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Mobile and social are reshaping business
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The State of Marketing 2013, IBM’s
Global Survey of Marketers



>ustomer management and customer experience informed by
and delivered through technology were top challenges

Figure: Top Three Marketing Challenges

Q. What are the top marketing challenges your organizations faces? Please select three factors.

Acquiring new customers 42%
Fetaining existing customers and improving loyalty and satis faction
Creating consistent, relevant and positive customer experiences across channels

Understanding social media and using social channels effectively as part of the .

Managing, collecting and making use of internal and external data

Creating an authentic brand and culture 27%
Protecting customer data
heasuring ROl

Growing channel and device choices

Integrating different marketing channels

Base: All Marketers (n=512)



Bu re is a group of marketers who are doing better than
others and belong to companies that financially outperform ...
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/e define leading marketers by their influence of the
customer experience and use of marketing technologies

Currently do it
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Leaders are taking an integrated approach

Puts the Anticipates Applies deep Optimizes Extends core
customer at and delivers insights to purchasing systems to

the center across mobile  take action based on synchronize
of your and social in real time demand your value chain
commerce

processes




Engaged companies create systems of satisfaction
with customers, partners and suppliers

Understand Engage

Engage at the right
time and place with
the best action

Understand your
customer and their
intentions

Connect

Connect with your
customers and your
value chain



Are you ready?

Learn more about Smarter Commerce
www.ibm.com/smarterplanet/commerce

Learn more about IBM Consulting and Services to help you
get started on your Smarter Commerce journey

Join in the conversation Smarter Commerce
Blog, YouTube, Twitter and Facebook
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