The Future of Marketing
The Evolving Role of a CMO
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And late in 2010....

Enterprise Marketing Management



“The purpose of business is to create
and keep a customer”
— Peter Drucker

The purpose of marketing is to
generate demand and be the steward
of the corporate brand

© 2011 IBM Corporation
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The purpose of marketing and the
CMO continues to evolve......
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The challenge for CMOs

(Corporate Brand

° * No longer in marketing’s control
* Only 14% of consumers trust advertising

*25% of search results for the world's Top 20 largest brands
are links to user generated content.

.

o Customers demands relevancy and value
Buyers armed with more information than company
The traditional “funnel” model is broken, as buyers
research online and hop channels J
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The challenge for CMOs

(Corporate Brand

o * No longer in marketing’s control
* Only 14% of consumers trust advertising

*25% of search results for the world's Top 20 largest brands
are links to user generated content.

( Demand Generation

* Customers demands relevancy and value

* Buyers armed with more information than company
* The traditional “funnel” model is broken, as buyers
research online and hop channels




The CMO Squawk Box

Come to think of it,
even the metrics to
measure my
success may not be
right.

| need to
demonstrate that
marketing is making
a tangible business
impact, and need to
justify ROLI.

How do | provide a
consistent and
superior customer
experience across
multiple channels
and all touch
points?

How can | leverage
digital channels
(mobile, web) to

take advantage of

changing buyer
behavior?
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The CMO role needs to transform to remain

relevant
Where we need to be

Where we are

Agenda: Everything from yesterday
plus

Agenda: —Drive relevant messages across all
channels

—Optimize marketing spend with
engagement, affinity & demand

e Deliver marketing results
— Understand the market and the

customer =
— Build awareness and demand —Anticipate customer needs
e Steward the company’s brand —Stewa_rd the complete customer
experience

experience

— Drive brand strategy and execution ~Monitor & harness customer

evange lism © 2011 IBM Corpo?:azc;
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Managing the Brand in a new Worlc “rryed
5.93 M Years
i pagmg

1.3 1.1 0.8
Billion Billion Billion

1in 5 of
global
workforce
lives in China

200 Mlday
26 smart devices 1.6B Search queries/day
per human 2020 ABM
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Social is empowering customers to own the brand

+ Customers now -+ Social networking : Customer
. have unlimited . and mobile | expectations of
| access to . commerce have . service, price and Get it now
. information and ! dramatically . delivery are
' can instantly ' changed the . soaring. or go
. share it with the | dynamic between elsewhere!
. world . buyer and seller.
O

155 /5% $93 billion

AT F Percentage of people Amount in sales missed
mi I I ION who believe companies due to out of stock
Number of tweets don’t tell the truth in inventory
sent via Twitter each advertisements ==
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more so in Hong Kong
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Global Map of Social Networking 2011

About the Map Global Socal Network Peretration

Beahaviouwr Types

webindex

IBM_Co_rpora |(;1




o ey )
The CMO contributes to the Social Fabric of a ="
Business

A Social Business

Builds trusted relationships
and brand advocacy

A Traditional Business

Marketing, Sales, ‘Push’ marketing

Customer Service Shares insights to generate

breakthrough ideas and
speeds time to market

Control mentality

R&D new ideas internally

Product & Service i )
Traditional market testing

Development

Harvests insights from
networks of people to create
value

Email & phone

Human Resources Knowledge silos

© 2011 IBM Corporati
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What does Social mean for business?
. Digital reputation and individual
JENES
. Leadership by connections k2 = O E

. Talent as a cloud

1

2

3. Collective intelligence
4

5. Real-time teams

Internet
PCs

/
Departmental
Mainframe

© 2011 IBM Corporation



L@ PNy
;}.‘z‘."
Harvests insights from networks of people to
create value Listen and track
communications
Track online behaviors for from social channels
visitors from social sites

Optimize social
presence &
communication

Analyze the

downstream impact Measure social ROI
of social media / \ relative to other
impressions K \ digital marketing

<) efforts

14 © 2011 IBM Corporation
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The evolving role of the CMO

-

.

Customers demands relevancy and value

Buyers armed with more information than company

The traditional “funnel” model is broken, as buyers
research online and hop channels
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Going Beyond Traditional Channels and Media

BILLBOARD
NEWS
[T |m===
— Earned

Customer
Experience
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Generate Demand

OUR MARKETING
CAMPAIGN DEPENDS
ON WORD OF MOUTH.

UNFORTUNATELY, OUR

PRODUCT IS BAD.
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S0 WE FOUND A GUY
WITH POOR JUDGMENT
AND A HUGE MOUTH TO

SAY GOOD THINGS.

PRESENT.

0 ©200 Scott Adams, Inc./Dist. by UFS, Inc

MARKET -
ING ISNT
A REAL
THING, IS
IT?

ITS
MOSTLY
GUESSING.



Demand Generation is about Delighting
Customers
Good
Marketing
is Service

Good
Service is
Marketing

Il
"
L
il
o |||!Il||
s

© 2011 IBM

@]

Orpor:



How customers and prospects behave...

Web site

Email

Mobile

CUSTOMERS &
PROSPECTS

Kiosk, ATM, etc.

Point of sale

Postal mail

© 2011 IBM Corporation
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...and what they EXPECT Fryed

One person
pulling all the
strings behind
each channel

CUSTOMERS &
PROSPECTS

© 2011 IBM Corporati
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Today’s customers expect a consistent and
relevant experience across multiple channels

. Natura
H o o o

_ Ad
Q Mobile Email
Paid

Returned via a Came to the site

Searc display ad click;  via Natural
Purchased Responded picked a Search, entered
O out-of—-stock to product discount code
Searched blu-ray newsletter recommendatio  and purchased
for HDTV player after TV clearance n on site
on Google scanning QR link
code in-
store
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Develop deep insights into customers’ interests

and lifetime interactions

Social & Systems of
Mobile Record
.
Traffic @ Q Off-line
Sources 3—’5" Interactions

S N

Website Attributes
Behavmr
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Take advantage of the new ways customers are
interacting with your brands
Today = Broadband and Mobile

« The Internet is expected to contribute about $18.8 billion--7.2% of the
total--to Hong Kong's economy by 2015, driven by a surge in mobile use
and online shopping, (source: Google Inc.)

« Growth by an average 7% every year to reach an estimated HK$146 billion
($18.8 billion) by 2015 (HK Monthly Statement of Industry Trends - May
2011)

« Hong Kong’s Online ad spend = US$91M in 2010, more than the combined
digital ad spend for entire Southeast Asia region (Asia Digital Marketing
Asso)

« Hong Kong has more than 4.87M internet users = 69% penetration rate (Asia
Digital Marketing Asso)

« Mobile subscriber penetration rate = 199.6% (June 2011, OTA)
 Household broadband penetration rate = 84.9% (June 2011, OTA)

24 © 2011 IBM Corporation
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Evaluate mobile opportunities, execute
campaigns, and measure and optimize

Execute search
performance N campaigns
Optimize catered to a
digital mobile audience
presence for
mobile

Track online behaviors for

compatibility
mobile visitors \

Continually

optimize mobile Use personalized
presence to refine recommendations in
and execute mobile web sites,
marketing efforts applications and

kiosks

25 © 2011 IBM Corporation



"'y " ~ L
9 P )

"

o::11
Recapture customers who abandon and stay top
of mind

It takes an
average of
6.8 digital
interactions
before
conversion.

If you don’t convert a visitor, someone else likely will.

© 2011 IBM Corporation



Automate
personalized
product
recommendations
on-site

Capture and analyze visitor
behavior over time

Use personalized
product and
content
recommendations
in display
advertising

Send targeted
emails with

) Use . compelling
personalized content and
product . products
recommendati

ons specific to
mobile devices

dialog

©eCircle
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Leverage all opportunities during the lifetime of

da customer

Changing Needs

Retention
ol

Retained Loyal ()

e

o
11 9 ,D Customer Recovery

Acquisition U Up-sell
U Cross-sell .

®
Prospect HEIALE Il 4 -
P [] On-Boarding e I-I |I| R
Nilill o . Re-boarding

Seqmentatlon e

plii:zinittl
(] Activation

Interactions

[] Brand Activities
«ls= 1100111
[] Search Campaigns

Customer Experience
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Improve marketing efficiencies and effectiveness

Is this you?
Many marketing tasks are manual

Reliance on IT

Challenges in measuring results/ROI

Consider

Tools that marketers can manage rather than IT to produce faster
more efficient campaigns

Tools to measure and track ROI
Tools to analyze customer behaviors and future patterns

Tools to detect events and tie into automated marketing actions

© 2011 IBM Corporation
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The Evolving Role of the CMO
1. Understand deep insights into customers’ interests and lifetime
interactions
Builds trusted relationships and brand advocacy .
Harvests insights from networks of people to create value

Justify budgets and demonstrate the impact of their investments

vl A W N

Take advantage of the new ways customers are interacting with
their brands

Recapture customers who abandon and stay top of mind
Leverage all opportunities during the lifetime of a customer

Reinforce a consistent, personalized message across digital
channels

9. Respond quickly when new opportunities arise or changes need
to be made

10.Improve effectiveness and efficiencies

© 2011 IBM Corporati
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How can we help YOU?

Marketing Resource Mgmt
Gartner

Multi-Channel Campaigan Mamt

/ Leader: 2007 - 2010
Web Analytics

» The Leader: 2006 - 2010
FORRESTER
Cross-Channel Campaign Mgmt

The Leader: 2004 - 2010
Enterprise Marketing Mgmt Yy,

w2010 Market Winner: 2005 - 2010

Marketing Solutions Category Winner

FROST

SUL f’; VAN Marketing Process Optimization Solutions, Global

flel
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