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演示者
演示文稿备注
There is a new breed of customer, dictating a new set of terms in the dynamic between buyers and sellers.   An empowered customer generating an explosion of mobile and social interaction.   

5B mobile phone connections globally 
600M+ user of Facebook
45% of consumers ask friends for advise before purchasing
64% of consumers make a first purchase because of a digital experience

These customers are empowered by technology and transparency. They expect to engage with companies when and how they want, through physical, digital and mobile means. They want a consistent experience between all channels. They compare notes and instantly share. And they can champion a brand or sully a reputation with the click of a mouse. 
Customer expectation is soaring –- at the same time that global supply chains have become increasingly interconnected and complex. 
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演示者
演示文稿备注
We asked respondents to rank each factor in terms of its expected impact on the marketing function over the next three to five years. Then we looked at how this related to the level of confidence they feel about managing each factor. 

Some of the changes CMOs are least prepared to manage are those likely to cause the biggest upheavals. We found that the top items – 1 through 4, which CMOs felt least prepared to manage, were, in fact, the factors they thought would impact their business the most:
1) Data explosion – CMOs have been dealing with this for a while already, which probably explains why it wasn’t further to the right on the x axis, but it is still the factor that concerns CMOs the most. 
2) Social media – CMOs feel somewhat more prepared to manage social media – though their level of anxiety is still high, and it is further along the X suggesting “more impact,” because it is relatively new and still evolving. CMOs are unclear how social media is going to change things specific to their organization – but they anticipate the change will be significant
3) Growth of channel and device choices – the onslaught of tablets and increased use of mobile, among other things, is very quickly becoming a priority for CMOs – and like social media – it is still not clear how all of this will manifest itself. Most CMOs said this would have the most impact on their marketing organizations, but they feel a bit more prepared to deal with it than the data explosion or social media  
4) Shifting consumer demographics – like #1, “data explosion” – CMOs have been aware of these predictions for a while now, so they have already been anticipating the impact, but they still are feeling significantly underprepared to deal with the implications, in part because so many of the factors we just discussed are being driven by the demands of changing demographics that include new global markets and the influx of younger generations entering the marketplace who will drive a lot of the changes noted in 1 through 3. 

The other items – 5 through 13 are also important, but either CMOs feel they are better prepared to manage them, or don’t anticipate their impact to be as powerful as the top 4.
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演示者
演示文稿备注
The pressure is universal. To sum up, CMOs are stretched. Even those who work for the most successful organizations are struggling. In the course of our research, we asked respondents to assess their organization’s position within the industry in which it competes. 

Our analysis shows CMOs in outperforming organizations are slightly better prepared to manage some of the most critical pain points. Yet less than half of them feel completely ready. Those in underperforming organizations are even more uncertain of their ability to cope.
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演示者
演示文稿备注
 Of course consumers, businesses, and marketing continue to evolve 

In demand generation, we see managing value-added communication across paid/earned/own media and optimizing their effectiveness and up and coming challenges.

Although still manual for most marketers, we encourage you to consider the interrelations of these media types in understanding and marketing to your customers.

Going forward, its our intention to build out and broaden our suite to cover key technology areas spanning these channel and media
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演示者
演示文稿备注
Increased need for technology	
	…more addressable
…more data
…deeper analytics
…smarter segmentation
….better targeting
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An integrated approach and solution to marketing doesn’t mean a monolithic approach. We all have unique priorities. At the same time, how do you get started and build support for taking this end-to-end customer experience approach into practice? The answer is to find a quick win project that can help build your comfort level and momentum with quick return and then leverage that project to expand.  For example.  Here are three entry point projects you can do independently of each other or in combination that help you build your integrated marketing solution.  Which one is right for you?  Look at where your organization sees value and where the greatest chance of a high visibility success lie.  

These will provide the quick-win you need to build support and gather momentum for taking automating yet more value-add processes, create more customer intelligence and enable greater levels of social media sharing under an integrated end-to-end brand experience. 


MFE
IBMAHLEX G ER R REIE
fredricl@cn.ibm.com

31




	幻灯片编号 1
	智慧营销�零售商最新发展之路��林守常（软件部资深市场经理）
	我们已进入更智慧的消费年代
	然而，中国的公司尚未准备好管理所有的变革因素
	表现优秀者与表现较差者一样，都在努力应对四个最关键的挑战
	我们看到整个消费者采购流程有前所未有的变动
	获取顾客要变得越来越细致，建立忠诚度，是势在必行的营销策略
	幻灯片编号 8
	幻灯片编号 9
	幻灯片编号 10
	智慧营销了解所有渠道的相互关系以及对消费者的影响
	幻灯片编号 12
	幻灯片编号 13
	幻灯片编号 14
	幻灯片编号 15
	幻灯片编号 16
	幻灯片编号 17
	EMM 是支持智慧营销的软件解决方案
	IBM 当前的 EMM 解决方案满足三个关键功能
	IBM 当前的  EMM 解决方案满足三个关键功能
	IBM 当前的  EMM 解决方案满足三个关键功能
	探讨互动优化
	探讨互动优化
	探讨数字营销优化
	探讨数字营销优化
	探讨营销绩效优化
	探讨营销绩效优化
	展示市场领先地位
	展示产品领导地位
	如何才能快速入门？从快速实现商业价值和投资回报率 (ROI) 的项目开始…
	十分感谢

