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CMOs told us they feel least prepared to manage the very factors 
they identified as causing the biggest upheaval

2
IBM CMO Study
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Financial constraints

Decreasing brand loyalty

Growth market opportunities

ROI accountability

Customer collaboration and influence

Privacy considerations

Global outsourcing

Regulatory considerations

Corporate transparency
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Data explosion1

Social media2

Growth of channel and device choices3

Shifting consumer demographics4

Mean

Marketing Priority Matrix

Factors impacting 
marketing

Under-
preparedness
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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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CMOs admit they are not prepared

4

IBM CMO Study
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The CMO’s universe: rapid, dramatic change, new and 
exponentially increasing demands
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Content-rich 

marketing

Shifting customer 

expectations

Targeting the 

individual

Declining 

effectiveness of 

traditional media

Shifting consumer 

demographics

Demand for 

innovation for  

competitive edge

Volume and 

nature of data

Data-driven 

marketing

Social networking

Proliferation of 

channels and 

devices
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How your customers and prospects behave
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CUSTOMERS & 
PROSPECTS

Online

Email

Mobile

Call center

Stores

Kiosk, ATM, etc.

Point of sale

Postal mail

some 
more 

like this!
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What your customers and prospects expect
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CUSTOMERS & 
PROSPECTS

Online

Email

Mobile

Call center

Stores

Kiosk, ATM, etc.

Point of sale

Postal mail

MARKETER

One person 
behind all the 

channels, 
“pulling the strings”

and guiding 
the dialogue 

& relationship
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What your customers and prospects actually experience
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CUSTOMERS & 
PROSPECTS

Online

Email

Mobile

Call center

Stores

Kiosk, ATM, etc.

Point of sale

Postal mail

agenda

strategy

data

tech

agenda

strategy

data

tech

agenda

strategy

data

tech

agenda

strategy

data

tech

agenda

strategy

data

tech

agenda

strategy

data

tech

agenda

strategy

data

tech

agenda

strategy

data

tech

SILOS

SILOS

SILOS

SILOS

SILOS

SILOS

SILOS

SILOS
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Smarter Commerce is integrating and synchronizing the value 
chain, reaching new buyers

Targeted and 
personalized 

marketing across 
all channels

Chief Marketing Officer (CMO)
VP of Merchandising 

Seamless cross-
channel customer 
experience

VP of Commerce, Stores and 
Operations

Procurement 
and optimized 

supply chain
Chief Sourcing and 

Procurement Officer 
Chief Supply Chain Officer

Anticipate behavior 
and deliver 

flawless 

customer service
VP of Customer Loyalty

MarketBuy

Service Sell
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Today’s “empowered customer” is driving these changes
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4 in10
Smart phone users 

search for an item 

in a store

86%
use multiple 

channels

4-5x
more than 

average is spent 

by multi-channel 

buyers

61%
trust friends’

reviews more 

than experts’

58%
are more price-

conscious today 

than they were a 

year ago

80%
of CEOs think 

they deliver a 

superior 

customer 

experience

8%
of their 

customers 

agree
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Global marketers
are reaching 
customers

today
using a new 
approach to 
marketing

11
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The CMO’s universe is changing…

Customers Customers knowknow moremore

Customers Customers demanddemand moremore

Your Your businessbusiness expectsexpects moremore

Marketing must re-imagine its role

12
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The timeless responsibilities of marketers everywhere…

Protecting the brand 
promise.

Defining what to market 
and how to market it.

Knowing the customer.

13 13
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…are evolving into three imperatives for a new profession

Designing your culture 
and brand so they 
are authentically one.

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

Understanding 
each customer as 
an individual.

14
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Understand each customer as an individual

� Understand the complete customer relationship

� Know the context of the customer interaction 
especially where s/he is in the decision process

� Integrate digital behavior – increasingly from 
multiple devices and sources -- with traditional 
data

� Leverage customer insight data from all parts 
of the business  

15
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� Start with key process pain points and work 
down the list

� Scale and support millions of relevant offers 
and instrument and measure the phases of 
your customer journey

� Introduce standards-based approaches and 
processes

� Optimize and integrate  experiences on web, 
mobile, email, social, POS

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

16
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Design your culture and brand so they are 
authentically one

� Marketing leadership must break 

down silos and integrate with 

sales, service functions

� Provide a consistent experience 

across multiple channels

� Create an organization that  

embraces a culture focused on 

customer centricity

� Invest in an integrated platform

that will support  your efforts

Sell

Buy

Service

Market

17
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Enabling cross-channel marketing

Cross-channel marketing is like having a good conversation.  
Marketers need to:

LISTEN & UNDERSTANDLISTEN & UNDERSTAND

DECIDE WHAT TO SAY NEXTDECIDE WHAT TO SAY NEXT

(ONLY THEN) SPEAK(ONLY THEN) SPEAK

…and repeat this over and over again across millions of 
customer relationships.
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A system of engagement requires an integrated process
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Analyze
to identify opportunities 

and predict outcomes

Collect
data that augments 

each customer profile

Manage
marketing processes 
and  measure results

Decide
on the best action, offer, 
content and/or channel

Deliver
relevant pricing, 
engaging messages, 
and capture reactions
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IBM provides tailored marketing solutions for each customer-facing 
role
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FOR WHO NEED TO IBM PROVIDES

Digital Marketing 
OptimizationDigital marketers

Orchestrate relevant digital 
interactions to attract and retain new 
visitors and grow revenue throughout 

the customer's lifecycle

Cross-Channel 
Marketing 

Optimization

Customer 
relationship 
marketers

Engage customers in a one-to-one 
dialogue across channels to grow 

revenue throughout the customer's 
lifecycle

Marketing Performance 
Optimization

Marketing 
leaders 

and planners

Model and assess mix, and manage 
marketing operations to maximize ROI

Merchandising 
and sales 
planners

Price, Promotion, and 
Product Mix 
Optimization

Make price, promotion and 
product mix decisions that maximize  

customer loyalty and profit

Customer Experience 
Management

eCommerce
professionals

Turn visitors into repeat customers 
and loyal advocates by improving the 
digital experience of every customer
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Customer Experience 

Monitoring 

• VIP Customer 

Monitoring

• Proactive customer 

problem resolution

• Faster root cause 

analysis ( customer, 

device, service, 

network)

• Enablement of Front 

Line Customer Care

• VIP Customer 

Monitoring

• Proactive customer 

problem resolution

• Faster root cause 

analysis ( customer, 

device, service, 

network)

• Enablement of Front 

Line Customer Care

Cross Channel

Next Best Offer-

Real Time

• Real time offer 

based on customer 

past and current 

behavior

• Real time churn 

analytics to 

anticipate customer 

behavior

• Cross channel 

consistency  to 

enhance long term 

loyalty. 

• Real time offer 

based on customer 

past and current 

behavior

• Real time churn 

analytics to 

anticipate customer 

behavior

• Cross channel 

consistency  to 

enhance long term 

loyalty. 

Web & Digital 

Analytics

• Social Media 

analytics based on 

Sentiment analysis

• capturing online 

(mobile or 

website) customer 

behavior to 

increase 

conversion rates

• Monitor online 

traffic and how 

they land on 

corporate site

• Social Media 

analytics based on 

Sentiment analysis

• capturing online 

(mobile or 

website) customer 

behavior to 

increase 

conversion rates

• Monitor online 

traffic and how 

they land on 

corporate site

Campaign 

Management

Micro Segmentation.

Automation. 

Time to Market.

ROI of Campaigns.

Campaign Reporting.

Micro Segmentation.

Automation. 

Time to Market.

ROI of Campaigns.

Campaign Reporting.

Journey to an Integrated Marketing  Platform

Event Based

Campaigns 

Proactively looking 

for events to 

trigger campaign in 

real time.

Out of the Box 

triggers specific to 

telecoms

Proactively looking 

for events to 

trigger campaign in 

real time.

Out of the Box 

triggers specific to 

telecoms

0

1

3

4

5

High level of maturity

Mgmt. of Marketing 

Operations

Approval process prior 

to launching a 

campaign.

Project work flow for 

each campaign.

Financial ROI of each 

marketing campaign 

by allocated budget

Approval process prior 

to launching a 

campaign.

Project work flow for 

each campaign.

Financial ROI of each 

marketing campaign 

by allocated budget

2

Current Proposition

Planned
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To succeed and improve performance

22

Anticipate 
and deliver 
across channels 
and devices

Optimize 
procurement and 
sales 
approaches 
based on 
demand

Apply deep 
insights to 

take action 
in real time

Extend core 
systems to

synchronize 
your value chain

Put the customer 
at

the center
of your business
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Where to start? Strategic capabilities needed to create a
platform for a comprehensive system of engagement

Instrumentation

Centralized Decisioning

Data Management

Customer and Marketing Analytics

Campaign and Promotion Management

Hybrid solution with on-cloud and on-premises components delivered  supporting 

marketing process through a single user experience

23

Delivering relevance and value – at scale...
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IBM clients are experiencing real results today 
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Better top- & bottom-line results:

Revenue: up 1-3%

Margin: up 2-5%

More efficient marketing:

Cycle times: down 40-80%

Marketing costs: down 20-40%

Campaign volume: up 2-5x

Better  customer relationships:

Customer value: up 5-10%

Loyalty and retention: up 10-15%

Acquisition cost: down 25%-75%

More effective marketing:

Response rates: up 10-50%

Campaign ROI: up 15-30%

Online marketing ROI: up 15-25x

Improved transactional results:

Sales revenue volume: up 0.5-1%

Average order value: up 15-20%

Trade ROI: up 15-20%
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IBM marketing software solutions lead the market
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IBM: Leader
The Forrester Wave™: Web Analytics, Q4 ‘11

IBM: Leader
The Forrester Wave™: Cross-Channel Campaign Management, Q1 ’12

IBM: Leader
The Forrester Wave™: Customer Analytics, Q4 ‘12

IBM: Leader
Magic Quadrant: Integrated Marketing Management, November 2012

IBM: Leader
Magic Quadrant: Multi-channel Campaign Management, May 2012

IBM: Leader
Magic Quadrant: Marketing Resource Management, February 2012
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Use Case: How IBM marketing solutions work together to   serve 
the Chief Executive Customer 

26

Analyze 

and create 

relevant 

offers, 

messages, 

campaigns

Deliver targeted 

messages and offers 

(outbound or 

inbound)

Optimize and 

personalize e-

commerce 

experience, pricing, 

online display and 

search ad programs

Insights 

from social 

media and 

other data 

sources

Capture 

responses and 

refine
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Digital 
Marketing

Traditional 
Marketing

Marketers need to gain customer insights by leveraging traditional 
and digital channels

27

65% Less than 
1 and 5Of respondents are doing 

the basics by reporting 
and analyzing their online 
visitor data.

Only a third
Use this data in targeting 
one-to-one offers or 
messages in digital 
channels.

Leverage online data to 
inform one-to-one offers in 
traditional channels.27
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Marketers who create and authentic brand and culture are more 
likely to outperform
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Revenue Growth / Gross Profit Growth
3-year CAGR, 2008-2011

Engage:
optimize experience

across all channels

Analyze: sophisticated and cross 

company marketing analysis

Low High 

High 

Low
6% / 7%

12 % / 10% Leading 

Marketers
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The convergence of Marketing and Procurement creates 
opportunities for collaboration and growth
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Buy
MarketBuy

When CPO and CMOs collaborate they can:

•Grow revenue

•Anticipate and drive demand 

•Deliver optimum experiences throughout the 

customer journey 

•Connect seamlessly with customers, 

partners and suppliers 

•Improve results even in volatile operating 

environment 

•Embrace social and mobile  in all sell and 

service practices
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Buy

Service

Market

Sell

Market

Sell

When CMO’s and  Sales, Channels,  & 

eCommerce Execs collaborate they can:

• Grow revenue

• Deliver optimum experiences throughout 

the customer journey 

• Connect seamlessly with customers, 

partners and suppliers 

• Improve results in a volatile operating 

environment 

• Embrace social, mobile throughout their 

market, sell and service practices

The convergence of Marketing and Sales creates opportunities for
growth and seamless customer experience
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