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Growth

Many observers have noted that growth is returning to the corporate 
agenda. However, despite positive indicators—such as upticks in consumer 
and corporate spending and a rise in manufacturing output—many also 
believe recovery will be prolonged and sluggish. Thus, companies will likely 
have to work harder and smarter than in the previous decade to capitalize 
on growth opportunities. This, of course, has significant implications  
for marketing executives, who will play an increasingly strategic role in 
driving economic upturn.
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Executive Summary 

Accenture shares the belief that in the 
post-recession economy, companies 
seeking profitable growth will need to 
work harder to address new customer 
values and changing behavior, high 
levels of competition and ongoing cost 
pressure. Many will be forced to explore 
new options for achieving growth, and 
many will find they lack the front-office 
capabilities, talent and mindset needed 
to support these strategies.

To understand how marketers view these 
opportunities and challenges, Accenture 
surveyed 400 senior executives 
responsible for the marketing function 
at companies with annual revenue 
exceeding $1 billion.1  Participants 
represented companies across industries 
and business model (B2C, B2B2C and 
B2B) in the United States, Canada, 
United Kingdom, Germany, France, Japan, 
China, India and Australia. Our survey led 
us to the following conclusions.

After a brutal recession, marketers are 
looking forward to the return of growth 
and increased demand. Nearly eight in 10 
participants said “growing profitably” was 
most important to their current market-
ing strategy and about six in 10 expect 
to grow market share and revenues in 
the coming fiscal year. More than one in 
four said that “profitability growth” has 
become more important over the two last 
years. However, given ongoing budget 
and resource constraints, growth will re-
quire diligence: marketers noted it is still 
very important to operate more efficiently 
to help drive profitable growth.

“Business as usual” from a marketing 
perspective is unlikely to enable 
companies to capitalize on emerging 
growth opportunities. The recent 
downturn has affected customers in 
substantial and lasting ways. A majority 
of marketing executives believe most, 
if not all, of their customers have 
heightened expectations for value, 
product quality and service, and that 
these changes in consumers’ mindsets 
are likely to dominate for years. 

Marketers must fundamentally 
change the structure, skills, practices 
and approaches of their marketing 
organization to meet these changing 
needs—and do so with the same or 
smaller budget. Marketing executives 
acknowledge that changes in the 
customer mindset will make it necessary 
for marketing organizations to change 
substantially over the next five years. 
They also recognize they have ample 
room for improvement in the maturity 
of their marketing capabilities and 
resources, the effectiveness with which 
they leverage key marketing channels, 
and their performance in all marketing 
initiatives. But for most participating 
organizations, such improvement 
will have to be made with the same 
or less investment, as less than one-
fourth reported plans for an increased 
marketing budget in the coming year. 

1. Except in Australia and India where 
companies with revenues exceeding $500 
million were included.
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In this report, we explore the results of 
our research in more detail, and conclude 
by presenting a framework to help 
marketers structure and prioritize their 
efforts to make their organizations more 
agile, analytical and targeted—critical 
qualities for success in a post-recession 
world. We believe that by mastering 
these areas, marketing executives will 
begin to chart their company’s growth. 

• Boost the efficiency of their marketing 
people, processes and technologies 
in order to generate cash for priority 
investments. 

• Master customer analytics to translate 
customer and market data into value-
added strategic insights for high-
potential, profitable segments.

• Innovate with unique value 
propositions to solidify loyalty from 
existing customers and draw new 
customers.

• Bring tailored experiences to customers 
through the channels and ways that are 
most relevant to customers. 

New Marketing Realities
The economy has changed 
customers' perception of what 
good value is, and they expect 
much more for their money.”

As they anticipate and prepare for a 
return to growth, marketing leaders find 
themselves operating in an environment 
undergoing profound change—change 
that is having a significant impact on 
marketing strategies and priorities.

According to our survey, more than 
three in five marketers believe the 
marketing function will fundamentally 
change during the next five years due 
to a number of factors, most of which 
are related to changes affecting the 
customer. Of these factors, marketers 
see changing customer expectations 
(for product quality, value for money, 
price and customer service) as the most 
widespread change and the one that 
will have the most lasting impact on 
marketing strategy. 

To achieve profitable growth and 
efficiency in such an environment, 
marketers are pursuing a number of 
initiatives. Specific initiatives receiving the 
greatest increase in focus and investment 
are developing innovative offerings, 
entering new markets or segments, 
building brand image, improving 
pricing and developing customer data 
management systems. However, nearly 
eight in 10 said they expect to see either 
little to no growth in their marketing 
budgets or an actual decline in the 
amount of money they have to spend. 

Anticipating and preparing  
for growth

Clients are going to become more 
demanding; we need to be more 
convincing.”

While most marketers polled said 
their companies have experienced flat 
to negative growth in the past year 
and still view cost as a key concern, 
marketing executives are cautiously 
planning for growth. 

According to our respondents, the recession has 
significantly altered customers’ overall purchase 
behavior and what they want from providers—and 
these changes are likely to prevail for some time. 

“

“
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Indeed, the past year has been a 
difficult one for a large percentage of 
organizations in our survey. In the past 
12 months, 45 percent experienced flat 
to little growth in market share and an 
additional 23 percent saw market share 
decline. A similar story was seen in terms 
of sales revenue, as 37 percent reported 
flat to little growth and 29 had a decline 
in revenue.

However today, most marketing 
executives think the economy has turned 
the corner—or at least has bottomed out—
and have switched their focus from cost 
cutting to growing profitably, which they 
believe will be accomplished by attracting 
and retaining customers and running a 
more efficient marketing organization.

As illustrated in Figure 1, operating more 
efficiently was seen as most important 
to marketing executives’ current 
marketing strategy (named by 81 percent 
as important or extremely important), 
followed closely by growing profitably (78 
percent). Operating more efficiently and 
growing profitably also were the most likely 
to have increased in importance in the past 

two years—with the former experiencing 
a 19 percent increase and the latter a 27 
percent rise. Not far behind was growing 
market share or revenues organically, which 
saw a 15 percent increase in importance. 
The third most-frequently noted factor 
impacting marketing strategies is the need 
for agility to respond to change more 
quickly and more effectively.

Further evidence of marketing executives’ 
renewed focus on growth is the fact that 
improving customer retention/loyalty, 
acquiring new customers and increasing 
sales to current customers were seen as 
the three most important business issues 
in respondents’ approach to implementing 
their marketing strategy—cited, 
respectively, as important by 79 percent, 
78 percent and 75 percent of respondents 
(Figure 2).

Regarding future growth, the majority (61 
percent) expect to grow market share in 
the coming fiscal year and about two-
thirds (66 percent) anticipate growing 
revenues (although 31 percent only expect 
gains of between 1 percent and 5 percent). 

In short, while the preceding 12 to 18 
months were all about conserving cash and 
reducing costs to survive the downturn, 
marketing executives now see their key 
charge as “profitable growth,” or striking a 
balance between efficiency and growth. 

The new customer challenge

The client profile is changing… 
marketing will be less effective 
on our new generation of clients. 
Changes must be made...”

However, in their pursuit of their growth 
and efficiency goals, companies will be 
challenged by major changes in their 
customer bases. 

According to our respondents, the 
recession has significantly altered 
customers’ overall purchase behavior and 
what they want from providers—and these 
changes are likely to prevail for some 
time. 

Among customer demands, marketers 
saw five primary demands as the most 
prevalent—true of a large majority or 

Marketers see changing customer expectations—
for product quality, value for money, price and 
customer service—as the most widespread change 
and the one that will have the most lasting impact 
on marketing strategy. 

“
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Figure 1. How marketers are changing their strategic focus: from doing the same with 
less to doing more with the same

Increase in Importance
Over the Past Two YearsVery Important Today 

81%

78%

75%

69%

59%

53%

+19%

+27%

+15%

+15%

+8%

-3%

Operational efficiency

Profitability growth

Responsiveness/agility

Organic revenue growth

Inorganic revenue growth

Cost reduction

Figure 2. Most important business issues in respondents’ approach 
to implementing their marketing strategy

Improving customer retention/loyalty
Acquiring new customers
Increasing sales to current customers
Innovating products and services
Collaborating better with other internal functions
Responding to new competitors
Improving the efficiency of marketing workforce
Improving the efficiency of marketing operations
Managing return on marketing investment
Accelerating time to market
Expanding into new geographic markets
Dealing with complexity
Adopting new pricing models
Making more or better use of digital channels
Reducing non-payroll marketing costs
Reducing costs related to marketing workforce
Achieving growth through mergers or acquisitions

79%
78%

75%
71%

67%
67%

66%
65%

63%
62%

61%
59%
59%

56%
54%

52%
49%



Accenture Marketing Transformation8   Onward and Up

nearly all of their customers—including 
two that are outside of the typical 
marketing scope or conventional 
definition of marketing for many 
companies (Figure 3): 

• Expectations for more value for their 
money (72 percent)

• Higher expectations for product quality 
(cited by 71 percent)

• Heightened price sensitivity (69 
percent)

• Higher expectations for customer 
service (68 percent)

• Greater expectations that marketers 
will respect their time more (66 percent).

About seven in 10 believe three of these 
changes—expectations for more value 
for their money (72 percent), higher 
expectations for product quality (71 
percent) and higher expectations for 
customer service (68 percent)—are likely 
to be longer-term or lasting changes 
in consumers’ mindsets. Interestingly, 
of these five changes, the smallest 
percentage (59 percent) sees heightened 

price sensitivity as a lasting change.

Overall, as noted in Figure 4, a majority 
cited more than a dozen changes they 
believe are true for most or nearly all of 
their customers. These changes, taken 
together, paint a picture of customers 
who expect to spend less and get more, 
want their interactions with providers 
to be efficient and convenient, and 
are increasingly diverse (across many 
dimensions) and harder to reach and 
keep. 

Perhaps this is why acquiring new 
customers—which was cited by 78 
percent as very important to their 
company’s success—was deemed much 
more difficult to do now by nearly one-
quarter of respondents. 

Impact on marketing

Our marketing department is 
growing in importance…being 
more heavily leveraged...and our 
marketing initiatives are becoming 
much more focused.”

Given the prevalence and magnitude 
of the changes among their customer 
bases, it’s not surprising that marketing 
executives believe many of these 
changes are having a significant impact 
on their marketing strategies and 
priorities.

Of the 16 customer changes cited 
by a majority of respondents, 12 
are considered by more than half of 
marketers as having a very large impact 
on their marketing strategy. Three of 
these are seen as having a particularly 
strong impact on marketing executives’ 
marketing strategies (Figure 4): higher 
expectations for service (cited by 65 
percent); expectations for more value for 
their money (64 percent); and increasing 
price sensitivity (64 percent).

In fact, marketing executives believe 
such customer shifts will affect 
the marketing organization overall, 
with 62 percent saying they believe 
the marketing function will change 
fundamentally in the next five years. 

Figure 3. Most prevalent customer demands and their staying power

I believe this is true for most or all of our customers

(1) They expect more value for their money

(2) They have higher product quality expectations

(3) They are increasingly price-sensitive

(4) They have higher customer service expectations

(5) They expect us to respect their time more

I believe this is 
a lasting change

It has a very large 
impacton our 
marketing strategy

62% (1)

69% (2)

59% (5)

67% (3)

62% (4)

59% (3)

64% (2)

64% (2)

65% (1)

53% (5)

72%

71%

69%

68%

66%

“
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Figure 4. Changes in companies’ customer bases and their impact on marketing strategies

Have higher expectations for customer service

Expecting more value for their money

Are becoming more price-sensitive

Have higher expectations for product quality

Increasingly expect more innovative products or unique product features

Are changing their spending habits

Expect it to be more convenient to do business with us

Are becoming less loyal

Are becoming better informed and more self-directed

Increasingly span multiple geographies, with distinct needs

Increasingly expect us to respect the value of their time

Becoming harder to reach an influence through traditional channels

Increasingly want a sense of personal connection

Are more influenced by what they hear about us from other customers

Expect us to follow environmentally friendly business practices

Span multiple age groups, with distinct needs and preferences’

I believe this is true for. . .

This change has a very 
large impact on our
marketing strategy

True for some portion True for most/nearly all

28%

28%

27%

25%

36%

39%

34%

55%

40%

37%

31%

54%

43%

52%

53%

41%

68%

71%

69%

72%

60%

58%

63%

38%

58%

59%

56%

39%

53%

43%

40%

52%

65%

64%

64%

59%

59%

56%

55%

55%

54%

53%

53%

51%

49%

47%

47%

44%

Impact 
goes 
below 
50%
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Figure 6. Few marketers perform well in all four core capability areas 

New Opportunities;  
New Challenges
Marketing has to be more 
responsible to the customer—and 
not only in the sale of the product 
but also in following up on 
execution.”

While marketers are generally optimistic 
about future growth opportunities, 
many also acknowledge that they need 
to develop further the core capabilities 
required to capitalize on those 
opportunities. 

For example, only one in five of the 
senior marketers we surveyed felt highly 

confident that they have the people, 
tools and other resources they need 
to perform as expected. Most senior 
marketers (53 percent) also believe 
their people must learn to focus more 
on understanding customers’ needs and 
expectations. 

In addition, the majority felt their teams 
need to learn how to work more closely 
with other front-line organizations 
including sales (70 percent) and 
customer service (55 percent). Moreover, 
nearly half (47 percent) believed they 
should be working more closely with 
their chief executive officer.

Falling short or making do? 

More strategic”…“More tailored, 
more direct”…“More efficient and 
integrated”…“Everyone expects 
more!”

In sizing up the opportunities and 
challenges that lie ahead, most believe 
success will depend on mastering 
capabilities related to customer 
analytics—understanding how customers’ 
needs have changed—and capabilities 
related to innovation—creating new 
offers designed to meet those needs. 
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Number of marketing core capability areas with high perceived performance (%)

14%

None of 
the areas

3 areas

2 areas

1 area

All 4 areas

18%

33%

23%12%

Based on average performance by marketing area for 
the capability components that are perceived as 
important and for which the performance  is 
self-assessed as “above average” or “leading edge”

Figure 5. Marketers believe success depends on mastering four core capabilities

To meet your strategic goals, how important is mastering this area?

Customer Analytics

65%
66% 66%

61%
64% 65%

63%
65%

57%

51%

60%
62%

57%

52%

Offering Innovation Customer Engagement Marketing Operations

60% 61%

Global B2B B2C B2BC Global B2B B2C B2BC Global B2B B2C B2BC Global B2B B2C B2BC

“
“



11   Onward and Up Accenture Marketing Transformation

Figure 7. The most common barriers to high-performance marketing

Performance barriers by type across business model

Performance Barriers Global  B2B B2C B2B2C

1  Inefficient business practices get in the way of improving our performance 21% 20% 17% 28%

2  We lack the funding or other resources we need from senior leadership 17% 14% 14% 23%

3  We are not sufficiently integrated with other business functions 15% 13% 10% 22%

4  Our organization lacks critical technology or tools 14% 13% 14% 15%

5  Our people lack the required skills 13% 17% 10% 11%

6 We do not have access to the customer data we need 6% 8% 5% 5%

Almost equally important: capabilities 
related to customer engagement—
creating customer interactions that 
deliver the brand promise—and to 
marketing operations—striking a balance 
between growth and efficiency. The 
importance of the two latter areas varied 
significantly by business model (Figure 5). 

We also asked respondents to evaluate 
specific skills in these four key areas, and 
the majority described their mastery of 
these skills as strong. The skills for which 
respondents gave themselves the lowest 
marks were leveraging digital channels, 
monitoring and optimizing marketing’s 
contribution and using channels 
strategically.

However, at the aggregate level—the 
capability areas of customer analytics, 
offering innovation, customer 
engagement and marketing operations—
the results were surprisingly lackluster. 
Only 23 percent ended up rating their 
performance as above-average or better 
in all four areas, and one third (33 
percent) described themselves as below-
average or weaker in all four areas. 

Pain points

Marketers must learn to adopt new 
methods in reaching customers 
and consumers through emerging 
channels.”

Our respondents identified six issues 
as common barriers to improving their 
performance: inefficient business 
practice (cited most often); lack of 
funding and other resources from senior 
leadership; poor integration with other 
functions; lack of technology or tools; 
required workforce skills; and access to 
key customer data (Figure 6).

Overall, marketers identified their 
most challenging areas as offering 
innovation and customer engagement. 
In these areas they also cited inefficient 
business practices as the most common 
performance barrier, followed by a lack of 
funding and other support needed from 
senior leadership.

In particular, a substantial number did 
not feel they are using key marketing 
channels as effectively as the importance 
of these channels would indicate—
especially online and digital channels. 
Only about two in 10 surveyed said their 
companies very effectively use most 
channels to reach, influence or interact 
with customers. In-person contact with 
front-line employees and encouraging 
existing customers to recommend their 
products/services were seen as the most 
effective channels, with 37 percent and 
25 percent of respondents, respectively, 
indicating they use these channels very 
effectively. 

Beyond those, however, less than 20 
percent said they effectively use digital 
channels (the corporate website, online 
communities, online advertising, and 
mobile and location-based marketing), 
traditional advertising (print, television 
and radio), and direct mail and 
telemarketing (Figure 7).

“
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Bridging the gaps

While undeniably positive, marketing 
executives also have real concerns 
about their ability to delivery. To address 
perceived performance gaps, most of our 
respondents said they plan to build the 
required marketing talent in house—either 
by skill-building among current employees 
(69 percent) or recruiting more people 
with certain skills (51 percent). Only 26 
percent are considering acquisitions or 
alliances to gain needed skills.

Unfortunately, few marketing executives 
anticipate having more money to spend 
in the coming year to invest in bridging 
their performance challenges. Despite 
the lackluster level of capability—and a 
host of external challenges—52 percent 
of marketers are expecting flat to little 
growth in their marketing budgets in the 
next year, while 26 percent anticipate a 
budget decrease. 

A more effective allocation of resources 
will thus be required, especially in light 
of the fact that a substantial group of 
marketers plan to invest significantly 

more resources in the following areas: 
entering or serving new markets and 
new customer segments, developing 
innovative products or services, 
improving customer segmentation and 
insight, and streamlining all marketing 
processes (Figure 8).

The Path Forward
Marketing as we know it  
will change.”

Shaking off the effects of the recession 
and recalibrating marketing in prepara-
tion for growth is a challenging and 
increasingly complex task. The difficulty 
is only exacerbated by the limited funds 
available to drive the necessary changes 
for most marketing executives. 

But marketing executives are aware of 
challenges they face and are actively 
taking steps to address them. In fact, 
nearly half (46 percent) of respondents 
said they are in the midst of an ongoing 
transformation of their marketing strategy 
and operating model to help position 
their marketing organization to be 

more effective and efficient in the new 
environment. 

As they pursue such transformation, 
marketing executives should consider a 
number of actions that can help them 
overcome the barriers to better marketing 
performance, improve marketing 
productivity while reducing costs and 
respond to the changes in their customers 
that likely will have the biggest impact 
on their business. Essentially, companies 
need to strike the right balance between 
growth and operational excellence. 

To further explore that, our survey 
compared some marketing characteristics 
of companies that grew revenues last year 
to those that had decreased revenues. 
Marketers at companies that grew 
revenues are more-oriented towards 
driving profitable growth, balancing it 
with operational efficiency. They also tend 
to increase their marketing investments 
more than their counterparts. Additionally, 
companies that grew focus on four key 
marketing areas and are typically more 
confident about executing the underlying 
marketing capabilities.

Figure 8. How effectively companies use 
key marketing channels
Figure 8. How effectively companies use key marketing channels

In-person contact with front-line employees

Get customers to recommend us

Corporate website

Print, TV or radio advertising

Online advertising

Direct mail and telemarketing

Online communities

New digital marketing

Not effectively (1&2) 3 4 5 Very effectively

8%

17%

17%

29%

31%

34%

37%

43%

25%

28%

35%

31%

33%

32%

28%

29%

30%

31%

29%

26%

24%

21%

25%

18%

37%

25%

19%

14%

13%

13%

10%

11%

“
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Companies that grew revenue in the 
past year also describe themselves as 
having stronger abilities in four specific 
marketing areas. 
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Figure 9. Companies’ planned investments in key marketing initiatives

Developing innovative products/services

Entering or serving new markets and new customer segments

Developing brand/image building

Improving pricing structure

Developing customer data management and systems

Improving customer segmentation and insight

Designing and monitoring the customer experience

Analyzing market and customer trends

Re-organizing our existing products/services portfolio

Improving Return on Marketing Investment

Streamlining all marketing processes

Developing new customer research methods

Investing in digital advertising/online presence

Implementing marketing dashboard

Developing and training our marketing team

41%

36%

44%

44%

44%

46%

46%

47%

46%

49%

44%

46%

43%

47%

50% 25%

26%

26%

28%

27%

29%

31%

30%

31%

29%

31%

32%

34%

34%

35% 12%

13%

10%

9%

10%

12%

9%

8%

7%

9%

11%

7%

9%

9%

9%

Areas Receiving Most Increase

Top 5

Top 15

2%

5%

5%

5%

5%

5%

5%

5%

3%

6%

6%

7%

11%

8%

6%

12%

11%

11%

13%

13%

11%

11%

8%

10%

10%

11%

11%

8%

11%

12%

Not planning 
to invest

Fewer resources Same resources More resources Significantly 
more resources

Companies that grew revenue in the past 
year also describe themselves as having 
stronger abilities in key areas:

• 47 percent of companies that grew 
revenue last year invested in marketing 
ROI and productivity compared to 32 
percent of companies that lost revenues. 

• 68 percent of growth companies say 
they have achieved above-average 
performance in analytics compared to 58 
percent reported by companies that lost 
revenues.

• 64 percent of growth companies say 
they have achieved above-average 
innovation capabilities, compared to the 
52 percent reported by companies that 
lost revenues.

• 41 percent of growth companies 
reported effective use of digital channels, 
compared to the 25 percent reported by 
companies that lost revenues.

Marketing operations: Release 
the fuel

Streamlined, quicker to market, 
more flexible, global”

Marketing executives need to 
generate cash to fuel growth-oriented 
programs—especially today, given the 
low percentage of companies planning to 
increase investment in marketing. They 
can do this by boosting the efficiency 
of their marketing people, processes 
and technologies—the things that are 
foundational to “running the business” 
of marketing. Indeed, as noted earlier, 
marketing executives said inefficient 
business processes were cited as one of 
the main impediments to better marketing 
performance. Increasing efficiency 
involves rebuilding or refining, and then 
automating, marketing processes so they 
are better-defined, more efficient and 
more scalable. Such an effort can reduce 
the amount of time, money and effort 
the organization spends on low-value 
activities and free up money that can be 
reinvested in initiatives that can support 
growth. To note, companies that grew last 

year are more likely to invest in marketing 
ROI and productivity (47 percent) than 
companies that lost revenues (32 percent). 

Making marketing processes more 
efficient also can help give marketing 
executives more time for more strategic 
and value-added pursuits—something 
marketing executives in our survey said 
they would value. Overall, marketing 
executives said they would like to spend 
more of their time helping develop their 
company’s overall business direction and 
strategy and developing and managing 
their marketing strategy and less time 
on managing day-to-day operations and 
other activities. Related to this, almost 
half of marketers believe marketing should 
be better integrated with the CEO and/or 
Board of Directors level in order to create 
more visibility and support.

Finally, better processes, supported by 
collaboration tools, can promote more 
extensive and effective coordination and 
synchronization between marketing and 
other areas of the organization, especially 
those that marketing executives in our 
survey thought the marketing function 

“
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• 47% of companies that grew 
revenue last year invested in 
marketing ROI and productivity 
compared to 32 percent of 
companies that lost revenues. 

• 68% of growth companies 
say they have achieved above-
average performance in analytics 
compared to 58% reported by 
companies that lost revenues.

• 64% percent of growth 
companies say they have 
achieved above-average 
innovation capabilities, compared 
to the 52% reported by 
companies that lost revenues.

• 41% of growth companies 
reported effective use of digital 
channels, compared to the 25% 
reported by companies that lost 
revenues.

Companies that grew revenue in the past year also describe 
themselves as having stronger abilities in key areas:
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should be working more closely with: 
business/product lines (cited by 72 per-
cent), chief sales officer/sales organiza-
tion (70 percent), country/geography 
directors (61 percent) and the customer 
service organization (55 percent). 

Customer analytics:  
Find the sweet spots

Marketing will have to become 
more focused on the individual 
customer, and with more personal 
information available, the individual 
can be targeted more effectively.”

Once the fuel for growth has been 
created by making marketing 
operations more efficient, marketing 
executives should use it to cost-
effectively drive growth-generating 
activities—arguably the most important 
of which is developing a more accurate 
understanding of the “sweet spots” 
that will increase customer loyalty, 
profitability and growth. Indeed, 65 
percent of marketing executives in our 
survey indicated mastering customer 
analytics is important to their company’s 

business strategy, but fewer said they 
had the mature capabilities that enable 
them to extract and translate customer 
and market data into value-added 
strategic insight and to identify and 
focus on high-potential segments. 

Companies that grew revenue in the past 
year expressed greater confidence in 
their ability to identify and target high-
potential customer segments: 68 percent 
of these “growth” companies reported 
above-average performance in analytics 
compared to 58 percent of companies 
with decreased revenues.

Given the growing diversity and 
fragmentation of the customer base, 
companies need advanced analytics 
capabilities to take customer segmen-
tation to the next level—whether for 
existing customers or potential new 
customers. By using analytics to per-
form predictive modeling and identify 
customer segmentation, companies can 
gain deep insights into what their cus-
tomers really want and value. Analytics 
also can help generate important mar-
ket insights that can more accurately 

predict shifts in customer behavior and 
values and, consequently, proactively 
change offers and value propositions 
accordingly. And, analytics can help 
boost the efficiency of the marketing 
organization by minimizing resources 
spent on activities that are not directly 
tied to what customers value. 

Offering innovation: Tailor the 
experience

Innovation and an individualized 
approach are becoming more and 
more important.”

Innovation plays a fundamental role 
in retaining customers and growing 
the customer base. Previous Accenture 
research among executives in multiple 
functions/disciplines indicated that 
the vast majority (89 percent) rated 
innovation as equally or more important 
than other initiatives to help sustain 
customer loyalty and position their 
companies for future success.2 

2. Innovation: a Priority for Growth in the 
Aftermath of the Downturn Research Summary”, 
Accenture, 2009. 

“
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In our most recent survey, nearly 
two-thirds indicated that mastering 
offering innovation is very important 
to their company’s business strategy, 
yet fewer said they have the advanced 
capabilities that help them innovate 
with unique value propositions. To 
effectively drive innovation, companies 
should manage innovation as most 
other business functions, with discipline 
and rigor. Companies need to establish 
the structure, processes, people, 
accountability and systems that enable 
them to profitably translate customer 
insights into products, services and 
experiences that inspire loyalty. 

For some, this may mean creating a 
new product that meets customer needs 
better than any other offering. Or, it 
may be an existing product at the new, 
right price point to open up a whole new 
customer segment. In other cases, it may 
be bundled product and service pricing 
that creates a high-value perception 
or sales channels that make it easier 
and faster for customers to get what 
they want. Successful companies bring 

to market a value-added proposition 
through effective innovation processes; 
in fact, our research showed 64 percent 
of growth companies reported above-
average innovation capabilities, 
compared to 52 percent of companies 
with negative growth last year. 

Customer engagement: Deliver 
experiences that drive loyalty

Customer service is always 
important, the marketing aspect of 
that is sometimes overlooked.”

It is critical for companies to transform 
customer insights and innovative 
offers into experiences that strengthen 
customer loyalty. Delivering highly 
relevant experiences consistently—
across multiple channels—is the essence 
of customer centricity. 

In fact, we found that companies in 
our study that grew revenue in the past 
year were less worried about declining 
customer loyalty, and reported greater 
success in creating customer advocates 
compared to their counterparts. 

Tellingly, these growth companies were 
also less apt to reduce investment in the 
customer experience in order to offer 
more competitive pricing. They were 
also more satisfied with their use of all 
marketing channels, including digital 
marketing and online communities

Digital channels play an increasing 
role in customer engagement, offering 
new ways to connect companies and 
customers while improving marketing 
efficiency. Yet our survey showed that 
the importance of digital is not equally 
grasped by everyone, and even for those 
who understand its significance, they 
don’t feel very effective at leveraging 
it. Of companies that grew revenues 
last year, only 41 percent reported 
effective use of digital channels, but 
this was substantially more than the 25 
percent reported by companies that had 
decreased revenues.

As companies increasingly adopt digital 
channels, they must ensure they not 
only maintain a seamless and consistent 
connection among all their channels, 
but also that the tailored experiences 

“
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they have developed for each of 
their customer segments translates 
as effectively online and via mobile 
devices as in stores and call centers. 

Because people ultimately play a key role 
in ensuring the relevant experience is 
delivered to each customer or prospect, 
companies should invest in their 
front-line workforce—the employees 
who come into contact with customers 
daily—to give them the training, tools 
and information they need. 

Such training and development is 
especially critical given that 73 percent 
of marketing executives cited in-person 
contact with front-line employees as 
an important channel to marketers’ 
strategies for reaching, influencing 
or interacting with customers and 
prospects, and that marketing executives 
roundly believe customers today have 
higher expectations for customer service 
and for companies to respect and value 
their time.

Conclusion 
For many marketing leaders, the 
transition to the post-recession economy 
may seem like a mixed blessing. While 
stronger sales and reduced pressure 
on margins will be welcomed, the 
new environment demands different 
skills, resources and strategies than 
those deployed before and during the 
recession. And while functions such 
as finance, operations and sales have 
played dominant roles during the crisis, 
all eyes now turn to marketing for 
longer-term growth.

As our research shows, marketing 
executives clearly understand not only 
the new challenges they face, but 
also the need to make fundamental 
changes in key areas of their marketing 
organization to close capability and 
skills gaps, leverage traditional and 
non-traditional marketing channels 
more effectively and improve overall 
organizational performance. 

Of course, change will not be easy, 
especially given the tight marketing 
budgets that will remain for the 
foreseeable future in most organizations. 
Thus, any marketing transformation 
initiative should be guided by an initial 
focus on streamlining and automating 
marketing processes, where possible, to 
free up money that subsequently can 
be invested in capabilities that will be 
critical to growth—especially analytics 
and innovation.

It’s not an understatement to say that 
expectations for marketing have never 
been higher, and the challenges facing 
the organization have never been 
greater. How marketing executives 
respond will have a lasting impact on 
their company’s ability to return to a 
growth trajectory and achieve high 
performance in the years to come.
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