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Return to growth

Companies are once again putting growth at
the top of their strategic agenda. \7
manage to

A handful of companies, however,

achieve profitable, organic growth desﬁqte
these challenges.

What sets them apart?




Leaders have adopted a broad definition of Marketing
with the ultimate goal of creating customer loyalty.

Marketing (mar-ket-ing)

Noun. The orchestration of all

the customer management activities
that build loyalty to company products
and services in order to meet
performance objectives.
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How do leading companies across industries address
the challenges of 215t century Marketing?

Key Project Questions

» Capabilities. What Marketing capabilities create high
performance, in B2B and B2C companies?

» Contribution. How do these capabilities contribute to the
creation of customer loyalty and shareholder value?

» Performance. How do leaders achieve and sustain excellence
in these capabilities?

» Enhancement. How can laggards transform into leaders?
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We conducted research to understand the capabilities
that leaders use to create growth.

* Interviewed 40 Marketing experts

* Interviewed 30 senior marketing executives, globally

* Reviewed thinking with University of Michigan Marketing department
 Defined 120 skills needed for mastery of capabilities

Quantitative Research * Developed survey to test our hypotheses

o » Surveyed over 700 key marketing decision-makers — across
industries, B2B and B2C, around the world

» Asked respondents to rate their mastery of 120 skills and
performance vs. 4 measures

S + Correlated mastery measures with ability to achieve loyalty and
superior business performance
Profiles * Identified companies pursuing Marketing excellence

* Developing 25 profiles in 4 categories:
Sustained mastery

Emerging mastery
Transformation

Restoration

LI—
—_—
SAS Forum Nederland, hét inspiratieplatform voor SAS-gebruikers.
s




Participating Industries

E Automotive (47)
urope
Communications, Electronics and
High-Tech (112)
North Computers and Peripherals (65)
Ame:ica Asia Consumer Products (52)
34% 31% Energy, Gas and Oil (30)

Financial Services and Insurance (90)

Health Care and Pharmaceuticals
(44)

Industrial Products and Equipment
(73)

Media & Entertainment (15)
Resources and Chemicals (45)
Retail (49)

Services (30)

Transportation (37)
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We found leaders rely on three differentiating traits to
create and sustain loyalty.

1. Leaders think about Marketing &
Customer Management differently

2. Leaders excel across five key
performance factors

3. Leaders undertake transformational
drive to support excellence
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Leaders focus on building competency across five key
performance factors.

Delivery factors

1. Develop & 2. Create &
Deliver the Shape
Branded Demand
Experience

_ Customer
5. Drive Loyalty 3. Harness
Marketing Talent
to meet & Technology
Performance
Objectives

4. Translate

Foresight & Insight
into Marketing
Productivity

37%
Enabling factors
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These five performance factors have a direct impact on
customer loyalty.

Analysis showed that these factors
account for half of a B2C and B2B2C
organization’s ability to achieve high
customer loyalty

Analysis showed that these factors account
for 60% of a B2B organization’s ability to
achieve high customer loyalty

factors factors
Non-marketing Non-rr!afr_keting
capabilities capabilities
Customer Customer
inertia inertia
Market maturity Market maturity
Performance Geography Performance Geography
i Industry Marketin Industry
Marketlng structure 9 structure
factors factors
Loyalty Loyalty Loyalty Loyalty
Company A Company B Company A Company B
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The best companies outperform the rest across the five
. factors.

Capability mastery by performance groups (cross industry)

Develop and Deliver the Performance group

Branded Experience Strong Performers

(Super Star and Star)

Good Performers
(Good Guy and 50/50)

Create and Shape Demand Average Performers

(Value Chaser,
Average Joe, and
Brand Wannabe)

Translate Foresight and
Insight Into Marketing
Productivity

Poor Performers :
(Demand Wannabe and
Nowhere But Up) :

Harness Talent
and Technology

Drive Marketing to Meet
Performance Objectives

100 = average performance
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How masters develop and deliver the branded
experience to drive customer loyalty

Execution is the principal source of value in driving the branded customer
experience.

“Develop and Deliver the || What do the masters do?
Branded Experience”

 Focus on High-Potential . .
Segments first direct 94 LIS

lember HSBC Group

* Deliver Brand Promise
Consistently

« Manage Brand for Value
 Take Broad View of the Brand

(@)

HOTELS & RESORTS WORLDWIDE, INC

PeG  m

’'m lovin’ it
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How masters create and shape demand to drive
customer loyalty

Passion for innovation is key to creating and shaping demand

“Create and Shape What do the masters do?
Demand”

 Execute Pervasive Innovation
Agenda

« Expand Into New Markets

» Use Leading-Edge Research Into
Future Needs

« Use Channels Strategically
 Create High-Margin
Products/Services

» Leverage Global Marketing Best
Practices
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How masters harness enabling capabilities to drive

customer loyalty

Insight application and strong people make the difference

“Harness Talent and Technology”
* Manage, Train, and Retain Best Talent

« Employ Leading Marketing Processes
and Technology

What do the masters do?

« Source World-Class Marketing Talent

“Translate Foresight and Insight
Into Marketing Productivity”

« Extract and Apply Value-Adding Insights
» Use Customer Data Strategically

“Drive Marketing to Meet
Performance Objectives”

* Ensure Senior Executives Have and
Use Marketing Savvy

» Track Performance vs. Objectives

» Use Organization Structure to Enhance ’(
Performance BANKINTER

85 ROYAL BANK
OF CANADA

TESCO
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Leaders understand that transformational change may
- be necessary to achieve/sustain excellence.

Distribution of cross-industry companies across performance groups

86%

78%

# % of segment that
is high-performing

0
57% 4 | % of companies in
50% segment
29%
27% g
23%
10%
High 11% 7% 7% m 0% 714 LOV\;[
: Super Star Good 50/50 Value Average Brand Demand Nowhere
Star Guy Chaser Joe Wannabe Wannabe But Up
Strong Good Average Poor
Performers Performers Performers Performers
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Leaders believe that achieving marketing excellence
- enables them to outperform their competition.

Belief that achieving excellence allows companies to outperform competition
(cross industry)

Performance group
1
1
Strong Performers
(Super Star and Star) 114

Good Performers
(Good Guy and 50/50)

Average Performers
(Value Chaser, Average
Joe, Brand Wannabe)

Poor Performers
(Demand Wannabe,
Nowhere But Up)

88

100 = average score

Note: Average score across all 5 capabilities
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Leaders recognize the importance of investing to
master all 5 capabilities.

Spending relative to competition (cross industry)

Performance group

1
1
Strong Performers
(Super Star and Star) 126
1
1

Good Performers
(Good Guy and 50/50)

Average Performers
(Value Chaser, Average 20
Joe, Brand Wannabe)

105

Poor Performers
(Demand Wannabe,
Nowhere But Up)

100 = average score

Note: Average score across all 5 capabilities
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Leading companies leverage organization and culture to
support excellence. |

ORGANIZATION CHARACTERISTICS CULTURAL CHARACTERISTICS

Reward risk taking but not
afraid to cut their loses

. Organize around the customer

2. Tight integration across

marketing / sales / service 2. Commitment to facts and

‘ , measurement
3. Balance ‘centers of excellence

with competency deployment 3. Investin the Best (people)

and commitment to

4. Make extensive use of cross- employee training

functional teams

o o i . ] 4. Visionary leaders
5. Institutionalized innovation

5. Performance oriented — value

6. Understand which capabilities outcomes over activities

belong in-house versus out

sourced 6. Broad vision — look across

industries for leading
practices
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Mastery of the performance factors varies widely across
industries, but every industry has leaders and laggards.

Average performance scores by industry

Resources and Energy, Gas Health Care and Computers &
Chemicals and Oil Services Transportation Pharmaceuticals Peripherals Retail
Low High
Media & Industrial Communications, Financial Automotive Consumer
Entertainment Products & Electronics & Services & Products
Equipment High-Tech Insurance
Notes:

1. Industry positions derived from a performance-driven segmentation, with individual companies weighted by performance
category, to remove industry-specific bias toward upward or downward self ratings
2. Cross-business model sample: B2C, B2B AND B2B2C
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Our research provides the foundation for a web-enabled diagnostic of mastery of
Marketing capabilities that will locate strengths and improvement priorities.

lllustrative
3 CRM Strateg ay & Roadmap - Microsoft Internet Explorer T
Fie Edi View Favoites Toos Maintain Positi 1 Build
MG%SJQ http: #/ cinroadmap, accemiune, com.-"suwey__showasp'-‘quesllm no= 1&tula|_quast|ons 5?&&34)3 star&cap _I ;;’Go alntaln OSItIc n i ul on
e r—— = — o — - Strength |
-
accenture o
[ ]
) :
g ffffff Deliver Promise
£ Focus on ° Consistently
Branded Experience - High-Eg,b a
P o N ‘tentlill Manage Bra 1 £
T Seg’ﬂe“ts Value
Ao P 0 GERNNG ( UsIome: Jata reguirements data Q ®
collechon data wiegr abon aCross Channels data ownership, a.
ang data quakty assurance
N
2
>
¢  Based on neess of ndsadual products ransachons or ._E
deirvery chanmers, wilh SOF NN ANON Of [EQuUIrerments (101
¢ Based on » combinalion of key products. rans achons, o
chanmnels and specfc ndalve s 8
¢~ Based on needs of all siretege Busmess ity
Your Comments
| | |
| ~Address
- - Defer Action 'Urgent Priority
| | |
= Relative Capabilities Importance
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Questions?

Please visit us in the Accenture booth in the meeting area.!
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