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Unleashing Global Marketing Potential™

75 Global Marketing Consultants, 25 Nationalities

New York – London – Amsterdam – Singapore – Tokyo – Paris - Istanbul
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Unleashing Global Marketing Potential™

What we do 
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Unleashing Global Marketing Potential™

Sample Clients



Imagine 2020



Today’s Mega Trends



Urbanization

Sustainability

Technology

•New economies



Marketing Change
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CEOs apologizing



Transparency



Total 
transparency

15
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Transparency



Generation WHY? – AKA as Millennials



At Brand and Corporate level



WHAT we do in Marketing has changed completely



… but HOW we are organized has not



Marketing2020 Partners
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Advisory Board

Keith Weed, 

CMO at Unilever

(Chair) 

Chris Burggraeve, Executive 

in Residence, NYU

Rob Malcolm, 

Executive in Residence 

Texas U

Antonio Lucio, 

Chief Brand Officer at Visa

Beth Comstock, 

CMO at GE

Jon Iwata, 

SVP, Marketing and 

Communications at IBM



250 CEO, CMO and Agency Vision Interviews



10,231 marketing participants from 92 countries



The role of Marketing



Global ConsumersPartnersLocal Agencies

26

Marketing structure



Marketing capability



and CMO leadership



...to drive business growth



Top

Marketing2020

Opportunities & 

Challenges



Social marketing 

Purposeful Marketing

Collaborating with Consumers

Globalization



Opportunity to influence business



Top

Marketing2020

Challenges



Infobesity



Privacy risks

Organizational silos

Doing more with less

Touch point consistency



Ability to stay current



So, 

What does it 

take to win?





Winning Marketing2020 brand characteristics

Big Insights

Purposeful Positioning

Total Experience



Organizing for growth

Big Insights

Purposeful Positioning

Total Experience



NOW:

Winning

Marketing2020

Brand

Characteristics

Big Insights

Purposeful Positioning

Total Experience



Big Data



38

33

45

42

30

35

40

45

50

We have right data and analytics available to

measure marketing effectiveness

We are able to leverage all data

and analytics available

to improve our marketing effectiveness

Underperform

Overperform

Big Insights

Purposeful Positioning

Total Experience



Purposeful Positioning

Big Insights

Purposeful Positioning

Total Experience



Purposeful Positioning?





Purpose based functional benefits

Big Insights

Purposeful Positioning

Total Experience



Purpose based emotional benefits

Big Insights

Purposeful Positioning

Total Experience





Purpose based societal benefits

Big Insights

Purposeful Positioning

Total Experience
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30%

40%

50%

60%

70%

80%

Q9 Market share Q11 Lead

generation

Q13 Marketing

efficiency

Q14 Net promoter

score

Q15 Consumer

engagement

Q16 Revenue

growth

Q17 Marketing

return on

investment

Q18 Brand health

Impact of having a societally purposeful brand (Q3602) 

on marketing KPIs (current performance versus competition)

With purpose Without purpose

51

Purpose drives business growth

Advantages to be achieved



Total Experience

Big Insights

Purposeful Positioning

Total Experience



Brand value in a digital world
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Nike’s share of experience 
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NIKE VIDEO HERE PLEASE

55



Winning

Marketing2020

Brand

Characteristics

Big Insights

Purposeful Positioning

Total Experience



Organizing for 

Growth
Big Insights

Purposeful Positioning

Total Experience



Connect:

Marketing is too 

important to be left 

just to marketers

58

Big Insights

Purposeful Positioning

Total Experience



38%

19%

58%

33%

10%

20%

30%

40%

50%

60%

Marketing works closely with the CEO on

business strategy

Marketing approves large growth-oriented

ivestment decisions

2006 2013

Big Insights

Purposeful Positioning

Total Experience

Marketing Influence



Partners for growth



“Marketing works closely with the CEO …

64%

50% 49%

34%
41%

30%

38% 39%

47%
42%

6%
12% 12%

19% 17%
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Marketing’s Influence
Big Insights

Purposeful Positioning

Total Experience



Big Insights

Purposeful Positioning

Total Experience

Engineer less —
Engage more

@marketing2020EB



Engage internally

72

43

47

84

60
63

40

50

60

70

80

90

I am proud of my brand’s purpose In our company we ensure that all

employees are fully engaged with our

brand purpose

We continuously engage 

our consumers and customers 

around our brand’s purpose

Under Perform Overperform

Big Insights

Purposeful Positioning

Total Experience

63



Full week training & PDP

Big Insights

Purposeful Positioning

Total Experience



Focus

drives 

growth

Big Insights

Purposeful Positioning

Total Experience



“I support the global strategy of the brand I am working for - % AGREE”
EVP VP/MD Manager Other

Global 83% 80% 83% 82%

Regional 72% 74% 75% 73%

Local 66% 64% 63% 56%

Big Insights

Purposeful Positioning

Total Experience

Communicate, Communicate …



Big Insights

Purposeful Positioning

Total Experience

Orchestration & 

Integration



Founder — Chief Experience Officer

Big Insights

Purposeful Positioning

Total Experience



Collaborating more closely with IT, Finance and HR

% Always

18

14

30
29

26

40

10

15

20

25

30

35

40

45

50

Marketing works closely with IT Marketing works closely with HR Marketing works closely with Finance

Under Perform Overperform
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SVP Marketing and IT



CMO and Head of HR
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To

Public
Relations 
Manager

Product
Manager

Marketing 
Strategies 
Manager

Market 
Research 
Director

Promotion 
Director

CMO

Advertising 
Director





Think
Analytics

Marketers

Feel
Engagement

Marketers

Do
Production/Conten

t

Marketers

New Marketing Roles



Let’s Talk Millennials
Big Insights

Purposeful Positioning

Total Experience



Over-Performers Win with Millennials
Big Insights

Purposeful Positioning

Total Experience

70

49

30

50

70

Our agency is successfully attracting,

developing, and retaining Millennials

Over-performers Rest



Millennial Motivators

Big Insights

Purposeful Positioning

Total Experience



Mentorship

Collaboration

Balance

• Transparency

Big Insights

Purposeful Positioning

Total Experience



Purpose
Big Insights

Purposeful Positioning

Total Experience



Millennial De-Motivators

Big Insights

Purposeful Positioning

Total Experience



Hierarchy

Rigidity

The Accepted Path

• The Excel Effect

Big Insights

Purposeful Positioning

Total Experience



Clear Career Paths
Big Insights

Purposeful Positioning

Total Experience

75
64

40
60
80

There is a clear career path for

me

Over-performers Rest

* % Fully agree/ agree



More agencies

% that works with more than 5 agencies

33

53

20

25

30

35

40

45

50

55

60

# agencies

Under Perform Overperform

Big Insights

Purposeful Positioning

Total Experience



Big Insights

Purposeful Positioning

Total Experience

Building Marketing capabilities drives growth



Over-Performers train more

46
29

0
20
40
60

% who receive >3 days of training

per year

Over-performers Rest

Big Insights

Purposeful Positioning

Total Experience



… and better

60
48

20
40
60

% who rate quality of training

program >6 (scale of 1-10)

Over-performers Rest

Big Insights

Purposeful Positioning

Total Experience



Capabilities have the strongest correlation to revenue growth, brand health and MROI

Growing marketing excellence

24
26

15

42

52
50

10

20

30

40

50

60

Consumer Understanding &

Insights

Brand Positioning Brand Strategy

Underperform

Big Insights

Purposeful Positioning

Total Experience

88



From Digital 

Marketing

to 

Marketing 

in a digital 

Age
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Big Insights

Purposeful Positioning

Total Experience



Lead by example

Big Insights

Purposeful Positioning

Total Experience



CMO Round Table:

Organizing for 

Growth

Big Insights

Purposeful Positioning

Total Experience



What’s next for YOU?
Top Marketing2020 CMO Priorities

1.Lead by example in a digital world 

2.Engage the total organization

3.Inspire and empower vs. control

4.Ensure brand consistency throughout

5.Build marketing capability



info@marketing2020.org

@marketing2020EB


