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Abstract 

In today’s digital world there is a real need of approaching consumer decision journey within a well-orchestrated 

program by placing more emphasis on the initial consideration set, and expanding initial consideration. CMO are 

challenged to clearly identify priorities in the year of data and measurement, of Agile Marketing, focusing marketing 

activity on creating customer value, tying marketing’s contribution to this customer value, and measuring 

marketing’s performance within the context of the company’s business value. They also need to include customer 

inspiration as a metric in managerial decision-making, and to consider influence as a driving force for change in 

approaching customer experience, building proper relationships on the way of digital transformation, and enabling 

the customer-centricity, reimagining marketers’ role as a central driver of organisational change, output, and impact, 

and avoiding thinking of influencers in a linear way. 
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Approaching consumer decision journey by placing more emphasis on the initial 

consideration set, and expanding initial consideration 

In the opinion of  McKinsey’s representatives (Court, Elzinga, Finneman, and Perrey, 

2017) there is a new battleground for marketing-led growth (initial consideration being 

considered the marketing’s most critical battleground), the strongest path to growth in this digital 

world being to capture consumers (encouraged to shop around) early in their decision journeys 

(McKinsey’s consumers decision journeys database covers more than 125,000 consumers, 

shopping for more than 350 brands; the recent study researched 30 categories), taking into 

account the disruption of their established patterns of behavior because of new technologies and 

greater choice (87% consumers shopped around). Making the distinction between brand loyalists 

(13%), vulnerable repurchasers (29%), and switchers (58% were tempted away compared with 

the above mentioned  42% consumers stuck with incumbent brand; within the 27 categories 

where shopping around was dominant) , it was underlined that: loyalty is ephemeral (with the 

exception of consumers in categories characterized by loyalty, such as: auto insurance, 

investments, and mobile carriers); it is important to place more emphasis on the initial 

consideration set and to increase the odds of converting shoppers at the moment of purchase; it 

also remains important to provide quality and service, or rewarding company’s most loyal 

customers during the post purchase experience; as it is easy losing consumers faster than adding 

new ones, it is necessary to put more focus on innovative programs for the huge percent of 

potential;  consideration and growth are strongly correlated, the previous interaction with a brand 
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being the most important touchpoint for driving initial consideration, and being necessary to 

begin expanding initial consideration (by identifying new ways of boosting broad awareness of 

company’s goods, services, and brand, one hand, and by taking an innovative approach for 

translating traffic beyond simple awareness to real brand consideration, on the other hand); 

consideration can be organically grown by creating more innovative and exciting products or 

variations (building a pipeline of innovative product, service, and brand news); there is a 

tradition of the customer growth indicator leaders of building buzz with brand news as part of an 

integrated plan (the case of Apple Inc., for example, which constantly stimulated shoppers in 

placing the brand in their initial consideration set by using product news on innovations).  

 

McKinsey’s representatives concluded that is crucial to earn a spot in consumer’ highly 

valuable initial consideration sets, but without diminishing the need for a well-orchestrated 

program across the consumer decision journey.  

Important signals in relation with CMO priorities in the year of data and 

measurement, of Agile Marketing 

The author of the book “Metrics in Action: Creating a Performance-Driven Marketing 

Organization” highlighted recently (Patterson, 2017) some important signals in relation with 

Chief Marketing Officer (CMO) priorities coming from valuable publications (taking into 

account the current trend toward more compelling measurements of value): the double need of 

being able to measure marketing’s impact in order to be effective, and of doing a better job of 

justifying marketing investments (other identified priorities by the research published in AdAge 

being: a broader look at brand; more specialty shops, fewer AORs; when possible, take it in-



3 
 

house); (Kennedy, 2017) continued cross-channel measurement of brand engagement efforts, 

adoption of sophisticated marketing measurement by small to mid-sized businesses, and steady 

progress toward real-time marketing attribution (other trends being: increased investment in 

mobile, growing addition of audience data as a dimension of cross-channel marketing and 

measurement, and continued acquisitions by major marketing cloud players); (Muller, 2017) 

measurable improvement in marketing performance, as 2017 will be the year of Agile Marketing 

(according to a Forbes article); (Lyman, 2017) the need to prove accountability, marketers being 

under more pressure in 2017, the year of data and measurement (in the opinion expressed by 

Steven Wastie, CMO of Origami Logic). (Wastie, 2017) According to the above mentioned book 

author, President and Founder of VisionEdge Marketing, measuring marketing’s value and 

performance constitutes the current challenge, this way determining marketing’s contribution to 

the business, by transforming the perception of marketing from a cost center (focused on keeping 

costs in line or below budget) to a value center as the first step in helping marketing prove its 

value by using outcome-based metrics (linking marketing efforts to business outcomes).  

This kind of approach involves enabling marketing to measure value and impact by 

linking adequately marketing activities and outcomes so as to form a metrics chain (the 

foundation for reporting/dashboard, as a sequence of metrics that form the links between activity, 

output, operational, and outcome metrics). (Patterson, 2015) And in this respect, focusing 

marketing activity on creating customer value, it is necessary both:  

▪ to know:  company’s value drivers; the way customer value is calculated (customer lifetime 

value, for instance); the current customer value; the desired customer value; the way marketing’s 

contribution will be tied to this customer value (the most critical step); 

▪ to choose a means to measure marketing’s performance within the context of the company’s 

business value, in this process being very useful the following performance metrics table: 

Tabel 1: Performance metrics 

Marketing objective 

measure 

Business outcome 

measure 

Measure of performance Business value 

Result 

X existing customers will 

adopt new solution Y 

Adoption rate Customer win rate % increase in 

market share 

Source: Patterson, L., Marketing Activity Metrics Mean Little: Here's How to Really Prove Marketing's Value, 

March 2, 2017 

All of the above made us recall what we showed, among other issues, in the last years in 

our journal (2011-2016):  

• the need of accountability (well understanding the difference between being responsible in a 

general sense/ you can delegate it, and being held accountable - more measurable/you can’t 

delegate it to anyone if it goes wrong), creativity and courage on the part of marketers 

themselves; (Purcarea, 2011)  

https://visionedgemarketing.com/using-customer-lifetime-value-to-improve-marketing-investment-decisions/
https://visionedgemarketing.com/using-customer-lifetime-value-to-improve-marketing-investment-decisions/
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• the need of a clear understanding of the transformation context, and bridging the gap of the 

timeline and the urgency and allowing to envisioning new possibilities, encouraging emergence, 

conveying the message across multiple levels in the organization, exploring marketing resource 

management solutions and transforming holistic marketing management in a profit center; 

(Purcarea, 2012)  

• the need of thinking about individual performance in the light of core principles, considering 

that health-related considerations are just as important as performance-related ones; (Purcarea, 

2012)  

• today’s consumers are considerably contributing to the moving target of the marketing 

environment, within this framework metrics being rarely perfect; (Purcarea, 2012)  

• we are witnesses and actors of a digitization process, and holistic marketing managers are 

convicted to bringing data quality expertise, while spending and measuring the return of 

marketing investment in both, the physical and the second economy; (Purcarea, 2013)  

• as an art and also a management science calling for the implementation of rigorous processes 

and metrics, marketing is challenged to be more and more creative and accountable, being 

important to reinforce and embed ROI thinking in the daily marketing approach, focusing on 

demonstrating how marketing is creating and capturing customer value, not relying too heavily 

on analytics, but on the so-called “both-brain” approach, by making the right balance between 

creativity and analytics, and also constantly reevaluating the marketing strategies, by acting with 

speed and agility in addressing key customer needs and expectations; (Purcarea, 2014)  

• marketers are increasingly challenged to ensure the orchestration of the six A’s of marketing 

performance management, to understand the role of marketing technologists, to ensure a 

successfully intersection with their audience across channels and devices, to constantly innovate 

and improve the customer experience; (Purcarea, 2014)  

• marketers also need to keep a tight focus on the metrics, to better understand the marketing 

predictions and the direct relationship between marketing’s value and impact and marketing’s 

alignment to the business, viewing marketing and sales as a company’s investment, they must 

identify and face the current challenges, so as to achieve measurable and actionable results, and 

to refresh and realign company’s marketing objectives on the basis of an outside perspective that 

also helps those outside the accountable marketing department understand the whole picture; 

(Purcarea, 2015) 

• the marketing organization must redefine itself as a revenue generator, modern marketers are 

adaptable, inquisitive and have the ability to collaborate, having a good understanding of 

technology, always searching for ways to meet their customers’ changing needs and evolving life 

stage requirements, are developing multiple points for their customers’ feedback, and are using 

marketing to educate not just promote, they are also harnessing the power of new technologies, 
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attracting the next generation of talent to build engaging brands and content, personalization of 

digital experience being at the heart of the efforts to overcome around how they create intimacy 

and relationship in the digital world of customers overwhelmed by a lack of time and too much 

choice; (Purcarea, 2015)  

• by providing valuable information, marketing can have a direct impact on revenue generation, 

being also important to know the secret behind successful B2B marketing, better understanding 

the real value of “Account-based marketing”, reinventing the marketing department of a B2B 

organization by achieving a tangible transformation and delivering the types of insights that the 

market wants, better understanding of the relevance and role of CMOs in the C-Suite under the 

pressure of data and measurement, preparing for the next era in marketing while understanding 

that the game changer for marketing transformation is the reciprocity of value equation; 

(Purcarea, 2015) 

• marketers are today more focused on driving business growth, pursuing with diligence the 

essence of being customer-focused, connecting with the customer with commitment and research 

in focusing on its values and priorities, remaining relevant to existing customers and also 

introducing marketers’ company to new customers by developing values-based personas, also 

investing in the next big thing which is Advocate Marketing that amplifies word of mouth 

recommendations, and integrating technology, people, and practices to help take advantage of 

the wealth of data available today, creating unbreakable bonds between their brands and 

customers, while keeping in mind the impact of the customers’ last, best interaction with a brand; 

(Purcarea, 2015)  

• it’s also time to rethink the B2B buyer’s journey, better understanding the ways of 

communication, and the practical tips on what and how to segment, developing content with 

clear segments in mind, and using personalization as an embedded function within the marketing 

department, providing consistent content on each channel, prioritizing leads from inbound 

channels, never separating leads and contacts, and aligning marketing and sales, building the 

content marketing strategy around business outcomes; (Purcarea, 2016)  

• marketing decisions should be guided by an analysis of customer lifetime value, measuring and 

managing it, taking advantage of the available and bringing different marketing channels 

together in a new way for new experiences, including by becoming mobile marketers, seeing  the 

world through the customer’s eyes and redesigning functions to create value in a customer-

centric way, linking the customer experience to value, improving this customer experience by 

moving from touchpoints to journeys, considering the impact of the new and emerging 

technologies, rethinking the tools and platforms, focusing on the customer technology stack, 

really caring about marketing technology stack within the framework of developing a marketing 

capabilities platform (being well-known that building marketing capability was identified in the 

valuable Marketing 2020 study as the most important of all strategic levers to drive competitive 

advantage), building marketing engagement engine, keeping making forward progress, because 
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strategy, marketing, and technology are all intertwined, and marketers must connect, inspire, 

focus, organize, and build, while delivering their messages in accordance with the fundamental 

human motivations to be satisfied; (Purcarea, 2016)  

• harmonizing marketing and revenue management within today’s constantly shifting 

environment is a real challenge, while improving decision journeys with Agile Marketing is a 

must as marketing shifted from the business of communications to the business of experiences, 

and as the new name of the marketing game is agility, it is important to understand that the agile 

management methods offer organizations a proper way of transforming the current changes in 

opportunities. (Purcarea, 2016) 

Inspiration and influence in marketing 

In the opinion of  Beth Comstock, Vice Chair at General Electric from August 2015 

(former GE’s chief marketing and commercial officer), and a member Nike’s Board of Directors: 

“Whether B2B or B2C… good marketing essentials are the same. We are all emotional beings 

looking for relevance, context and connection.” On the other hand, according to John Quincy 

Adams, the sixth President of the United States (from 1825 to 1829): “If your actions inspire 

others to dream more, learn more, do more and become more, you’re a leader.” While according 

to Zig Ziglar (November 6, 1926 – November 28, 2012; American author, salesman, and 

motivational speaker): “People often say that motivation doesn’t last. Well, neither does bathing. 

That’s why we recommend it daily.” 

Inspiration was presented (Böttger, 2015) as a core function of marketing, as part of the 

customer experience, customer inspiration (which has direct effects on behavioral outcomes) 

being recommended to be included as a metric in managerial decision-making. Inspiration 

(Thrash and Elliot, 2004)  has three core characteristics (transcendence, evocation, motivation), 

may be decomposed (from the viewpoint of social psychology) into separate processes related to 

being inspired “by” (the cognitive constituent) and being inspired “to” (the motivational 

constituent), involving the realization of a new insight or idea and creating a motivation to act on 

this basis.  

Within this framework it is interesting to note that in February 2017 it was underlined 

that marketers need to better understand cognitive biases (defined in an article on Psychology for 

Marketers as: “…shortcuts in our brain that determine our behavior without us even knowing 

about it”), these mental tendencies (status quo bias, loss aversion, anchoring, bandwagon effect, 

in-group bias, framing etc.) having the potential to pose some of the biggest obstacles to ROI) in 

order to ensure that their communications strategies will thrive. (Oldfield, 2017) While a month 

before, at the end of January 2017, a Forbes contributor (Amstrong, 2017) expressed his interest 

in “Influence” as one of the big “issues” of this year, and made reference from the very 

beginning at the new report called “Influence 2.0” by Altimeter and Traackr, quoting the report’s 
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author, the reputed Brian Solis: “[The report] offers a [call for a] new mindset and approach to 

customer experience where influence become the driving force for change.”  

Three days later, Solis shared the complete interview, (Solis, 2017) highlighting, among 

other issues, the following aspects: marketing now becomes part of customer experience, 

building relationships based on usefulness, productivity and breeding reciprocity along the 

customer journey, better understanding how it applies to an evolving set of customer behaviors, 

measuring “Return on relationships” and building metrics that drive outcomes and change 

behaviors, influencers being tied directly to decisions making, and letting go of the past (the old 

school influencer marketing tactics and measurements based on the numbers). And one day later, 

Tatiana Beale, Head of Content at Traackr (an influencer relationship management platform), 

argued that an entirely new world for companies has been opened up by the influencer relations,  

“Influence 2.0” being both the key driver of digital transformation, and the enabler of customer-

centricity. She also underlined (Beale, 2017) some key findings (as analyzed by Solis) of the 

above mentioned global research study (for which Traackr teamed with TopRank Marketing, 

being surveyed 102 enterprise marketing leaders from Adobe, American Express, Microsoft 

etc.), such as marketing leaders’ prediction that influencer programs will reach new audiences 

and improve sales conversion, as shown in the figure below: 

 
Figure 3: 10 Goals of Influencer Marketing 

Source: Beale, T., New Influencer Marketing Research Has Four Key Findings, January 31, 2017 

 

Next month, on February 15, (Crenshaw, 2017) the CMO at Traackr, Kirk Crenshaw, 

stated that Brian Solis introduced “Influence 2.0” (Influencer Relations) as a new business model 

that unifies disparate organisational functions and encompasses all relationship-driven marketing 

activities, championing influence at a higher cross-functional level, considering influencer 

marketing also as an investment priority, pledging for reassessing the value chain and creating 

value within the relationships between influencers and their communities, for integrating 

influence management, content strategy, and customer experience in order to impact sales, 

satisfaction, and retention, and inviting marketers to “reimagine their role as a central driver of 

organisational change, output, and impact by connecting with customers in more genuine and 

useful ways and channels they trust and value.”   
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Let us also remember that five years ago, in March 2012, Solis (celebrating his first 

anniversary as Principal Analyst of Altimeter Group marked with the release of his first official 

Altimeter report: “The Rise of Digital Influence”),  argued that as the social networks become 

part of our digital lifestyle, (Solis, 2012) within each network our social activity contributing to 

our stature, there is an enormous potential for social influence (by on-going engagement and 

community building). On this occasion he presented, among others, the framework of the pillars 

of influence (reach, resonance, and relevance): 

 
Figure 4: Framework: The pillars of influence 

Source: Solis, B., Report: The Rise Of Digital Influence And How To Measure It, March 21, 2012 

 

Three years later, in October 2015, Nicolas Chabot, Investor and Head of Traackr in 

Europe, showed how the influencer marketing become an essential, cross-functional process, 

(Chabot, 2015) and introduced the model of the cross-functional influence programs throughout 

the organization integrating all aspects of a marketing strategy of influencing the web and social 

media: 

 
Figure 5: The Cross-Functional Influence Model 

Source: Chabot, N., The New Cross-Functional Influencer Program, October 7, 2015 
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Identifying potential influencers among  

your well-known customers and starting building relationships with them 

 

Managing adequately the process for gaining customer insight is a real challenge, 

presupposing: continually monitoring customer activity, asking for input, building relationships 

(by also looking for influencers who can be right in front of you), measuring twice and cutting 

once, better understanding communication channels. (Hartert, 2017) And as Accenture’s 

representatives argued recently, it is important to respond to direct signals of demand, and to 

embed new demand-sensing capabilities into processes, mastering the just-in-time marketing by 

excelling across customer knowledge, channel capability, and real-time marketing flexibility. 

(Hosbein, 2017) A report (“The CMO Shift to Gaining Business Lift”, December 6, 2016) of 

CMO Council and Deloitte (based on data from 200 global CMOs/Senior marketers surveyed in 

the third quarter of 2016) revealed that in the opinion of CMOs (Nanji, 2017) the use of data to 

maximize the effectiveness of spend and the embracement of new digital advertising and 

engagement technologies represent the top methods by which marketers can drive revenue and 

improve margin, as shown in the figure below: 

 
Figure 6: The top methods by which marketers can drive revenue and improve margin 

Source: “The CMO Shift to Gaining Business Lift”, CMO Council and Deloitte, December 6, 2016, in 

Nanji, A., How the Role of the CMO Is Changing, MarketingProfs, January 10, 2017 

 

Influencer marketing (which “opens up endless opportunities for brands to amplify their 

content, connect with consumers and build relationships more organically, and more directly”) is 

step by step more important within the context in which: choice is abundant; there is too little 

time to consume content and engage with adverts. (Read, 2016) Influencers (journalists, industry 

experts, celebrities, academics, editors of highly read blogs, highly viewed YouTuber’s etc. – 

according to “SocialChain”), who act as a mutual friend connecting a brand with its target 
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consumers, are the innovators and early adopters within a brand’s target audience, having the 

ability to create and distribute content. How cost-effective an influencer is can be well 

understood by analyzing, for instance, the scoring system (considered a great way to measure 

engagement various influencers receive on their content) developed by SocialChain (founded by 

Steve Bartlett) for measuring influence across the main platforms: T-Score (Twitter) F-Score 

(Facebook) Y-Score (Youtube) I-Score (Instagram). 

The first annual “Influencer Marketing Days” Conference took place on November 14 

and 15, 2016, in New York City (the next one will be in September 24-25, 2017). On this special 

occasion, the owner of Robbins Interactive (who manages influencer marketing campaigns with 

a focus on incremental revenue and brand equity through affiliate marketing), blogged live from 

a session at this conference, (Robbins, 2016) highlighting some very interesting ideas resulting 

from the panel experts: when working with influencers, advertisers are really buying based on 

the business objective of the brand; brands are turning everyday people into influencers,  micro 

influencers contributing and lifting the brand without any monetization; depending on brand and 

influencer, pricing varies greatly (the influencer and brand relationship is even more critical 

than money, the influencer needing a “Why” to promote the product); the trend of all social 

media platforms will be to incorporate tracking within their technology (the ROI will speak for 

itself as the tracking mechanisms further integrate within influencer platforms), the ease of use 

for influencer being crucial; in order to be easy for consumers to transition from discovery to 

purchase, internet giants, brands and influencers are working to turn a picture into a point of 

purchase (integration within social media of “Buy” buttons is considered to be key); mega 

influencers can have agents or representatives, and the vast majority of influencers are “one 

person shops,” being important for them to have direct contact with the brand; there is a shift in 

content that brands display to be more editorial and resonate more on a personal level, budgets 

will support both the mega and micro influencers; there is no doubt that  influencers are having 

a positive impact for branding and revenue alike. 

Beyond the influencer-focused topics (such as: “How to win influencers and influence 

customers”; “Leveraging the evolution of content in ecommerce marketing”; “Influencer 

outreach, onboarding, activation and motivation”; “How to Turn your Influencer Partners into 

Revenue-Generating Publishers”), at the above mentioned Conference there were also other 

subjects approached, such as: (Chew, 2016) attribution (placing marketing value and credit 

where it is due, attributing sales to marketing channels so as to optimize the allocation of 

advertising budgets), defining success in influencer marketing (performance  - measurable traffic 

and incremental sales - over engagement and reach), shifts in online buying (buyers’ move to 

buying wherever and whenever they discover a good or service that interests them). 

It is also worth mentioning that the owner of Robbins Interactive showed at the beginning 

of this year (Robbins, 2017) that “influencer” has been one of the most popular buzzwords used 

in marketing meetings everywhere in 2016, brands recognizing the importance of working with 

influencers, but continuing the debates over which level of influencer provides the greatest value 
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to a brand. She made a clear distinction between mega influencer (followers over 100,000 on 

and/or offline; aspirational to followers; can be niche or lifestyle focused; unable to respond 

individually to all followers due to larger numbers; produces significant social media 

engagement such as likes, views, shares and comments), and micro influencer (sweet spot of 

between 1,000-10,000 followers; create related micro-moments that their followers find 

inspirational but also attainable; more responsive to followers due to smaller numbers; smaller 

numbers of likes, shares and comments in quantity but higher in ratio), recommending to 

approach the influencer marketing campaigns as a marriage of both opportunities, avoiding 

thinking of influencers in a linear way. 

Instead of a conclusion 

We have seen above that influencers are innovators and early adopters within a brand’s 

target audience, having the ability to create and distribute content.  

On February 23, 2017, we received another e-mail message from “Marketing Best 

Practices Blog” (ernan@erdm-mail.com), this time entitled “TIAA CMO Connie Weaver 

Answers 4 Questions for Marketing Innovators”. It is well-known that the widely read blog 

Ernan’s Insights on Marketing Best Practices launched this new feature at the beginning of 

December 2015, the 4 Questions for Marketing Innovators being as follows: What is one 

marketing topic that is most important to you as an innovator? Why is this so important? How 

will the customer experience be improved by this? How will this improve the effectiveness of 

marketing? The person interviewed by Ernan Roman (author of both, “Voice of the Customer 

Marketing”, and well-known Huffington Post published blog “Ernan’s Insights on Marketing 

Best Practices”; inducted into the Marketing Hall of Fame thanks to the three Customer 

Experience methodologies he created: Voice of Customer Relationship Research, Integrated 

Direct Marketing, and Opt-in Marketing) – according to this last message from February this 

year – was Connie Weaver (an expert in brand transformation, customer analytics, and digital 

strategy, known for combining the “art and science” of branding by establishing data and 

measurement as a key complement to on-going innovation), currently the CMO for investment 

giant TIAA. 

 Connie Weaver (who has led marketing efforts for a range of Fortune 100 companies, 

start-ups, and non-profit organizations) argued, among other issues, that: breaking down the 

barriers to innovation is the one marketing topic that is most important to her as an innovator 

(placing the customer at the center of every decision, enhancing the emotional connection, 

making the customer a priority and passionately standing behind company’s mission, testing and 

learning, walking before running but staying resolute in the efforts to be innovative); major wins 

occurred because of the commitment to innovate with the customer in mind (meeting customers 

where they are in their journeys and providing them with the tools they need to reach major 

milestones); trust, loyalty and total transparency are essential in approaching the improvement of 

mailto:ernan@erdm-mail.com
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customer experience; the effectiveness of marketing can be improved by going ahead with the 

above mentioned view having buy-in from all the employees, partnering internally. 

Indeed, as we show above, marketers must connect, inspire, focus, organize, and build, 

measuring and managing the customer lifetime value, seeing the world through the customer’s 

eyes and redesigning functions to create value in a customer-centric way, linking the customer 

experience to value, improving this customer experience by moving from touchpoints to 

journeys, placing more emphasis on the initial consideration set and expanding initial 

consideration within a well-orchestrated program, rethinking the tools and platforms, building 

marketing engagement engine, and avoiding thinking of influencers in a linear way. 
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