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INTRODUCTION
Digital continues to transform the roles of the CMO and senior
marketing leaders as key functions of marketing are integrated
across other parts of the C-suite — from sales to business
intelligence. As such, forward-thinking senior marketing executives
need to tap into new technologies and strategies to build lasting
relationships with customers that drive growth for their organizations.
With no shortage of potential strategies to choose from, marketing
leaders need to discern what the best opportunities are to pursue
moving ahead.
On January 31, 2019, Argyle Executive Forum brought together
100 B2B marketing executives for the 2019 CMO Leadership
Forum: B2B Marketing in the Digital Era in San Francisco, CA. This
guide summarizes the event’s takeaways with five key strategies to
stay in front of emerging innovations in marketing.
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TAKE-AWAY

#1:

USE DATA ANALYTICS TO DRIVE
TRANSFORMATION
Businesses — regardless of size or industry — can use data analytics
technologies to learn about prospects and customers.
With this technology in place, a company can quickly retrieve and assess
vast amounts of information. The business can then use these technologies
to foster collaboration across multiple departments and uncover innovative
ways to drive long-lasting growth.
View the full blog post here
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Data Analytics in Action at Equinix, Inc.
Equinix, Inc. operates in 52 markets worldwide and connects
leading businesses to their customers, employees, and
partners inside the world's most interconnected data centers.
According to Jennifer Sundquist, Director of Americas Field
Marketing at Equinix, the use of data analytics tech has been
invaluable to their B2B marketing team. The data they’ve been
able to gather is now used to help identify prospects, generate
leads, and grow sales.

“Use data to tell your story, to get
alignment among your sales and
operations teams, and you can
work with [these] teams to have
the greatest amount of success.”
Jennifer Sundquist
Director of Americas Field Marketing at
Equinix, Inc.
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The key to success with data analytics at Equinix has
been:
Choosing technology that could be incorporated into
day-to-day operations.
Using machine learning to help the company constantly
optimize and increase the amount of data they can gather.
Getting buy-in from senior leadership.
Integrating data analytics into everyday operations, so the
entire company has access to this information.
Data analytics likely will have far-flung effects on Equinix’s
success in the years to come. Equinix continues to use data
analytics technologies to understand prospects and customers
and to find new ways to engage with them. Furthermore, the
company regularly explores new technologies that it can use to
enhance its customer partnerships.

“We know that we have the right
[customer] targets, personas, and use
cases. Plus, we know who the right
people are to engage because that’s
what the data is telling us.”
Jennifer Sundquist
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TAKE-AWAY

#2:

OPTIMIZE THE DIGITAL CUSTOMER JOURNEY
Digital technologies have transformed the customer journey. Now,
customers can engage with brands on mobile devices, social networks,
and other digital platforms.
B2B marketers must adapt to digital technologies, and failure to do so could
cause their respective companies to fall behind industry rivals. B2B marketers
must deploy digital technologies that make it simple to engage with customers
at all stages of the customer journey. If B2B marketers can consistently
promote a brand to customers via informative, engaging, and relevant
content, they could help a company distinguish itself from the competition.
As a result, customers can enjoy memorable brand experiences that
ultimately lead to sales and revenue growth.
View the full blog post here
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How to Optimize Your Customer Journey
Customers now control the customer journey, and the key to
optimizing that journey is in identifying the challenges and opportunities available with digital technologies.
Chris Schreiber, Chief Marketing Officer at Brandcast powers
customized Website Clouds for the world’s leading enterprises, and recommends providing exceptional digital content
that’s easy to access as a way for B2B marketers to help a
company get the most out of its digital engagement strategy.

“The buyer’s journey is becoming
more self-directed. It’s putting
a ton on our shoulders, and
marketers need to be able to do
more across the board.”
Chris Schreiber
Chief Marketing Officer at Brandcast
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For digital content, Schreiber recommends:
Using digital technologies to educate, inform, and engage
customers throughout their journey. That way, customers can
find out what a brand has to offer and make informed purchase decisions.
Relying on web content to foster communication and collaboration. If B2B marketers produce web content that hits the
mark with a target audience, customers will understand a
brand’s value. As such, B2B marketers can use web content
to lay the foundation for long-lasting customer partnerships.
Ensuring customers can find your business across all digital
platforms at all times. “Webification” is becoming exceedingly
important to B2B marketers.

“We have to help make buying
decisions, and our content and our
production will have a big impact
on the business. We have to be
able to move across the entire
[sales] funnel and create content for
the entire customer journey.”
Chris Schreiber
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TAKE-AWAY

#3:

CREATE MEMORABLE EXPERIENCES
FOR CUSTOMERS
For CMOs, it is paramount to provide personalized customer experiences —
even in the B2B space. If CMOs prioritize personalization, they can deliver
exceptional experiences that match customers’ expectations. CMOs can
also use personalization technologies to foster customer experiences that
differentiate a brand from its rivals.
CMOs need to deliver unprecedented customer experiences, which means
they need to understand customer expectations and the customer journey.
View the full blog post here
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How Microsoft Creates Memorable
Experiences
Microsoft has revamped its B2B marketing by using digital
transformation tools and technologies to better engage with its
target audience. By completing these implementations, Microsoft
streamlined its global marketing efforts, leading them to find the
best ways to deliver a consistent message and outstanding
customer experiences.
Modern Marketing: The Case of Microsoft US
Read More

“If you want to do good demand
generation, you need to have the
infrastructure that allows you to
maintain a 360-degree view of your
customer at all times. You need to tag
all of your marketing activities, so you
can follow the [customer] journey.”
Valerie Beaulieu
Chief Marketing Officer at Microsoft U.S.
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Valerie Beaulieu, CMO of Microsoft U.S., advocates for
the use of data analytics to:
Understand the constantly evolving B2B behavior.
Discover unique ways to engage with your audience.
Your goal should be to empower customers at every step of
their journey and deliver memorable experiences at each
stage.
For Additional Information:
3 Ways Culture Guides Modern Marketing at Microsoft US
Read More
Watch Valerie's Presentation Here

“In the B2B space, our customers
now expect the same experience they
have as consumers. You’re no longer
compared to your competitor; you’re
compared to the experience I have as
a consumer.”
Valerie Beaulieu
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TAKE-AWAY

#4:

PRIORITIZE PERSONALIZATION
Personalization is a key consideration for B2B marketers. However, some
B2B marketers struggle to integrate personalization technologies into their
day-to-day activities — something that could put a company at risk of
missing out on opportunities to engage with its target audience.
Today’s B2B marketers are responsible for understanding all aspects of a
company’s target audience. They must retrieve customer data from a wide
range of sources, mine this information, and generate actionable insights
from it. At the same time, B2B marketers must leverage customer insights
to help drive business growth.
View the full blog post here
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Powering Personalization at Franklin
Templeton with Data Analytics
Data analytics technologies can help B2B marketers drive
personalization and can be used to develop customer
personas.
As explained by Deep Srivastav, Senior Vice President and
Head of Client Strategies & Analytics at Franklin Templeton,
once B2B marketers have customer personas in place, they
can create unique stories to engage with a company’s target
audience.

“As marketers, your job is to know
the customers — way beyond what
a salesperson needs to know. Every
decision of the rest of the organization
needs to be funneled [through
marketing].”
Deep Srivastav
Senior Vice President and Head of Client
Strategies & Analytics at Franklin
Templeton
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According to Srivastav, when it comes to
personalization, B2B marketers can:
Leverage personalization technologies to learn about a
company’s target audience, as well as the ways that this
audience engages with a brand.
Track the progress of their customer engagement efforts and
search for ways to tailor these efforts to a company’s target
audience.
Use personalization technologies to develop campaigns that
fall in line with customer expectations and deliver the right
message, to the right audience, every time.

“You have to keep selling the
stories and keep going back to
them. You have to sit down with
each marketer…and figure out
where challenges are.”
Deep Srivastav

15

TAKE-AWAY

#5:

INTEGRATE TECH INTO
DAY-TO-DAY OPERATIONS
Marketing is moving faster than any other piece of technology. What was
new and innovative six months ago has become the norm.
Merely implementing marketing technologies is insufficient. Without
marketing technologies that help B2B marketers achieve meaningful
results, they’re missing out on ways to streamline operations and deepen
engagement with customers.
View the full blog post here
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Using Tech to Automate
and Achieve Meaningful Results
Sinefa’s Chief Product Officer Sukesh Garg asserts that B2B
marketers must integrate technologies into their day-to-day
operations, so they’re able to automate everyday processes
and achieve meaningful results.
To do so, this starts with deploying technologies to collect and
analyze data, stay in touch with customers throughout the
customer journey and more.

“You can connect multiple systems
with a lot of data. You can connect
these systems and gain multiple
insights.”
Sukesh Garg
Chief Product Officer at Sinefa
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From Garg’s perspective, a key part of success with
this process comes down to the team you have in
place.
Talent management and retention play an important role in
marketing success, as the team will be responsible for the
day-to-day implementation and management of technology.
The team needs to be able to engage with multiple
departments across a business to help a company achieve
its immediate and long-term goals.
Plus, as data is collected, teams will be using customer
insights to make faster, more informed decisions than ever
before. As a result, you need to have the right talent in place
who can manage these decisions on an ongoing basis.

“We need awesome talent —
people who are fearless, creative,
and not afraid to ask the right
questions. We need to ask if we
have the right people who can ask
the right questions in our
organization.”
Sukesh Garg
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FINAL THOUGHTS
Now that we’ve reviewed all five strategies to help your company
address emerging innovations in marketing, let’s quickly recap the key
takeaways from the guide:
-

01

Data analytics need to be incorporated into every aspect of
the marketing process. This intelligence can then be used to
understand prospects and customers and to find new ways
to engage with them across all channels.
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To stay competitive, organizations need to use data to
craft a marketing strategy that meets the expectations of
today’s customer — including personalization and creating
memorable experiences.

03

The success of marketing programs is reliant on your
organization’s ability to integrate the day-to-day use of
technology along with having a high-performing team in place
to manage data and make decisions.
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THANK YOU
Argyle would like to thank our 1H 2019 sponsors and Advisory Board for making our Marketing events possible. Our
success wouldn't be possible without your continued contributions to our marketing community.
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ABOUT ARGYLE EXECUTIVE FORUM
Argyle is an online and in-person executive network for business leaders and
technology disruptors driving transformation. Founded in 2004, our dedication
to
innovation has positioned us as the premier partner in supporting our clients and
members through their buying journey in the Finance, IT, Information Security,
Data and Analytics, Marketing, Customer Experience, and Human Resources
communities.
Argyle offers a top-down approach to your event marketing funnel, catering to a
highly diverse audience of decision-makers and creating an all-inclusive service
for strategically engaging with leaders from SMB through to enterprise-level. As
the market leader for high-touch executive and bespoke events, our turnkey
logistics support thought leadership and data-driven content that ensures our
partners are optimally positioned where they need to succeed. Argyle believes
information, access, and partnerships fuels growth, which is why participants
continue collaborating with us to build relationships, share insights, and identify
solutions as they enact change.
Learn more about becoming a member at Argyle Executive Forum or join us at
one of our industry events.
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