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We work with business and
technology leaders to develop
customer-obsessed strategies
that drive growth.
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AGENDA

» First... why is marketing changing so fast?
» Examine marketing ops from our (mostly my) lens.

» Face the high-priority challenges marketing ops is uniquely
qualified to respond to.

» Get serious about escalating marketing ops talent.




The Empowered B2B Consumer
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Allocadia: Please insert a slide on the
REVolution so | can speak to it here.
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My past and present with marketing ops (my lens)




q¢

| really don’t think you’re
considering the rest of the
tech stack.

Why do you want to A/B test this?

“ ii What will you do with what you learn?

| know these numbers look
good but did we do what
we set out to do?
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Key Takeaways

B2B Marketing Redefines Its Charter To Adapt To Changing Market Forces

In 2013, B2B marketers will step into a new role and remit that has formed over the past several
years due to various factors. They'll shift from supplying leads to the load-bearing sales force to
architecting engagement across the customer life cycle.

Use Of Analytics And Artificial Intelligence (Al) Will Migrate Beyond The Vanguard

Al already improves outcomes by surfacing insights and driving efficiency through automating
processes that previously required manual decisions. More solution providers will inculcate Al into
marketing use cases to help put those capabilities into the marketing playbook faster.

Nothing Less Than Operational Excellence Will Be Good Enough In 2018

B28 marketers have been playing catch-up with the newly empowered digital buyer for a few
years now. In 2018, B2B marketing leaders will get serious about hiring the technical, analytical,
and operational talent and leadership they need to succeed in the modern marketing era.

Source: The “Predictions 2018: Digital Disruption Is The New Normal For B2B Marketing” Forrester Report
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Forrester’s 2018 predictions highlight the specific changes that
B2B marketers will make — and experience — in 2018 when
their new destiny as steward of the customer relationship
unfolds.

« B2B marketers will put customers at the core of their purpose.

« B2B marketing better engage the new business consumer.

« B2B marketing will optimize engagement with Al.

« B2B marketers will prioritize operational excellence.

Source: The “Predictions 2018: Digital Disruption Is The New Normal For B2B Marketing” Forrester Report.
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Forrester’s 2018 predictions highlight the specific changes that
B2B marketers will make — and experience — in 2018 when
their new destiny as steward of the customer relationship
unfolds.

« B2B marketers will put customers at the core of their purpose.

« B2B marketing better engage the new business consumer.

« B2B marketing will optimize engagement with Al.

 B2B marketers will prioritize operational excellence.

Source: The “Predictions 2018: Digital Disruption Is The New Normal For B2B Marketing” Forrester Report.
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Marketing ops is uniquely capable of responding to
extremely high-priority marketing, sales, C/X, &

analytics challenges.
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We need to... align
sales objectives with
marketing KPIs.

We need to... understand this
whole Al thing and how we can
leverage it for our b

We need to... clean
our CRM data so
that it is 100%
accurate... and keep
it that way.

We need to...
understand how our
channel spend
impacts revenue.

We need to...
understand our tech
stack and its
capabilities more
deeply.

We need to... understand
and use the digital
behaviors of our prospects.

We need to... have a
360-degree view of
the customer.

We need to...
evaluate, upgrade,
and gaps in our
martech stack.

We need a...
personalized web
experience engine.

We need to... deploy
account-based
marketing programs for
key accounts.

We need to... pilot

We need to... identify
cross-functional teams

in-market firms.

We need to... colleg We need to...
based on industry feedback from sal master our use of
segments. on the attributes of analytics.

lead, opportunity,
and pipeline.
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Make Or Break Challenges For CMOs and CROs

REVENUE OPS POWERS KEY MARKETING AND SALES CHALLENGES
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Superior customer Data and analytics Interpretation,
and prospect talent, technology, insights, and

experiences. and process. action engines.




Six Drivers To Act Now

Cumbersome Marketers are Automation, Al, Marketing self-

Marketing has a Customers are

. tech stacks hurt : : best equipped to and analytics evaluates
mforlgleetlr?]g C/X and cause mggi.]asllg)?ly manage raise the bar for against stated
P ' internal strife. piex. customer health. data. goals.
Value Customer
. Tech . Post-Sale Data Performance
Demonstration § pationalization Insights Engagement Management Management

© 2018 FORRESTER. REPRODUCTION PROHIBITED. 15



WHAT'S THE ROl OF
MARKETING IN THE
BOARDROOM?

Marketing has a "marketing” problem in the boardroom. Some boards
still have a simplistic view of marketing as the "fluffy stuff.” The
questions center around brand perception and the latest ad campaign.
While marketing is viewed as a necessary topic to cover, it rarely takes
center stage. For skeptical board members, marketing is still viewed as
a pretty subjective topic (did you like the ad?), and marketing ROI is
still a mystery (what do those marketing people do?).

Source: AdAge, November 05, 2018
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Marketers are managing
huge ecosystems of tech
that invite complex
integrations.

Still, this extensive
infrastructure gets more
attention for what it
doesn’t do than for what
It does.
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Systems of engagement

Orchestration

Systems of insight

Identity management

Emerging and enabling technologies

17
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YOUR DAILY MIXES

Your
Daily Mix 4

REPRODUCTION PROHIBITED.

Buyers expect that they can
get what they want in their
iImmediate context and
moments of need.
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B2B marketers
must engage the
new business
consumer
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Traditional B2B Traditional B2C
consumer consumer

e Known e Anonymous
¢ Rational ¢ Emotional

¢ Interdependent ¢ Independent
¢ Considered ¢ Transactional
* Loyal * Mutable

Source: The Birth Of The B2B Consumer Forrester report

The new B2B
consumer

R

* Anonymous

¢ Emotional

¢ Interdependent
* Considered

e Mutable



Empowered, self-serve
buyers exhibit behavior
that is increasingly
independent, digital,
and occurring off of
brand-owned platforms.




Advocacy Drives Deeper Customer Relationships

Referrals
References  cystomer-generated

content

O O}

Storytelling

Reviews

Recommendations

Word of mouth
Advisory boards

Source: Convert B2B Customer Passion Into Value Through Advocacy Forrester report.
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| 77% of B2B marketing decision makers indicate
their use of data and analytics to guide marketing
decisions as one of their department's top five
weaknesses.

2B Marketing Panel OnF’ine Surved. ”\



The state of B2B

data?

Still a mess.

“How do you use automation in your lead generation and management

processes?”
Nearly half don’t practice
basic data hygiene
55%
of B2B marketers
use the de-duping 1
and data cleansing =1
capabilities of their 1
marketing automation ]
platform. mn
L]
They are not proactively

managing data health

28%

of B2B marketers
run regular analytics
and diagnostics to

identify data

e EEEEEEEE
EEEEEEEEEE
EEEEEEEEEE

Base: 138 B2B marketing decision makers

They ask for too much Info

33%

of B2B marketers
vet and append
firmographic data
from third-party
sources.

They Ignore avallable context

19%

of B2B marketers
append with third-
party behavior
and/or intent data.

Source: Forrester's Q1 2017 International B2B Marketing Panel Online Survey

Source: Vendor Landscape: B2B Marketing Data Providers, Q3 2017 Forrester report.
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Fast-Growing Firms Prioritize Big Data And Analytics

%
48 0 M
of businesses that consider big data and

analytics to be a critical priority -
experienced double-digit growth 3ig?tble
growth
IO
EEKIID
=
(] l KD
Big data Decision
and making 220/0
analytics of slow-growing

businesses indicate the same

Source: The “Seven Steps To Kick Off A Customer-Obsessed Insights Program” Forrester report.
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77% of global B2B marketing decision makers say
that lacking the ability to measure results is one of
their top marketing concerns, up from 58% in 2016.




Business Decision Metrics

Forecast
Context

Customer Metrics Meaningful segments
Lookalike modeling
Customer lifetime value

Revenue and Cost Metrics

Cost per Lead | Channel Attribution
Contribution to Pipeline | ROI

Sales Stage Metrics

Value | Volume | Velocity | Efficiency
Effectiveness | Engagement

Activity and Channel Metrics
Email | SEO | ABM | Paid Search | Website | Predictive
Organic | Social | Online Display Advertising | Retargeting
Affiliate | Mobile Advertising | Referrals
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Your Move

Image Source: Unsplash
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56% of B2B marketers
agree that they don’t have
the right type of analytics
skills or resources to
produce insights.

/



For sales and marketing to collaborate

on the refreshed agenda -t

architect customer engagement across
the life cycle — skills that have lived in

the background need to come to
the forefront.







The Stairway To Operational Excellence (For CMOs)

Identify the issues that keep you up at night
or cause stress before exec or Board meetings.
Share with your Ops team members.

Look to marketing ops pros for strategic support. Consider
their role in territory planning, go-to-marketing
decisioning, and performance management planning.

Ensure you have a revenue-focused operations function has the
talent and leadership to manage a technology, data, and analytics
stack that aligns to your marketing imperatives.

Charter ops with evolving its capabilities from executing tasks to informing
the data and technology strategy that will support fast, data-driven decision
making focused on the revenue outcome.

Evaluate your operations talent in light of the empowered buying team, the
complexity of its journey, and your competitive imperative to orchestrate delightful
customer experiences and understand marketing performance.
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The Stairway To Operational Excellence (for MOPS)

Offer predictability. Support the CMO with
your ability to demonstrate and forecast
business impact.

Share a performance management vision. Document vocab,
tech, data sources, and other resources. Collaborate with
stakeholders to ensure vision will support decision-making.

Describe your role in the context of helping to make the marketing
organization and the business at large make smarter, faster,
more data-driven decisions.

Review the techniques your organization uses to manage data and technology.
Document your tech stack and the integrations that power your marketing and
sales. Share recommendations for efficiency and increased value.

Share the complexity. Don’t shy away from sharing the intricacies of the
role in light of the empowered customer, the changing buyer journey, and
the difficulty of measurement.
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JOIN US AS WE CONTINUE THE
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http://resources.allocadia.com/Revolution-Webinar-Series
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