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Many b u s i nesses  are  a l so  re-ex ami ni ng t he  re l evance 
of  t he i r  b rand  as  p ar t  o f  t he  greater  b u s i ness 
t rans format i on i n i t i a t i ve  –  anot her  t ask  d el egated 
qu i ck l y  t o  market i ng. 

T hat  i s  t he  focu s  for  t h i s  rep ort :  t o  assess  t he 
s t ress,  sp eci f i c  t o  market i ng p rocesses  and 
organi sat i on,  f rom b u s i ness  t rans format i ons.  We 
wi l l  i d ent i fy  ex amp l es  of  t he  most  s i gni f i cant  B2B 
t rans format i ons,  and  t ry  t o  u nd erst and  why and how 
market i ng organi sat i ons  are  a f fected .  

In  ord er  t o  b u i l d  t h i s  rep ort ,  we hel d  l ong i nterv iews 
wi t h  1 0  seni or  B2B market i ng l ead ers  t o  ga i n  deep 
i ns i ght  i n t o  t he  t op i c  a t  hand .  T he f ramework  for  our 
d i scu ss i ons  was  a  p re-d ef i ned  l i s t  o f  s i x  ‘p arameters 
o f  change’,  as  we ca l l ed  t hem.  Bot h  Shane Redding 
and  I  have worked  wi t h  many c l i ent s  (and  cont inue 
t o  d o so)  on  t hei r  d i g i t a l  market i ng t rans format ion 
p roj ect s ,  and  so  t hose ex p er i ences  a l so  feed  into 
t h i s  rep ort .

I t ’s  wort h  ment i oni ng t hat  t h i s  research i s  re l evant 
even i f  you r  b u s i ness  d oes  not  have t h i s  k i nd  of 
i mp et u s.  We wou l d  su ggest  t hat  marketers  should 
b e t ak i ng t he  i n i t i a t i ve  anyway i n  recogni s i ng 
changes  and  d r i v i ng t rans format i on.

Bus iness  t rans format io n in  th e  po s t -C ovid  w o r ld  i s 
now being dr iven b y  radic a l  s o c ie ta l  c h ange,  whi ch 
wi l l  resu l t  in  new w o r k ing prac t ic e s ,  e c o no m ic  and 
market  sh i f ts ,  and c h anging c us to m e r  be h avio ur. 
Th is  should  lead to  a  radic a l  re th ink ing o f  pr o du ct s, 
serv ices,  channels ,  pr o c e ss e s  and go - to -m ar ke t 
approach for  a l l  B2B  o r ganis at io ns .

I f  that  sounds  l ike  powe r fu l  s tu f f,  i t ’s  be c aus e  i t 
i s .  U l t imate ly,  i t  wi l l  e ve n re s ul t  in  a  fundam e nta l 
re -examinat ion of  th e  r o le  o f  m ar ke t ing fo r  e ve ry 
B2B organisat ion.

The quest ion  here  th o ugh  is  as  fo l lows :  are  we 
ta lk ing here  about  a  re s e t ,  a  re s tar t ,  o r  a  fu ture 
re imagined? Some bus ine ss  le ade rs  are  a l re ady 
looking for  market ing to  s te p up and le ad th e 
change.  Those lead e rs  are  lo o king dow n a  new 
type of  funnel ,  and  h ave  re a l i s e d th at  th e i r 
customers  have change d.  Th e y  expe c t  m ar ke t ing 
to  dr ive  a  d i f ferent  ty pe  o f  de m and ge ne rat io n 
programme,  expec t ing m uc h  m o re  im pac t fu l  and 
re levant  campaigns  ar o und a  m o re  s e am le ss , 
cohes ive  customer  jo ur ne y.  In  th e i r  June  2 0 2 1 
report  ‘The growth  t r ip le  p lay :  C re at iv i ty,  ana ly t i cs , 
and purpose’,  McKins e y  re po r te d “ Th e  h is to r ic 
sh i f ts  brought  on b y  th e  pande m ic  h ave  a ls o 
fundamenta l ly  change d th e  r o le  o f  m ar ke t ing 
leadership  and the  c h ie f  m ar ke t ing o f f ic e r  (C M O). 
78% of  CEOs are  now  banking o n m ar ke t ing le ad ers 
to  dr ive  growth.”

S E C T I O N  1

D i g i t a l  b u s i n e ss  t ra n s fo r m s  
t h e  ro l e  o f  m a r k e t i n g

P E T E R  O ’ N E I L L , 

lead analyst , 

B2B Market ing
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S h a n e  R edd i n g  i s  a n  i n dep en dent 

c o ns u l ta nt  a n d  ex p er t  t r a i n er  o n 

s t r ateg i c  m a r ke t i n g  a n d  d i g i ta l 

t r a ns fo r m at i o n ,  a n d  h as  over  3 0 

yea r s  o f  ex p er i en c e.  S h e  h elp s 

g lob a l  b us i n e ss e s  t r a ns fo r m 

th ei r  m a r ke t i n g  by  c h o o s i n g  a n d 

i mp lem ent i n g  st r ateg i e s  th at  wo r k 

fo r  th em  a n d  th ei r  c usto m er s . 

S h a n e  i s  a ls o  th e  Pr o p o l i s  H i ve 

ex p er t  fo r  S t r ateg y  &  Evo l ut i o n .

“ M y  c o n ta c t s  a re  re p o r t i n g  a 
p o s i t i ve  s h i f t  i n  t h e  p e rc e p t i o n  o f 

t h e  i m p o r ta n c e  o f  m a r ke t i n g  b y  t h e i r 
b o a rd ,  o f te n  re l e a s i n g  a d d i t i o n a l 
b u d g e t  o r  a t  l e a s t  d e f e n d i n g  t h e i r 
b u d g e t  f ro m  c u t s .  I  s e n s e  a  d e s i re 

a c ro ss  t h e s e  exe c u t i ve s  to  e n s u re  t h i s 
m o m e n t u m  i s  n o t  l o s t ,  o r,  a s  G a re t h 

Ca s e  f ro m  R i c o h  p u t  i t :  ‘ H ow  to  ke e p 
w i n n i n g  w h e n  yo u ’re  w i n n i n g ’ .”

S H A N E  R E D D I N G ,  

P r opol is  Hive  expe r t ,  

S t ra te gy  & Ev olut ion   
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In  order  to  organise  th e  th o ugh ts  o f  th e  s e nio r 
B2B marketers  we inte r v iewe d,  and a ls o  to  e ns ure 
that  they  a lso  th ink  o uts ide  o f  th e  pure  m ar ke t ing 
context  when necess ar y,  we  de s igne d th is  l i s t  o f  s i x 
parameters  o f  change  as  a  bas is  fo r  th e  d is c uss i ons:

1 . 	 The of fer ing

2 . 	 The target  marke ts 

3 . 	 The brand

4 . 	 The ro le  of  mar ke t ing

5 . 	 The buyers

6 . 	 The engageme nt

 

2 . 1  T H E  O F F E R I N G

Some B2B product s  h ave  now  be c o m e  fu l ly 
redundant,  or  dem and h as  dr ie d-up fo r  th e m .  The 
reta i l ,  hospi ta l i ty,  t rave l  and le is ure  s e c to rs  h ave 
been par t icu lar ly  a f fe c te d,  and th e re  h as  be e n a 
great  need to  quick ly  innovate  new  re ve nue  s t reams 
which are  better  adapte d to  c h ange d c us to m e r 
needs.  In  other  secto rs ,  brand new  m ar ke ts  fo r 
ex is t ing products  we re  c re ate d ove r n igh t  ( i .e. 
personal  protect ive  e quipm e nt ) .

The marketers  we ta lke d to  we re  a l l  de e ply  invol ved 
in  t rack ing these ch ange s  in  th e i r  m ar ke ts .  

S E C T I O N  2

T h e  s i x  p a ra m e t e rs  o f  c h a n g e     

“ To  c re a te  d i f f e re n t i a t i o n 
i n  o u r  o f f e r i n g ,  u n d e r ta k i n g 

a n a l ys i s  f ro m  a  p ro d u c t ,  s a l e s 
a n d  b ra n d  a p p e a l  p e rs p e c t i ve 

we re  i m p o r ta n t .  M a r ke t i n g 
l e d  t h e  p ro c e ss  to  u n d e rs ta n d 

w h a t  t h e  n ew  o p p o r t u n i t i e s 
we re,  s o  we  c o u l d  t h e n  b u i l d  

a  p l a n  to  c a p i ta l i s e  o n  t h e m .”

O L I V E R  P I L G E R S T O R F E R ,  

C MO, I F S  

Fo r  I FS ,  th ei r  t r a ns fo r m at i o n  b eg a n 

b e fo r e  th e  p a n dem i c ,  s o  th ei r 

t r a ns fo r m at i o n  was  s e l f - a c t u ated , 

a n d  n o t  i mp a c ted  by  Cov i d -1 9.
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In  developing thos e  plans ,  m ar ke te rs  w o uld w ork 
c losely  wi th  thei r  pe e rs  in  o th e r  de par tm e nts  to 
dr ive  what  i s  perhaps  a  brand-new  o f fe r ing.

John Kerr,  market ing di re c to r,  Re l ianc e  W o r ldw id e 
Corporat ion:  “ M a r ke t i n g  h a s  a  ve r y  ke y  ro l e  to 
p l a y.  We  wo r k  w i t h  o t h e r  g ro u p s ,  f ro m  t h e  o bv i o u s 
o n e s  l i ke  s a l e s  a n d  c u s to m e r  s e r v i c e,  b u t  a l s o  i n 
n ew  p ro d u c t  d e ve l o p m e n t ,  w h e re  we  s h a re  m a r ke t 
re s e a rc h  o n  a  n ew  p ro d u c t  d e ve l o p m e n t  p ro c e ss . 
S o,  i t ’s  n o  l o n g e r  a  c a s e  o f  ‘ Le t ’s  f i n d  a  p ro d u c t 
t h a t  we  c a n  m a ke  a n d  b r i n g  i t  to  m a r ke t .’  I t ’s 
‘ W h a t  d o e s  t h e  c u s to m e r  a c t u a l l y  wa n t ?  A n d  w h a t 
d o  t h e y  wa n t  to  d o  w i t h  t h a t ? ’ ” 

Some leaders  repor te d th at  th e i r  m ar ke t  ins igh t s 
were  a lso  s teer ing c h ange s  in  th e  ove ra l l  bus iness 
s t ra tegy  of  the i r  or ganis at io n.

Andrew Colwel l ,  m ar ke t ing di re c to r,  F le e ts o lve: 
“ I  t h i n k  t h a t ,  p e r h a p s  m o re  t h a n  e ve r  b e c a u s e  o f 
Cov i d ,  m a r ke t i n g ,  a s  a  d i s c i p l i n e,  h a s  c o m e  to  t h e 
f o re f ro n t  o f  a  l o t  o f  b u s i n e ss e s  a n d  h a s  l e d  a  l o t  o f 
t h e  c h a n g e.  A s  a  s u p p l i e r  to  d i f f e re n t  s e c to rs  a n d 
b u s i n e ss  t y p e s ,  we  n e e d  to  u n d e rs ta n d  h ow  t h e i r 
b u s i n e ss e s  a re  a f f e c te d  a n d  a d a p t  a c c o rd i n g l y. 
Yo u  c a n  h a rd l y  s a y :  ‘ Lo o k ,  we  d o n ’t  re a l l y  c a re 
w h a t ’s  h a p p e n e d  w i t h  yo u .  T h i s  i s  o u r  p ro d u c t , 
i t  c o s t s  t h i s  m u c h ,  a n d  yo u  n e e d  to  h a ve  i t .’  Yo u 
n e e d  to  c h a n g e  w i t h  yo u r  c u s to m e rs .”

A larger  d ig i ta l  bus ine ss  t rans fo r m at io n a f fe c t ing 
many sectors,  and ac c e le rate d by  th e  C ovid-19 
cr is i s ,  i s  that  produc t -bas e d bus ine ss e s  are 
becoming serv ice  pr ov ide rs .  Th e s e  o r ganis at io ns 
are  t rans forming to  a  re c ur r ing re ve nue  m o de l , 
which a f fects  a l l  as pe c ts  o f  th e  c o m pany.  Th e 
c lass ica l  example  i s  th e  c o nve rs io n o f  s o f tw are 
vendors  to  sof tware -as -a -s e r v ic e  (S aaS )  pr ov iders, 
but  th is  change is  a ls o  appare nt  in  o th e r  B 2 B 
sectors,  inc luding m anufac te re rs  o f  m ul t i -m i l l ion-
pound equipment  ass e ts  l ike  a i rc ra f t -e ngine s . 

Cl ear l y,  market i ng and  se l l i ng a  serv i ce  b ased 
u p on t i me-b ased  su b scr i p t i ons  i s  t ot a l l y  d i f ferent 
t han market i ng p rod u ct s  for  a  one-of f  sa l es 
t ransact i on.  T he overa l l  cu st omer  engagement 
l i fecyc l e  i s  l onger;  t he  d eci s i on  cr i t i er i a  for 
b u yers  are  d i f ferent ;  t he  as -a -serv i ce  b enef i t s  to 
b e commu ni cated  are  d i f ferent  t han t he  p rod uct 
b enef i t s ;  and  t he  ro l es  of  market i ng and  sa l es  have 
a l so  changed .   

2 . 2  T H E  T A R G E T  M A R K E T S  

T he geograp hy of  b u s i ness  has  b een one of  t he 
b i ggest  sh i f t s  t hat  now chal l enges  b u s i nesses.  
P l anni ng p ost -Covi d -1 9,  many sect ors  wi l l  want 
t o  make s i gni f i cant  changes  i n  t hei r  su p p l y -chain 
s t ru ct u re  b ecau se of  t he  geop ol i t i ca l  d ep end encies 
t hat  were  ex p osed .  T hese cons i d erat i ons  have 
t aken u p  a  more v i t a l  ro l e,  and  some of  t hese 
changes  may even b e mand ated  b y  government 
and /or  comp l i ance regu l at i ons.

Demand  for  many B2B i nteract i ons  and  even 
sol u t i on  d el i very  has  sh i f ted  f rom of f i ce  b u i l d ings 
t o  home of f i ces.  T h i s  has  changed  t he B2B 
market i ng and  sa l es  i n teract i on  d ramat i ca l l y.  I t  a lso 
ex p oses  new b u yer  ex p ect at i ons  i n  terms of  s ty le 
and  t one.  T he resu l t  o f  t hese  d i scu ss i ons  were 
of ten  new p rod u ct s  or  new market i ng p rogrammes 
d evel op ed  rap i d l y.

Kate  Cox ,  CMO, Moneyp enny:  “ We  re c o g n i s e d  t h a t 
l a rg e r  e n te r p r i s e s  n e e d e d  m o re  h e l p  w i t h  t h e i r 
c a l l  a n d  l i ve  c h a t  s o l u t i o n s  a s  t h e y  we re  m o re 
d e p e n d e n t  o n  t h e  o f f i c e  s t r u c t u re  to  wo r k .  S o,  we 
f o c u s e d  o u r  p ro d u c t  i n n ov a t i o n  ro a d m a p  o n  t h i s 
c u s to m e r  g ro u p  a n d  ta rg e te d  t h e m  w i t h  m a r ke t i n g 
t h ro u g h  c o n te n t ,  s o c i a l  a n d  e m a i l ,  a l o n g s i d e 
b ro a d c a s t  m e d i a  c h a n n e l s  s u c h  a s  ra d i o  a n d 
n ews p a p e rs .” 
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Another  e lement  of  th e  ge o graphy  o f  bus ine ss 
i s  the  locat ion  of  th e  tar ge t  buye rs .  No t  o nly 
have of f ices  been c lo s e d,  but  o th e r  fac e - to - fac e 
meet ing opportuni t ie s  we re  a ls o  c ur ta i le d,  s uc h as 
conferences  and t rade  s h ows .  Th is  radic a l  c h ange i n 
locat ion  of  the  targ e t  buye rs  ne e ds  an  appr o pr i ate 
response in  the  deplo ye d m ar ke t ing c h anne ls .  

John Kerr :  “A  t ra d i t i o n a l  p l u m b e r  wo u l d  b e  l o o k i n g 
a t  p r i n t  m a g a z i n e s  a n d  g o i n g  to  ex h i b i t i o n s .  N ow, 
h owe ve r,  m a ny  h a ve  sw i tc h e d  to  o n l i n e  re s e a rc h 
to  f i n d  n ew  p ro d u c t s  a n d  s e r v i c e s ,  m e a n i n g  o n l i n e 
re v i ews  a re  b e c o m i n g  m o re  c r i t i c a l  i n  t h e  d e c i s i o n 
m a k i n g  p ro c e ss .  T h i s  m e a n s  t h a t  h ow  we  p o s i t i o n 
o u rs e l ve s  o n l i n e  h a s  d ra s t i c a l l y  c h a n g e d ,  e ve n 
t h o u g h  we’re  ta rg e t i n g  t h e  s a m e  c u s to m e rs .”

B2B companies  are  a ls o  d is c ove r ing th at  th e i r 
market  i s  not  as  secure  as  i t  o nc e  w as ,  as  th e re 
are  fewer  barr iers  to  e ntr y  fo r  new  c o m pe t i t io n.  In 
fact ,  in  a  fu l ly -d ig i t a l  w o r ld,  c h o ic e  i s  e as ie r  th an 
ever  for  buyers.  Th is  ra is e s  th e  que s t io n:  h ow  do 
B2B marketers  ensure  th at  th e i r  o f fe r ing h as  th e 
potent ia l  to  be pos i t io ne d as  th e  brand o f  c h o ice  i n 
i t s  chosen market (s)?  

A l l  o f  the  above means  th at  m ar ke t ing is  h e lp ing 
bus iness  execut ives  m ake  s t ra te gic  de c is io ns  abou t 
the  needs  of  the i r  ta r ge t  m ar ke ts  o n a  re gular  bas i s . 

S imon Rus l ing,  par tne r  and h e ad o f  m ar ke t ing, 
Barnett  Waddingham :  “ U l t i m a te l y,  t h e 
t ra n s f o r m a t i o n  p ro g ra m m e  o r  o u r  s t ra te g y  i s 
d r i ve n  b y  o u r  m a n a g e m e n t  b o a rd ,  b u t  we  f e e d 
i n to  t h a t .  We  p rov i d e  t h e m  w i t h  u p d a te s  a ro u n d 
w h a t ’s  h a p p e n i n g  ex te r n a l l y,  w h a t  o t h e rs  a re 
d o i n g ,  b u t  a l s o  w h a t  c l i e n t s  a re  a s k i n g  u s  f o r.”

2 . 3  T H E  B R A N D :  W H A T  I S  I T  N O W ?  

T he i mp ort ance of  t he  cu st omer  ex p er i ence (CX) , 
regard l ess  of  channel ,  seems t o  have crep t  u p on 
most  B2B comp ani es.  T he ex p ected  CX,  p l u s  the 
ex p er i ence d el i vered  d u r i ng p erson- t o-p erson 
meet i ngs,  wi t h i n  b u s i ness  corresp ond ence,  and 
across  a l l  d i g i t a l  commu ni cat i on,  i s  c l osel y  l i nked 
t o  a  comp any’s  b rand .  Savvy  marketers  are  ab le  to 
t race t hese changes  and  react  accord i ngl y.  

S i mon Ru s l i ng:  “ I t ’s  a n  e vo l u t i o n .  We’re  n o t 
r i p p i n g  t h e  o l d  t h i n g  u p  a n d  t h row i n g  i t  a wa y,  a n d 
s ta r t i n g  w i t h  a  b l a n k  s h e e t  o f  p a p e r,  b u t  we  k n ow 
t h a t  t h e  wo r l d  i s  s i g n i f i c a n t l y  d i f f e re n t  t wo  ye a rs 
o n ,  a n d  o u r  c l i e n t s  a re  s i g n i f i c a n t l y  d i f f e re n t .  We 
n e e d  to  m a ke  s u re  t h a t  o u r  b ra n d  i s  re s o n a t i n g .”

T he b rand  p romi se  set s  t he  ex p ect at i on,  and  that 
p romi se  mu st  b e ev i d ent  end -t o-end  across  t he 
ent i re  cu st omer  l i fecyc l e.  In  ad d i t i on,  t he  d es i red 
b rand  p u rp ose i n  most  B2B sect ors  has  a l so 
changed  p ercep t i b l y,  wi t h  b u yers  l ooki ng for  more 
honest y,  t ransp arency,  hel p fu l ness,  ex p er i ence, 
b el i e f  and  re f l ect i on.

And rew Col wel l :  “ I n  D e c e m b e r  2 0 2 0,  we 
re b ra n d e d  t h e  b u s i n e ss  c o m p l e te l y :  m o re  c o n te n t ; 
b e tte r  s u r f a c i n g  o f  i n f o r m a t i o n ;  a  m o re  h u m a n i s e d 
b ra n d ;  a n d  a  l o t  m o re  s to r y te l l i n g .  T h e re’s  n ow 
m o re  c u s to m e r  l e ve ra g e  a n d  a  n ew  w i l l i n g n e ss 
to  g e t  i nvo l ve d  i n  i ss u e s  t h a t  a  l o t  o f  p e o p l e  s hy 
a wa y  f ro m .” 

7   S E C T I O N  2
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Brand is  o f ten  though t  o f  as  a  m ar ke t ing s pe c ia l i sm, 
but ,  as  wi th  CX des ign,  th is  i s  de l ive re d by 
s takeholders  through o ut  th e  c o m pany. 

Rossa  Shanks,  CMO, ISTA RI :  “ I f  yo u ’re  ta l k i n g 
a b o u t  a  p ro d u c t ,  t h e re’s  o n l y  s o  m a ny  wa ys  yo u 
c a n  d i f f e re n t i a te  t h e  s e r v i c e.  A n d  t h e  i n e v i ta b i l i t y 
o f  p a r i t y  a n d  c o m m o d i t i s a t i o n  o f  p ro d u c t s  a n d 
s e r v i c e s  e l e v a te s  t h e  i m p o r ta n c e  o f  d i f f e re n t i a t i o n 
t h ro u g h  o t h e r  m e a n s .  I  t h i n k  t h e  s to r y  m a tte rs ; 
p u r p o s e  m a tte rs .  B u t  i t  m u s t  b e  g e n u i n e  a n d 
a u t h e n t i c ,  n o t  j u s t  s o m e  s o r t  o f  m a r ke t i n g  f l u f f.  I t 
h a s  to  b e  p re s e n t  t h ro u g h  t h e  D N A  o f  a  c o m p a ny 
b e yo n d  j u s t  m a r ke t i n g .”

Market ing,  therefo re,  i s  o f te n  in  a  le ade rs h ip  r o l e 
when i t  comes to  c o m m unic at ing inte r na l ly,  as  wel l 
as  externa l ly.  

Lucy  Steers,  par tner  and h e ad o f  brand,  Hy m ans 
Roberston:  “ B u t  a l l  o f  t h o s e  ke y  t h e m e s  t h a t  s i t 
a t  t h a t  c o r p o ra te  o r  ‘o n e  f i r m ’  l e ve l  ve r y  m u c h 
t h e n  f e e d  i n to  a l l  o f  o u r  p ro p o s i t i o n s  i n  a l l  ta rg e t 
m a r ke t s .  I  re c e n t l y  s a i d  to  a  c o l l e a g u e :  ‘ I  f e e l  l i ke 
i t ’s  l i ke  a  c o n s ta n t  g a m e  o f  d o t - to - d o t  –  j o i n i n g  u p 
p e o p l e  a ro u n d  t h e  b u s i n e ss .’  B u t  t h a t ’s  n e c e ss a r y ! 
T h e re’s  n o  p o i n t  h a v i n g  a  p u r p o s e  a n d  a  s e t  o f 
b ra n d  m e ss a g i n g  t h a t ’s  s e p a ra te  a n d  d i s t i n c t . 
I f  t h e  p ro p o s i t i o n s  a n d  m a r ke t s  te a m s  we n t  a n d 
d i d  t h e i r  ow n  t h i n g ,  t h e y  wo u l d  c o m e  u p  w i t h 
c a m p a i g n s  t h a t  a re  a t  o d d s  w i t h  e ve r y t h i n g  e l s e.”

In  a l most  every  B2B organi sat i on,  market i ng’s  
l ead -generat i on  ou t p u t  i s  now b ei ng cons i d ered 
a  l ess  cr i t i ca l  b u s i ness  cont r i b u t i on.  T he b u s i ness 
now va l u es  ongoi ng re l at i onshi p s  wi t h  cu st omers 
over  a  l onger  l i fecyc l e  as  mu ch more i mp ort ant  than 
feed i ng l ead s  t o  sa l es.  Engagement  market i ng has 
ga i ned  a  new emp has i s  as  t he  l ong-term engi ne of 
growt h.  T he t rans format i on i s  comp ou nd ed  b y  a 
rea l  sh i f t  i n  p reference for  ecommerce i nteract ions 
b y  B2B b u yers.

And rew Col wel l :  “ M a r ke t i n g  i s  n ow  t wo  t h i n g s . 
O n e,  i t ’s  b e i n g  s e e n  a s  c e n t ra l  to  b u s i n e ss 
t ra n s f o r m a t i o n  s u c c e ss ,  b u t  a l s o,  i t ’s  b e c o m e 
ve r y  m u c h  m o re  a l i g n e d  w i t h  o t h e r  f u n c t i o n s , 
s u c h  a s  s a l e s ,  b u t  a l s o  w i t h  p e r h a p s  l e ss  o bv i o u s 
f u n c t i o n s ,  s u c h  a s  H R .”

Trad i t i onal l y,  i n  B2B,  t he  ‘p r i mary  ownershi p’  o f 
a  cu st omer  had  of ten  sat  wi t h  sa l es.  T h i s  has  now 
shi f ted  as  market i ng t akes  ad vant age of  more 
d at a  i ns i ght s  and  d ep l oys  more ad vanced  d i gi ta l 
technol ogi es.  T h i s  i s  a  s i gni f i cant  p ower  sh i f t  that 
was  h i ghl i ghted  b y  Covi d -1 9,  when se l l ers  could 
not  v i s i t  cu st omers  and  t herefore  b ecame more 
d ep end ent  on d i g i t a l  market i ng p rogrammes.  Those 
marketers  who ass i s ted  se l l ers  wi t h  t hei r  cu st omer 
i ns i ght s  d at a  have noted  t hat  t h i s  sh i f t  has  a l so 
b een b road l y  accep ted  b y  sa l es  execu t i ves. 

Amy Wi l l i ams,  head  of  market i ng,  N HS Prop erty 
Serv i ces:  “ M a r ke t i n g  i s  p l a y i n g  a  b i g g e r  ro l e  i n 
o f f e r i n g  s t ra te g y  a n d  f o r wa rd  p l a n n i n g ,  b a s e d 
o n  t h e  h u g e  a m o u n t  o f  d a ta  a n d  i n s i g h t  we 
h a ve  a t  o u r  f i n g e rs  t i p s  a n d  o u r  n a t u ra l  b i a s 
towa rd s  f o r wa rd  t h i n k i n g .  We’re  i n  t h e  p ro c e ss 
o f  c h a n g i n g  h ow  we  wo r k  w i t h  t h e  b u s i n e ss  b y 
o f f e r i n g  m o re  i n s i g h t ,  d a ta  a n d  s t ra te g i c  a d v i c e 
t h a n  e ve r  b e f o re.” 

8   S E C T I O N  2

2 . 4  M A R K E T I N G ’ S  R O L E  N E E D S 

R E D E F I N I N G
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Market ing is  a lso  h e lping s a le s  in  o th e r  w ays .

Not  only  i s  the  a l ignm e nt  be twe e n m ar ke t ing 
and sa les  being new ly  de f ine d,  th e  ove ra l l  r o le 
of  market ing in  the  c o m pany  i s  unde r  re v iew  in 
many organisat ions. 

Toni  A l len,  execut ive  d i re c to r  –  in te r nat io nal , 
s t ra tegic  market ing & e ngage m e nt,  Ins t i tut io n  of 
Engineer ing and Tec h no lo gy  ( IE T) :  “ T h e  b u s i n e ss 
i s  s ta r t i n g  to  s e e  m a r ke t i n g  i n  a  l e a d i n g  ro l e  – 
t h e  ‘ b ra i n s  o f  t h e  b u s i n e ss .’  We  a re  t h e  c e n t re 
o f  exc e l l e n c e  to  c o m e  to  f o r  a ny t h i n g  a b o u t  t h e 
m a r ke t ,  to  u n d e rs ta n d i n g  c u s to m e rs  b e tte r,  o r 
m o d e l l i n g  n ew  o f f e r i n g s  i n  c e r ta i n  m a r ke t s .”

Rossa  Shanks:  “ I  t h i n k  m a r ke t i n g  h a s  to  i n f i l t ra te 
e ve r y  a re a  o f  a  c o m p a ny  a n d  b e  t h e  c o n n e c t i ve 
t i ss u e.  T h a t  e ve n  m e a n s  wo r k i n g  w i t h  H R  to  e n s u re 
t h a t  w h e n  p e o p l e  a re  b e i n g  o n b o a rd e d ,  t h e y 
l e a r n  a b o u t  t h e  b ra n d  a n d  m a r ke t i n g  s t ra te g y 
s t ra i g h t  a wa y,  re g a rd l e ss  o f  w h e re  t h e y  wo r k .”

A maj or  change d u r i ng t he  p and emi c  has  b een 
t he  i ncreas i ng p op u l ar i t y  o f  work i ng f rom home. 
At  f i rs t  mand ated  and  necessary  b ecau se of 
p and emi c  rest r i c t i ons,  home of f i ces  have b ecome 
t he p refer red  way  of  work i ng i n  many B2B sectors. 
At  b est ,  t hese  b u s i nesses  wi l l  reach a  p oi nt  where 
work i ng f rom home i s  cons i d ered  j u st  as  i mp ortant 
as  b ei ng i n  t he  of f i ce.

T he consequ ence? Wel l ,  b u s i nessp eop l e  are  now 
accu st omed  t o  consu mer- l i ke  ex p er i ences  and 
nat u ra l l y  p refer  t hem.  T hey  are  ad ep t  a t  ord er ing 
good s onl i ne  and  t ak i ng d el i ver i es,  and  so  t hey 
ex p ect  u ser  i n ter faces  on ecommerce and  ot her 
b u s i ness  systems t hat  match t hei r  p r i vate  d i g i ta l 
ex p er i ences.  Many of  t he  seni or  marketers  we 
i nterv i ewed  have b een moni t or i ng t hese changed 
ex p ect at i ons  c l osel y,  b ecau se i t  a f fect s  a l l  e l ements 
of  market i ng p l anni ng.  

Lu cy  Steers:  “ T h e  wo r l d  we  l i ve  i n  h a s  c h a n g e d 
s o  m u c h .  W h a t  m o t i v a te s  p e o p l e?  W h e re  d o  t h e y 
wa n t  to  g e t  t h e i r  i n f o r m a t i o n  f ro m?  H ow  d o  t h e y 
wa n t  to  i n te ra c t  w i t h  yo u  a s  a  b u s i n e ss?  We  re a l l y 
n e e d  to  m a i n ta i n  a n  u p - to - d a te  p i c t u re  o f  o u r 
ta rg e t  a u d i e n c e s  m o re  t h a n  e ve r  b e f o re.”

The more dramatic  change is  that  buyers  
now real ise the value of  conduct ing their  own 
digita l  research and l imit ing sales cal ls  to an 
agenda-driven video-conference.  Research in 
the McKinsey ‘Omnichannel  in  B2B sales’  report 
conf i rms that  two-thirds of  B2B buyers  now prefer 
remote human interact ions or  digita l  sel f -service 
across a l l  phases of  the buying process.  Onsite 
v is i ts  wi l l  be reintroduced post-Covid,  but  they  
wi l l  play a  smal ler  role in  B2B negotiat ion and 
buying in  the future.  Al l  this  wi l l  cause fundamental 
changes in  the ski l lsets  and contr ibut ion now 
required of  sel lers.  

“ We  h a ve  l e d  s e ve ra l 
t ra i n i n g  s e ss i o n s  w i t h  t h e 

s a l e s  te a m s  o n  h ow  to 
u s e  s o c i a l  m e d i a .  T h e i r 

m e ss a g e s  [o n  s o c i a l  m e d i a ] 
a re  s o  m u c h  m o re  p owe r f u l 
a n d  re s o n a te  m o re  t h a n  a 

c o m p a ny  m e ss a g e.”

J O H N  K E R R

2 . 5  T H E  B U Y E R S  A R E  B E H A V I N G 

D I F F E R E N T L Y
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Andrew Colwel l :  “ I  t h i n k  t h a t ’s  a  re a l  f u n d a m e n ta l 
c h a n g e,  b e c a u s e,  a s  a  b u s i n e ss ,  yo u ’ve  g o t  to 
u n d e rs ta n d  w h a t  yo u r  m a r ke t ’s  d o i n g .  B u ye r 
p re f e re n c e s  h a ve  a  m a j o r  i m p a c t  o n  h ow  yo u  s e t 
yo u rs e l f  u p  a s  a  b u s i n e ss ,  a n d  o p e ra t i o n a l l y  h ow 
yo u  d e l i ve r.  I  wo u l d  e ve n  s a y  t h a t  t h e  c h a n g e 
i n  b u ye rs  h a s  a f f e c te d  n o t  o n l y  t h e  m a r ke t i n g 
s t ra te g y,  b u t  a l s o  o u r  ove ra l l  b u s i n e ss  s t ra te g y.”

 
 
The advent  o f  d ig i ta l  m ar ke t ing and th e  inc re as i ng 
use  of  d ig i ta l  p la t fo r m s  to  s uppo r t  m e e t ings 
has  in t roduced chal le nge s  be y o nd th e  m o re 
s tandard sa les  enab le m e nt  func t io n.  S e ve ra l  s a l es 
enablement  p lat for m s  c an now  s uppo r t  v i r tua l 
rea l i ty  presentat ions  to  s uppo r t  de m o s  o f  pr o posed 
factory  layouts,  new  m ac h ine  to o ls  o r  pr o duc t ion 
processes.  The mundane  pr o po s al  pre s e ntat io n  has 
a lso  been dig i ta l i se d to  s o m e  exte nt .

Danie l le  Regan,  gro up m ar ke t ing and 
communicat ions  d i re c to r,  M ac e :  “ I n  t h e  b i d 
p ro c e ss ,  we’re  l o o k i n g  a t  h ow  to  c re a te  a 
b e tte r  c u s to m e r  ex p e r i e n c e.  W h e n  we  i n te r v i ew 
f o r  p ro j e c t s ,  we  c o n s i d e r  h ow  we  c a n  o f f e r  a 
c o l l a b o ra t i ve  s p a c e  o n l i n e,  ra t h e r  t h a n  j u s t  a 
v i d e o  c o n f e re n c e  –  s o m e t h i n g  t h a t  i s  m u c h  m o re 
i n te ra c t i ve,  a n d  m o re  o f  a n  ‘ex p e r i e n c e’ .  H ow 
c a n  we  d i f f e re n t i a te  i t  f ro m  a  v i r t u a l  m e e t i n g 
i n to  s o m e t h i n g  t h a t ’s  a  b i t  m o re  ex p e r i e n t i a l ? ” 

B2B has  a lso  been a f fe c te d by  th e  inc re as ing 
in f luence of  word-of -m o uth  (v iva  vo c e) 
market ing,  communi ty  d is c uss io ns ,  and e ve n 
socia l  media  comme ntar y  abo ut  pr o duc t  and 
brands.  Th is  i s  a  phe no m e no n know n to  be 
common in  consum e r  m ar ke t ing,  but  i s  now  a 
s igni f icant  factor  in  B 2 B  as  we l l . 

Kate  Cox :  “ We  h a ve  f o u n d  t h a t  t h e  a d d i t i o n  o f 
a  m a n a g e d  l i ve  c h a t  o n  o u r  we b s i te,  a s  we l l  a s 
c a l l  b a c k  w i d g e t s  to  p ro m p t  p h o n e  c a l l s ,  h a s 
l e d  to  a  b e tte r  c o nve rs i o n  ra te  a n d  ex p e r i e n c e 
f o r  t h e  c u s to m e r.  H a v i n g  re a l  p e o p l e  o n  h a n d 
a n d  e n g a g i n g  w i t h  p ro s p e c t s  i s  t h e  q u i c ke s t 
wa y  to  u n d e rs ta n d  c u s to m e r  n e e d s  a n d 
re s p o n d  a c c o rd i n g l y.” 

T he c l ass i ca l  b u s i ness  i n teract i on  has  now changed 
p ermanent l y.  From p hys i ca l  t o  v i r t u a l /d i gi t a l ;  f rom 
formal  t o  i n formal ;  f rom t argeted  t o  op p ort u nis t ic ; 
and  f rom l ocal  t o  b ou nd ary l ess. 

2 . 6  F R O M  B U Y I N G / S E L L I N G  

T O  E N G A G I N G

“ I  t h i n k  i t ’s  a l s o  l e ve l l e d  t h e 
p l a y i n g  f i e l d  i n  te r m s  o f  h ow 

m a ny  p e o p l e  yo u  c a n  ta l k 
to.  Yo u ’re  n o t  t ra ve l l i n g ,  a n d 
l o c a t i o n  a n d  t i m e  d i f f e re n c e s 
d o n ’t  m a tte r  a s  m u c h .  I t  a l s o 

o p e n s  u p  p o ss i b i l i t i e s  o f  p e r h a p s 
f i n d i n g  c l i e n t s  i n  ra n d o m  p l a c e s 

b e c a u s e  v i r t u a l  e ve n t s  a re 
a c c e ss i b l e  a ro u n d  t h e  wo r l d .  A n d 

I  t h i n k  t h e  p e rs o n a l  s t u f f,  s u c h 
a s  t h e  l a c k  o f  b u s i n e ss  a tt i re,  o r 
c e r ta i n l y  a  d e c re a s e,  h a s  a d d e d 

s o m e  i n f o r m a l i t y  w h e re  t h e re 
m i g h t  h a ve  b e e n  f o r m a l i t y.”

R O S S A  S H A N K S
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The dig i ta l  market i ng to  addre ss  th is ,  p lus  a l l 
the  r i s ing expectat io ns  do c um e nte d above, 
requi res  more than jus t  a  we bs i te  re vam p.  I t 
i s  now t ime to  re f lec t  o n  th e  e nt i re  s ty le  and 
purpose of  market i ng.  

In  many B2B marke t ing te am s ,  agi l i ty  i s  us ur ping 
sequent ia l  market ing pr o c e ss e s ,  jus t  as  th e 
water fa l l  or  funnel  h as  be e n re plac e d by  th e 
buyer  cyc lone.  Long m ar ke t ing c am paigns  now 
seem outdated and i r re le vant  w h e n th e  pac e 
of  change is  so  quic k.  D ur ing th e  pande m ic , 
many marketers  have  fo und th at  th e i r  ‘a lw ays -
on’  campaigns  enable d by  auto m at io n we re 
more of  a  burden t h an an  ass e t  in  a  c r i s i s 
when you needed to  tur n  o f f  c e r ta in  ty pe s  o f 
communicat ion  s t re am s  quic k ly  (pr o m o t io nal 
language,  for  ins tanc e) .  A l l  budge t  c y c le s  in 
the  future  wi l l  be  unde r  in te ns e  pre ss ure  to  be 
able  to  respond qu ic k ly  to  new  rapid  de c is io n 
processes  on the  cus to m e r  s ide.  A gain,  th e 
customer  exper ienc e  is  now  (a lm o s t )  e ve r y th ing .
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S E C T I O N  3

A ss u m i n g  l e a d e rs h i p  
a s  a  m a r k e t e r

“ D i g i ta l i s a t i o n  a f f e c t s  e ve r y  a s p e c t  o f  a  f i r m ’s 
b u s i n e ss  m o d e l :  f ro m  f ro n t - e n d  to  b a c k- o f f i c e ; 
f ro m  h ow  f i r m s  c re a te  v a l u e  f o r  t h e i r  c u s to m e rs  to 
h ow  t h e y  c a p t u re  v a l u e.  A n d  d o i n g  s o  c a n  re s h a p e 
e ve r y  f a c e t  o f  t h e  f i r m .  By  a d a p t i n g  t h e i r  b u s i n e ss 
m o d e l s  to  t h e  p o ss i b i l i t i e s  o f  te c h n o l o g y,  f i r m s 
a re  f a c i n g  a n  a c c e l e ra t i n g  t ra n s f o r m a t i o n  o f  t h e i r 
a c t i v i t i e s ,  o f f e r i n g  n ew  o p p o r t u n i t i e s  f o r  ‘o u t - o f -
t h e - b ox ’  d e ve l o p m e n t  o f  n ew  p ro c e ss e s  a n d  to o l s , 
w h i c h  e f f e c t i ve l y  c h a l l e n g e  d e e p l y  e n g ra i n e d 
f u n c t i o n a l  s i l o - b a s e d  t h i n k i n g .”

I  d o not  c l a i m t o  know what  t he  ‘ r i ght ’  ro l e  of  the 
CMO i s ,  or  how t he fu nct i on of  market i ng should  be 
d ef i ned  i n  you r  b u s i ness.  I  merel y  wi sh  t o  of fer  my 
t hou ght s  or  t a l k i ng p oi nt s ,  i n  ord er  for  you  t o  draw 
you r  own concl u s i ons  and  hel p  you  const ru ct  your 
own ‘ f i t  for  t he  fu t u re’  temp l ate  for  su ccess.  

Whatever  v i s i on  you  have as  t o  market i ng’s  ro le  in 
you r  comp any,  you  s t i l l  need  t o  answer  t hese two 
fu nd ament a l  qu est i ons:

1 . 	 How wi l l  you  l ead  change?

2 . 	 What  s t ru ct u res,  p rocesses  and  systems d o you 
need  i n  p l ace t o  su p p ort  i t ?

As  t imes  change,  so  to o  m us t  m ar ke t ing le ade rs 
in  order  to  remain  re le vant .  I f  th e y  do n’t ,  th e y 
r i sk  the  ro le  of  CMO be c o m ing re dundant.1 W h i l s t 
the  ro le  has  cont inual ly  e vo lve d,  I  now  s e e  far 
greater  d ivers i ty  th an e ve r  be fo re  in  te r m s  o f  w hat 
the  funct ion’s  respo ns ib i l i ty  do e s  and do e s n’t 
encompass  in  d i f fe re nt  B 2 B  o r ganis at io ns  ar o und 
the  g lobe.  However,  i s  th e re  a  ‘ r igh t  answe r ’  as  t o 
what  ro le  a  modern  C M O s h o uld p lay ? 

Some bel ieve  that  m ar ke t ing’s  natura l  e vo lut io n  i s 
to  expand as  an  inte r na l  s e r v ic e  pr ov ide r,  no t  ju s t  t o 
sa les,  but  across  th e  o r ganis at io n,  re pl ic at ing the 
ent i re  customer  arc  o f  in te rac t io ns  w i th  a  bus iness, 
whether  i t s  custom e r  ne e ds  in fo r m ing RnD  and 
product  developm e nt,  to  th e  c us to m e r  expe r ie nce of 
post -sa les  customer  s e r v ic e  and o pe rat io nal  del i very. 

However,  perhaps  th at  v iew  is  a l re ady  o utdate d  and 
not  brave enough? Ins te ad,  s h o uld  C M Os  as pi re  t o 
t rans form market ing into  th e  le ad age nc y  o f  c h ange 
as  both  prof i t  dr ivers  and m anage rs  o f  s t ra te gic 
change? 2 This  appro ac h  is  o ne  th at  i s  e nable d by 
the  adopt ion of  a  ro bus t ,  s c ie nt i f ic  appr o ac h  o f  test -
and- learn  ( fas t ) ,  co uple d w i th  th e  analy t ic a l  dat a-
dr iven decis ion-making th at  d ig i ta l  to o ls  e m power. 

However,  i t  goes  fur th e r  th an th is ,  as  m ar ke t ing  i n 
B2B organisat ions  i s  t rans fo r m ing no t  in  i s o lat ion, 
but  as  par t  o f  what  h as  be e n te r m e d th e  ‘d ig i ta l 
r ipple  e f fect ’ . 3 We ne e d to  unde rs tand o ur  funct i on 
as  par t  o f  the  corporate  w h o le.  A s  Te d M o s e r  put s  i t : 

S H A N E  R E D D I N G , 

P ropol is  Hive  expert ,  

S t rategy  & Evolut ion
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Assess ing where  yo u,  y o ur  c o m pany,  y o ur  c us tomers 
and your  markets  are  to day,  i s  a lw ays  th e  f i rs t  par t 
o f  p lanning for  the  future.  Num e r o us  s t ra te gic 
market ing models  c an  h e lp  us  to  f ram e  o ur 
understanding,  wh e th e r  i t ’s  Pe s t le,  SWOT to  TOWS, 
the  f ive  Cs,  the  Ans o f f  m atr ix ,  Po r te r ’s  f ive  fo rc es,  or 
the  lean market ing c anvas .  Howe ve r,  B2 B  M ar ket i ng 
has  recognised that  a  f ram ew o r k  th at  no t  o nly  a l l ows 
you to  assess  your  c o m pe te nc ie s ,  but  to  unde rst and 
your  matur i ty  comp are d to  o th e r  B2 B  o r ganis at i ons, 
i s  even more va luab le.  Th at ’s  w hy  we’ve  c re ate d t he 
s t ra tegic  market ing c o m pe te nc y  ass e ss m e nt  pr ocess 
(CAP),  which you c an f ind o n page  18 .

So,  i f  you have not  do ne  s o  a l re ady,  take  th e  C AP now. 

3 . 2  L E A D E R S H I P  F I R S T ?

I f  you are  not  curre nt ly  s e e n by  th e  bo ard as 
a  leader  of  change  and be ing as ke d to  dr ive 
s t ra tegic  t rans format io n –  w hy  no t?  I s  i t  th at  th e 
ro le  and funct ion of  m ar ke t ing is  no t  va lue d,  o r  i s 
i t  that  your  own leade rs h ip  s k i l l s  re qui re  h o ning? 
Whichever  i t  i s ,  one  ke y  are a  th at  h igh -pe r fo r m i ng 
leaders  cons is tent ly  de m o ns trate  i s  exc e l le nt 
communicat ion  of  m ar ke t ing’s  v is o n and m iss io n, 
and how these wi l l  s uppo r t  and h e lp  de l ive r  th e 
overarching company  s t ra te gy.

Have you asked yours e l f  i f  i t ’s  t im e  to  s pe nd 
more t ime on your  in te r na l  c o m m unic at io ns  and 
market ing to  s takeho lde rs  ac r o ss  th e  bus ine ss?  What 
ev idence can you s h are  to  h e lp  c h ange  pe rc e pt i ons 
and add va lue  inter na l ly  to  o th e r  func t io ns?  With 
better  d ig i ta l  col labo rat io n  to o ls  ava i lable,  us ing 
these to  d isseminate  us e fu l  in fo r m at io n s h o uld  b e 
bus iness  as  usual .  Howe ve r,  to o  o f te n,  we  fa i l  to 
share  market ing data  and ins igh ts  th at  th e  w ider 
organisat ion  could  us e.

One excel l ent  ex amp l e  of  t h i s  i s  a  CMO of  a  major 
i n ternat i onal  b u s i ness  who rea l i sed  t hat  t he  ABM 
i ns i ght s  t hey  were  gat her i ng for  t hei r  one- t o-one 
p rogrammes had  enormou s  va l u e  b eyond  market ing 
and  sa l es,  and  now form p ar t  o f  t he  mont hl y  b oard 
p ack.  T h i s  enab l es  b oard  d i rect ors  t o  l everage 
d eep  key  c l i ent  i n format i on,  not  j u s t  i n  t hei r  peer -
t o-p eer  conversat i ons,  b u t  t o  i n form st rategi c 
d eci s i ons  t oo.

Ask  you rse l f  whet her  market i ng i s  a l i gned  t o  your 
organi sat i on’s  most  p ress i ng b u s i ness  i ssu es.  I f 
not ,  why not ?  Deep er  and  wi d er  conversat i ons  wi th 
t he  b oard  wi l l  show t hat  you  are  focu sed  on what 
matters  most . 
 

 
Be i ng ab l e  t o  commu ni cate  market i ng’s  v i s i on 
and  p u rp ose i s  essent i a l  for  you r  team t o  fee l  they 
b el ong t o  a  cu l t u re  where  t hey  are  d oi ng meaningfu l 
work  and  feel  ap p reci ated  for  d el i ver i ng i t .  Recent 
research has  d emonst rated  t hat  teams who are 
va l u ed  are  more p rod u ct i ve  and  engaged .  T he 
need  for  emp l oyees  t o  u nd erst and  t he  ‘why’  behind 
t hei r  workd ays  ensu res  t hey  are  a l i gned  t o  t he 
most  i mp ort ant  p r i or i t i es  o f  t he  comp any,  p rov ides 
contex t  and  i n format i on t hat  hel p s  t hem d el i ver 
qu al i t y  work,  and  gi ves  l ead ers  v i s i b i l i t y  i n t o  what 
emp l oyees  are  accomp l i sh i ng. 4

One of  t he  p ai n fu l  l essons  t hat  CMOs have l earnt 
b r i ngi ng i n  new ways  of  work i ng,  esp eci a l l y  d ig i ta l 
market i ng p l at forms,  i s  t o  make su re  t hat  you 
d on’t  overp romi se  and  u nd erd el i ver.  Whi l s t  you 
may have a  v i son of  b ecomi ng a  p rof i t  cent re  for 
t he  b u s i ness,  t hose who a l read y have achi eved 
i t  wi l l  te l l  you  i t  i s  not  a  qu i ck  and  easy  j ou rney. 
One t i p  f rom t he h i ghl y  ex p er i enced  CMO N i ck 
Ead es  (cu rrent l y  CCO at  eConsu l t  Heal t h) ,  who has 
mad e i t  h i s  mi ss i on t o  t rans form market i ng i nt o  a 
measu rab l e,  accou nt ab l e  and  revenu e generat ing 
fu nct i on wherever  he  works,  i s  t o  set  “mi l est ones 
not  mi l l s t ones.”

3 . 1  U N D E R S T A N D  W H E R E  Y O U  

A R E  T O D A Y  A S  A N  O R G A N I S A T I O N 

A N D  A  M A R K E T I N G  F U N C T I O N , 

A N D  Y O U R  R O L E  A S  A  L E A D E R  I N  

T H E  B U S I N E S S

3 . 3  B E  C L E A R  A N D  R E D E F I N E  

T H E  R O L E  O F  M A R K E T I N G  N O W 

A N D  A S  Y O U  T R A N S F O R M 
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The same Adobe res e arc h  s h ows  th at  “ re m o te  work 
has  exposed the  l imi ts  o f  o utdate d te c h no lo gies, 
and workers  are  not ic ing.  To day,  d ig i ta l  w o r ke rs 
expect  the  technolo gie s  th e y  us e  at  w o r k  to  be 
both  up to  date  and f i t  fo r  th e  jo b.  Ne ar ly  a  th i rd 
of  workers  (32%)  say  th e y  h ave  s a id  go o dbye  to  an 
employer  whose tec h  w as  a  bar r ie r  to  th e i r  abi l i t y 
to  do good work.”

With  d ig i ta l  market ing s k i l l s  in  s h o r t  s upply, 
employers  who win  th e  batt le  fo r  ta le nt  w i l l  be 
better  p laced to  be at  th e i r  c o m pe t i to rs  and 
support  bus iness  gr ow th .  C M Os  ne e d m o re  th an 
ever  to  invest  in  the i r  te am s .

Changing the  funct io n o f  m ar ke t ing re qui re s  not 
jus t  a  v ison,  but  d i f fe re nt  te c h no lo gy,  pr o c e ss es 
and sk i l l s  to  del iver  th e  new  w ays  o f  w o r k ing too. 
Do you have the  capabi l i t ie s  to  de l ive r  (pe rs o nal l y ) 
and as  a  team?

3 . 4  A S S E S S  T H E  G A P S

One of  t he  key  p ar t s  o f  any  new st rategi c 
f ramework  i s  t o  assess  where  t he  resou rce gaps 
are  now (and  where  t hey  wi l l  b e  i n  t he  fu t u re)  that 
wi l l  accel erate  or  p revent  su ccess.  Ta l k i ng t o  your 
p eers  i n  Prop ol i s  and  i n  t he  wi d er  B2B market ing 
commu ni t y  who have a l read y gone on t he  same 
j ou rney  wi l l  he l p  you  i d ent i fy  cha l l enges  and  areas 
t hat  wi l l  requ i re  ad d i t i onal  i nvest ment  t hat  you may 
not  have cons i d ered .

T hese i nc l u d e t he  need  t o  b u i l d  more agi l e  teams, 
whose ro l es  can f l ex  a l ong wi t h  d emand .  Some 
comp ani es  d o t h i s  i n terna l l y,  shar i ng resou rces  wi th 
sa l es  or  serv i ce  fu nct i ons,  su ch as  d at a  ana l ysts . 
Ot hers  b u i l d  cap aci t y  u s i ng t hei r  agenci es  t o  test 
new d i gi t a l  market i ng met hod s,  l earn i ng fas t  before 
i nvest i ng i n -hou se i n  t he  t ool s  and  t he  sk i l l s  t o 
d ep l oy  t hem.  Some choose t o  keep  a  very  l ean 
cent ra l  team and  a l ways  ou t sou rce not  j u s t  test ing, 
b u t  ongoi ng d ep l oyment  t o  sp eci a l i s t s .  I s  i t  t i me for 
you  t o  ret h i nk  you r  resou rce b al ance and  s t ru cture?

Und erst and i ng you r  market i ng ecosystem and 
max i mi s i ng i t s  e f f i c i ency  and  ef fect i veness  has 
b ecome a  d r i ver  for  many CMOs as  t he  ro l e 
b ecomes more l i ke  a  cond u ct or,  gett i ng b est 
p er formance ou t  o f  a l l  t he  p l ayers,  no matter 
what  t yp e of  market i ng t hey  are  d oi ng.  Ou r  ro les 
i ncreas i ngl y  sp an b eyond  market i ng,  and  t owards 
orchest rat i ng ot her  p l ayers  across  t he  b u s i ness 
t o  d r i ve  a  b etter  cu st omer  ex p er i ence at  a l l 
t ou chp oi nt s .  T h i s  i s  what  Moser  red ef i nes  as: 

“ In  B2B,  one mi ght  t h i nk  of  ‘ t ot a l  workf l ow 
b enef i t s ’ 5 as  a  mod ern  su ccessor  t o  ‘ t ot a l  cost  o f 
ownershi p .’  I t ’s  how a  new system enab l es  b etter 
f l ow t hat  comp resses  t i me,  i mp roves  cu st omer 
p rod u ct i v i t y,  and  enab l es  i nnovat i ve  ou tcomes…  I n 
a  f l ow  wo r l d ,  a  g re a t  c u s to m e r  b e n e f i t  ex p e r i e n c e 
d e p e n d s  m e a n i n g f u l l y  o n  t h e  c u s to m e r ’s  ow n 
b e h av i o u ra l  c h a n g e  –  a  b l e n d  o f  u s e r  e n g a g e m e n t 
a n d  k n ow - h ow  –  m a k i n g  l i fe c y c l e  m a r ke t i n g 
c r i t i c a l .  T hat ’s  why market i ng need s  t o  v i ew t he 
sa l e  as  t he  s t ar t i ng l i ne,  not  t he  f i n i sh  l i ne,  for  the 
comp any’s  va l u e  p rop osi t i on.”

1 4   S E C T I O N  3
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Last ly,  in  order  to  ke e p ah e ad and be c o m e  a 
better  leader,  how do  y o u ne e d to  c h ange?  M any 
marketers  wi th in  Pr o po l is  c i te  lac k  o f  t im e  as  thei r 
b iggest  cha l lenge.  Our  abi l i ty  as  le ade rs  to  h e lp 
not  jus t  our  teams,  but  a ls o  o urs e lve s ,  to  fo c us  on 
what  matters  most ,  i s  bus ine ss  c r i t ic a l .

Al lowing ourse lves  ‘ th ink ing t im e’  ove r  ‘do ing’ 
or  ‘d i rect ing’  prov ide s  th at  re f le c t ive  s pac e 
and needs  to  be bu i l t  in to  o ur  bus ine ss -as -us ual 
approach to  leading.  A re  we  s pe nding to o  m uch 
t ime on prov id ing answe rs  and no t  as k ing th e 
r ight  quest ions?  One  o f  th e  b igge s t  c h ange s  f r om 
stepping up f rom a  m anage m e nt  r o le  to  th at  o f 
a  market ing leader  i s  to  e ns ure  th at  we  de le gate 
f inding the  answers  and s o lv ing pr o ble m s  to  o thers.

“Di gi t a l  workers  crave  au t onomy and  f reed om when 
d eci d i ng how t o  su p p ort  comp any goal s .  Su ccess fu l 
au t onomy requ i res  comp ani es  t o  sh i f t  f rom a 
h i erarchi ca l  t o  egal i t ar i an  op erat i onal  mod el  –  f rom 
te l l i ng p eop l e  what  t o  d o,  t o  p rov i d i ng context 
so  t hey  can d etermi ne what  need s  t o  b e d one and 
gi v i ng t hem t he ab i l i t y  t o  d o i t .” 6

T hi s  t op -d own,  b ott om-u p  ap p roach t o  l ead ership 
i s  one t hat  has  many fans  and ,  hav i ng ex p er i enced i t 
f i rs t  hand ,  i s  one I  wou l d  recommend  t o  a l l  who wish 
t o  move t hei r  comp ani es  forward  at  p ace.
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3 . 5 .  I N V E S T  I N  Y O U R S E L F  

A N D  B E C O M E  A  B E T T E R  C M O
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Pe ter :  A n d ,  o f  c o u rs e, 
m a r ke t i n g  h a s  te n d e d  to  a d o p t 
t h a t  o r i e n t a t i o n  a s  we l l ,  w h i c h 
h a s  e s t a b l i s h e d  a  m a ss  o f 
m u s c l e  m e m o r y  i n  e ve r y t h i n g 
t h e y  p l a n  a n d  exe c u te. 
H ow  wo u l d  yo u  re c o m m e n d 
t h a t  C M O s  t ra n s fo r m  t h e i r 
o rg a n i s a t i o n s  tow a rd s  a  m o re 
c u s to m e r - c e n t r i c  o rg a n i s a t i o n 
a n d  a p p ro a c h?

I u l i a :  Tr ue market i ng has  a l ways 
be e n abou t  a  d eep  u nd erst and i ng 
o f  th e  c ust omer.  CMOs have an 
ext rao rdi nary  op p ort u ni t y  t o 
fo c us  o n t hat  core  s t rengt h  and 
t r u ly  h e lp  t he  ent i re  organi sat i on 
fo c us  o n t he  cu st omer.  T hat 
do e s  no t  mean creat i ng p rod u ct s 
o r  s e r v ices  t hat  are  i n fer i or  or 
le ss  pr o f i t ab l e.  I t  s i mp l y  means 
ins e r t ing  cu st omer  i ns i ght 
ac r o ss  the  p rod u ct  l i fecyc l e  wi t h 
th e  go al  o f  p rov i d i ng t he  b est 
po ss ib le  cu st omer  ex p er i ence. 
M ar ke t ing i t se l f  can  t rans form 
by  ‘w alk i ng t he  wal k’  o f  u s i ng 
th at  ins ight  t o  d el i ver  more 
tar ge te d ,  p ersonal i sed  cu st omer 
e ngage ment  as  p ar t  o f  t he  
go - to -m arket  p rocess. 

Pe ter :  M o s t  B 2 B  b u s i n e ss e s 
s t a r t  o u t  w i t h  a  s t ro n g  fo c u s 
o n  t h e i r  p ro d u c t s  o r  s e r v i c e s . 
D o  yo u  t h i n k  t h a t  t h i s  i s  a n 
i ss u e  i n  t h e  n ew  wo r l d  o f 
d i g i t a l  m a r ke t i n g  a n d  s e l l i n g , 
a n d ,  i f  s o,  w hy ? 

I u l i a :  A st rong focu s  o n pr o duc ts 
or  serv ices  can be an  i ss ue  i f  th e 
product/serv ice  de s ign i s  do ne 
wi th out  a  deep unde rs tanding 
of  the  customer  ne e ds ,  w ants 
and behaviours.  Th e  new  w o r ld 
of  d ig i ta l  market ing  and s e l l ing 
has  deepened the expe c tat io n 
f rom B2B customers  to  f ind 
products  and serv ic e s  th at  c le ar ly 
meet  thei r  needs,  but  i t  h as  a ls o 
prov ided plenty  of  o ppo r tuni t ie s 
to  obta in  more re l iable  ins igh t 
in to  those needs  and be h avio urs 
and feed that  ins igh t  bac k  into  th e 
product  developm e nt  pr o c e ss . 
The sweet  spot  i s  u l t im ate ly  o ne 
of  va lue  exchange be twe e n th e 
customer  and the  p r o duc t. 

Pe ter :  O u r  re s e a rc h  s h ows 
t h a t  b ra n d  h a s  n ow  b e c o m e 
a  c r i t i c a l  fa c to r  fo r  B 2 B 
o rg a n i s a t i o n s .  A s  b ra n d ,  l e t 
a l o n e  c u s to m e r  ex p e r i e n c e, 
i s  c o m m u n i c a te d  b y  m a ny 
d e p a r t m e n t s  i n  a  c o m p a ny 
(s a l e s ,  s e r v i c e,  d e s i g n ,  e tc) , 
h ow  d o  yo u  s e e  m a r ke t i n g ’s 
ro l e  w i t h i n  t h i s  e vo l v i n g  i n  t h e 
n ex t  few  ye a rs?

I u l i a :  Market i ng has  t he  u nique 
ab i l i t y  t o  serve  as  t he  voi ce 
of  t he  cu st omer  i ns i d e t he 
b road er  B2B organi sat i on  and, 
as  su ch,  b ecome a  cat a l ys t  for 
cu st omer-cent r i c  col l ab orat ion 
and  t rans format i on.  Brand 
and  cu st omer  ex p er i ence are 
a  shared  resp ons i b i l i t y  across 
t he  comp any,  b u t  market i ng 
can b ecome t he connect i ng 
t i ssu e b et ween teams su ch as 
sa l es,  op erat i ons  and  serv ice, 
b y  b u i l d i ng on t he  momentum 
created  b y  t he  i ncreased 
cred i b i l i t y  ga i ned  over  t he  past 
cou p l e  of  years .  And  so  we have 
an  op p ort u ni t y  t o  t ake  t he  lead 
on not  onl y  creat i ng t he  b rand 
p u rp ose and  CX v i s i on,  b u t  a lso 
on a l i gni ng and  t ra i n i ng t he 
organi sat i on  t o  d el i ver  on  these. 

I U L I A  B A L A N , 

P ro pol is  Hive  ambassador  

f o r  St rategy  & Evolut ion

S E C T I O N  4

Wo rd s  o f  w i s d o m :  
A n  i nter v i ew  w i th  I u l i a  B a la n 
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Pe ter :  O n e  o f  t h e  c l e a r 
c o n s e q u e n c e s  o f  t h e  l a s t 
ye a r  h a s  b e e n  t h e  i n c re a s i n g 
i n te r n a t i o n a l i s a t i o n  o f  a l l  B 2 B 
b u s i n e ss e s .  T h ro u g h  d i g i t a l 
c h a n n e l s ,  m a r ke te rs  c a n  re a c h , 
o r  b e  fo u n d ,  b y  p o te n t i a l 
c u s to m e rs  a ro u n d  t h e  wo r l d . 
H ow  c a n  m a r ke t i n g  l e a d e rs 
t a ke  a d v a n t a g e  o f  t h e s e 
o p p o r t u n i t i e s  fo r  t h e i r  b u s i n e ss?

I u l i a :  I t  i s  important  to 
recognise  that  the  inc re as e d 
internat ional i sat ion  c o m e s  no t 
only  wi th  some majo r  g lo bal 
themes,  such as  the  new  w o r k ing 
pract ices,  but  a lso  w i th  a 
deepening of  some lo c a l i s at io n 
t rends  g iven the  gre ate r  phys ic a l 
d iv ide between mar ke ts  and 
people.  With  a  s t rong digi ta l 
presence that  prov ide s  th e  r igh t 
content  to  the  r igh t  pe o ple  at 
the  r ight  t ime,  mar ke t ing c an 
lead the  charge in  s po tt ing new 
market ,  product  and s e r v ic e 
opportuni t ies  for  the i r  bus ine ss . 
I t  a l l  goes  back  to  th e  abi l i ty  to 
gather  and re lay  de e p c us to m e r 
ins ight ,  but  on  a  m uc h  br o ade r 
sca le  than ever  befo re.  Th is 
can  rea l ly  move mar ke t ing f r o m 
the pos i t ion  of  ask ing w h at  th e 
bus iness  s t ra tegy  i s  to  h e lping 
shape that  s t ra tegy.  

1 7   S E C T I O N  4
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S E C T I O N  5

S t ra t e g y  a n d  Evo l u t i o n  Co m p e t e n c y  
A ss e ss m e n t  F ra m ew o r k

The fo l lowing f ramew o r k  s e e ks  to  de f ine  th e  d i f ferent 
s tages  of  matur i ty  wh e n i t  c o m e s  to  m ar ke t ing 
s t ra tegy  and evolut io n,  and m ap th e m  agains t 
d i f ferent  cr i ter ia  requi re d fo r  s uc c e ss .  A  f ram ework 
such as  th is  i s  being c re ate d fo r  a l l  e igh t  Pr o pol i s 
Hives  and compete nc y  are as .

This  f ramework  i s  a  f la t  o r  s ta t ic  ve rs io n o f  th e 
interact ive  Compete nc y  A ss e ss m e nt  Pr o gram m e, 

whi ch i s  p ar t  o f  you r  Prop ol i s  memb ershi p .  T h is 
assessment  i s  d es i gned  t o  hel p  you  d etermi ne your 
sp eci f i c  l evel  o f  comp etency  agai nst  t hese  cr i ter ia , 
comp are  t hem agai nst  ot her  Prop ol i s  memb ers  and 
h i ghl i ght  areas  t o  focu s  on for  i mp rovement .

I f  yo u’ve  n o t  ta ken  yo u r  Co mp e ten c y  Ass e ss m ent  ye t , 
p leas e  c o nta c t  yo u r  a c c o u nt  m a n a ger  o r  Pr o p o l i s 
c usto m er  s u c c e ss  m a n a ger. 
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Re c o m m e n d a t i o n s     

Market ing leaders  m us t  e ns ure  th at  th e  m ar ke t ing 
s t ra tegy  both  del ive rs  and h e lps  dr ive  th e 
overa l l  bus iness  s t ra te gy.  S uc h  ke y  re qui re m e nts 
need organisat ions  to  be  agi le  and innovat ive, 
ant ic ipat ing and re ac t ing to  c h ange s  in  c us to m er 
needs  on an  ongoing bas is .  Th is  re qui re s  f lex ib i l i t y 
in  both  p lanning and m e as ure m e nt  and s e tt ing u p 
processes  accordingly. 

The t radi t ional  f ive -ye ar  o r  th re e -ye ar  m ar ke t ing 
plan  i s  now passé,  and,  as  th e  las t  ye ar  h as 
shown,  even an  annual  m ar ke t ing plan  c an no 
longer  be expected to  s tay  s te ady  fo r  a  12 -m o nt h 
per iod.  The most  m ature  o r ganis at io ns  w i l l  be 
cont inual ly  adjust ing th e i r  p lanning bas e d o n 
rea l - t ime data  and are  s t r uc ture d to  s uppo r t 
innovat ions  and change. 

As  Shane wr i tes  i n  her  chap ter,  i t  i s  now t i me to 
re-assess  market i ng’s  ro l e  and  s t and i ng wi t h i n 
t he  b u s i ness.  T he l as t  1 8  mont hs  have changed 
t he game for  everyone,  and  t he  s t rong l i ke l i hood 
i s  t hat  you r  p eers  now see you  as  more  s t ra tegic 
t han b efore. 

I f  not  a l read y d one,  i n i t i a te  an  au d i t  o f  you r 
market i ng technol ogy p l at form and  s t rategy  t o 
est ab l i sh  a  p l an  t o  op t i mi se  t hat  env i ronment . 
T h i s  i s  need ed  not  onl y  t o  ensu re  t hat  market i ng 
d el i vers  va l u e  e f f i c i ent l y  t o  t he  b u s i ness,  b u t , 
p erhap s  more i mp ort ant l y,  t o  b e ab l e  t o  recru i t  and 
ret a i n  you r  most  i mp ort ant  market i ng s t a f f.  T hei r 
ex p ect at i ons  have a l so  changed  now regard i ng 
work i ng remotel y,  u s i ng d i g i t a l  p l a t forms,  and 
b ei ng more f l ex i b l e/agi l e.  

In  su mmary,  we are  recommend i ng t hat  you  set  up 
a  p roj ect  team t o  ret h i nk  t hrou gh a l l  p rocesses, 
measu res  and  ou tcomes t hat  cu rrent l y  p reva i l  in  the 
market i ng organi sat i on.

O n  t h a t  n o te,  i f  yo u  h ave n ’t  t a ke n  yo u r 
c o m p e te n c y  a ss e ss m e n t  ye t ,  d o n ’t  fo rg e t  to  g e t 
i n  to u c h  w i t h  yo u r  a c c o u n t  m a n a g e r  o r  P ro p o l i s 
c u s to m e r  s u c c e ss  m a n a g e r  to  t a ke  p a r t  n ow,  a n d 
s e e  w h e re  yo u ’re  a h e a d  o f  t h e  g a m e,  a n d  w h e re 
yo u ’re  p o ss i b l y  fa l l i n g  b e h i n d . 
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Establ ished in  2004 ,  B2 B  M ar ke t ing is  now  th e 
number  one go- to  re s o urc e  fo r  B2 B  m ar ke te rs  across 
the  g lobe.

R ight  f rom the s tar t ,  we  h ad a  c le ar  m iss io n th at 
remains  as  s t rong and c le ar  to day :  to  pr ov ide 
marketers  a t  bus iness  brands  w i th  th e  to o ls ,  ins i ght 
and inspi rat ion  the y  ne e d to  gr ow  and s uc c e e d –  as 
both  indiv iduals  and bus ine ss e s .

To do th is ,  we nee d to  c o nt inual ly  e vo lve  to  m ake 
sure  we are  del iver ing w h at  y o u ne e d. 

This  i s  why Propol is  w as  bo r n  –  o ur  c o m m uni ty  
for  B2B marketers .

We’re  proud to  serve  as  th e  fo c a l  po int  fo r  th e  
B2B market ing secto r,  and to  be  a  fo rc e  fo r  gre ater 
connect iv i ty,  enabl ing m ar ke te rs  and le ade rs  to  share 
exper iences  and le ar n  f r o m  o ne  ano th e r.
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