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The role of the CMO is changing—from leading marketing to  

driving growth and transformation across the business 

79% 
Expect high/very 

high level of 

complexity over 5 

years 

49% 
Feel prepared for 

expected 

complexity 

Expected level of complexity and preparedness to handle it 

Four core challenges 

• Data explosion 

• Social media 

• Growth of channel 

and device choices 

• Shifting consumer 

demographics 

31% 
complexity 
gap 

Source: 2011 IBM Global CMO Study 
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The result of this disconnect? 

The % of brands rated as 
having “excellent” 
customer experience 
declined from 11% to 3%. 
 

Forrester Research, “The Customer Experience Index, 2012”  



Today’s One point Agenda 

1 How Multichannel Marketing can create a superior 
brand experience? 



Multichannel marketing requires an integrated 

process… 

Consumers and 

their intentions are 

increasingly difficult 

to understand  

Customers expect 

flexible delivery and 

execution  

Shoppers demand 

highly relevant and 

engaging 

experiences 

Shoppers expect to 

seamlessly interact 

and shop 
anywhere, anytime 



… and spans all media types 

Earned 
media 

PR 

Paid 
media 

ad 

ad 

Owned 
media 



Understanding each customer 
as an individual 



In February of 2012, The New York 
Times published an article that 
gave us a glimpse of the future  
practice of marketing.  





Number of technologies consumers desire to 

use in the shopping process1 

The number of times the 
average mobile user checks 

his or her device per day2 

of adult cell phone owners 
used their devices while in 

a store to help with 
purchasing decisions3 

of store sales are 
mobile influenced4 

More than 

 52%  150 times 
More 

than$650B  

  

  

3 technologies 24% 

18% 

29% 

2 technologies 

1 technology 

1 IBM, Winning over the empowered consumer : Why trust matters, April 2012. (Study n= 28527 [global] C01 Which of the following would you be willing to use to shop and to make purchases, assuming they are available?) 

Consumers are more connected than ever. 



Individuals are demanding that we know them as more than a 

transaction, more than a demographic, more than a segment, and they 

are willing to share information about themselves  

Willingness to share 

of consumers want 
personalized promotions in-

store based on what they scan 

of retail customers want to 
access relevant product 

information in-store 

of consumers are more likely to 
do business with brands that 
allow them to control where, 
when and how they interact 

58%  42%  83%  
  

  

Social handle 77% 

72% GPS location 

  Mobile # 80% 



Transact
ions 

Orders 

Payment 
history 

Usage 
history 

Purchas
e 
stage 

E-mail / 
Chat 

Call 
center 
notes 

Web 
click-
streams In-

person 
dialogs 

Opinion
s 

Prefer 
ences 

Desires 

Needs 

Charact
eristics 

Demo-
graphics 

Attribute
s 

Demographic 
data 

Transaction 
data 

Interaction 
data 

Behavioral 
data 

What is our instrumentation 
strategy to learn more about 
customers as individuals? 
 
 
What is our strategy for 
attracting data from beyond 
our borders? 
 
How predictive must  
our insights about customers 
be? 
 

 

  



Descriptive analytics 

Predictive analytics 

Prescriptive analytics 

Transacti
ons 

Orders 

Payment 
history 

Usage 
history 

Email / 
Chat 

Call 
center 
notes 

Web 
click-
streams In-person 

dialogs 

Opinions 

Prefer-
ences 

Desires 

Needs 

Characte
r-istics 

Demo-
graphics 

Attribute
s 

Purchase 
stage 

What is our instrumentation 
strategy to learn more about 
customers as individuals? 
 
 
What is our strategy for 
attracting data from beyond 
our borders? 
 
How predictive must  
our insights about customers 
be? 
 

 

  
Demographic 
data 

Transaction 
data 

Interaction 
data Behavioral 

data 



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



Facebook understands personalization. Do you?  

“Facebook builds a custom Web 

page every time you visit. It pores 

over all the actions your friends 

have taken—their photos, their 

friends, the songs they listen to, 

the products they like—and 

determines in two-hundredths of a 

second which items you might 

wish to see, and in what order.” 

SOURCE: Bloomberg Businessweek, “Facebook: The Making of 1 Billion Users,” Ashlee Vance, October 4, 2012, http://www.businessweek.com/articles/2012-10-04/facebook-

the-making-of-1-billion-users 
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A progression path for creating a system  
of engagement. 

Design the full  
customer journey 

1 

 

Based on 
individual 
customer analytics, 
offer  
the right products, 
content,  
communications 
and experiences 

2 

 

Design tailored  
experiences  
that connect  
the company, 
channels and  
like-minded  
customers 

3 

 

Take advantage  
of customer  
insight to provide  
exceptional  
service at the  
right touchpoints 

4 

 

Create and  
automate, in real 
time, a system  
of engagement  
to deliver these  
personal  
interactions— 
at massive scale 

5 

 

Use analytics  
to guide the  
development  
of tomorrow’s  
portfolio 

6 
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An Engagement system 
that drives competitive 
advantage is: 

 

 Individualized 
 

 Scalable 
 

 Provide insight into 
future product portfolio 

Future portfolio of products, services, 

knowledge and experiences 

Digital analytics 
 
 

Customer 
segmentation 
 
 

Attribution 
modeling 

Business 
intelligence 

Customer predictive 
analytics 

Which of these three points do 
we need to work on? 

 



Offer 

Net- 

work 

The most successful systems 
of engagement are defined 
broadly—they include products, 
but also expertise, new peers, 
connection and advice. 

Knowledge 

Product 

Net- 

work 

Product 

What will we put into  
that system of engagement? 
 





Provide Flexible & Flawless 
Delivery & Execution 



In the past, when someone had  
a bad experience with a company, 
only the individual would 
experience it.  
 
Now, the world can  
know instantly.  



THE TWEET THAT KILLED MY 
COMPANY 



In a world of total 
transparency, Delivery & 
Execution is on a much 
different scale. We must 
build authentically great 
companies and, therefore, 
great brands.  
And that means a great 
culture. 

 

Employees Customers 

  



 Establish a consistent view of orders and single view of inventory across entire 

fulfillment network, including stores, distribution centers and vendors to 

streamline and optimize execution 

 

 Know the problem before the customer does 

 

 Strategic inventory management and sourcing across the extended supply 

chain. 

Optimize operations 
Smooth execution across your extended fulfillment network integrating 
stores, distribution centers and partners   

  



Create excellent Shopping 
Experience 



 Must have support for digital channels including 

web, mobile web, native apps, contact center, off-

site interactions & social. 

 

 Responsive web design and mobile-optimized 

stores. 

 

 Full device exploitation; Barcode scan, Voice 

search, SMS, and location based services 

 

 Seamlessly extend the experience into the store 

with store-specific offers and marketing, pricing 

rules, coupons, content. 

Omni-Channel shopping 
Create a highly effective, device-optimized shopping experience 

Special Offers for Lily

Recommended Products
Recently Browsed Products

Floral Crinkle 

Chiffon Woven Skirt

Lace-packet 

woven cami

Hobie boardie beach 

shorts

Accept

Reject

Not Offered

Accept

Reject

Not Offered

Accept

Reject

Not Offered

Accept

Reject

Not Offered

Accessorize It: Get 50% off 

any accessories including 

scarves, belts, or jewelry to 

complete the look 

Color In-Full Bloom meets 

Denim: Complete the look 

with matching denim and 

get 25% off the entire outfit 

(Denim Top with any Coast 

Guard Pastel)

Woven thong 

sandal

Woven Chambray 

Shirt

Floral Crinkle 

Chiffon Woven 

Skirt

Accessorize It!
Get 50% off any accessories 

including scarves, belts, or 

jewelry to complete the look

Accessorize It!
Get 50% off any accessories 

including scarves, belts, or 

jewelry to complete the look

Lily enters store
Ralph Lauren 

uses her mobile 

to recognize her
Lily  is part of a 

“Vivaciously 

Vibrant” micro-

segment
Ralph Lauren 

mobile asks 

customer if she 

wishes to interact

Customer agrees to 

interact

Clienteling app 

informs the associate 

that a VIP has arrived

The store associate 

is informed of 

customer’s  interests 

or decisions

All devices in Ralph Lauren 

are provided with real-time 

contextual information, 

recommendations and offers

  



Deploy omni-channel analytics  
 

Enable omni-channel commerce  
virtually anytime, anywhere  

 

Personalize engagement  

Deploy omni-channel commerce  
and order management 

Connect and optimize your value chain 

A flexible yet proven methodology to help achieve omni-channel 

excellence with flexible starting points  



 
 
 
 

Here’s to the future. 




