
© Copyright CMO Council. All Rights Reserved. 2014

CAPITALIZING ON MARKETING’S 
BIG MOBILE OPPORTUNITY
WHITE PAPER  |  OCTOBER 2014



2© Copyright CMO Council. All Rights Reserved. 2014

GETTING IN SYNC WITH MOBILE TM  |  WHITE PAPER

Introduction

Key Findings

Sponsor Commentary

Affiliate Partners

About the Chief Marketing Officer Council

About SAS

3

5

17

18

19

19

CONTENTS



3© Copyright CMO Council. All Rights Reserved. 2014

GETTING IN SYNC WITH MOBILE TM  |  WHITE PAPER

INTRODUCTION
Few advances in technology have impacted how we do business as broadly 
and profoundly as mobile. Mobile devices are creating new opportunities for 
organizations to engage with their customers, but the bigger reasons to focus 
on mobile relate to how mobile is changing how people behave. For marketers, 
the opportunities lie beyond the simple lure of mobile as just another channel 
to engage with customers. Because mobile devices are highly valued and always 
present, they bring a unique complexity that is not associated with email, digital 
or other channels of engagement.  

Mobile, at its core, is more than just another channel because interactive devices such as 
tablets and smartphones are digital, search and social, all in one. It requires new thinking, 
new platforms and new talent to ensure that a mobile mindset is woven into the entire 
customer journey. It requires new strategies to address how customers want to engage 
with various devices at various times and in various formats. Mobile is not just one 
campaign—it is a customer engagement strategy.

Today’s customer journey is infinitely more nuanced than in years past, but the impact 
of mobile on the customer journey cannot be denied. According to eMarketer, there are 
an estimated 4.55 billion mobile phone users globally as of this writing, with some 1.74 
billion of them representing smartphone users.1 Mobile commerce now accounts for 15 
percent of total U.S. eCommerce revenue.2 In the U.S., mobile media consumption now 
accounts for 12 percent of a typical consumer’s media consumption time.

In some parts of the world, mobile is the primary connection to the web for consumers 
by necessity, and in more developed areas, it has the potential to become the primary 
connection by choice. According to an eMarketer report, one of every four online searches 
is actually being conducted via mobile web,3 and this trend will accelerate as the millennial 
generation starts to exert its collective influence and buying power. InMobi4 reported that 
54 percent of millennials use mobile web as their primary or exclusive means of going 
online. But beyond utilization figures, mobile’s impact can be seen most clearly in how the 
channel is shifting and molding customer behaviors and actions. According to research 
conducted by InMobi,5 48 percent of consumers say that mobile directly influenced their 
in-store buying decisions. 

Marketers are following this growth in mobile adoption, consumption and influence. 
According to the CMO Council’s own “State of Marketing 2014” study, marketers are 
increasing spend and investment into mobile. Specific to allocations directed to program 
spend that were intended to boost demand generation and advertising, marketers 
anticipated allocating more than 4 percent of program spend on mobile engagements, 
including mobile app, mobile display advertising, mobile SMS/MMS and mobile search. 

1 http://www.emarketer.com/Article/Smartphone-Users-Worldwide-Will-Total-175-Billion-2014/1010536/1
2 http://www.emarketer.com/Article.aspx?R=1009595
3 eMarketer State of Mobile Search 2013: Key Trends in Mobile SEO and SEM
4 http://www.inmobi.com/blog/2013/02/27/global-mobile-media-consumption-reaching-millennials/
5 http://www.inmobi.com/blog/2014/02/21/inmobi-releases-third-wave-of-mobile-media-consumption-survey 
  global-result
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In comparison to the estimated 9 percent earmarked for trade shows and conferences,  
the 7 percent dedicated to television or even the 6 percent allocated for social investments 
across advertising and non-ad social media campaigns, mobile investments have now 
surpassed more traditional channels of engagement like radio (2 percent), outdoor  
(2 percent), and even telemarketing (2 percent) and online video (2 percent). But most 
importantly, this 4 percent of program allocation represents a 100-percent increase over 
spend allocated in 2013.

Not since the accelerated adoption and investment into social have allocation numbers 
shifted so dramatically in one year. And from all indications, there are few signs of slowing. 

Without question, mobile is making the quest for marketers to stay in sync with the 
customer journey infinitely more complex and nuanced as the digitally empowered customer 
now has new expectations for a fully connected, mobile, personalized and relevant 
experience. At the same time, the stream of digital data from mobile enables marketers to 
learn more about customer preferences without being intrusive, opening avenues to inform 
product development, packaging, pricing, distribution, contact policies and more.  

Mobile is about location, but it’s also about time and mindset. It requires a new marketing 
mentality that envisions the delivery of relevant content in parallel with the aggregation 
of rich customer intelligence. More than ever, mobile has become the cornerstone to the 
customer experience, and it’s never been more important to be relevant in real time with 
today’s mobile consumers.

To understand where and how marketing executives were moving to align mobile strategies 
with customer expectations, the CMO Council, in partnership with SAS, tapped into the 
thinking of more than 250 marketing leaders. We sought to understand four key areas of 
mobile strategy and  
maturity by:

•	Gauging the pulse of the market and understanding how marketing leaders view mobile

•	Assessing how marketers are responding to the changing mobile landscape 

•	Understanding how marketers are measuring the business impact of mobile

•	Tracking the organizational areas of alignment required for mobile success

What follows is an overview of the mandates, goals, achievements and measures of 
success, as well as the issues, challenges and obstacles marketing leaders are facing with 
respect to mobile. But most importantly, the following content outlines where the greatest 
opportunities lie for marketing leaders to stand at the vanguard of mobile advancement and 
take full advantage of the evolution of customer engagement.
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KEY FINDINGS
Respondents to our survey revealed that mobile is a significant channel of engagement 
today, with more than half indicating that mobile is critical to engagement, while 31 
percent say it is growing in importance. What’s noteworthy, however, is that the customer 
is advancing the importance of mobile, and it has less to do with marketers taking new 
technology options to their customers. According to 32 percent of respondents, the 
reason that mobile is increasingly important is because customers are using mobile and 
social to connect with brands. 

Respondents also admit that they are not yet fully satisfied with the impact or effectiveness 
of their mobile initiatives, with 37 percent indicating that their current marketing initiatives 
are moderately effective, and only 9 percent say their programs are very effective. But 45 
percent believe that their campaigns are actually moderately ineffective or yield a neutral 
impact.

What is revealed is that the marketers surveyed are committed to moving forward 
with mobile, and significant opportunities lie before them to maximize investments by 
advancing mobile strategies to align with customers’ expectations for relevant, connected 
and personalized experiences.

A. DEVELOPING A FULLY INTEGRATED MOBILE MARKETING 
RELATIONSHIP STRATEGY

As customers increasingly rely on mobile as a key part of their journey from discovery 
to purchase, marketers are looking to better deploy mobile initiatives and craft 
comprehensive mobile strategies. They are developing their mobile strategies—61 percent 
of respondents have some form of mobile strategy implemented or in development—but 
few have cracked the code to fully integrating mobile into the overarching marketing and 
engagement strategy.

Fully integrated

Not fully integrated

Implementation in process

Not implemented

Some campaigns, no strategy

No strategy

17%

24%

20%

8%

21%

10%

17%

24%

20%

8%

21%

10%

MOBILE STRATEGY

Figure 1: Marketers describe mobile strategy
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Some 31 percent of respondents indicated they either have no mobile strategy or are only 
deploying limited mobile campaigns. An impressive 17 percent of the marketing leaders 
surveyed have been able to develop and deploy a mobile strategy that is fully integrated 
into their overall marketing strategy (Figure 1).  

When describing mobile as it relates to their marketing strategies, respondents provided a 
sense that the real opportunity for mobile lies not only in effective campaign delivery, but 
also in the ability to learn, listen and engage. What’s emerging is an operational reality 
in which some organizations may be better poised to pursue those opportunities and 
perhaps develop early advantages. 

The research revealed that a sizable proportion of the respondents are struggling to 
advance, with some 22 percent saying that mobile is still an area of new exploration and 
15 percent saying that mobile is actually an area of confusion with no clear owner. There 
are also skeptics among the respondents, including 15 percent who indicate that mobile is 
really just the latest “shiny toy” for marketers and 18 percent who believe that mobile is 
not, in fact, a strategy, but really just a campaign mechanism.

At the same time, there are leaders among the respondents who view mobile as an 
opportunity to more deeply engage. More than half of respondents (55 percent) believe 
that mobile enables more personalized experiences for their customers. Some 40 percent 
say that mobile has proven to be a valued insight-gathering tool while 36 percent say that 
they have learned a wealth of information about their market thanks to mobile.

What is interesting is how the marketing leaders who have fully adopted and integrated 
a mobile strategy view it in relation to their overall marketing approach. Twenty-four (24) 
percent of the respondents say that mobile actually comes first when their organizations 
plan customer experiences. Of those marketers who believe they have fully integrated 
mobile into their marketing strategies (17 percent of survey respondents), 45 percent 
reveal that their organizations have adopted a mobile-first mindset (Figure 2), and none 
consider mobile to be the latest marketing fad. 

Latest shiny toy

Mobile comes first

0%
18%

45%
19%

MOBILE AS IT RELATES TO MARKETING STRATEGY

Fully integrated All respondents

Figure 2: Mobile as it relates to marketing strategy: Fully integrated compared to all others
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What is also of note is that respondents who believe that mobile is not just an important 
way to engage but a critical one have seemingly pressed beyond some of the key concerns 
that all other marketers have. While 64 percent of respondents who believe mobile is critical 
also believe that mobile helps deliver a more personalized experience, only 46 percent of the 
remaining survey respondents agree (Figure 3). Other key differences include:

	•	Of	those	marketers	who	do	NOT	see	mobile	as	critical:

– 48 percent say mobile is not central to their marketing and engagement strategies.

– 28 percent believe that mobile is simply a campaign and not a strategy.

– 24 percent admit mobile is an area of confusion. 

	•	Of	those	marketers	who	DO	believe	mobile	is	critical:

– Only 10 percent believe mobile is just a campaign.

– Only 7 percent find that mobile is an area of confusion.

– 57 percent believe it is a valued channel to actively engage customers.

MOBILE RELATIVE TO MARKETING STRATEGY

Critical channel All others

Figure 3: Mobile as it relates to marketing strategy: “Mobile is a critical channel” compared to all others

7%
24%

8%
22%

10%
28%

11%
7%

11%
34%

19%
48%

41%
4%

51%
18%

57%
21%

64%
46%

An area of confusion with no clear owner

Latest “shiny toy” in the marketing tool kit

A campaign, not a strategy

Too difficult to manage interally

A new area of exploration

Not central to our marketing strategy

Comes first when we plan customer experiences

Provides a wealth of information about our customers

Valued channel where we actively engage

Helps us deliver more personalized experiences
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The Opportunity: As mobile devices continue to grow in importance for how customers 
live their lives, the way they engage with brands will continue to evolve. As a result, 
integrating a comprehensive mobile relationship marketing strategy into the overarching 
customer experience strategy will quickly become the norm rather than the exception. 
Pursuing the ideal of full strategy integration will involve closer, more personalized 
relationships with the customer that will likely deliver short-term competitive advantages, 
which will evolve into table stakes in the long term.

Tips From Our Leaders 

“We understand that mobile is really going to outpace desktop use within the 
next couple of years. We’re thinking about how we can provide the best customer 
experience and how we can differentiate ourselves from our competitors and help 
fill in some of the white space in the market that our competitors are not currently 
addressing.”

—Edward Lin, Vice President of Digital Marketing,  
Wells Fargo Home Mortgage 

“As a result of all of the new platforms that have emerged, information 
technology has become far more important than it might have been in an 
environment where all you have to do is power up a PC at the front desk. At a very 
minimum, customers expect our website to work on their phones. Moving forward, 
they will increasingly expect a personalized experience, that we understand who 
they are and that they can interact with us through their mobile device in the 
manner of their choosing.”

—Lauren Chewning, Vice President of Customer Insights,  
Marriott International

B. BEYOND THE MOBILE CAMPAIGN: THINKING MOBILE FIRST

At the current stage of market adoption of mobile, many marketers appear to look 
at mobile as a series of campaigns. But there is a clear understanding that a more 
comprehensive engagement strategy will be required to truly capitalize on the full range of 
opportunities inherent in mobile. 

Respondents who are currently using mobile reported using a mix of several mobile 
components, including mobile-optimized sites (75 percent), mobile apps (66 percent), 
outbound SMS/MMS campaigns (53 percent), and mobile search (56 percent) (Figure 4).  
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Mobile-optimized site

Mobile app

Mobile search

Outbound SMS/MMS

Mobile advertising

Mobile bar code (QR, SnapTag)

Geo-targeting

Short-code SMS reply

Mobile commerce

Geo-fencing

75%

16%

15%

16%

20%

19%

28%

26%

35%

37%

20%

20%

27% 40%

39%

41%

49%

53%

56%

66%

Currently use Deploying	within	24	months

MOBILE COMPONENTS BEING USED

Figure 4: Mobile components being used and those being deployed by marketers already leveraging mobile

And to measure success, it seems that many respondents look at mobile impact through 
measures like clicks and response rates (49 percent), content consumption (41 percent), 
app downloads (40 percent), and conversion rates (37 percent). What is most noticeable 
about the top measures being deployed is the campaign-centric nature of the metrics. 
They measure moments in time and are metrics that marketers have traditionally used as 
part of their general online or digital measurement process. But as experience has shown 
with other engagement channels like social and even online experiences, measures such as 
adoption, clicks and viewership messages will not be enough to advance a business case 
for investment or truly prove business impact or ROI. 

The opportunity lies before many marketers to start formulating more business-centric 
measures as part of their reporting process for mobile. Respondents indicated that many 
of these metrics are already being used to gauge the performance of the overarching 
marketing and customer experience strategy. Yet while key performance indicators are 
currently being leveraged to measure customer experience and marketing success (i.e., 
quality of lead flow, overall revenue growth, customer satisfaction and social buzz), it 
appears that many marketers are using more traditional web measures to gauge the 
impact of mobile.

Once again looking to those respondents who view mobile as a critical channel of 
engagement, there are some interesting best practices that can be followed. Mixed in with 
the more campaign-focused measures like click through rates and app downloads are KPIs 
that are decidedly more business-focused or mobile-centric. 
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50%
43%

49%
48%

48%
39%

46%
27%

45%
31%

43%
34%

42%
32%

41%
30%

38%
35%

37%
26%

37%
31%

36%
23%

34%
41%

30%
14%

29%
17%

Overall revenue growth

Quality of lead flow

Customer satisfaction

Customer loyalty/advocacy

Clicks, views and impressions

Social buzz

Revenue per customer

Increased market share

Deal	closure

Content consumption

Cost per lead/cost per click

Customer lifetime value

Web traffic

Net Promoter Score

Reduced churn

PERFORMANCE MEASURES FOR MOBILE

All others viewCritical channel

Figure 5: Performance measures by those who see mobile as critical and by all others
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Respondents who view mobile as a critical channel of engagement are 
not just using a more broad and expanded list of measures, but are also 
focused on more customer-centric measures that impact the bottom 
line. As an example, some 46 percent of marketers who see mobile as 
a critical engagement channel view customer loyalty and advocacy via 
reviews and recommendations as a key KPI compared to 27 percent of 
all other respondents to our survey. Savvy marketers are adopting key 
performance measures that directly tie engagement success to business 
growth and value. KPIs such as overall revenue growth, revenue per 
customer and increases in market share begin to become key to 
reporting. Marketers who have not yet fully advanced their mobile 
relationship marketing strategies are still looking at web-centric metrics 

like clicks and web traffic. Beyond campaign measures, marketers looking to truly 
advance the business case of mobile will also need to adopt more business and 
value related measures tied to revenue. 

The majority of the respondents admit that with tight budgets, it is difficult to adjust 
current mobile allocations. However, it is important to note that some 30 percent admit 
that mobile is still an unproven channel for the brand, further emphasizing the need for 
more mature metrics and KPIs that address business value. And it is clear that budget 
adjustments must be made as 48 percent of respondents believe that their mobile 
initiatives are underfunded.

The Opportunity: Marketers will need to better understand the behaviors of mobile 
users and establish unique mobile metrics to quantify the performance of mobile activity 
and action, from tap rates within apps to search effectiveness and content consumption 
within the mobile environment. Advancing the maturity around mobile measurement will 
come with time and will be necessary in order to truly impact budgets and gain senior 
management support and buy-in to increase investment into a more mobile-first strategy.

Tips From Our Leaders

“We look at aggregate data that is collected from an overall usage perspective 
to learn which devices customers use most. We have a good sense of what’s 
happening and what platforms are being used for specific actions.”

—Bobby Kakar, Head of Online Deposits and Cross-Border Migration,  
Abu Dhabi Islamic Bank

“RESPONDENTS WHO  
VIEW MOBILE AS A CRITICAL 
CHANNEL OF ENGAGEMENT 

ARE NOT JUST USING A MORE 
BROAD AND EXPANDED 
LIST OF MEASURES, BUT 
ARE ALSO FOCUSED ON 

MORE CUSTOMER-CENTRIC 
MEASURES THAT IMPACT  

THE BOTTOM LINE.”

THE MOBILE-LESS RELATIONSHIP: 
What About Those Marketers NOT Engaging With Mobile?

While the majority of marketers we surveyed are leveraging—or are intending to 
leverage—mobile as a part of their customer engagement journey, there was a significant 
percentage of marketers NOT currently leveraging mobile. In fact, of the 252 marketers 
we surveyed, 18 percent are not engaging with mobile and have no plans to do so in the 
near future. Of this group, just under half (48 percent) are in the process of assessing what 
to do with mobile while the slight majority currently has no plans to deploy.
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C. THE CUSTOMER-CENTRIC MOBILE EXPERIENCE

Even beyond adopting a mobile-first strategic vision, the research suggests that marketing 
leaders who are advancing with mobile are thinking about mobile as a customer-centric 
experience. The danger of a campaign-centric approach is that each mobile campaign is 
iterated in a single moment in time, typically in one format, in one device and with one 
purpose in mind.

As we have outlined previously, marketers are leveraging numerous mobile components 
into their campaigns, including app deployment, SMS and mobile web. However, while 
64 percent of respondents say they are developing mobile apps across multiple operating 
systems, and 52 percent are formatting experiences to be viewed across multiple devices, 
far fewer are actually tailoring unique experiences based on the device (Figure 6).

HOW ARE MARKETERS DEVELOPING MOBILE EXPERIENCES?

Creating a single mobile experience

Unique experiences based on device

Formatting to fit and view by device

Developing	across	operating	systems

13%

31%

52%

64%

Understanding what customers expect from their engagements and experiences across the 
variety of devices now being used to connect will become more important as mobile moves 
beyond its infancy. As customers begin to clearly define where and how each device is being 
used to engage, smart marketers will follow suit and deliver enriched engagements that are 
unique to each device in order to exceed the customer’s mobile  
and device expectations.

In order to reach this goal, the use of mobile data will also need to mature. The research 
suggests that marketers are already keenly aware of the value and the availability of insights 
and valuable data that can be captured through the mobile experience. By the  
same token, those same marketers are also aware that they are not fully able to understand 
and meet the needs of their customers.

Only 10 percent of respondents feel they are very effective at understanding their customers’ 
channel preferences, and only 12 percent believe they are very effective at assessing the 
satisfaction their customers actually have with their existing mobile engagements. The most 
telling finding regarding the state of mobile is that marketers admit they are likely 
out of sync with their customers but are challenged to find the path to alignment.

Only 16 percent of respondents would strongly agree that they are completely prepared to 
meet their customers’ mobile expectations. To begin to change this, they will need to bring 
on refreshed talent that can help advance the mobile strategy and help better keep pace 
with the rate of technology-related change. Talent actually tops the list of key challenges that 
respondents felt are most impacting their ability to effectively engage via mobile. 

Figure 6: Development of mobile experiences

Best Practice Note:  
42 percent of marketers  
with fully integrated  
marketing and mobile 
strategies are developing 
unique experiences based  
on device, and only 3  
percent create a single 
experience, regardless of 
device or OS.
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But at the core of being able to deliver a more customer-centric approach 
to mobile will be better leveraging data and insights. And again, this 
will come with advancing mobile maturity and acquiring new talent to 
power these analytics and intelligence initiatives. The benefits of better 
leveraging mobile data could offer one of the greatest opportunities to 
help advance mobile.

The greatest challenge marketers will face in their quest to effectively leverage mobile 
data (Figure 7) will likely be overcoming functional silos across both marketing functions 
and the organization as a whole. According to 33 percent of respondents, data that is 
siloed and fragmented across the organization is a barrier to aggregating a single source 
of customer truth, with 29 percent reporting that marketing’s own silos across campaigns 
and touchpoints prove to be a challenge. These challenges have contributed to why a third 
of respondents say that while they have a single view of the customer, it is really only used 
by a limited portion of the organization, and one in four respondents says that this view is 
only made up of marketing and/or sales data.

The Opportunity: Just as marketers have embraced leveraging the rich data and 
intelligence that can be gathered across digital engagements and channels like social, they 
have the opportunity to put the customer at the center of all mobile experiences by using 
their customer data as a single point of truth. Most telling is that the leaders among the 
respondents with a fully integrated mobile strategy also indicate that they have a single 
point of truth that includes data that has been integrated from across the organization 
(42 percent compared to 17 percent of respondents who have not yet integrated mobile 
within the overall marketing strategy).  

HOW DATA CHANGES THE CUSTOMER VIEW

Clear path to improved targeting

Better delivery of service

Supplemented data with behavioral insights

Enriched customer data with accurate insights

Identified behavioral or locational pattern

Crystallized understanding of customer expectations

35%

35%

33%

32%

31%

30%

Figure 7: How has data derived from mobile changed the understanding and view of the customer?

“THE BENEFITS OF BETTER 
LEVERAGING MOBILE DATA 
COULD OFFER ONE OF THE 
GREATEST OPPORTUNITIES 

TO HELP ADVANCE MOBILE.”
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Tips From Our Leaders

“We want to be able to figure out, from a data standpoint, how advances in mobile 
give us the capability to provide even better experiences for returning customers 
or VIPs in stores and online. We’re pulling together all of the different pieces 
around mobile into one big strategy that integrates our loyalty program, MMS, 
segmentation, personalization, triggered messaging and much more.” 

—Robert Pearson, Director of Digital  
Marketing, Men’s Wearhouse

“We’re using various forms of data to understand the motivation behind specific 
calls to action. We have a lot of data that tells us that people are looking for 
immediacy, response and guidance. If it doesn’t add value and doesn’t have utility, 
it’s probably not worth adding to the mobile experience.”

—Kevin Green, Executive Director of  
GlobalMarketing–B2B, Dell 

“Even though the interface and usability of the app are the same across all 
devices, our mobile experience strategy has been separated between tablets and 
smartphones. We segment mobile experiences based on device category. Once you 
get into the smartphone world, strategically they’re all the same, but we know that 
Android and iOS, for example, are not the same, so we have to cater the experience 
to both devices.”

—Mark Middlebrook, Senior Vice President of  
Interactive Marketing, City National Bank

D. A CALL FOR A CHAMPION

What is most telling in this study is that when asked about brands who are considered to 
be mobile champions, no clear leader emerged from the responses. While several brands 
received a dozen mentions, such as Starbucks and Amazon, there were no clear winners. 
That suggests a wide-open field for brands to continue to advance mobile and establish the 
best practices that creative real competitive advantage. Those who can crack this code will 
likely benefit the most from establishing the best practices that others might emulate to 
incorporate mobile more seamlessly into a broader customer experience strategy.

Respondents admit that there are several challenges that their 
organizations are looking to overcome, most pressing of which is 
having the right talent to be able to properly and effectively develop 
and optimize the mobile relationship marketing strategy. Other key 
issues include aggregating the right data and insights to deliver valuable 
engagement (33 percent) and keeping up with the flow of content across 
all mobile experiences (35 percent) while also keeping up with the rapid 
pace of technological advancement (33 percent). 

The research also revealed some of the potential building blocks for what 
might become best practices in advancing mobile engagement. While a 
mobile champion was hard to name, and while key issues around talent 
and keeping up with content and technology persist, the attributes 

“THOSE WHO CAN CRACK 
THIS CODE WILL LIKELY 

BENEFIT THE MOST FROM 
ESTABLISHING THE BEST 

PRACTICES THAT OTHERS 
MIGHT EMULATE TO 

INCORPORATE MOBILE  
MORE SEAMLESSLY INTO 

A BROADER CUSTOMER 
EXPERIENCE STRATEGY.”
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that made brands standouts in their mobile experiences were far easier to pinpoint. 
Respondents consistently pointed to factors like ease of use or speed of connection as 
being significant. Several write-in responses indicated that engagements that were fun, 
rewarding and personalized were standouts. One marketer explained that the mobile 
apps that were most admired were those that solve real human problems and 
limit confusion when transacting or making a decision. When articulated in so clearly 
a customer-centered fashion, it’s easy to imagine those elements being differentiators.

First, marketers will need to address key areas of mobile effectiveness, including data 
collection, meeting customers’ needs and measuring return on investment. 

Without a clear understanding of where, how and why customers are reaching for their 
mobile device in order to start, continue or even end a relationship with a brand, little can 
be done to truly advance the mobile experience as a whole. Instead, mobile will be left 
as a campaign that will simply shift and move based on campaign metrics that measure 
the single point of impact. Yet with social and mobile so intertwined in the minds of 
consumers, push-minded campaigns will only scratch the surface of where mobile can lead 
a customer relationship. The research showed that respondents also share that viewpoint 
about social and mobile, with 53 percent indicating that the two are inextricably linked 
and that their strategies are aligned.

The research participants were also keenly aware that there are practices of mobile leaders 
that they would like to adopt, illustrating a map to where and how marketers are planning 
to continue the maturation and advancement of mobile. Topping the list is the expansion 
of the mobile strategy to reach beyond the campaign.

Understanding why mobile

Measuring ROI

Measuring impact of mobile on marketing

Understanding customer channel preference

Tracking mobile and non-mobile interactions

Assessing customer mobile satisfaction

Gathering relevant data

Determining	when	customers	interact

10%15% 0%5%20%25%30%35%40%45%

RATING MARKETING’S MOBILE EFFECTIVENESS

Figure 8: Marketers rate their effectiveness in leveraging mobile.

Very effective Moderately effective
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The Opportunity: The research participants indicated clearly seeing a path to 
advancement and success, which includes the opportunities that mobile has in store. The 
challenge will be to have the fortitude to continue applying the best practices of mobile 
leaders and not fall back on comfortable, pre-established measures that simply look to 
justify campaign spend. The real opportunity—beyond mobile success—is to better reach 
and engage the customer like never before, leveraging a channel that many customers 
have decided is their channel of choice. More importantly, the customer is increasingly 
using that channel to define where, how and when relationships and experiences start and 
stop; it is the ultimate shift in power from accepting a push message from marketing to 
initiating a new experience when and where the customer defines. Mobile is shifting the 
relationship, and the opportunity awaits for marketers to craft mobile experiences that not 
only sync with the customer, but also await the customer at every touchpoint.

Tips From Our Leaders 

“As we continue building out our mobile and digital initiatives, the adoption 
of new features and functions tell us that mobile is working. Things are going 
very well for mobile right now, and the adoption and utilization of mobile have 
outpaced our goals and expectations.” 

—Mark Middlebrook, Senior Vice President of  
Interactive Marketing, City National Bank 

“We have a lot of competitors that are doing some really innovative things, and 
we are always looking at other categories and industries to see what we can learn. 
We’re constantly thinking how we can differentiate ourselves by creating an 
optimal customer experience. Technology is important, but we also want to make 
sure our customers have an emotional and human experience with us. I think Wells 
Fargo is on the right path, and we’re going to continue to improve.”

—Edward Lin, Vice President of Digital Marketing, 
Wells Fargo Home Mortgage

THE BEST PRACTICE TO-DO LIST

Reaching beyond campaigns

Improved listening

Personalization

Mobile-first mindset

Mobile to boost operational productivity

Unique, relevant experiences

Robust measurement

54%

50%

46%

43%

33%

31%

31%

Figure 9: Marketers rate the best practices of leading mobile engagement companies.
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SPONSOR COMMENTARY

BY JOHN BALLA,  
PRINCIPAL MARKETING STRATEGIST, SAS

We live in the age of big data—just about everything is becoming digitized, and 
the pace of technological change is accelerating. More and more parts of our 
lives are being carried out online, and with the explosion of web-enabled mobile 
devices, there is some truth to the idea that we’re literally being surrounded by 
cyberspace. Our customers are changing, too…how they act, what they have at 
their disposal, as well as what they expect and need.

Mobile is a game-changer for everyday people (i.e., our customers) and for marketers as 
well. Marketers now have access to real-time data that enables them to be relevant to their 
customers in real time, or closer to it than ever before. Whether through smartphones, 
tablets, wearables or any other form of mobile device, we now can tailor customer 
experiences that meet expectations and fulfill our organizational purpose like never before.

The streams of data from mobile also allow measurement and testing to drive efficiency 
gains and the ability to “fail faster” and, therefore, recover sooner. Through that process, 
we learn and get better at what we do. It’s all very exciting, but it’s not the data itself that 
gets the job done.

In order to reap all of those rewards, you need analytics to make the necessary connections 
among the data, to unlock the hidden insights and to go beyond understanding simply 
what your customers want. With analytics, it’s now within reach to understand and 
accurately predict HOW your customers want it, WHEN they want it, WHERE they want it, 
and you may even get insights as to WHY they want it.

The great potential that comes with the explosion of mobile devices drove our desire 
to partner with the CMO Council on this research report in order to understand who is 
“getting in sync with the mobile consumer,” what that means and what we can learn  
from it. 

I have learned a great deal from this research, and I hope you find this report useful as well. 
As you address the ways that mobile consumers impact your business, consider the ways 
you can achieve your goals through analytically driven solutions from SAS.

Thanks for reading this CMO Council report. I look forward to continuing the conversation.

Cheers!

John Balla
Principal Marketing  
Strategist, SAS
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MARKETWIRED 
Marketwired is a leader in the evolving category of social communication, 
with a client base that spans Fortune 500 companies, advertising and 
PR agencies, government, educational institutions and non-profit 
organizations around the world. Our solutions, powered by our innovative 
social intelligence engine Sysomos, are the choice of nine of the top 10 on 
Interbrand’s list of the 100 best global brands. We help clients make sense 
of social media conversations in 186 languages, and we offer translation 
services for our distribution clients in 55 languages. An innovator since our 
founding in 1983, we’ve changed the way companies do business with 
breakthroughs like social media releases, embedded multimedia, SEO-
enhanced press releases, and the ability to create content shaped by 
real-time social media insights. Learn more at www.marketwired.com.

QUALTRICS
For a long time, the only people with access to Qualtrics survey software were our 
closest friends and a bunch of Scott’s MBA students. It was our research clients 
who pushed us to open up the system and gave us the feedback needed to make 
it both the easiest to use and most sophisticated research suite on the market. 
Learn more at www.qualtrics.com.

AFFILIATE PARTNERS
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SAS is the leader in business analytics software and services, and the largest 
independent vendor in the business intelligence market. Through innovative solutions, 
SAS helps customers at more than 60,000 sites improve performance and deliver value 
by making better decisions faster. Since 1976 SAS has been giving customers around 
the world THE POWER TO KNOW®. 

SAS and all other SAS Institute Inc. product or service names are registered trademarks or trademarks of SAS 

Institute Inc. in the USA and other countries. ® indicates USA registration. Other brand and product names are 

trademarks of their respective companies. Copyright © 2014 SAS Institute Inc. All rights reserved.

The Chief Marketing Officer (CMO) Council is the only global network of executives 
specifically dedicated to high-level knowledge exchange, thought leadership and 
personal relationship building among senior corporate marketing leaders and brand 
decision-makers across a wide range of global industries. The CMO Council’s 7,500-
plus members control more than $400 billion in aggregated annual marketing 
expenditures and run complex, distributed marketing and sales operations worldwide. 
In total, the CMO Council and its strategic interest communities include more than 
35,000 global executives in more than 110 countries covering multiple industries, 
segments and markets. Regional chapters and advisory boards are active in the 
Americas, Europe, Asia-Pacific, Middle East, India and Africa. The council’s strategic 
interest groups include the Coalition to Leverage and Optimize Sales Effectiveness 
(CLOSE), Mobile Relationship Marketing (MRM) Strategies, LoyaltyLeaders.org, 
CMOCIOAlign.org, Marketing Supply Chain Institute, Customer Experience Board, 
Digital	Marketing	Performance	Institute,	GeoBranding	Center	and	the	Forum	to	
Advance the Mobile Experience (FAME). For more information, visit the CMO Council 
at www.cmocouncil.org.

ABOUT SAS

ABOUT THE CHIEF MARKETING OFFICER COUNCIL


