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Welcome to the Autumn/Winter 
edition of the Cambridge 

Marketing Review, which is focused on 
the skills and insight that you as marketers 
may need in order to better exert influence 
and define strategy at the highest levels 
within your organisations. 

You will almost certainly know that 
anyone involved in marketing has to 
deal with a variety of “roles” in order to 

evolve and grow with the changing demands of the marketing 
environment. This may mean balancing doing the job with reading 
books and journals, attending conferences and meeting and taking 
classes and qualifications that can provide the knowledge and 
insight to adapt effectively.

At the Review we often get asked what are the specific 
knowledge and skills that marketers need to be successful and, 
perhaps more importantly, to ensure that individuals can make a 
clear and evidenced connection between marketing practice and 
business results. There seems to be broad academic agreement 
that the required competencies result from a blend of knowledge 
– the analysis of facts and information acquired through books, 
education, research and observation – and skills – the ability to 
successfully combine that knowledge with experience and other 
characteristics to achieve the marketing goals. 

So this edition is led by three articles that tackle some of these 
issues head on.

MARKETING INFLUENCE
Very much at the foundation of some of these wider challenges, 
we are very happy to say that this edition celebrates a landmark 
in marketing practice with the introduction of the Chartered 
Institute of Marketing’s Professional Standards for Marketing. These 
standards have been created to illustrate the capabilities that are 
expected to be acquired at each stage of a marketer’s career and 
are designed to guide both marketers and employers in assessing 
levels of proficiency and identifying training needs. Charles Nixon 
reviews the importance and relevance of these new standards and 
how they apply to all marketers at all levels of marketing practice.

We also have insight from Dr Paul Fifield and John Greenhough 
into why in the future successful marketers will be those that stand 
out, rather than just fit in, and will consequently gain influence into 
executive strategy making conversations as well as key decision-
making processes.

Neil Wilkins ends the section with a view on how mentoring 
can help marketers deal with major shifts in the marketing 
environment including the continued evolution of big data, 
the emphasis on return on investment and a desire for many 
organisations to become “social businesses”.

EDITORIAL
From Andrew Hatcher, Publishing Director of Cambridge Marketing College

ANDREW HATCHER

Andrew is the Publishing Director at Cambridge Marketing Press and 
as such has responsibility for the catalogue of publications that are 

produced which apart from the CMR include the range of marketing 
handbooks as well as the upcoming set of companion guides which 

will start appearing in early 2015. 

Andrew has worked with Cambridge Marketing Colleges since 2002 
alongside his role as MD at the Applied Knowledge Network, a 

training and consultancy services company.

FEATURES
Anyone that came to the Annual Dinner in Cambridge this year will 
undoubtedly recognise the words and ideas of Grégory Roekens, the 
CTO of AMV BBDO, the agency most famously behind Sainsbury’s 
Christmas ads in the UK. In this article we get a glimpse into the role 
he performs at the agency and what he feels that marketers need to be 
aware of as the world of technology and marketing develop. 

We also have the second article in a series from Justin Kirby on 
what content marketing actually means and how to develop a branded 
content marketing strategy

Our regular contributions which include a Marketing Mash-Up 
from Peter Fisk now also incorporates some new features. A 
View From… presents a view of marketing from various different 
environments, this time from Colombia and India, and we also 
have a new section on marketing theory. The edition closes with 
some new book and technology reviews and a shot of marketing 
data from around the world.

We hope you enjoy this issue and we are always looking for 
honest and open feedback and opinion on what you think about what 
has been written within these pages. Moreover, if you feel that you 
have something valuable to say about where marketing theory and 
practice intersect then why not consider submitting something to us 
for consideration. Let us know at info@cambridgemarketingpress.com.

We look forward to hearing from you soon.

Andrew Hatcher
Publishing Director
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THE WORLD HAS CHANGED AND  
SO HAS MARKETING 

According to a major survey of marketers by Adobe, marketing has changed more  
in the last two years than in the previous fifty 
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How do do we really know what 
best practice is or even, at a 

minimum, good practice? For most of us it 
probably comes from a subjective analysis 
of the action of our peers, direction from 
management alongside news and articles 
from our favoured sources. We tend to 
accept these inputs and hope that the 
correct results will follow; only later 
deciding to question and innovate. 

But what if the current way of doing 
things just does not work anymore, driven by more dynamic 
environments and new technologies that appear to be turning 
accepted nostrums upside down? Having been through the most 
traumatic recession in 70 years, the world in which we operate 
is no longer the same; the Digital Revolution has impacted upon 
every aspect of marketing from Product to Promotion and is now 
an integral part of the business and marketing mix. These changes 
mean that we urgently need to review how we “do” marketing. 

In response to these changes a new set of Professional Market-
ing Standards have been developed by the world’s largest body 
of marketers, the Chartered Institute of Marketing. Abi Lammas, 
Director of Learning and Innovation at the CIM, says:

“CIM’s Royal Charter gives us a unique role in maintaining 
standards for the marketing industry. To do this we focus on the 
needs of business, responsible marketing and career progression. 
Our revised Professional Marketing Standards 2014 are the result 
of engaging with 3,700 marketers, employers, and senior people 
in the profession and in business. They are important because 
they reflect what the industry wants of marketers in today’s 
environment. The Standards enable marketers and employers 
to benchmark the capabilities and behaviours needed for top 
performance.” 

The new Professional Standards for Marketing, released in March 
2014, show the capabilities expected at each stage in a career 
and are designed to guide both marketers and employers in 
assessing levels of proficiency and identifying training needs. 

The Standards recognise Eight Technical Capabilities that are required 
in order to perform efficiently and effectively: 

In addition Three Core Capabilities are identified which sit at the heart 
of marketing and play an essential role in informing our understanding 
of the market, and developing marketing solutions that lead to 
the achievement of business goals and sustainable organisational 
performance. These are:
• Insight,
• Strategy, and 
• Championing the Customer.
The New Standards recognise Five Levels of Ability within each 
capability and these are categorised as:

CHARLES NIXON

This technical capability is about defining brand strategy and positioning, managing the brand and 
providing clear brand guidelines for its protection, and tracking and measuring its performance to inform 
future activity.

This technical capability is about managing corporate risk, governance and reputation through effective 
monitoring of relevant legislation and regulation to ensure ongoing compliance by marketing. It is also 
about managing the overall reputation of the organisation through the alignment of people, processes and 
brands

This technical capability is about the integration of marketing communications strategy with business 
strategy and the use of both physical and digital communications tools in an integrated way.

This technical capability is about influencing organisational digital strategy in terms of its impact on 
structure, culture and strategic plans as well as integrating digital capability into marketing to meet the 
needs of the customer.

This technical capability is about the development of customer value propositions using an innovative 
approach as well as the delivery and management of customer propositions, products and services.

This technical capability is about developing and managing appropriate channels and partners to meet 
changing customer needs and business goals. 

This technical capability is about defining what the customer experience should be in order to meet 
corporate objectives and achieve customer advocacy. It is also about the delivery of activities that deliver 
the desired customer experience.

This technical capability is about ensuring that all marketing activities, whether generated by the 
organisation or the customer, are monitored and measured for their effectiveness. Data and insights 
produced are then interpreted and used to achieve improvements in the future.

BRAND 

RISK, REPUTATION AND 
COMPLIANCE

INTEGRATED MARKETING 
COMMUNICATIONS

DIGITAL CAPABILITY

VALUE PROPOSITIONS

CHANNELS TO MARKET

CUSTOMER EXPERIENCE

MONITORING AND MEASURE

 TECHNICAL CAPABILITY

Mastery at the highest 
level 

An advanced degree 
of knowledge and 
consistency

Full knowledge 
of concepts and 
application to business

Meaningful knowledge 
with some experience 
and application

Limited knowledge or 
experience 

Mastery

Mastery

Full

Some

Limited

Habitual

Regular

Regular

Some

Limited

AUTHORITATIVE

ACCOMPLISHED

ABLE

ACTIVE

AWARE

 LEVEL DEFINITION KNOWLEDGE APPLICATION

As marketers progress in their careers or move positions they may 
need to evaluate their technical capabilities against what is expected 
for the new roles they take up. In addition, some may wish to 
specialise in a technical area such as digital or communications, 
for instance, and they can then plot a path of higher competence 
in this area.

These two sets of guidance then lead on to the use of an effective 
self-assessment tool. A marketers’ knowledge can now be evaluated 
using the grid (next page) and then plotted on a vector diagram. 

Together these tools use the 
Standards to identify current 
attainment and to highlight 
the areas that each individual 
may need to address through a 
combination of work experience, 
knowledge acquisition, courses 
and qualification

SELF ASSESSMENT TOOLS
These two sets of guidance then 
lead on to the use of an effective 
self-assessment tool. A marketers’ 
knowledge can now be evaluated 
using the grid (next page) and then 
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plotting on a vector diagram. Together these tools use the Standards 
to identify current attainment and to highlight the areas that each 
individual may need to address through a combination of work 
experience, knowledge acquisition, courses and qualifications.
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“STUDYING AND 
DEVELOPING YOUR 
CAREER WITH CIM BRINGS 
CONFIDENCE THAT YOU 
ARE FOCUSING ON THE 
CAPABILITIES EMPLOYERS 
WANT” Charles is Chairman and a founding director of Cambridge 

Marketing Colleges. He has many years of marketing experience 
across a broad range of industries including textiles, software, 

telecommunications and financial services. Charles has an MBA 
from Warwick Business School and is a Fellow of CAM, CIM and 

the Royal Society of Arts. 

The Standards also describe 10 personal attributes that are important 
to the successful execution of marketing. These “behaviours”, as they 
are called, reflect the demand for transferable skills and articulate 
the level of proficiency rather than seniority.

TECHNICAL 
CAPABILITIES

BRAND

VALUE

DIGITAL

REPUTATION / RISK

COMMUNICATION

CUSTOMER

CHANNEL

MEASUREMENT

CORE CAPABILITIES

INSIGHT

STRATEGY

CHAMPIONING THE 
CUSTOMER

 LEVELS OF AWARE ACTIVE ABLE ACCOMPLISHED AUTHORITATIVE
 ABILITY

The application of these prescribed behaviours or approaches 
evolves with experience and progression.

8 CAMBRIDGE MARKETING REVIEW – ISSUE 9 Q4 2014

NEW PROFESSIONAL QUALIFICATIONS
Using these standards as a foundation, the CIM has also developed 
a new set of Professional Qualifications that were implemented for 
the first time in the Autumn of 2014.  

Abi Lammas adds, “The CIM’s entire learning and membership offer 
is now based around this unique business-led, charter-based per-
spective. Everything from apprenticeships and early career, through 
our new qualifications portfolio, to continuing professional develop-
ment support will have its foundations in the Professional Marketing 
Standards. So studying and developing your career with CIM brings 
confidence that you are focusing on the capabilities employers want, 
both now and in the future.”

The ability to use imagination and new ideas to produce solutions

The ability to use business acumen from experience or learning in a day-to-day work situation

The ability to work with others to the benefit of the business and its goals

The ability to actively promote ideas and initiatives both internally and externally

The ability to inspire and motivate others towards a common vision

The ability to challenge the status quo and drive change in a business environment

The ability to think ahead to spot or create opportunities and maximise them

The ability to use financial calculations to justify, manage and approve expenditure and investment

The ability to work in a way that considers its impact on other people, organisational goals and the 
wider environment

The ability to formulate new ideas or to adapt or use existing ideas in a new or unexpected way to 
solve problems

CREATIVE

COMMERCIALLY AWARE

COLLABORATIVE

INFLUENCING

INSPIRING

CHALLENGING

ENTREPRENEURIAL

FINANCIALLY LITERATE

RESPONSIBLE

INNOVATIVE

 BEHAVIOUR DESCRIPTION

These new qualifications are more relevant to today’s world and offer 
a more flexible approach in line with modern learning practices. 
The five levels of ability are catered for in the different levels of 
qualifications and awards available, enabling managers to ensure 
the knowledge and skills of their staff are developed in line with their 
career progression and the requirements of the team. In addition 
digital marketing is now an integral part of all of the new qualifications 
ensuring that all marketers are equipped with this essential set of 
skills and knowledge. In terms of flexibility individuals may now 
up-skill in a specific area and receive a recognised Award without 
having to take a complete qualification, allowing marketers and 
business development executives to get the knowledge they need 
and be recognised for that knowledge.

If you want to learn more about the new CIM standards please visit 
http://www.cim.co.uk/About/Mktgstandards.aspx 
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S o how can marketers and marketing 
stand out and exert influence over execu-

tive strategy-making conversations as well as 
key decision-making processes? What skills, 
knowledge and behaviours will be necessary 
to support this transition?
In considering these questions, this article  
covers the following:
• The market and customer needs (in this 

case the challenges facing the senior execu-
tive team)

• A look into the world of a new breed of man-
ager, one who is a customer champion and 
who already holds a senior position and has 
strategic influence

• The implications of these insights for mar-
keters seeking greater influence, in terms of 
skills, knowledge and behaviours

Finally we offer some further information and next steps.

SENIOR MANAGEMENT CHALLENGES – YOUR MARKET
Like all good marketing professionals we need to begin with the market 
and identify needs. In this case, what are the business priorities, how are 
these changing and where does this overlap with the marketing remit? 
Our previous article (see Cambridge Marketing Review Issue 8, Spring 
2014) covered this is some detail, but it is useful to reiterate some of 
the key points here.

To sum up the current state of play, many businesses are still man-
aging to keep their customers, shareholders and investors happy, but 
there are growing concerns about how long this can be sustained. A 
survey of over 1,200 global executives (Bain & Co. 2013) revealed that 
a massive 55% are concerned about their ability to meet future earn-
ings targets.

The scale of this challenge is made worse by a growing recogni-
tion (albeit rather slowly given the risks involved) that the future will 
not look like the past, or as a psychologist would say “revert to type”. 

Our own research (copy available upon request) has also identi-
fied a growing dissatisfaction with finance-driven techniques such as 
cost control and financial engineering as confidence wanes in their 
ability to deliver the sustainable performance and results that business 
(and their investors) are demanding. 

We also found evidence of a growing stress between current 

CAN MARKETING STAND OUT?  
DO MARKETERS WANT TO? 

In the past, successful managers were those who fitted in. In the future, successful managers will be those that stand out,  
and enable their organisations to do so too. By Dr Paul Fifield and John Greenhough of The GreenField Organisation

PAUL FIFIELD

JOHN 
GREENHOUGH

activities and desired results in relation to market-related perfor-
mance in areas such as customer retention, loyalty, innovation and 
differentiation. This should be a natural domain of the professional 
marketer; these areas offer new and exciting opportunities for mar-
keters who are prepared to stand out.

This level of uncertainty is not a comfortable position for senior 
decision makers, a point that is supported by another recent IBM survey 
of global CEOs. These business leaders were prepared to acknowledge 
the need to transform their organisation and even its business model in 
order to improve their performance, but were also willing to admit that 
they are far less clear on what to transform it to, or indeed how.

In our previous CMR article we also talked about the importance 
of managers, including marketers, who have a keen eye on the future. 
These managers (and marketers) know that future success will require 
the ability to adapt. They will need to adapt themselves, their thinking 

and their company to a different and constantly changing business en-
vironment. Companies cannot afford to follow the pack, they will need 
the courage to stand out.

However, a further finding from a London Business School study 
presented uncomfortable news for the marketing profession. The study 
revealed that while most CEOs believe the biggest business challenges 
have their roots in the market, they did not feel their marketing people 
had the skills needed to address them.

Of course, where the term “marketing” has become synonymous 
with marketing communications, this presents an extra set of chal-
lenges.

So, if this is the strategic context and these are the strategic chal-
lenges, let’s go back to our opening questions. What does any of this 
tell us about what skills, knowledge and behaviours are needed to gain 
strategic influence and engage at senior executive level? And how does 
this overlap with the marketing agenda?

To begin to answer this perhaps we can find some useful insights 
by looking at business executives who have already attained senior 
level influence and for whom the market and customer (rather than the 
system within) provides their central reference point. These managers 
use the market/customer reference point to guide their views on the 
best way to direct resources, to see what propositions are most valuable, 
as well as the source of new opportunities and potential risks. In short 
they are what we might term the market/customer champions.

In an attempt to identify and understand these executives more 
deeply, GreenField set about an extensive research study in 2012. 
Here’s what we found.

A NEW ROLE MODEL
Our process began by considering what specific capabilities will be 
required to prosper in the new business reality. It was apparent that 
these would not map existing functional areas, so we devised a set of 
search criteria from pilot research that was independent of function. 
Some of these criteria are shown in the box (above).

Several (widely-networked) business executives commented that 
many of the criteria sought were akin to a role model for the success-
ful business manager… yet later acknowledged that they had great 
difficulty thinking of examples!

Fortunately we did find examples, and held face to face inter-
views with over 50 senior executives, but… without sounding too 
much like Attenborough lost in the depths of the Amazonian jungle, 
they are pretty rare. This is mainly because their special blend of skills 
and behaviours have not been recognised nor valued in the past.

INTRODUCING THE “GREENFIELD” MANAGER
We have named this type of manager the “Greenfield” manager. This 
was because at their core they all exhibit a particularly valuable in-
trinsic quality, to approach issues and challenges “without prior con-
straints”. (Incidentally, that is also the reason why we choose that term 
for our company name.) Given the huge constraints to progress out-
lined in our first article, in our view this has now become an essential 
trait to meet the challenges of the new business reality.

We found Greenfield managers in a variety of senior roles with 
different remits, titles and functional backgrounds. Interestingly, their 
characteristics are not a function of management speciality or training, 
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SOME OF OUR SEARCH CRITERIA

Senior managers who contribute to strategy and influence 
strategic business decisions in larger organisations and who…

• Have a strong external (market) focus i.e. believe that 
sustainable business success comes from continually winning 
buyer preferences and adapting to changing buyer needs

• Make things happen and bring others along with them

• Always question what is possible, open to explore new ideas 
and do not bind themselves to industry rules

• See market change as an opportunity rather than a threat

• More interested in how new income can be generated 
than in how legacy costs can be managed

but rather a function of mindset. Identifying true Greenfield managers 
cannot therefore be based upon existing descriptions and classifica-
tions such as function, seniority or remit.

“GREENFIELD” MANAGERS VS. OTHER MANAGERS
Our findings demonstrate that the personal and behavioural charac-
teristics of Greenfield managers are remarkably similar but very differ-
ent from both the “Professional” manager and the “Entrepreneurial” 
manager.

A Greenfield manager combines many of most valuable skills and 
behaviours of the Professional manager with some of the Entrepreneur-
ial manager and also adds some new additions to the mix.

The table (next page) provides a few examples of how these 
managers relate to different organisational challenges and whose ap-
proach is particularly relevant in meeting the challenges of the new 
business reality.

Let us now look a little deeper into their skills and behaviours.

GREENFIELD MANAGERS – SKILLS AND BEHAVIOURS
In fact Greenfield managers combine the best parts of both of these 
profiles, as well as introduce new elements of their own. By cluster-
ing their many special traits we have identified five main clusters 
that characterise the GreenField manager. These are

Perspective An objective, outside-in, strategic and chal-
lenging vantage point to finding and exploiting external op-
portunities and addressing challenges

Persuasiveness Politically adroit with the ability to influence 
and convince at all levels, not from a position of authority but 
by a mark of their personality, skill and conviction
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posal to develop the quality of solutions they would like. Then there is 
the huge challenge of effective execution, navigating a course against 
an (often) opposing tide.

According to our interviews, the biggest constraint to progression 
for Greenfield managers was a lack of evidence about the changing 
external situation and its implications and consequences (threats and 
opportunities) for the business. Such evidence needs to be compelling 
enough to steer and support strategic decisions. It is also essential in 
order to achieve cross-organisational internal buy-in that is so crucial 
to business.

THE IMPLICATIONS FOR YOU
Let’s go back to the original questions:
• How can marketers gain greater influence into executive 

strategy making conversations as well as key decision-
making processes? 

• What skills, knowledge and behaviours are necessary to sup-
port this?
The answers will depend on where you (or your marketing 

team) are now and where you want to be. 

SO WHAT IS YOUR AMBITION?
Marketing is currently perceived by the senior management of many 
organisations as a function; a team of communication specialists. 
In this environment the role of marketing specialists is to oversee 
activities within their particular area of expertise, just as with other 
functional specialists such as L&D, cost accountancy, risk manage-
ment or quality assurance. 

Functional specialists are key assets in any organisation. But, as 
specialists, their engagement with senior executives and broader busi-
ness issues is usually infrequent and tends to take the form of occasional 
advice when an issue arises that falls within their perceived area of 
expertise.

The bigger issue for marketers here is that, if positioned as a func-
tional specialist, marketing is likely to be seen as a cost rather than a 
profit generator. This will make it so much harder for those seeking a 
seat at the strategy table. 

SO WHAT DO YOU (OR YOUR TEAM) WANT TO DO? 
Raise the reputation of your team as functional specialists, or do you 
seek to influence business strategy? 

Provide occasional advice or engage regularly with senior execu-
tives and contribute to strategic direction? 

Be responsible for the activities and budgets of a functional team 
or shoulder responsibility for contributing the top level financial and 
performance indicators?

LEVERAGING GREENFIELD MANAGER CAPABILITIES 
If you have the ambition to become a stronger market/customer cham-
pion, you should leverage the Greenfield-type capabilities. The good 
news is that these capabilities exist in most organisations, although it 
is important to note that many of them are likely to be currently hid-
den, so identifying them can be tricky. Consider the following:

To what extent do you currently have these capabilities?
To what extent are they present within the marketing team?

Pragmatism Get things done with and through other people, 
ability to adapt when faced with new information or changed 
circumstances, implementers as well as strong conceptual 
thinkers

Persistence Persevere in the pursuit of worthy organisational 
aims, even when the odds are stacked against them

Personal Outlook Being “inner-directed” (rather than status 
or reward-driven) and strongly motivated by the challenges 
around them; the confidence and courage to act independently, 
not waiting to be told or given permission and often choose for 
themselves how to respond to change

Within each of these areas there is more detailed specification.

How many had a professional marketing background? Given that 
they may be considered market/customer champions and that market-
ers (in theory) are seeking to align themselves with that accolade, it 
was surprising to find that only around 10% of the executives had risen 
through the tiers of marketing management or had formal marketing 
qualifications.

Being an effective customer champion it seems does not require 
a formal marketing background, nor does a formal marketing back-
ground mean that a marketer is an effective customer champion.

This has major implications for how Greenfield managers assess 
their own skills and knowledge gaps.

GREENFIELD MANAGERS & PERSONAL DEVELOPMENT
Greenfield managers tend to be self-motivated, self-reflecting, love 
challenges and a have a natural propensity to question and seek 
meaning. This comes through in the way they approach personal 
development.

Greenfield managers subscribe to the idea that stretching their 

mind and comfort zone is a healthy thing and are continuously testing 
and refining their thinking against what they see and experience as well 
as the opinions of others. 

Personal development is high on their agenda. This is not focused 
or dependent on formalised personal development plans that are com-
mon in many organisations but is usually self-defined. 

The sweep of their radar is much wider than that of their peers. In a 
business context they are usually alert to anything that is relevant to the 
objectives at hand, or may have implications for the future prosperity 
of the organisation. 

Greenfield managers know that there is more to be learned from 
failure than from success. They are adept at extracting guidance from 
their mistakes and the mistakes of others.

Although their learning and development process is loose rather 
than structured, their antennae are usually well-tuned and therefore 
able to identify gems from within the torrent of information that con-
tinuously streams past. Thought-provoking talks provide valuable new 
perspectives and are therefore considered a good source of stimulus 
and food for further reflection. 

There is plenty of evidence that Greenfield managers have well 
developed personal and business networks, comprising of those who 
share their perspective and those who are willing to challenge it. 

KNOWLEDGE & SKILL GAPS – EXAMPLES
Business life for Greenfield managers is also far from plain sailing. 
We gathered lots of feedback and comments on knowledge and skill 
gaps. A few examples are shown in the box (next page), with direct 
citations from respondents.

AVAILABLE SUPPORT FOR PERSONAL DEVELOPMENT
Our study found little evidence of personal development support 
geared to the needs of Greenfield managers. 

We were told that most existing management support assumes a 
“left-brain” approach, and that there is a scarcity of tools at their dis-

Where do these capabilities exist in other parts of the organisation?
Where do these capabilities exist within the senior executive team?
Uncovering the people with these capabilities will be a great asset 

for you and the organisation. They will be an excellent group to pull 
together and involve in a special (strategic) project within your remit.

If you are interested to see how you measure up as a GreenField 
manager, go to http://greenfield-cmc.questionpro.com for a short sur-
vey. By completing this, you can opt to receive a complimentary PDF 
copy of our findings to date which explores in more detail the skills, 
knowledge and behaviours that GreenField managers have.

 Dr Paul Fifield – Co-Founder  
Paul Fifield is a widely acclaimed strategist, writer and teacher. 

Paul has a MBA & PhD from Cranfield and has devoted his 
career (and life) to being a rare breed: a business academic. 

Alongside his consultancy, his recent academic posts include 
a Visiting Professor at Southampton University School of 

Management, the University of Bath and Paris’ College des 
Ingénieurs . He is passionate about the idea that unconventional 

thinking has a great tradition of success. 
 

John Greenhough – Co-Founder  
John Greenhough is an accomplished economist, strategist, 

entrepreneur and investor. With a degree in Economics and a 
Masters from Lancaster University, he has always been fascinated 

with overhauling tired business approaches. With a keen eye on 
numbers he has a unique talent in combining left- and right-

brain thinking to create and drive business models in new and 
commercial ways.
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The system within The world outside Opportunistic

Avoids ambiguity, needs &  Accepts & comfortable with Largely ignores  
seeks certainty  both, sees as normal

Risk averse, analyse away  Tolerant, success requires Gambler, risk is adrenalin
if possible calculated risk

Observes Acknowledges but does not  Seeks to break 
 let them limit thinking

Reactive	 Thinks	first	then	proactive	 Acts	first,	awaits	reaction

Past Future Now

Keep the bar low What is really possible? The moon, and beyond…

Awaits internal consensus Seeks to build consensus Acts independently

Agenda/Orientation

Ambiguity & Uncertainty

Management of Risk

Industry & Organisational 
Assumptions

Response To 
Environmental Change

Line Of Sight

Target Setting

Decision Making

  PROFESSIONAL GREENFIELD ENTREPRENEURIAL
  MANAGER MANAGER MANAGER
 ORGANISATIONAL
 CHALLENGES

SOME INTERESTING GAPS
Early Warning System
What would make a real difference is a process that could continually 
spot the best new opportunities before they become obvious… someone 
always gets there first.

Getting to Grips with the Concept of Customer Value 
I believe that the whole idea of perceived customer value being at the heart 
of delivering profitability but I just don’t know how to get others on this 
wavelength. All we seem to focus on are revenues, costs and ROI. I can’t 
see this changing until we can offer a way of measuring the value of what 
we create and deliver.

Interpreting the Changing Market Landscape
We seem to go through a cycle of painful change just so that we can find 
“a period of stability” again – nobody seems to realise that every time we 
“stabilise” we just drop behind the market and it will be painful catching 
up again.

Understanding what we Don’t Know
There a tons of qualified people in this organisation so everything gets 
measured – at least everything that our competitors measure gets 
measured! The trouble is I think there are new and different forces driving 
us now that aren’t on our list of measures!

Opportunity Cost and Opportunities Lost 
It worries me that we spend so much time and effort trying to estimate 
the risk associated with doing something and don’t pay enough attention 
to how to maximise the returns or understand the risk of doing nothing.

Thinking Space 
Thinking has been demoted. It normally takes the form of a quick 
assessment of what is currently happening and then be under pressure to 
take quick decisions and get into “action mode”. A deeper consideration 
of the situation, options and consequences could deliver enormous return 
and be far more effective. In other words, we trade effectiveness for what 
we think is efficiency!
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With the continued evolution of big 
data, the emphasis on return on 

investment and a desire for many organisations 
to become a “social business”, there has never 
been a better time for the marketer to gain 
influence in the boardroom and to contribute 
to and perhaps even lead, executive decision 
making.

In the future, with the correct balance 
of strategic, tactical and personal skills and 

experience, a marketer should be able to not only successfully fulfil 
their own operational role but also help in the wider development of 
the organisation in which they are working.

It is widely recognised that in many traditional organisations 
driven by sales, production or product orientation, the role of the 
marketer has been quite subservient. This has often resulted in a short- 
term focus, with objectives that are supporting rather than leading. 
This can be frustrating for the career-driven marketer and probably less 
advantageous to the organisation, who then fail to reap the potential 
benefits of the value that a strategic marketer can provide.

In the future though this is likely to change and the marketers who 
harness a strong set of complementary skills and experience will be the 
ones who raise the bar in marketing and at last ensure it achieves the 
prominence and authority that it has long promised.

DEVELOPING A SOCIAL BUSINESS
Social Business is all about a transparent relationship with key 
stakeholders from customers and partners to suppliers staff. Social 
businesses are the way of the future. As customers, businesses and 
consumers become ever more demanding of the brands to which 
they align themselves, they will seek out new ways of critiquing which 
ones are most likely to provide them with a personalised, customised 
experience.

Marketing is in the ideal position to lead this new style of customer 
interaction. With market research, customer relationship management, 
micro and macro analysis at their finger tips the savvy marketer of the 
future can share the voice of the customer with the organisation in all 
its various guises and thereby continuously position itself at the heart of 
both strategic decision making as well as tactical, operational rollout. 

The social business, as it interacts creatively and openly with 
its customers and partners, should continuously learn and improve 
and what better function to collect, coordinate and drive these key 
inputs throughout the business, than marketing. Marketers will need 
to really understand new technologies and mobile both from their 

EMPOWERING THE SUCCESSFUL 
MARKETER OF THE FUTURE 

Career Mentoring can be useful for marketers looking to perform at the highest level  
by helping them focus on developing the highest priority skills and enhancing areas of  

personal development and strategic, tactical and operational experience

NEIL WILKINS

own perspective in terms of making their roles more efficient and 
responsive, but also from the customers’ perspective where time of day 
and physical location help to fine tune what marketing approaches are 
most effective.

Big data will continue to grow as the best marketers take every 
opportunity to collect and analyse trends, emerging themes and the 
intricacies of customer information. Non analytic marketers will fade 
into obscurity as those more adept with the creative use of data and 
its interpretation, continuously drive forward ideas, suggestions and 
proposals across the wider organisation for improvement, opportunity 
and growth.

Key to this big data approach will be to help choreograph the 
customer journeys for the organisation’s highest priority customer types. 
In consumer organisations this is the detailed customer segmentation 

and persona information. In business to business organisations it’s a 
different journey for different individuals in a target organisation from 
decision maker through to influencer.

Content Creation will likely remain as the most consistent factor 
in the marketing mix into the future. As social networks come and go, 
marketing channels gain and ebb in popularity, the fuel of the marketing 
message in terms of words, images and video will remain as the common 
currency in the marketer’s wallet. The most socially savvy marketers 
will be those who truly understand their customers’ needs and then 
communicate with them through media and language those customers 
deem most appropriate. The days of one-size-fits-all will be long gone 
and marketers will need to personalise and customise both products and 
services as well as the methods by which they market them.

Multichannel Integration will become essential and marketers who 
see themselves as merely communicators will miss the opportunity of 
strategically managing their channels of distribution in line with sales, 
operations and finance. True multichannel integration in line with 
strategic partners who will then be considered key stakeholders, should 
allow for greater return on investment than is currently possible.

Strategic planning, analytics and measurement will draw together 
all of these marketing functions and allow the most effective marketers 
to bring true evidence into the boardroom and to influence corporate 
decision making. The loose, tactical, value perception will be replaced 
by measurable and tangible long term return on investment.

CAREER MENTORING FOR CAREER DEVELOPMENT
Listening skills will be at the heart of the most influential marketers’ 
behavioural traits. Everyone can listen but the best marketers will listen 
and hear. Not only will they hear, they will react.

Marketers of old may have often failed to truly embrace the fact 
that other departments and disciplines have a very different language. 
From the numbers discussed in finance and the people resources 
discussed in HR and the return on investment constantly at the heart 
of production, marketers may typically have tried to get the rest of 
the organisation to understand their vocabulary. In the future the best 
marketers will understand and talk Finance to finance, resourcing to 
HR and efficiency, system and process to Production.

Only by truly listening and appearing to listen will the quality 
of these internal conversations rise as these other disciplines see a 
collaborative relationship being driven by their new peers in marketing.

Collaboration will also be at the core of the soft skills the marketer 
of the future will need to foster. This will be nowhere more important 
than in the marketing and sales relationship. Gone will be the “us and 
them” ethos that has dogged these two potentially compatible teams 
of professionals and in will be a solid, mutually agreed collaborative 
pathway in the best interests of the organisation.

The best marketers are likely to use a set of common strategic 

objectives to bond together sales and marketing. Rather than the 
old internal bickering and failure to see or understand each other’s 
challenges, pressures and values the new blended sales and marketing 
will use their collective strengths and work together to share the voice 
of the customer back into the organisation, to fine tune customer need, 
to achieve short term tactical targets and to embrace and celebrate a 
mutually advantageous position.

For many more experienced marketers who are used to the 
legacy style of marketing they will need to join their newer colleagues 
in displaying adaptability as the pace of change in their market place 
continues to increase. There will be less time to reflect, shorter new 
product development timescales and product lifecycles.

Marketers who are less flexible and adaptable will quickly 
become irrelevant as the organisation looks to marketing for direction 
in the latest technologies, systems and processes. The role of the 
marketer will balance thought leadership and futurology with evidence 
collected from regular market analysis and auditing. By fully embracing 
the necessity for change the successful marketer will retain a thirst for 
learning. Not only continuous improvement of their personal skills, 
leadership qualities and management techniques but also best practice 
from within their sector and beyond. 

This thirst for learning will require the marketer of the future to 
continuously search out new and better ways of working to allow 
themselves the time and space for self development. Some of this will 
be through more structured professional learning and qualifications but 
also through continuous reading and self research, every day.

Career Mentoring will likely form the basis for a structured method 
of ensuring that the marketer is focusing on the highest priority skills, 
areas of personal development and strategic, tactical and operational 
experience they need to continuously perform at the highest level.

Cambridge Marketing College is supporting one such career 
mentoring service; My Marketing Mentor (www.mymarketingmentor.
mobi) is a mobile app-based service that provides the marketer of 
the future with the content they need on a daily basis for both career 
development as well in their role, and a personal marketing mentor 
with whom they can create and roll out a structured, personalised 
development programme. 
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Neil learnt his marketing with the likes of Orange, NatWest, BP, 
Castrol and Ordnance Survey, and now helps individuals and 

companies to communicate more effectively using strategic 
planning and dynamic tactical campaigns. Neil is the Founder 

and Managing Director of Viper Marketing, a marketing and 
communications company and co-founder of My Business Mentor.
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A DAY IN THE LIFE OF… 
GREGORY ROEKENS

A fascinating look into the role of the CTO at AMV BBDO and how the blending of technology and 
marketing is challenging many well-established industry norms

CAN YOU GIVE US A LITTLE 
BACKGROUND ON AMV?
Abbott Mead Vickers was founded over 35 
years ago by David Abbott, Peter Mead and 
Adrian Vickers with the simple ambition of 
becoming the best communications agency 
in the UK and with a strong set of ethics and 
principles. For instance, they didn’t work 
with any tobacco or toy companies. These 
principles still exist today and have been 
expanded into a wider culture and ultimately a DNA which focuses 
on two ways of caring. The first is associated with caring about the 
quality of everything that the company does from every single line 
of text written, to the reception you get when you walk in the door 
and the other that centres on caring for each other, using the carrot 
not the stick to generate great performance. It seems to have worked, 
as since 1997 AMV BBDO has become the biggest, most successful 
agency in the UK.

AND A LITTLE ON YOU?
I’m an electronic engineer from Belgium and started my career 
at IBM in the late 90s and worked at a number of marketing and 
advertising agencies before joining AMV BBDO in October 2012. I 
was hired directly as the result of a major change in the company’s 
strategy which began in the late noughties which was to infuse digital 
as a core competence for all our activities rather than just a bolt-on 
function. The strategy, spearheaded by Ian Pearman our CEO, had 
three strands which were firstly to recruit the right talent, secondly 
to create evidence in the marketplace through client work and lastly 
to build credibility that digital is essential to deliver a complete and 
contemporary service rather than a choice.

THE ROLE SOUNDS VERY CHALLENGING. SO WHAT 
SORT OF WORK DO YOU END UP DOING?
My role really didn’t exist before I arrived, but is firmly based on 
the need to encourage and assist with the embedding of digital 
(and occasionally other) technologies into the wider organisation. 
This means that half my day is spent sitting across from the Chief 
Innovation Officer Jonny Spindler who focuses on leading innovation 
in the agency, new business, account management and understanding 
how the client is changing, and I work in parallel with him to work 
out how to use technology to deliver on those requirements. The rest 
of my day is spent sitting in my other office amongst the creatives 

GREGORY  
ROEKENS

Careful usage of data is primordial and should be used to facilitate 
“personal” interaction rather than “personalised” ones as the latter 
may appear creepy and can ultimately lead to a negative experience.

Marketing practitioners need to keep on learning as the 
environment is going to move even further towards the democratisation 
of the consumer and the brand. No longer can the brand dictate 
without respecting the response of the individual consumer – that 
might mean providing them with a person to talk to rather than a 
machine. In the end this means that marketers at all stages need to 
adjust their mindset to provide the best customer experience possible 
using the tools at their disposal. Not knowing about them is no excuse.

SO HOW DO YOU INTERACT WITH A VAST 
RANGE OF DIGITAL MEDIA?
I always tick the “yes communicate with me” box when I sign up 
for anything online. My motto is “Embrace change and embrace 
technology”. It doesn’t matter whether it’s a new magazine or a new 
app it’s the innovation that is important. I love Zite which responds 
to and learns about my reading preferences and behaviour through 
artificial intelligence – it does a great job of showing me how different 
my interests are to my own wife for instance! I still read a lot although 
not always the whole article and I sometimes (guiltily) share on the 
title alone.

I like to think that I am an anthropologist first and a technologist 
second. It pushes me to understand people and how they interact with 
technology. The Google glasses for instance are an unbelievable piece 
of technology, providing an incredible contextual experience for the 
wearer but the form factor is literally too much “in your face”. On one 
end of the “socially acceptable” scale, less visible wearable tech like 
fitness wristbands or smart watches will go mainstream first where, on 
the other end of the scale, more visible wearable tech like the Google 
glasses will take longer to be adopted by the masses. 

HOW DO YOU SEE THE FUTURE FOR MARKETING?
The Holy Grail for marketers is to stage an experience across all 
customer touch points and to do that they need to look at their existing 
portfolio of products and services and use technology to elevate 
them within context and where appropriate. I feel that consumers 
will start to feel more attached to specific brands and see them as 
companions and even friends. Although this may be more obvious 
with technology-centred brands, essentially every brand has a primary 
brand supported by a sub-brand which is driven by technology – look 
at Nike, Mercedes-Benz, John Lewis, Burberry, Aviva, Dominos Pizza 
and so on. 
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and production staff where my role switches to one that is really 
focused on turning the ideas into deliverable propositions – not just 
making it possible but making it happen. I am also now involved in 
communicating these new ideas to existing and new clients showing 
them that we can provide a complete solution when we go to pitch. 

SO HOW DO YOU GET THE ORGANISATION TO  
BUY INTO THE DIGITAL VISION?
I see it as part of my responsibility to ensure that AMV stays at 
cutting edge of technology and to blend the right sort of technology 
innovation into the way we work via a programme called Spark. This 
consists of a physical space within the office, a virtual online space 
where anyone can create, share and develop ideas and thoughts, as 
well as a mental space focused on knowledge sharing. All of this helps 
the delivery of new technology into client solutions and the study of 
the impact that technology has on consumer behaviour.

WHAT DO YOU THINK THE GREATEST  
CHALLENGES FOR AMV ARE?
Consumers are continuously changing and part of the changes we see 
include a clear demand that messaging aimed at them is no longer 
disruptive, and therefore annoying and potentially offensive, and 
rather appears more “native” and relevant to their needs. 

Although as an agency we still need to continue to develop 
the large-scale ideas and productions, this consumer change is also 

driving us to work out how to deliver the essence of those grand 
ideas through many narrower channels. I also see a specific challenge 
for us which is to understand and work with the impending changes 
that machine-to-machine messaging is going to create. In many cases 
consumers are starting to use agents like Siri and Google Now to 
make some decisions on behalf of the consumer such as reordering 
the weekly shopping. Our challenge then is how do we interact with 
and influence the consumer decision-making process and passing 
that decision on to their preferred agent. The successful outcomes of 
these processes are then highly dependent on trust.

SO WHAT SKILLS DO YOU SEE THAT MARKETERS WILL 
NEED TO COPE WITH THESE CHANGES?
Understanding data is going to become an essential skill to build 
accurate and useful customer views. Becoming efficient at targeting 
the right consumer with the best proposition has always been a 
marketing skill but it is going to get more technical and more dynamic 
as both the technology and the consumer get more sophisticated. 

“THE HOLY GRAIL FOR 
MARKETERS IS TO STAGE AN 
EXPERIENCE ACROSS ALL 
CUSTOMER TOUCH POINTS.”

Grégory Roekens is Chief Technology Officer at AMV BBDO and 
has over 15 years of expertise in Marketing Technology working 

with major brands. His motto is “Tomorrow’s technology 
is today’s reality” and his believes that all technologies are 

introduced to assist human in some shape or form. He is 
particularly interested in innovations in the fields of artificial 

intelligence (AI) and user interfaces (UI).
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about being able to analyse the exponential growth of data and 
apply insights creatively across various marketing disciplines. 
Tenthwave’s Gretchen Ramsey thinks that a cultural understanding 
is often missed, particularly as far as planning relevance is 
concerned, and that this needs to be taken to a new level given 
how quickly and dramatically specialist digital areas change.

VIRTUES OF NECESSITY
The marketing industry’s obsession with real time is likely to add to 
the pace of change, and this is likely to be fuelled by new tools that 
help support brands transforming into what Unruly’s COO Sarah 
Wood describes as “newsrooms for their niche”. Digiday’s John 
McDermott hopes that brands will move away from the opportunism 
of tweeting nonsense during the Super Bowl, and instead create 
something more mesmerising like Volvo Trucks’ ‘The Epic Split’ feat 
by Jean-Claude Van Damme, or something legitimately helpful like 
the ‘Fix in Six’ Vines #lifehacks videos from US DIY chain Lowe’s.

Interestingly, the importance of storytelling was the most consistent 
theme to emerge from industry experts. So perhaps there will be 
more scope for brands to invest in creative experimentation rather 
than just think of being agile in terms of real-time responsiveness.

This may be a virtue of necessity, because – as Paul Bay at Citizenbay 
pointed out – the gap between promise and delivery is still wide, 
which is why advertisers are still less trusted than politicians. The 
point being that one way of rebuilding trust is to create more 

T here is a growing consensus that 
branded content will be at the heart 

of every marketing strategy. For Pereira & 
O’Dell’s creative head, PJ Pereira, that’s 
because the ability of content “to draw 
people in naturally through entertaining, 
emotionally en gaging messaging” helps 
to “develop deeper relationships with 
audiences”. Others cite the growth of digital 
technologies and social media as drivers, as 
well as stand-out examples of branded content marketing campaigns 
such as Dove’s Real Beauty Sketches and the Red Bull Stratos jump 
to Earth by Felix Baumgartner.

MORE JOINED-UP THINKING IS ON THE HORIZON 
Branded Entertainment Online’s (BEO) Sandra Freisinger-Heinl also 
thinks that there will be more “standardised procedures”, which will 
help encourage the adoption of the approach. Certainly, lessons are 
being learned from successes, failures, and even happy accidents. In 
the meantime, branded content is still mostly being commissioned 
in isolation, often in response to client briefs for more media neutral 
solutions. But more joined-up thinking is on the horizon and Red 
Bee Media’s Michael Reeves thinks that this will eventually lead to 
branded content becoming the “central articulation of a brand or 
communication idea.” 

Others, including CIPR’s president Stephen Waddington, believe 
that broader “content development” will move beyond marketing 
communications to “become the communication norm for all 
operational areas of an organisation”. 

COLLABORATION AND DEVIATION
There’s also a host of new, open and collaborative agency models 
being predicted, such as publishers becoming agencies. The launch 
of Guardian News and Media’s branded content division and their 
seven-figure Unilever deal is a recent example. This forms part of 
a trend for the production of continuous content by those who 
understand editorial and programming, such as publishers and 
broadcasters, rather than just big campaign ideas with legs. But if 
the evolution of contract publishing is native advertising, where is it 
being done well, and how is its success being measured?

THE FUTURE OF BRANDED CONTENT 
MARKETING: WHAT WILL CHANGE – PART 2

This is the second in a series of four articles by Justin Kirby that draws on his research for his new book ‘Best of Branded  
Content Marketing: 10th Anniversary Edition’ produced in partnership with the BCMA. It shares part of Justin’s findings from 

industry experts around the world on what they expect to see change in the next five years

JUSTIN KIRBY
Ogilvy Group UK’s Vice Chairman Rory Sutherland points out 
that collaborating with content creators is a lot less risky than 
competing with them. As he explains, you only have to look at 
Hollywood to see how many flops and duds are supported by 
a few successes. Another option he recommends is deviation, 
where brands (possibly in partnership with others) create or 
curate content that is of huge interest to their customers, but is 
not of interest or commercially viable for more traditional content 
curators to produce. Perhaps that’s why Forrester’s Ryan Skinner 
predicts more agency-facilitated brand alliances, and why more 
and different kinds of celebrity partnerships are being formed, 
for example Sean “Diddy” Coombes’ recent JV with Diageo. As 
Social Media Consultant Jadis Tillery explains, these celebrities not 
only bring a loyal and sizeable fan base to the table, but also are 
“dynamic content creators and media owners in their own right”. 

BEWARE THE SOCIAL MEDIA SPECIALIST
Given how the lines between brands, media owners, agencies and 
even consumers continue to blur, we’re also likely to see more 
game-changing innovation occur – perhaps until there are no 
longer any lines. 

However, new models will require new skillsets, particularly in 
terms of understanding social behaviour and culture better. That’s 
why OgilvyEntertainment’s President Doug Scott thinks agencies 
need to hire behavioural economists and creative technologists as 
well as individuals who truly understand social interaction. For 
Doug this is about shifting consumer preferences and changing 
behaviours, rather than hiring a “social media specialist” to simply 
increase the number of retweets of a post.

Some digital strategists such as Mike Arauz at Undercurrent argue 
that there’s also now a need to know a lot about a lot, rather than 
just a little about a lot and a lot about a little. For Econsultancy’s 
CEO Ashley Friedlein, it’s more of a left and right combination 
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“BRANDS DELVE DEEPER 
INTO ‘BIG DATA’ IN ORDER 
TO GAIN A MORE ACCURATE 
UNDERSTANDING OF THE 
CURRENT AND FUTURE 
BUYING BEHAVIOUR OF 
THEIR CUSTOMERS.”
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authentic and entertaining story-based content with messages that 
are clear and unambiguous. 

Storytelling also helps to engage audiences with content that 
resonates emotionally, and there are tools on the horizon to help 
pre-test this in order to refine the impact of the content in terms of 
its share-worthiness as well as its targeting.

A GOOD STORY IS KEY
Whether this will lead to brands “becoming media”, as some 
predict, will depend on the risks they are prepared to take. MEC’s 
Chantal Rickards thinks brands are becoming more adventurous, 
particularly in terms of funding longer-form content such as movies 
and documentaries. The success of ‘The LEGO® Movie’ is seen 
by some experts as a sign of brands becoming significant funders 
and distributors of original content. Stan Joseph at Ochre Moving 
Pictures even sees brands taking “their place at the table alongside 
broadcasters, distributors and IP owners.”

It’s worth pointing out that the Lowe’s ‘Fix in Six’ videos mentioned 
earlier were produced on a budget of US$5,000, so you don’t need 
big budgets and movie stars to engage audiences. There are also 
plenty of opportunities to meet the consumer demand for more 
visual content that the BCMA’s Patrícia Weiss predicts by using 
platforms such as Instagram, Pinterest, Vine, etc. – particularly now 
that you can watch high-quality video on the go via your mobile 
or tablet. This is only likely to increase the growing content clutter, 
which is why Doug Scott points out that creating good stories is 
more important than ever in order to cut through.

CREATIVITY COUNTS
But UM’s Chief Content officer Scott Donaton thinks storytelling 
changes everything about how brands go to market, so brands are 
going to have to do what they don’t like doing and make some 
major changes to their processes, the skillsets of the people they 
hire, the timeframes they work within, and the way they allocate 
and think about budgets. 

Scott also thinks that brands need to change their definition of 

creativity. This is interesting because technology platforms are 
increasingly being seen as the “solution” to content-based strategies. 
In the next edition of the Cambridge Marketing Review, I’ll share 
my findings about how platforms are becoming more algorithmic, 
programmatic and predictive in order to help personalise and 
optimise content across an increasing number of channels and 
devices. I’ll also explore predicted changes in measurement and 
analytics, and the rise of empathetic, emotional marketing.

“BRANDED CONTENT 
IS STILL MOSTLY BEING 
COMMISSIONED IN 
ISOLATION, OFTEN IN 
RESPONSE TO CLIENT BRIEFS 
FOR MORE MEDIA NEUTRAL 
SOLUTIONS.”

Find out how we can  
raise your profile 
 
Call us now for an informal 
chat on 07923 540695 

We’re not going to argue with the great  
Dr Johnson. He may well have been right 
 … in the eighteenth century.   
 
But in today’s fast-paced business world,  
anything that doesn’t capture the imagination  
straight away isn’t read at all. 
 
You need to engage your audiences, 
and offer solutions to their problems. 
 
You need publicity that gets your message across - 
effectively and cost effectively. 
  
At KeynotePR, we make publicity work hard for you.  
 

“ What is written 
without effort  

is in general read 
without pleasure  

                
 ” 

w w w . k e y n o t e p r . c o m  

Dr Johnson 

Press and media relations 

Marketing communications 

Digital 

Reputation management 

Justin Kirby is a writer, speaker and strategist. His books 
include Connected Marketing (2005), Best of Branded Content 
Marketing(2013), and Best of Branded Content Marketing: 10th 

Anniversary Edition (2014). He heads up strategic content marketing 
at Tenthwave Digital LLC, the new interactive agency from the US 

whose clients include Facebook, Google and eBay.
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T he Marketing College has a new venture: 
the Marketing Review radio show. In a 

fast-moving, interconnected world, it has been 
interesting to see just how much interest there is 
in a real show, coming out of a real radio. Most 
listeners hear the podcast, rather than as it’s 
broadcast, but there is still surprising kudos 
in a show that goes out over the airwaves.

The show’s remit is to look at marketing in a 
practical way, with an emphasis on how-to-do-it. A second thread is 
to look at the wide variety of industries that use marketing. Guests 
have come from sports, education, food, technology, the arts and the 
music industry and we heard a – perhaps surprising – similarity in 
the issues that marketers face.

For example, at first sight, marketing for technology businesses and 
marketing for schools would not seem to have much overlap. The 
former is dominated by B2B marketing: suppliers create solutions 
to be sold to manufacturers of technology products and services. 
The manufacturers have hard-headed buyers evaluating the offers. 
The latter involves selling education to parents, to encourage them 
to entrust their darlings to the school or nursery. Parents are clearly 
emotionally involved in an important decision. For the technology 
firm, the buyers questions include – Will this supplier still be around 
when I need more components? Will this new component work? 
what is the hassle factor of this going wrong? For the parents, the 
questions are – Will this school look after my child? Will it keep 
my child safe? Will it help my child improve? In fact, both sets 
of buyers are asking the same fundamental question – Do I trust 
this organisation? Can it solve my problem or will it create more 
problems for me?

THREE ESSENTIAL QUESTIONS
Another regular theme was the importance of spending time planning 
any marketing activity, from big data analysis, market research, content 
creation, social media strategy, targeting customers, and so on. 

In his interview on marketing for technology companies, Tony Wilson 
from tonywilson.org describes the “10 second marketing strategy 
course”, devised by the great marketing planning guru, Malcolm 
MacDonald. This poses three questions for marketers to consider: 
(1) how does the market work, including how do customers choose 
what to buy? (2) which part of this market are you aiming for? and 

CAMBRIDGE MARKETING REVIEW 
RADIO SHOW 

Kiran Kapur talks about the Cambridge Marketing Review Radio Show  
which has completed its first season airing on Star 107FM

KIRAN KAPUR

media. His rule is that 90% of content should be relevant and 
interesting to your audience. Only 10% of content should be sales 
based. The relevant material will create engagement and this draws 
the audience to your brand which can encourage sales.

THREE ESSENTIAL MEASURES
This split is perhaps more obvious when discussing celebrities. Lady 
Gaga, Justin Bieber and other celebrities use social media to provide 
fan enagement: this raises the celebrities profile and hopefully 
drives sales. Allison Thomas of agency CAT explained the world 
of music PR. She advised being very clear about the objectives of 
any PR campaign before starting it, particularly looking at a specific 
outcome. It’s not sufficient to just say “we want to raise awareness” 
but to decide exactly what we want to raise awareness about and 
to which audience.

Another guest who was keen to encourage measurement and 
objective setting was Andrew Hatcher from Applied Knowledge 
Network who challenged marketers to measure what they fear. Too 
often, marketers shy away from analysing what they do, because 
it’s difficult, uncomfortable, or just does not seem that interesting 
compared with being creative. When marketers do measure, they 
can end up simply considering “vanity metrics”. Andrew was 
particularly dismissive of measuring the number of people who 
visited a website – it might be interesting but it is a limited measure. 
The three important things marketers should measure are (1) the 
cost of acquiring a customer, (2) the customer’s lifetime value to the 
company and (3) the contribution of marketing. The second should 
be bigger than the first. If it costs more to acquire a customer than 
they give you back, then the third is too high. If your marketing is 
not being effective you need to revisit the “10 second marketing 
strategy course”.

If this has whetted your appetite, all the shows can be found as 
podcasts at http://www.marketingcollege.com/blog

On YouTube: Cambridge Marketing Review Radio Show channel 

On itunes: search for Marketing Review on Air
[https://itunes.apple.com/gb/podcast/cambridge-marketing-review/

id892342901]

The show returns later in 2015.

(3) why should clients do business with you? Three questions that 
are easy to pose but hard to answer, but without answers, it is 
impossible to decide where to put your marketing efforts. 

Thinking through these three questions helps an organisation 
to decide where to advertise. As Tony points out, you advertise 
wherever your customers go to for their information. Whether it’s 
LinkedIn, industry publications, the golf course, Twitter or a Google 
search, then that’s where your company needs to have a presence. 

Discussing marketing for education, Neil Wilkins from Viper 
Marketing and Kim Spooner pointed out how much the market 
relies on word of mouth. Potential customers speak to other 
customers, whether parents choosing schools or adults interested in 
vocational training. Creating trust and good customer experiences 
is key to gaining good recommendations. One of the methods 
Kim recommends is to show videos of classes to demonstrate to a 
potential customer the standard of the teaching on offer.

Using video as part of content marketing was a theme Martin Talks 
of Matomico was keen to discuss. 100 hours of video is uploaded 
to YouTube every minute and video takes up 90% of the Internet’s 
capacity by volume but organisations can overlook it. His argument 
is that organisations can be put off video because of the costs of high 
level production values. Entertaining content that is relevant to your 
audience is more important than perfect production values: content 
with a few rough edges is often sufficient. He offered a formula of 
90% of a project time spent working out what you want the video 
to achieve and the needed production quality, then 10% of time on 
the actual production.

Another person suggesting a 90:10 split for content marketing 
was Neil Wilkins from Viper Marketing. Neil’s two interviews 
concentrated on explaining the practicalities of managing social 

“90% OF CONTENT SHOULD BE 
RELEVANT AND INTERESTING 
TO YOUR AUDIENCE. ONLY 
10% OF CONTENT SHOULD BE 
SALES BASED.”
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In this project, we formed a partnership 
with MEC and Mindshare, two 

companies that belong to the world-leading 
media company Group M. We wanted to 
measure consumer response to so-called 
Out Of Home media, with the aim of 
helping our clients to increase the revenue 
of media spending. Out of Home (OOH) 
was a relevant topic because spending on 
this type of media was rapidly increasing at 
the time of the study: in Colombia, it grew roughly 30% during the 
previous three years. At the time, there was no up-to-date information 
available to report on its effectiveness. 

This study used eye-tracking glasses. We focused on consumer 
behaviour and attitudes to Out of Home media while people were 
travelling from one district of the city to another. In total, a group 
of 84 people aged between 25 and 35 years old wore eye-tracking 
glasses while travelling. The group was split into three subgroups 
according to the type of transportation being used. Group A (27) 
travelled using the Transmilenio, an integrated, government-
organised public transportation bus system in Bogotá. It allows 
passengers to use different buses with just one ticket. Group B, 
consisting of 31 persons, used public buses, which are privately 
owned and operate on different routes. The third group, C with 26 
persons, travelled in individual cars. This last group was divided into 
two subgroups: the driver and the passenger. We took photographs 
along each route and marked on a map what and where the 
OOH advertising was during each journey. We calibrated the data 
immediately after every journey.

The participants were able to see different OOH advertisements on 
their journeys. In total it was possible to see 128 billboards along the 
route, 42 posters at bus stops and eight posters at the Transmilenio 
station. The advertisements were split into different products/ 
categories, of which the most important were personal care, fashion, 
beverages, communication and automotive. 

RESEARCH FINDINGS 
This study revealed that an average of 84% of the participants 
observed one or more forms of outdoor advertising. As expected, the 
result depends on the means of transport and the way it was used. Of 
group B, people sitting on a bus, 100% observed outdoor advertising. 
Car passengers returned the equivalent response. Of group A, people 

LUIS FERNANDO 
RICO NAVAS

A VIEW FROM COLOMBIA
Luis Fernando Rico Navas describes the thinking behind, and the results of, a specific piece of work in the world of  

neuro marketing, measuring the effectiveness of Out of Home media in Bogotá, Colombia
using the Transmilenio, only 81% saw advertising, while only 38% 
of the car drivers were able to look at the advertisements. We also 
noticed that on average 32% of the advertisements received attention. 
Bus passengers saw 61% of all possible adverts, passengers on the 
Transmilenio and car passengers saw 17% and car drivers saw 6%. 
The gaze was fixed on the advert for on average 0.85 seconds with 
bus passengers taking a longer look than car drivers. The longest 
fixation time lasted up to three seconds. 

We asked people before the study how often they observe ads. The 
results show that there is a noticeable difference between what 
participants report and their actual behaviour. For example, 100% of 
the car drivers answered that they usually observe outdoor ads while 
they are driving. In our study, only 38% of them actually did. 

RECALL 
Additionally, we wanted to understand what level of advertising recall 
the participants had after they completed their journey. It is important 
to note that the participants were informed prior to commencing the 
study that the purpose was a mobility study – there was no mention 
that we were assessing the effectiveness of advertising. The results 
in relation to advertising recall were positive. Although on average 
the participants observed only one third of the adverts, they had a 
high level of awareness. The accuracy of awareness was quite good: 
normally when people are asked to give details of ads, they mix up 
messages or give wrong answers. In this study, 64% of the participants 
gave the right answers when they were asked about the brands and 
message that they saw. The study showed that the short time they 

spend on each fixation (0.85 seconds on average) was enough to 
provide us with an open (not aided) recall of 64% of the images and 
25% of the texts. 

This confirms that it is easier to remember images than text, especially 
when there is only a short exposure time. One other interesting 
result was that, in general, the women were able to remember more 
information and were more aware of the OOH advertising. According 
to the results, the automobile industry is the only sector in which men 
have a significant level of recall. 

ADVICE TO OUR CLIENTS 
We explained to our clients that the brain leads our eyes, not the 
other way around. So, if there is an element that captures the brain´s 
attention, it will be remembered, but if there is no connection or link 
with the brain’s expectations, that information will not be retained. 

In relation to this study, we explained that the brain’s attitude is the 
key factor determining the effectiveness of any type of media. In the 
case of the non-driving participants, high levels of awareness were 
obtained with, on average, just 0.93 seconds of fixation. They were 
also able to remember high levels of accurate information about 
the adverts. By contrast, the car drivers were not only unable to 
observe the adverts, but also their levels of accurate awareness were 
very low. If we compare this result with traditional TV commercials, 
OOH media is more effective as it will lead to a high average of 
accurate awareness, even when the advert is given a very short time 
of exposure. 

OOH media does entertain people’s brains while they are travelling. 
Many travellers are open to OOH media: their brains are looking for 
entertainment. When someone is watching a TV programme that is 
interrupted by a TV ad, the viewer tends to switch to another channel. 
The brain is aware that it is being confronted with advertising and 
often does not want to accept this. This makes it more difficult for 
companies to be effective in TV ads compared with OOH media. 
Out Of Home media provides an effective way to generate brand 
awareness in people while they are travelling, especially if they are 
not doing the driving.

Luis has a long history working on the front line of 
brand marketing with companies such as P&G, Coca 

Cola, Unicredit and others. An adjunct professor at the 
Universidad EAFIT in Medellín in Colombia, he combines 

this with his role as CEO of MindMetrilks a neuro 
technology consultancy. He can be contacted by email: 

lfrico@mindmetriks.com.

“THERE IS A NOTICEABLE 
DIFFERENCE BETWEEN WHAT 
PARTICIPANTS REPORT AND 
THEIR ACTUAL BEHAVIOUR.”
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Baskar, an ex-squadron leader led 10,000 
untrained people aged between 3 and 

70 years to the top of Mt Madhugiri (4,000 
feet) without incident or accident. He claimed 
it was his military planning that achieved 
this goal. I think this typifies India.

Whilst I say everything is possible, 
there are many frustrations – tariffs, culture, 
and language changing every four miles, 
they claim. So there’s a need to be totally 

flexible in your marketing approach when doing business in India. 
Expect and plan for the unexpected.

Three worlds exist in India: 1st World: Tier 1 Global companies 
making, selling and creating profits and employment conditions 
that are driving up the number of millionaires and billionaires, and 
internationally aspirant upper classes. 2nd World: The expanding 

DAVID EARP

A VIEW FROM INDIA
A country where everything is possible… with some military style planning.  

By David Earp – Senior International Trade Adviser and Country Specialist – India, UK Trade & Investment

aspiring middle classes, keen to keep up with their neighbours, 
spending, borrowing, and brand hungry, with homes to fill with 
household goods and consumables. 50% of the consumers in this 
segment are under 40 years of age. Then, there’s the 3rd World: 
one third of the Indian population in abject poverty, for whom 
the government are working to create 1 million new jobs each 
year and CSR projects being encouraged by tax policies to address 
their needs.

NO STANDARD SET OF RULES
Things are changing: demographics – the population is young, the 
majority are under 40 and tend towards the politics of the future. 
There is a hope that politics will trend towards modernisation, 
more urban living styles and increased ownership of labour-saving 
devices, even though it will still remain possible to employ home 
helpers and drivers for less than £3 a day. Of that £3 a day, half will 
go on their housing costs, with the remainder to feed themselves 
and their families. However, as wages, in existing and the new jobs 
being created, become more attractive families may have to go 
without their home helpers, and demand for labour-saving devices 
and consumables will surely increase, as will the demand for new 
technology and fashion items.

India is made up of 29 states, all with different tax laws and cross-
border tariffs which can surprise the uninitiated business person 
entering the market. There is no one standard set of rules/laws, and 
what exists changes, sometimes seemingly without explanation! In 
order to sell your products in India, be prepared to be flexible, carry 
out thorough research and don’t make any assumptions or have any 
preconceived ideas, they most surely will be wrong!

India is a developing economy and prices need to reflect the value 
relative to Indian earnings, so set your prices to reflect the market, and 
your products to reflect the price, keeping quality as high as you can. 
An example might be hair shampoo: whilst we may look to buy larger 
volume to achieve savings, the attitude in India is to buy as much as 
I can afford now, so smaller quantities, such as single wash sachets, 
might be more appropriate. Brands too are very important among the 
aspirational classes.

The Indian culture is entrepreneurial, there is no safety net, so you will 
find that even when you go to India to sell your products or services, 
you are likely to be faced with offers to help you set up in India. Whilst 
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this may appear helpful, it can in effect be off-putting because India’s 
entrepreneurs can agree and say “yes” to many things, but yes does 
not always mean action will follow, so it is wise to be aware.

KEY ADVICE
• Visit and have a look around first, do your research 

thoroughly.

• It is full of massive opportunities, but attention to detail 
rather than a fixed plan is required.

• Anticipate difficulties – it takes much longer to get things 
done or to travel in cities or across this large country.

• Make use of experience, consult anyone you can about 
their Indian experiences. Knowledge and advice can be 
extremely helpful in avoiding problems.

• Do not expect to replicate your marketing plans from 
other geographic regions; only plan after you have a 
clear understanding of how you can adapt your offering 
to the market’s needs and environment.

• There are unlikely to be any sensible short term gains, so 
play the long game, build sustainably and gradually.

• Scale – cities like Delhi, Mumbai, Bangalore, and Kolkata 
have such large populations, they are powerhouse 
economies in their own right. Pick one and start in that 
region.

• Investigate having local, on-the-ground partners or 
engage people who understand the market to help you 
in the important implementation stage of your plans.

• Protect your brand. Register your IP in India, don’t 
assume your current IP protection covers this market too. 
Register your website with an Indian extension (.in)

• Be clear about what segment you are selling into and 
price-point your offering. Luxury may still require 
adaptations and mass market will want small quantities 
(e.g. FMCG products) at affordable price points.

• Whilst ICT is widespread in India, marketing 
communications is still fairly traditional currently. Adapt 
your marcoms strategy in India to media availability 
– hoardings, placards, posters, press, magazines, 

Internet, social media – Facebook, WhatsApp, Vyber are 
common, and word of mouth is still vitally important.

• It may appear that English is widely spoken and people 
very willing to help the new market entrant, however, 
the Indian Yes reply is typically confusing to most 
Westerners. Not wishing to say “no” the usual reply 
is “yes” with a non-commital nod of the head. Always 
check that they do understand what you say, otherwise 
you will not get what you expected!

In summary, India is a land full of marketing opportunities for the 
brave and militarily-minded marketer; a land of big promises and 
unexpected surprises.

 
A Chartered Marketer and lecturer with Cambridge Marketing 

College since 1995. A career as senior executive with global 
companies and a consultant advising UK businesses on 

international business for UK Trade & Investment (UKTI). 
Currently David is helping students on the CIM courses covering 

Stakeholder Marketing, Assessing the Marketing Environment 
and from the new syllabus, Integrated Communications.
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MARKETING MASH-UP
Peter Fisk explores the best new ideas in the world of brands, innovation and marketing

As the FIFA World Cup kicked off in 
São Paulo it might have seemed like 

a battle between nations. Yet commercially, 
the world is polarised between Adidas and 
Nike, characterised by Messi and Ronaldo, 
Argentina against Brazil, productised by 
the animal-marked Adidas F50 against the 
Nike Flyknit Mercurial. Whilst Adidas is 
the official sponsor, Nike seeks to “Make 
History” (as its slogan goes) by engaging fans 

in more creative and relevant ways. 

Portugal (and Nike’s) Cristiano Ronaldo is the world’s best known 
player, with 26m Twitter followers, compared to just 2m for Argentina 
(Adidas’s) Lionel Messi. However the South American gets closer 
on Facebook, with 57m to 82m likes. Seven of the 10 best known 
players will have a swoosh on their boots, although more teams will 
have three stripes on their shirts. Nike captures personalities, whilst 
Adidas sponsors the sport. 

Adidas has supported FIFA since 1970, a time when Phil Knight 
was still trying to run the 4 minute mile rather than sell shoes. Nike, 
with total sales of $25bn to Adidas’s $20bn, only entered football 
in 1994. World Cup sponsorship costs Adidas $75m, plus a further 
$400m sponsoring teams, delivering $2.4bn football revenue last 
year, $0.5bn more than its younger rivals. 

Nike’s campaign crosses sports to build on other events like the 
Super Bowl. Beyond ads it includes streaming apps to fuel points, 
fantasy leagues and personalised shopping. Nike targets three 
audiences: 17 year old “fanatics” who are obsessed by football and 
will buy all the gear; 20-25 year old “couch defenders” who will 
mainly watch online, talk with friends, and express most opinions; 
and 17-40 year old “premium fuellers” who engage every four years, 
this time wearing their FuelBands. The rest of us can buy Adidas! 

BOLD + BRAZILIAN 
Beyond the beauty of the beaches and passion of the Maracanã 
stadium, lies a huge nation three times the size of India, rich in 
natural resources but also widespread poverty. Brazil is exciting 
yet exasperating at the same time. After a decade of rapid growth, 
particularly of a new middle class, the nation has lost momentum. 
Rioting on the streets and protesting at the spend on sporting events 
is a symptom of these growing pains, between expectation and 
reality, trying to build a better future whilst living for today. Brazil is 
now the world’s 7th largest economy but ranks only 95th in terms of 
GDP per capita. Over the last 30 years, data from WEF shows that 
GDP per capita has grown by only 1.1%, to China’s 7.7%, India’s 
4.3% and the global average of 1.9%. 

South American consumers are typically more driven by social 
issues than in any other part of the world – improving education, 
healthcare and community. Knowledge ranks highly, with Burger 
King offering free text books rather than toys and Bibliotaxi renting 
books as you ride. They are also fast adopters of technology with 
popular apps for everything from domestic violence to road safety, 
as well as biometric cash machines and fingerprinted payment 
pads. Social media is seen as a platform to demand and facilitate 
social change, from Rio+ crowdsourcing urban improvements to 
Post Fumaca Preta outing polluting vehicles. 

Brazilian brands reflect the passions and priorities of the nation. 
Natura is Brazil’s most loved brand with a vast range of ethical, 
organic and sustainable cosmetics sold through a direct sales 
model. Itau is the country’s largest business, innovating the mobile 
and branch bank experience, whilst Magazine Luiza is a simple 
yet effective hybrid model for buying white goods online, then 
collecting from stores. Braskem is a world leader in sustainable 
plastic bottles, making them from sugarcane rather than petroleum 
with significantly reduced carbon emissions. GraalBio is a 

“...‘DATA SCIENTIST’ WILL 
BE THE SEXIEST JOB OF THE 
NEXT DECADE”

renewable energy company, usefully turning the waste of mega 
cities into useful energy. Havianas is perhaps one of the most 
travelled Brazilian brands, defining the standard for a good flip-
flop, whilst Beauty’in continues to innovate with cosmetics 
embedded within drinks and food. 

INSIGHT + INTELLIGENCE 
Whilst digital technologies have transformed the way in which we 
connect and engage with customers, from digital channels to social 
networks, their significance is perhaps even more profound in the 
ability to understand customers more deeply and personally. The old 
research methods of focus groups and tick box surveys (generating 
averages that had little relevance to anyone) have been replaced by a 
new generation of techniques. Similarly the focus of research is less 
about getting people down a sales funnel and much more about how 
to best engage, enable, support, retain and encourage advocacy. 

Lumen Research is a leader in consumer eye tracking, developing 
“heat maps” of where viewers eyes fall across a printed ad or website. 
These maps help to understand the importance of key words, but 
equally of images and layout, simplicity or detail, and the context 
(surrounding items, themes, and position) in which an ad is place. 
Neuro-Insight bring an even more sophisticated approach through 
scanning the brain’s electrical responses to different brand stimuli, 
whether visual or other senses. In crowded markets awareness 
(conventionally measured by ad recall) has little bearing on purchase 
behaviour, giving way to much more emotional triggers, activating 
different parts of the brain. 

“Big data” about customers, individually and collectively, enables 
brands to understand customers like never before. Behavioural 
economics, predictive analytics, intelligent design… the HBR 
recently suggested that “data scientist” would be the sexiest job of 
the next decade! Netflix, the on-demand streaming media brand 
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for example, builds such a rich profile of its viewer, preferences 
and behaviours, that it was happy to pledge $100m to make the 
‘House of Cards’ series based entirely on data profiling to create 
the “perfect” show. Whilst sales transactions and loyalty cards have 
long been detailed sources of personalisation, new types of data add 
more insight. The Weather Channel for example enables retailers 
to anticipate clothing demands, adapt store layouts, pricing and 
promotions to match. 

The problem is not in acquiring data, but in being able to cope with 
the volumes and use it in connected and useful ways (CERN has 
this problem too, only able to process 0.1% of data produced by 
its hadron collider). Yet the opportunities to create more intelligent 
businesses are huge. In Russia, Synqera scans shopper’s eyes on 
entering a store, then connects with their personal profiles, to target 
in-store promotions and service styles, not just to suit the individual, 
but also their mood on that day. Similarly GE has become a leader in 
applying big data to industrial situations, for example by being able 
to monitor and even control every aspect of an aircraft flying across 
the skies, from the ground. GE’s “Brilliant Machines” propositions 
capture the magic of how big data can transform business. 

IRON CURTAIN + INNOVATION 
25 years ago the “Iron Curtain” between east and west Europe 
began to crumble. I recently went back to the Austrian-Hungarian 
border where the barbed wire was first cut and a long line of 
Trabants (incredibly basic but cute East German cars) chugged to 
freedom. Nearby, Vienna (today’s Central European business capital) 
has become a gateway to a new creative east: from Croatia’s $1m 
Rimac electric supercars to Slovenia’s Pipistrel electric aircraft, 
Volkswagen’s Skoda in Prague and Renault’s Dacia in Bucharest.
 

I also travelled north to Estonia, which is more Scandinavian than 
Russian. Tallinn has become a tech city over the last decade, inspired 
by its most famous innovation, Skype. The Estonians live in a digital 
world, with everything from parking meters to government voting 
provided online. Tallinn has even been called the Silicon Valley of 
Europe. Some of the most recent innovations include Fits Me which 
provides virtual changing rooms for online clothing shoppers; now 
offered by many designer brands. Stigo Bike is an electric scooter 
that folds up like a baby buggy; whilst Heavy Eco is a brand of 
clothing designed and produced by Estonian prisoners. 

PETER FISK
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DASH + DRIVERLESS CARS 
Innovators across the world are increasingly “thinking bigger”. 
Google <X>’s moonshot projects are all about finding audacious 
solutions to big problems. From Glass to cancer cures, space 
elevators and wi-fi balloons, the projects can seem fictional. This 
makes Sergey Brin’s recent announcement, that his first driverless 
cars will be on the roads within a year, seem particularly exciting. 
The posters in the Google <X> labs proclaim “Why go for 10% 
better, when you could go for 10x better?” 

Jeff Bezos probably didn’t think of himself as a revolutionary when 
he left his Wall Street job 20 years ago and drove his uncertain 
wife across America in search of a Californian digital dream. His 
innovations have been largely incremental, reinvesting profits each 

year to add new categories and features such as One Click and 
Marketplace. Now he is thinking bigger, for example with Amazon 
Fresh, delivering groceries to your door (by vans or soon maybe 
drones). Also with Prime streaming unlimited movies. Most recently 
a magic wand called Dash promises to replenish your fridge in 
hours. Two insights emerge here. First the need to make a service 
tangible, second the need to communicate a clear proposition. 
Whilst Amazon might have seemed like just another distribution 
channel, it is now changing our lives. 

DR DRE + APPLE 
Andre Young, also known as Dr Dre, is an American rapper who 
loved listening to music on his iPod. The only problem was the 
quality of the headphones. So he sat down with his producer Jimmy 
Iovine and agreed there must be a better way. In 2006 they launched 
Beats Electronics by Dr Dre, with a range of iconic products that 
became “street cool” and popular for their intense bass. Unhappy 
with iTunes, Young soon added his own form of streaming music, 
with a business model similar to Spotify. Revenues rose to $1.5bn, 
then Apple swooped, paying $3bn. Small change in Cupertino. You 

“THE ONLY REAL WAY TO 
UNDERSTAND CHANGING 
MARKETS IS TO GET OUT 
THERE”

can’t help thinking that Jony Ive could have created a better product, 
but maybe the Apple brand is just too mainstream? 

Recognising the changing nature of markets, and the need to assert 
more direction over its marketing, Apple recently set up its own 
in-house ad agency. The move is likely to become more common, 
as brands realise that they have more focused insight about their 
markets, consumers and brands than most outsiders. The world is 
no longer driven by ads and media buying but by building stories 
across media that are connected, fast and responsive. The next 24 
months is likely to see a major creative shift in many businesses, to 
develop in-house, joined-up marketing studios. Time for agencies 
to rethink too. 

Maybe all Apple wanted was the iconic “b” of the Beats logo. Icons 
matter in today’s world, and the simpler the better. Whilst Steve 
Jobs preferred soba noodles, he would no doubt have approved of 
McDonald’s recent redefinition of all its signage and menus worldwide. 
Gone are words, leaving symbols to have more meaning. Of course 
this makes it easy to communicate in many different countries and 
languages but there is a more emotional benefit too. When Nike 
moved to primarily notify its brand identity with the swoosh, it found 
that images typically have 60 times more impact than words. When 
adjacent words are removed, it can be even greater. 

CREATIVES + KICKSTARTER 
FastCompany’s annual ranking of the world’s Most Creative People 
is an interesting (and provocative) list as always, this year headed by 
a Saudi princess. Princess Reema Bint Bandar Al-Saud is followed 
by Daniel Buchmueller, the software development engineer for 
Amazon’s Prime Air and by Jill Wilfert, Lego’s VP of global licensing 
and entertainment. Two women in the top three shows the potential 
of a more connected brain. 

Princess Reema is CEO of Saudi Arabian luxury retailer Alfa 
International. She is on a mission to engage more women in her 
workforce. At her Harvey Nichols store she has replaced men with 
women in many parts of the store, a dramatic move for a culture 
which rarely sees women interact outside their home. The law is on 
her side, banning men from selling lingerie and cosmetics to women, 
but it is a fine balance between cultural habits and more equality. Last 
year’s sales fell by 42%, proving that changing the game is not always 
popular or easy. 

Interesting names further down the creative rankings include Jamie 
Miller, CIO of GE, who is shaking up how people see the role of 
technology driven by outcomes. Also, Sean Rad who launched the 
contagious dating app Tinder two years ago. The app now generates 
10 million matches a day, with 750m daily swipes (“vote yea, swipe 
right, or nay, swipe left”). Palmer Luckey, founder of the virtual 
reality company Oculus VR bought by Facebook for $2bn, is just 
behind. Also Emil Michael of Uber who has transformed the world 
of taxis with an app that has most inner city cabbies screaming 
about unfairness. 

Oculus Rift only exist because of $2.4m crowdfunding on Kickstarter 
and is just one of the 135,000 projects who have received over $1 
billion from 5.7 million donors over the last five years. In fact the 
most successful project was the Pebble watch, which connects 
with your phone. It received $10.3m from 69,000 people, 10,000 
times more than it actually needed. Co-founder Yancey Strickler 
recently became the CEO, saying he is not only proud of the funding 
achieved (Kickstarter take 5%) but also of the creative ways in which 
brands have engaged pledgers and built incredibly loyal fan bases 
before products are ever made. PledgeMusic created a similar 
crowdfunding model specifically for the music industry but puts 
more emphasis on the ability to showcase new talent. CEO Benji 
Rogers is most interested in building enduring fan bases that engage 
people much more deeply in the creative process, rather than just 
sitting and waiting for the next release. 

LEADERSHIP + LEGACY 
Back in the world of football, leadership is a crucial quality. 
Manchester United’s former manager Sir Alex Ferguson’s leadership 
formula has become a hit at Harvard Business School. Fergie’s 
lessons include start with a foundation, dare to rebuild your team, 
set high standards and hold everyone to them, never ever cede 
control, match the message to the moment, prepare to win, rely on 
the power of observation, and never stop adapting. 

Leadership is always a popular topic. The big shift that I find is 
from hierarchical to networked leaders, from 2C to 4C leaders. 
The shift from command and control, to leaders who are catalysts 
of new ideas, communicators of the big picture, connectors of 
diversity, coaches of their people. Marc Benioff of Salesforce.com is 
particularly keen on leaders as catalysts, whilst Alessandro Carlucci 
of Natura is passionate about bringing together a diversity of ideas 
and talents. 

Of course there are many metaphors and models for great leaders. 
Three stick with me. Firstly, leaders are “heads up” seeing the future, 
whilst managers are “heads down” delivering today. Second, leaders 
“amplify the potential of others,” surrounding themselves with a 
great team that together achieves more. Third, leaders leave a legacy, 
adding lasting value to their organisation and the world, leaving it 
a better place. 

IDEAS + ACTION 
The only real way to understand changing markets is to get out there. 
In recent months I have worked with clients developing the future 
of healthcare in Barcelona and the future of publishing in Munich. 
Exploring new models for retail in Los Angeles and innovative 
franchising in Beirut. Working with digital leaders in Istanbul and 
entrepreneurs in Vienna. Next stops for me include Jakarta and the 
fast growth markets of South East Asia. Riyadh, where I will focus 
on more educationally-based customer experiences, Moscow 
finding smarter ways to sell as the economy stalls and Buenos Aires 
unlocking the passion for innovation in South America. 

Wherever I go, I find consumers who are connected and in control, 
opinionated and not afraid to express themselves. They want 
convenience and fair prices but trust their friends more than any 
brand. They live for the moment and have little patience but still 
value culture and rituals. They ignore ads that bombard them and 
seek authenticity in localness, or online in their own time. Whilst 
local conditions differ, people are more similar across niches than 
geographies, surprisingly common in what they love and hate. 

I also find an incredible spirit of entrepreneurship, particularly in the 
growth markets. They don’t expect big companies and governments 
to look after them but to find their own way in the kaleidoscope of 
opportunities. They embrace technology and knowledge like food 
and water, physical and digital, global and local. They dream big, 
whilst also recognising the need to get started and to stay agile as 
they develop. 

My forthcoming book ‘Gamechangers: Are you ready to change 
the world?’ explores how to develop more innovative strategies 
for business and brands. A range of workshops and masterclasses 
are also available, customisable to your business, from Cambridge 
Marketing Leadership Academy – provided by Cambridge Marketing 
College. 

Peter Fisk is a bestselling author, keynote speaker and expert 
consultant. He is founder of GeniusWorks, helping companies to 
develop more innovative strategies for brands and marketing. He 
was recently nominated to Thinkers 50 Guru Radar, as one of the 

world’s best business thinkers, and is visiting professor at IE Business 
School, Madrid. His new book ‘Gamechangers: Are you ready to 

change the world?’ will be published in 2014. Find out more at 
www.theGeniusWorks.com or email peterfisk@peterfisk.com.
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Digital systems have allowed businesses 
of every type to dramatically restruc-

ture their operations. Call Centre staff can 
now be located anywhere in the world 
(and even at home) enabling both massive 
economies of scale and also the ability to 
operate 24/7 without the need to have 
expensive night shifts (or, as in many cases, 
to offload the expensive nightshift staff to an 
economy where anti-social hours of working 
are not considered a problem). The ability to remotely control 
business operations allows supply chains to be absorbed where 
needed or ancillary parts of the organisation hived off depending on 
what offers best returns on capital at the time.

• Money and, most importantly ownership of assets, 
can be legally separated from core business activities 
allowing businesses to be run as tax efficiently as 
possible (or to avoid tax, depending on your point of 
view).

• Distance is no longer a barrier – if you wish to play 
poker with a Frenchman and a German then what does 
it matter if the servers are located in the UK or Gibraltar? 
For the players it makes no difference, for the company 
and the tax authority this complexity generates a new 
range of opportunities and headaches respectively.

• Time no longer has the same meaning within a digital 
world. Whereas banks worked a five-day 9:30 to 3:30 
operation with downtime overnight to batch process 
transactions, the always-connected world now expects 
access and most importantly control of money 24/7. 
Decisions that once took days are now expected in 
minutes. Wonga.com make a virtue of being able to 
decide on a loan and transfer money in a matter of 
minutes. Whether this is a good or bad thing is left to 
the reader to decide.

Within the news cycle the concept of “stopping the press” is 
increasingly irrelevant. Users now expect the electronic version of 
their newspaper to provide minute by minute updates of football 
scores, not a 12 hour out-of-date summary of yesterday’s news.

MARKETING IN THE  
DIGITAL ENVIRONMENT 

Karl Meyer gives us an overview of the state of marketing in the Digital Environment  
in an extract from his upcoming companion guide available in early 2015

KARL MEYER
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The time available to make decisions is also reduced. Planning 
cycles are now constrained by the need to adapt to the faster pace. 
Before, a lengthy business lunch was needed to get to know the 
client, now the client expects the first prototype to be released 
and market tested before their coffee is cool enough to drink. The 
ability to react quickly is now more important than ever. 

Digital communications now offer a virtually perfect marketplace 
for goods and information. It is increasingly hard to offer overpriced 
goods or to sweep bad product reviews under the carpet. In a digital 
world where everything is permanently available, yesterday’s news 
is no longer today’s chip wrapper but is always available to be 
viewed, shared and dissected.

Even the longevity of businesses is in doubt. The decline of 
physical businesses, from Woolworths in the UK to Sears in the 
US and Canada, can be attributed to the rise of digital commerce. 
The high street travel agent is no longer the “go-to” option for most 
holiday makers. 

But it is not only physical businesses that have suffered. Yahoo was 
once the most powerful search engine businesses in the world with 
a market capitalization of $97bn at its peak saw that fall to less 
than $12bn in only two years. The number of digital businesses 
that have been touted as rising stars, burned through $billions then 
faded just as quickly is huge (BeBo, Myspace, Friends Reunited, 
pets.com). In this new digital landscape no-one is a sure-fire winner 
and even winning last year is no assurance of success (or even 
survival) this year. The digital marketplace is one where barriers to 
entry (Porter, Harvard Business Review 2000) are minimised and 
market niches can open and close in rapid succession making 
change and uncertainty the only certainties. 

So, in a world where everyone is your competitor, no-one can 
overprice goods, everyone knows your secrets, service is expected 
24/7 and taking 10 or 20 minutes to agree on a price could mean 
the difference between winning or losing the contract, how can a 
business adapt, survive and thrive?

Within the marketing landscape, uncertainty is even more acute. 
Every managing director wants you to produce the next YouTube 
sensation yet no-one knows how to do that. The qualitative differences 
between a viral video achieving millions of views for virtually no 
cost and a carefully crafted $multi-million, multi-national campaign 
which achieves no measurable benefit are tiny.

JUST AS MARK TWAIN SAID
“A lie can travel half way around the world while the truth is putting 
on its shoes.”

The inadvertent digital slip-up of an overtired and undertrained 
support desk operator on Twitter can spread around the world far 
faster than the most elegant press release ever will.

One only needs to review the parody posters created from 
Conservative and UKIP election materials to recognise that the 
Internet can easily prick any marketing bubble and create far more 
damage than benefit.

DIGITAL TECHNOLOGY INNOVATION
Over the past 20 years, the Internet has provided a sea-change in the 
way that the majority of Europeans work, connect and collaborate. 
From the early days of dial-up modems and connection speeds of less 
than 10kbit/s to the current generation of always-on, multi-megabit, 
mobile-enabled connectivity that we come to consider as a utility 
like electricity or water, the Internet is virtually un-recognisable. 

As the technologies have developed, the networks and the 
applications have changed radically. As the number of tablets, 
smartphones and wireless devices grows then the number of systems 
connected to the Internet is greater than the number of people on 
the planet. The EC predict that by 2015 there will be 25 billion 
wirelessly connected devices globally – more than eight devices for 
every person. By the end of 2012, Cisco estimated the data volumes 
from all these devices reached 885 petabytes (885 million gigabytes) 
per month (Figure1, next page).

“THE INTERNET CAN EASILY 
PRICK ANY MARKETING 
BUBBLE AND CREATE FAR 
MORE DAMAGE THAN 
BENEFIT”
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BUSINESS DEVELOPMENT IN THE DIGITAL AGE
The Internet has not only changed the way that businesses operate 
but has also changed the way that businesses can be created and 
has opened a huge new variety of modes in which a business can be 
launched, funded and managed.

The Internet has, in its relatively short history, many examples of 
businesses started by two or three college friends in a student bedroom 
which have become huge $multi-billion organisations. From Apple 
and Microsoft to WhatsApp and Tumblr, this well-trod path is etched 
into the collective consciousness as the route to unimaginable riches.

What is less known about this development path is the processes and 
planning required to reach even the start-up phase. Also unreported 
are the dozens of failed businesses for every $multi-billion success.

BUSINESS SUCCESS FACTORS
There are a number of crucial success factors within any business but 
they can be grouped into eight main areas:

• Market Identification – It is vital that any business can clearly 
and accurately identify its target market and be able to 
communicate this both internally and externally to customers 
and funders. The Internet itself can of course provide copious 
statistics on overall market size and segmentation of that 
market, both in terms of geography but also demography. 
Given the initial uptake of the Internet was primarily within 
the young (18-30) and relatively rich (AB and C1) it is 
unsurprising that the first waves of business were focused 
on reaching this market. As these users reach saturation with 
little real-term growth in numbers increasingly businesses will 
need to seek alternative (and possibly, initially, less attractive) 
segments in order to avoid competition.

• Needs Identification – Is the service offered needed by 
the market identified? The era of “Build it and they will 
come” has long passed (if indeed it ever existed) so it is 
important to identify what the potential customers need 
and from that what the product or service needs to offer 
(both in terms of benefits and features).

• Delivery – Once the market and the service have been 
identified and specified, can the service be created and 
delivered? It may be possible to identify a need to deliver 
HD video on demand to rural areas not covered by 
cable TV but is it possible to create such a service cost-
effectively and to a standard and price that the market 
will bear?

• Scaleability – Every business wants success but what if 
that success is unaffordable? Do costs scale smoothly 
with market or does the service model have substantial 
step changes in technology/cost that make growth hard 
to sustain? If 10,000 customers costs X does 10,001 cost 
2X? These step changes have hampered many businesses 
as the cashflow out of the business may not match the 
income during the growth phases.

• Affordability – Can the business afford to start and 
grow? Amazon’s business leveraged existing delivery 
companies meaning that much of the cost of the 
business scaled linearly with customer numbers. 
However business such as Cable and Satellite TV have 
had upfront costs that must be spent before even the first 
customer is acquired. Can the business afford to “burn” 
money during this period and will investors be prepared 
to wait?

Figure1: Growth of Connected 
Devices Source: CISCO 2013

Karl Meyer, MBA, has worked for the past 20 years in the 
Internet industry in technical and sales and marketing roles, 

and was Director of Channel Marketing Strategy for WorldCom 
in EMEA. Clients included Ford UK, NASDAQ and the BBC. 

His roles took him across most of Europe and the Middle East, 
culminating in working for King Hussein of Jordan.

Karl is currently Product Marketing Manager for Dante Ltd. His 
particular expertise is the use of web analysis and social media to 
accurately target customers. He teaches the digital programme at 

Cambridge Marketing College.

• Repeatability/Specialness – Is what the company does 
repeatable by any other company or does it rely on anything 
“special” or secret? The area of patents and Intellectual 
property is beyond the scope of this coursebook but any 
organisation planning a new business venture will need to 
examine both the opportunities for protecting the business 
and the risks of using technologies or techniques that have 
already been protected by other organisations.

• Profit – Can the business turn a profit? Is there a clear 
breakeven point (or points) and are these realistic and 
achievable? Many business can afford long periods of loss-
making provided the funders can identify clear routes to 
eventual profit.

• Exit – In the first dotcom boom many organisations had 
fairly clear exit strategies – be bought by Microsoft, Intel 
or Cisco. Now the market is much more diffuse with 
Google, Facebook, Microsoft, Yahoo and many more all 
being potential acquirers of interesting companies, or 
technologies and patents.

Marketing has a vital role to play in all these areas. Any organisation 
that considers marketing to be an “add-on” function and not part of 
the strategic mix is unlikely to succeed in the digital marketplace.

WHAT CAN BE LEARNED?
One of the first lessons to be learned about digital business and 
digital marketing is that the landscape has radically changed and 
that most of the agreed norms are no longer valid. The previous 
paradigm was of a hierarchical top-down structure with strong 
central management pushing messages and controlling the lower 
levels. Message direction was largely one way – if the message wasn’t 
getting through, simply shout louder. The modes of communication 
were also well understood, well controlled and small in number. 
The number of variables could be understood and controlled.

Within the digital marketplace, none of these exist. Marketing 
communications is now a two-way process. Users can speak, want 
to speak and demand to be heard. With free access to information, 
the organisation can no longer control the message – if the first 
five results for your product on Google are negative reviews then 
your marketing not only will fail but already has failed. No longer 
are there a restricted number of media channels which can be 
effectively managed or controlled but a virtually infinite array of 
bloggers, commentators, reviewers or just plain interested parties 
who aren’t under any form of control.

The key lesson to learn from this change is that there needs to be a 
shift in emphasis from Marketing (and) Communication to Marketing 
through Communication.

Marketing has become, and will continue to develop into, an 
increasingly two-way, conversational activity. Responsiveness and 
reactivity will be essential. Customers will need to consider companies, 
if not friends, trusted partners. Customers can, if managed carefully, 
become advocates of the business. The relationship will need to 
become less hierarchical and more about the meeting of equals. 

Like all relationships these will need maintaining and nurturing over 
time. In essence, marketing has suddenly become much much more 
complex. Life will never be the same again.

The digital environment covers not only the raw technologies used 
but also the ways these technologies have changed the attitudes and 
activities of businesses and customers.

This coursebook provides insights into the key drivers of this new 
marketing through communication paradigm and offer a means 
to understand the opportunities and risks in this digitally enabled 
marketing environment.

 PRE-DIGITAL POST-DIGITAL
Structure Top-down hierarchical Flat peer to peer

Communication Push  Two way 
Modes Few, well controlled Effectively infinite, uncontrolled
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T here is much discussion about what 
the difference is between a measure 

and a metric, so although there appears to 
be no definitive and useful basis, for the 
purposes of this book we are assuming 
that the words metric and measure are 
interchangeable. 

In most practical cases a measure or a 
metric, therefore, is a number that represents 
an attribute such as distance, cost, time, income, or effort and as 
such is obtained through primary observation either by human or 
by machine. In many cases a metric can be extended to include 
relationships between different measures such as kilometres per 
hour or cost per month.

The metric therefore can provide some knowledge about a dynamic 
environment as well as a baseline of pure information. It is useful 
to state at the outset, despite it appearing obvious, that in the case 
of all measurements, their usefulness is only truly realised when the 
same element is measured more than once so that a comparison 
can be made, and the change from one point to the other evaluated. 
Knowing a single instance of any number provides limited use, 
whereas knowing that the number has increased or decreased by 
10% provides much greater insight. 

Metrics can provide accurate and detailed insights into effectiveness 
at various levels of an organisation ranging from looking at the 
organisation as a whole, to looking at specific functions or departments, 
right through to looking at individual projects or campaigns.

Many businesses will use the term Key Performance Indicators (or 
KPIs) which in most cases is just another term for an important 
metric that is in some way tied to a target. KPIs are usually seen to 
provide knowledge that may have a greater impact on higher level 
and corporate strategies and which may allow the management of 
any gaps between strategy and performance.

WHY DO WE NEED METRICS?
There is a saying commonly attributed to Galileo which goes: 
“measure what is measurable and make measurable what is not so.”
This should be a mantra for all marketers who think that they can get 
away without deliberately and effectively measuring the activities 
they perform as well as the outcomes that result from them. 

THE IMPORTANCE OF MARKETING 
METRICS 

Andrew Hatcher provides an extract from the forthcoming companion guide on Marketing Metrics 

ANDREW HATCHER

One of the traditional gripes about marketing is that it refuses to 
align itself with technical, sales, production, finance or research. 
Much of this misalignment comes from a reluctance by marketers 
to define and establish processes that generate alignment with these 
other areas. 

One of the current and future responsibilities of marketing 
operations is to develop and monitor an end-to-end system of tools 
and techniques that include defining goals, creating models, setting 
out plans and reporting on activity success or failure. The resultant 
system should support performance management and measurement 
making it clear and easy to access.

Irrespective of the specific part of an organisation, the measurement 
of activities from some baseline is necessary to perform a range 
of functions including those that are mandatory, such as may 
occur in a health and safety situation or as the result of service 
level agreements, those that are operational and measure internal 
efficiency or effectiveness, and those that are external and relate to 
customers, partners or suppliers.

Metrics can be used to illustrate the priorities of the company 
providing a common and consistent way to view performance at a 

basic level, but also higher level attributes such as ambition or ethos. 
Ultimately, metrics provide a basis upon which an organisation can 
describe:
• Where it has come from
• Where it is going to 
• Whether things are going to plan
• When targets have been achieved 

The use of metrics in this way then enables the implementation of a 
robust and effective performance management system around them 
as shown in Fig. 1.1.

Figure 1.1 Metrics driven performance management model 

MIND THE GAP
One of the inherent problems with the use of metrics is that they 
can make individuals and, by extension, companies feel content and 
competent as they have committed to measuring something. The act 
of measurement itself can provide a false sense of security because, 
as in the case of “vanity metrics”, the information derived from a 
metric may provide an incorrect interpretation of what is actually 
going on and may not demonstrate clear cause and effect. 

Eric Ries in his book The Lean Startup (Ries, 2011) says: “Vanity 
metrics wreak havoc because they prey on the weakness of the human 
mind. When the numbers go up people think the improvement was 
caused by their actions.”

He continues: “Finding out what is really going on is costly, and so 
most managers simply move on, doing the best they can to form 
their own judgement.” 

He concludes that: “Actionable metrics are the antidote to this 
problem. When cause and effect is clearly understood, people are 
better able to learn from their actions.”

So this means that the measures chosen must be useful and 
relevant, as otherwise they may create a knowledge gap between 
the information they produce and actual business performance. All 

“VANITY METRICS WREAK 
HAVOC BECAUSE THEY PREY 
ON THE WEAKNESS OF THE 
HUMAN MIND”
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organisations will have a specific requirement for metrics use that is 
unique and therefore must be tailored to their specific context. 

TAKING THE WIDER VIEW
It is common for most metrics to be focused on elements that directly 
affect the financial health of an organisation. These metrics are 
generally easy to identify and understand, fairly easy to implement 
as they may come directly from an existing financial management 
system and are probably already understood by most stakeholders. 
They will usually include the general financial measures of revenue, 
costs, profit, margin and return on investment.

Organisations must now, however, take a much wider view about 
what they include in setting those parameters for performance as wider 
public and shareholder opinions force them to take more responsibility, 
not just for the organisation, but also for the context within which each 
one operates. Consequently, this is driving those organisations to widen 
their view on what measures are important and what they will be held 
to account for. These will include measures that cover:

• Staff – this will encompass both those directly and indirectly 
employed within the organisation as well as other stakeholders 
that may have influence over organisational outcomes. 
Measures may include individual health, wellbeing, 
educational, psychological and “happiness” measures.

• Society – this may involve separate approaches at local, 
regional and national levels and may include measures 
of responsibility in terms of community involvement, 
training and recruiting of disadvantaged or untrained staff, 
involvement in education through leadership and mentoring 
and other more specific CSR measures.

• Environment – this will revolve around the impact that 
the organisation has on its environment at both local and 
wider geographic levels and could include measures related 
to carbon footprint, waste management, energy usage, 
teleworking and transport. 

A comprehensive metrics strategy will ensure that an appropriate 
mix of elements across the spectrum is developed, implemented and 
regularly reported on.

BENEFITS OF METRICS
Edward Deming, the American Statistician who developed some 
of the most common sampling techniques for the US Government, 
determined that “You cannot manage what you cannot measure”.

Metrics can provide a wide range of benefits dependent on where 
and how they are implemented. As described later in the next 
chapter, the implementation and adoption of metrics are key to their 
usefulness. The implementation of complex, obscure or unexplained 
metrics can often be poorly executed by staff and consequently 
provide little insight.

Good metrics should:

• Create clarity around and drive organisational strategy 
– all organisations benefit from having appropriate and 
consistent knowledge that can help to define strategy 
and orientate the organisation towards its delivery – both 
internally and externally

• Enable effective decision-making – metrics can provide 
key information to assist with making well-reasoned 
decisions on how to proceed, especially when they 
indicate a diversion from an expected path and so allow 
remedial action to be taken to address the change

• Adapt to changing environments – good metrics can be 
adapted to cope with dynamic environments, ensuring 
that the organisation continues to measure the right 
elements rather than continuing to measure those that are 
no longer relevant 

• Create a focus of attention for management and staff – 
when well implemented, metrics can provide simple 
and useful ways for all employees to understand what is 
expected and how well the organisation is working at all 
levels

• Create useful and effective messages – metrics can be 
used to generate flexible and high impact PR as well as 
flexible communication messages for a range of internal 
and external stakeholders

MEASURING MARKETING EFFECTIVENESS
It is widely reported and remarked that marketers as a group have 
not been good at measuring the value that marketing adds to an 

organisation as well as being fully accountable for marketing 
expenditure. The increase in both the range and complexity of 
promotional methods and the increased sophistication of the consumer 
in both business and consumer now requires a more rigorous response 
from marketers to measuring the effectiveness of the investment made 
into marketing.

There is, naturally, no single solution to this conundrum but what is 
clear is that measuring just sales or profits will never be sufficient to 
account for the wider impact that marketing will have in terms of 
awareness, attitude, loyalty or recommendations. They also are not 
sensitive enough to incorporate the time factor and the cumulative 
effect that well managed marketing can have over time. 

So if we return to Figure 1.1 and the cycle of performance management, 
it is easier to look at measuring overall effectiveness through a series 
of different but related “lenses” that provide slightly different but 
complementary views. These lenses are defined as Strategic, Tactical 
and Operational.

STRATEGIC
The strategic level provides us with a higher level view of what effect 
marketing has on the perceived overall value of the organisation. In 
commercially-orientated structures the most common interpretation 
of this level of effectiveness is represented by Shareholder Value (or 
more specifically Shareholder Value Added or SVA). In third sector 
or government structures this may be altered to fit better within 
the context but the principles remain common in that the measure 
determines ultimately whether the marketing strategies that are being 
used create or destroy value. 

What this measures, then, is whether marketing has effectively 
conveyed the relative advantage of the organisation’s offerings within 
the minds of the buyers and whether that had led to initial or repeat 
purchases and long term customer value. 

It is at this strategic level therefore that primary metrics are defined in 
response to market research and analysis and are consequently married 
to the wider organisational objectives and stakeholder expectations. 

TACTICAL OR OPERATIONAL
It is at the tactical level that tangible marketing activities are linked 
to the key metrics in the strategic plan. The resulting measurable 
outcomes from these activities can be driven by specifically identified 
critical success factors. 

The tactical elements sit at the core of a successful metrics programme 
and as such need to cover as much as possible of the complete 
customer journey from initial awareness through to after sales service. 
The elements that are measured at this level provide insight through 

Andrew is the Publishing Director at Cambridge Marketing Press and 
as such has responsibility for the catalogue of publications that are 

produced which apart from the CMR include the range of marketing 
handbooks as well as the upcoming set of companion guides which 

will start appearing in early 2015. 

Andrew has worked with Cambridge Marketing Colleges since 2002 
alongside his role as MD at the Applied Knowledge Network, a 

training and consultancy services company.

analysis into performance and effectiveness of each tactical activity 
and can show how well each one is performing on its own.

ACTIVITY 
It is at the activity level that specific measures are implemented, 
recorded, compared and adjusted in response to changing 
understanding of the context and the dynamics of the marketplace. 
Metrics at this level provide the basic data from which all other 
analyses can be derived. 

Choosing and recording the most appropriate elements to focus on 
will depend on the type, length and complexity of the customer 
journey and will very likely need to be continuously reviewed to 
ensure that the most important basic data is being collected.
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ONWARDS & UPWARDS 
By Don Moyer

D
ra

w
in

g 
©

 C
op

yr
ig

ht
 F

eb
ru

ar
y 

20
05

 D
on

 M
oy

er
. 

U
se

d 
w

ith
 p

er
m

iss
io

n.
 O

rig
in

al
ly 

ap
pe

ar
ed

 in
 t

he
 H

ar
va

rd
 B

us
in

es
s 

Re
vi

ew
 P

an
el

 D
isc

us
sio

n 
co

lu
m

n.
 

B uilding a career will usually depend upon climbing a number 
of distinct ladders – acquiring qualifications, developing 

industry knowledge, building experience and expanding your sector 
profile, among many others. At the end of each part of your career 
you will almost certainly walk away with an enhanced set of skills and 
experience of a particular context or environment and irrespective of 
how you perceived the value of the job you will, undoubtedly, use 
those skills again. 

You can use these ladders to define what you need to do to 
get to where you want to be. Although the acquisition of skills, 
experience and knowledge largely happens as a by-product of your 
daily routine there is much to be said for being aware of which 
ladders you are on and monitoring your progress upwards, ensuring 
that you are not just holding on to a comfortable rung. This may 

mean identifying gaps where you might need further knowledge or 
experience in new technology, digital approaches to marketing or 
customer psychology. 

The more flexible nature of today’s marketing and business 
qualifications can, of course support these steps forward, whatever 
level you are on. Even the most experienced person can find 
themselves being marginalised by another with a similar skill set 
who has perhaps invested more in learning a new technique or 
applying a new theory. Onwards and upwards.

Don Moyer has collected his series of cartoons as a  
book, entitled ‘64 Drawings’. It is available from Blurb at  

www.blurb.com/bookstore/detail/949041
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MARKETING BOOK REVIEWS 
A selection of the most recent releases in marketing books selected by the Editor

N ir Eyal has an interesting history in and out of design and 
business schools and, as a result, claims to have condensed 

all those years of blended research, practical experience and 
consulting into this book. Hooked acts effectively as a manual 
for building attractive product propositions using a standardised 
model which consists of a 4-stage loop. 

The four elements of this framework are:
1. Trigger: What causes the loop in the first place? This surmises 
that the first triggers are likely to be external in nature and will be 
embedded within email, updates and icon recognition. Subsequent 
triggers, however, become more internal and may be activated by a 
specific emotion or thought which drives users back to the product 
context.

2. Action: Once the user’s attention has been triggered and they 
decide they wish to try out or use the product, it is the product 
designer’s responsibility to ensure that they can quickly commit 
to a very simple action in return for a clear reward – following on 
Twitter or liking on Facebook in return for some information, tips 
or stats.

3. Variable reward: This part of the loop is focused on the type and 
variability of the reward acquired by the user. It stresses that the 
reward must be variable and unpredictable so that returning users 
are not presented with the same reward again and as such they are 
encouraged to repeat the cycle.

4. Investment: The last step is getting the user to commit something 
more significant so that they will be more likely to return. This 
could be something as simple as entering data about themselves, 
answering a question, entering a rank or associating themselves 
with the product through recommendation. This investment can 
then be the stimulus that can trigger the next cycle of the loop.

In the world where behaviour “design” is a growing phenomenon, 
Hooked is a good place to start for anyone involved in designing, 
implementing and marketing products and services. There is 
a slight sense that the use of some of what could be classed as 
manipulation techniques may be open to question. The book 
definitely swings between the more fuzzy psychological elements 
that drive user attention and adoption to the harder and technical 
rules of implementation. 

To illustrate this theme Nir offers what he calls a simple decision 
support tool called the Manipulation Matrix which does not 
necessarily try to answer questions about morality for the reader 
in terms of the likelihood of addiction. He simply states that the 
Matrix helps to answer not, “Can I hook users?” but “Should I 
attempt to?” by getting designers to ask themselves firstly, “Would 
I use the product myself?” and secondly, “Will the product help 
users materially improve their lives?”

Nir suggests that understanding these potentially conflicting 
motivations is a key step for product designers as getting users 
to form habits is an essential part of having a successful product. 
The book is a good, simple read that should reward all readers in 
some small way even if it is only to show that the temptations of 
manipulation are attractive and dangerous at the same time.

HOOKED: HOW TO BUILD HABIT-FORMING PRODUCTS is 
self-published by Nir Eyal and is available through most standard 
outlets.

A ll contemporary marketers realise that their discipline is passing 
through a period of turbulent and dramatic change driven by 

a “perfect storm” of new technologies, dynamic economics and the 
global reordering of nations. This then results in the need for marketing 
to “reinvent” itself to keep pace with the changes and to constantly 
adapt to the new conditions. 

This is perhaps most conspicuous in the business world which is being 
driven by social media, data analysis and device mobility and where 
marketers are having to decide how those elements can be harnessed 
to deliver purpose and meaning to brand values and by connection 
the products and services they represent. 

Deborah Malone attempts to address some of these pressing issues 
by bringing together the combined wisdom and experience of 15 
marketing leaders who are working on the global stage. Each leader 
is interviewed within a chapter where they share their opinions and 
feelings about a wide range of contemporary marketing issues.

What emerges from the various conversations are five discrete themes 
which seem to be foremost in the minds of these leaders, and they are:

Do you have other marketing books you would 
recommend? Let us know your thoughts…Tweet us 
@C_M_Review

• Rethinking accepted notions of brand building
• Organisational transformation as an essential way forward
• Challenging the status quo to create new frameworks
• Instilling purpose through the adoption of new behaviours
• The changing role of marketing leadership

What is interesting is how the commonality of the themes does 
emerge from contributors that include companies as diverse as the 
global Latin American bank Itaú Unibanco through to luxury car 
maker Aston Martin and from sector contexts such as Hwawei through 
to Nestle and L’Oreal.

The reader is left in no doubt that today’s business environment 
laced with social media chatter, continuous technology churn 
and heightened competition has, and is still changing the rules of 
engagement for marketers at all levels. What this array of contributors 
show is that they are all embracing bold and in many cases long–term 
approaches to marketing innovation in the face of these challenges in 
order to maintain sustainable customer relationships. 

Although they represent a small number of voices they do indicate 
that these issues are key to future marketing activity and that we ignore 
them at our peril.

THE REINVENTION OF MARKETING is published by The 
Internationalist and is available through most standard outlets.
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Mention 
The world of brand monitoring 
and protection has blossomed 
in recent years as social media 
has magnified the voices of the 
many. With such a vast array 
of social channels potentially 
broadcasting about a company, 
its products, its people and 
ultimately its brand and 
reputation it is becoming a high 
value risk management activity 
to effectively monitor these 
channels for brand mentions of 
all types. 

The Mention application 
which is essentially a social 
media monitoring tool, is 
going head to head with 
an 800 pound gorilla in 
the shape of Google Alerts 
although its independence 
seems to give it an advantage 
of sorts, especially when it 
comes to listening to the other 
heavyweights – Twitter and 
Facebook – as users report 
that the service produces 
more results more often than 
the Google engine which it 
can only be assumed is not 
optimised for brand monitoring.

Mention is set up in an email 
style similar to Outlook which 
means that usability for most is 
easy and almost intuitive and 

TECHNOLOGY REVIEW 
A selection of some new marketing technologies selected by the Editor

has a very effective reporting 
function which simply and 
quickly demonstrates spikes in 
mentions and where they are 
coming from. The application 
is “clever” as it learns over 
time which mentions can 
be disregarded as junk or 
homonyms and which are 
appropriate and should be 
retained. It can also send out 
alerts in real-time as mentions 
are discovered allowing users 
to respond immediately to 
those situations that need 
attention.

The one downside and 
potentially a show stopper for 
some is that Mention costs after 
your free trial is over. For a 
simple account which gets you 
three alerts, 3,000 mentions 
per month, and three users 
Mention will charge £29 a 
month. Pricing then steps up in 
relation to the number of alerts, 
mentions and users to £99 and 
then £299 a month for large 
corporations. 

So perhaps the real question 
here is how much are you 
prepared to pay to monitor the 
social mentions of your brand?

www.mention.com

Sponsify
YouTube reports that it is getting 
over 1 billion unique visitors a 
month who are viewing over 
6 billion hours of video in the 
same period. With such a huge 
volume of users and traffic 
YouTube has been steadily 
increasing its use of advertising 
to monetise the site. Part of 
this growth has been in the 
development of what has been 
called “native” advertising 
which is loosely defined as 
advertising that matches in 
some way or form the content 
within or around which it 
appears. 

Sponsify is looking to bring 
the concept of native ads to a 
wider audience, with a specific 
focus on those ads that are 
integrated with content in more 
meaningful ways, for example 
through product placement in 
the videos. Sponsify seeks to 
solve a current issue wherein 
creators do not have an 
independent platform where 
they can source advertisers 
for their content. It is thought 
that this type of integrated 
advertising will offer advertisers 
a new route to customer 
attention and will allow for 
a wider pool of creators to 

become involved as the market 
is currently fairly tied up with 
multi-channel networks like 
Maker Studios and Machinima. 

Sponsify is attempting to 
fill the gap, allowing brands 
to find creators who can 
reach a specific and desirable 
audience for their products and 
services. They can then propose 
campaigns such as product 
reviews or endorsements, 
YouTube channel promotions, 
the creation of viral videos, and 
sponsored Facebook or Twitter 
messages.

The company is still in its 
very early stages although 
it has generated significant 
interest from creators, with 
100 channels signed up, 
collectively reaching more 
than 10 million subscribers. 
Advertisers might be concerned 
about issues with transparency 
but Sponsify advise that all ads 
should include some type of 
disclosure. 

It all works automagically 
apparently!

www.sponsify.com
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The world has changed and so has marketing. Originated in the 
US, Dorland, led by opportunities in the international economy, 
set up a European base in London which was run by George Kettle. 
Over time Dorland in Britain became an independent and a very 

successful firm with overseas offices of its own and a specialist 
interest in financial advertising. By 1939, the flair of its designers 
and its policy of seeking new business made it one of the largest 
agencies in the UK.

The History of Advertising Trust www.hatads.org.uk
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MARKETING AROUND THE WORLD
A selection of marketing data from countries large and small

395  
 
 

 The average number of ads an Indian 
Internet user is exposed to in a month 
(Digital India) 

16%    
(Q1 2014) Proportion of UK adults who 
live in a mobile-only home (Ofcom)

$940    
The amount that the average South African spends per 
year on electronics – more than the average Indian 
(African business magazine)

52m  
 
 

The number of Facebook users in Indonesia 
(Internetworld stats 2013)

79%  
 
 

Percentage of Brazil’s Internet users (78.3 
million people) who are on social media 
(Emarketer 2013)

4.8  
 
 

The average numbers of hours spent on the Internet 
by users in Poland – the highest in Europe9000    

The number of magazines published in 
China alongside over 2,000 newspapers 
(China Today)

20%  
 
 

US adults (60 million people) who don’t 
use the Internet (DailyTech, 2013)

$582    
The estimated media advertising spend 
per capita in Australia – the world’s highest 
(Statista, 2013)

700k    
The number of Google Plus followers the Saudi 
Arabian Al-Hilal Football Club had in Dec 2013 
(The Marketing Department) 

11m  
 
 

The difference between the number of women (76m) 
and the number of men (65m) in Russia (Russian Central 
Statistics Office)
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