assessment 
 

• Mobile strategy 
and solutions 

• Channel 
transformation 

• IBM Interactive 

• Cross-channel 
marketing 
optimization 

• Digital marketing 
optimization 

• Customer service 

• Social Business 
Strategy 
Accelerator 
 

• Social media 
marketing 

• IBM Social 
content 
management 

• IBM Customer 
experience suite 

• IBM SmartCloud 

• IBM Mobile 
collaboration 

• BAO Jumpstart for 
Customer Insight 
 

• Customer insight 
and segmentation 

• Personalized and 
real-time decision 

• Digital analytics 

• Customer 
analytics 

• Big data platform 
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Highlights of the presentation 

 Consumer Buying behavior has fundamentally changed: cross channel, online, 
mobile and social are key 

 The role of Marketing is changing … 

– Understanding each customer as an individual 

– Creating a System of Engagement that creates value at every touch 

– Design your culture and brand so they are authentically one. 

 … but change requires: 

– Collaboration between marketing and IT 

– Skills in data analysis, cross channel marketing, digital marketing, social 

– A platform to automate and support these functions 

– A vision on how your company interacts with your customers, and a roadmap to 
realize that vision 
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