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INTRODUCTION.

Transformation seems to be the focus of countless corporate dialogues, stretching from the C-suite 
throughout the organization. According to a study of senior business executives by Capgemini, 
one in four rates digital transformation as a matter of survival for their organizations. Adobe’s own 
“Digital Distress” study in 2013 outlined that 66 percent of marketers think their companies simply 
will not succeed unless they have a digital approach.

But what is digital transformation? According to Brian Solis and the Altimeter Group, digital 
transformation is “the realignment of, or new investment in, technology and business models to 
more effectively engage digital customers at every touchpoint in the customer experience lifecycle.” 

But what about the peers within Adobe’s Strategic Accounts group? Where will transformation 
focus in the year ahead? Where and how have IT and marketing teams been collaborating 
or clashing? How have teams, processes and technologies aligned to improve the customer 
experience? Or have all three thrown the best of intentions off course?

What follows is a summary of findings from an online survey that was distributed by the CMO 
Council during the fourth quarter of 2014 and first quarter of 2015 to business executives within 
Adobe’s Strategic Accounts group in North America. These companies represent a who’s-who of 
both B2B and B2C enterprises, all focused on the customer and all advancing experiences with a 
digitally enabled toolkit. 

Overall, nearly 150 marketing, customer analytics and IT gurus participated in this survey and 
are decidedly ahead of the transformation curve, already anticipating new challenges, issues and 
opportunities specific to data, personalization, customer experience, and the teams and talents 
required to be the very best. However, there are challenges that are universal, no matter how 
advanced the organization or how committed to digital transformation an executive may be. As the 
pace of change continues to accelerate, business leaders will need to clearly identify a path toward 
transformation and reinvention that is not only fast, but also profitable.

 

TAKING ON TRANSFORMATION.

Transformation is underway, according to 65 percent of the marketing, customer insights, IT and 
creative leaders surveyed. While only 15 percent said there were no projects underway that could  
be considered transformational in nature, a brutally honest 20 percent admitted that they were 
trying to undertake projects but did not have the conviction to say that these were actually up and 
running (refer to chart on page 9).

Digital marketing makeovers top the list of transformational projects, with nearly half of 
respondents indicating that a customer data overhaul was also on the to-do list. Of equal 
importance to 50 percent of respondents was the overhaul of talent, including upgrades to teams 
through hiring and up-skilling existing resources (refer to chart on page 10). 

Universally, the goal for these transformation initiatives centers around the customer as 
organizations are in overdrive, looking to shift to more customer-centric cultures. The cynic’s view 
on this shift is that the digital reinvention of marketing, sales and operations is an effort to keep up 
with a customer who is already defining and self-selecting their own journeys. Organizations who 
are ready with robust experiences that transcend channel and deliver relevant experiences are the 
winners. However, the politically correct view also takes into account that thanks to the economy, 
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organizations have been forced into a state of austerity, throwing away past behaviors of “invest-
first, measure much later” and adopting a stance of efficiency through technology. Overall, it is 
clear from the respondents to this survey that transformation within Adobe’s Strategic Accounts 
group is occurring out of necessity as the customer experience has gone almost entirely digital. 

THE REALITIES OF THE DIGITAL MAKEOVER.

When asked which touchpoints their organizations felt were critical to demonstrating customer 
centricity to the customer, web, mobile and social channels dominated the list. Strategic Accounts 
leaders are more readily leveraging web, mobile apps, advertising and events to stay closer to the 
customer. 

Rank Strategic Accounts Executives

1 Corporate website 

2 Mobile apps and sites

3 Trade events (corporate sponsored)

4 Online advertising

5 Account management/sales

6 Online service/self-service

7 Call/service center

8 Third-party reviews

9 Traditional advertising

10 Corporate-run events

How Do You Rank Critical Touchpoints That Demonstrate Customer Centricity?

What emerges is a rather diverse picture of both online and offline events. Unfortunately, 
according to our survey respondents, the mix may not be the right one. When asked how satisfied 
executives were in the ability of these touchpoints to engage with the customer, not a single 
respondent indicated they were highly satisfied. In fact, respondents were decidedly unenthused 
with performance.
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Are You Satisfied With the Touchpoint's Ability to Engage With Customers?

Highly Disappointed

 

Moderately Disappointed

 

Neutral

 

Moderately Satisfied

 

Highly Satisfied

5%

16%

38%

40%

0%

The majority of respondents indicate that it might be too early to make a determination about 
the impact and ability of critical touchpoints to engage with the customer. While 40 percent are 
moderately satisfied, it is telling that some 21 percent are disappointed with the performance. 
And the source of this disappointment can’t be blamed on a lack of support for the channels, 
the strategy or even a lack of support to mandate change. The greatest challenges being faced 
when it comes to optimizing the efficacy of these touchpoints are actually the organizations 
themselves.

Functional silos that make data aggregation impossible are actually highlighted as the top 
constraint, according to 56 percent of respondents. While this is a common frustration for 
marketers globally, for this group of executives, the silo challenge is being matched by issues 
around technologies that do not connect with their legacy infrastructures, identified by 56 
percent of the audience as the top constraint (refer to chart on page 13). Rounding out the top five 
constraints are personality clashes between key executives controlling resources and touchpoints 
(51 percent), a lack of common goals or strategies across corporate stakeholders (37 percent), 
and a budget shortfall that makes it difficult to invest in improvements (35 percent).

CULTURE CLASH.

Taking a step back to really investigate the key roadblocks to success, two involve challenges 
in making connections across silo walls and unifying under a common business goal. This led 
to questions around one of the most discussed corporate partnerships today: the relationship 
between marketing and IT. In fact, this relationship is key to successful digital transformation, but 
clearly, the road is not a smooth one that is helping to enable successful customer experiences. 

When asked what has strained the CMO/CIO dynamic the most, 59 percent of the Strategic 
Accounts audience said it was actually an operational mindset within IT that is counter to the 
strategic marketing view. Also straining the relationship is speed, or more specifically, a lack of 
speed as 55 percent of respondents say that IT is slow to act (or react) to marketing requests 
(refer to chart on page 17).
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The lack of a common language also ranks high on the list of challenges (53 percent), echoing 
a previous sentiment that the roadblock to success was a lack of common goals or strategies 
to help tie experiences, functions and teams together. Interestingly, when asked what specific 
roles both marketing and IT should and could play in achieving a state of customer centricity, 
some alignment areas and distinct paths to success emerge. 

For marketing’s role, executives believe that it is up to the CMO and marketing team to 
develop the strategy that will best reach, activate and engage the customer. For IT’s role, 
the top responsibility is to ensure the integrity and availability of back-end interfaces and 
infrastructures. A write-in response described this best: “You need both the excellent map 
and the tuned-up car to drive where you want to go…but the map maker and the mechanic 
don’t have to do each other’s job…they just have to be prepared to work together.”

Marketing's Role IT's Role

1.  Develop the strategy
1. Assuring back-end infrastructure availability 
and integrity

2.  Understanding customer requirements
2. Automating customer interactions; 
managing and maintaining system uptime; 
safeguarding and protecting customer data

3.  Tying website and digital engagement analytics 
to business outcomes

3. Delivering real-time and relevant data

4.  Reaching and engaging with the market more 
effectively

4. Piloting new tools to engage

5.  Getting smarter about social; gaining better 
customer insight; adding more engaging and 
interactive features (all tied)

5. Advancing measurement and optimization 
tools and platforms; increasing CRM use and 
value

By aligning around these key pathways to partnership and collaboration, marketing and 
IT see that there is real value in the relationship. Most important in the digital age is that 
Strategic Accounts executives believe that the bond between marketing and IT enables 
better access and utilization of data from across the organization. This is especially good 
news when you consider that 59 percent of respondents feel that their current marketing 
technology and back-office systems are only sometimes enabling teams to deliver on the 
marketing promises that are being given to customers. Just over one in four respondents 
admit that their systems are rarely delivering, revealing that they are missing the mark 
despite the best promises or intentions (refer to chart on page 19).

Executives also believe that better partnership is a path to new resources that might  
not have been readily available before cross-functional alignment. This is especially 
important as teams begin to look for new skills and talents to be able to truly exploit  
digital transformation.
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NEW DIRECTIONS DEMAND NEW TALENT.

While our respondents may not have the highest levels of confidence in programs or 
strategies, they are confident in their teams and the talent needed to truly advance 
customer-centric programs. According to 62 percent of respondents, the talent is in place. 
Interestingly, there is a segment of 14 percent who really aren’t sure, which is in line with 
how many marketers feel today. With the rapid pace of digital evolution, it can be hard to 
know what you don’t know…or how to staff for it (refer to chart on page 18).

The top skill that organizations are looking to onboard focuses on data, analytics and 
intelligence (39 percent). Other key skills include a liaison between functions (16 percent) 
and dedicated resources to manage the marketing technology stack (10 percent). But 
overwhelmingly, the talent race revolves around data and intelligence gathering, from the 
ability to collect and process it to the skills required to glean actionable intelligence from the 
mass of data being aggregated (refer to chart on page 18).

CONCLUSION.

The challenges facing organizations today remain steady: How do we thrill and profitably 
engage with customers, regardless of channel, medium or location? For marketing, customer 
insights, IT and analytics executives, the answers can be found squarely in the realm of 
digital. As the transformation continues, a few key mandates have emerged:

• Regardless of function, the focus must remain on the customer.

• Without a strategy, we are all still fighting a battle of campaigns, and customers 
    don’t pledge their loyalty to campaigns.

• Digital transformation will not advance if the only change being made is the addition  
    of a platform.

• Partners exist all over the organization—it’s time to go find them. 

If the digital transformation journey has crawl, walk and run stages, it is clear that the 
executives and organizations within the Strategic Accounts program are warmed up and 
ready to sprint. The desire to transition even more touchpoints and experiences into the 
digital space and the intention to turn these digital experiences into rich, personalized and 
profitable relationships with customers indicate that the peers responding to this survey 
have raised the bar even higher, turned a crucial eye to their shortcomings and prepared to 
race into a smarter, data-filled tomorrow.
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DETAILED FINDINGS

1. Please select the category that best describes your role:

2. What is your title?

VP of marketing

 

CMO

 

SVP/EVP of marketing

 

VP of customer insights/analytics

 

Head of analytics

 

VP of IT

 

SVP/EVP of insights/analytics

 

Other

Marketing
 
Customer insights/analytics
 
Creative
 
IT
 
Other

37%

14%

10%

10%

7%

4%

1%

16%

64%

22%

7%

4%

3%
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3. To whom do you report?

CMO

 

SVP/EVP of marketing

 

CEO/president

 

SVP/EVP of operations

 

VP of marketing

 

CIO

 

COO

 

Other

29%

27%

20%

10%

3%

1%

1%

9%

4.  Are you undertaking any projects that you would consider 
"transformational" for your group, department, brand or business?

Yes
 
No
 
Trying to

65%

15%

20%
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5. Please indicate which, if any, of the following describes a key goal  
you are pursuing: (Select all that apply.)

Digital marketing makeover for  
new customer experiences
 
Preparing for growth with  
infrastructure improvements
 
Talent overhaul and upgrades  
through hiring and upskilling
 
Customer data overhaul: dismantle  
silos to gain single view of the customer
 
 Streamlining to grow efficiencies

 
 Transitioning to a mobile-first mindset

 
 Budget savings/cuts

 
 Other

68%

50%

50%

49%

40%

29%

23%

4%



THE STATE OF DIGITAL TM  |  WHITE PAPER

© Copyright CMO Council. All Rights Reserved. 2015 11

6. What are the critical touchpoints that demonstrate customer  
centricity to customers? (Select top five)

Corporate website, including eCommerce sites

 

Mobile apps and sites

 

Events sponsored by the company

 

Online advertising

 

Account management/sales resources

 

Online service or self-service solutions

 

Call/service center

 

Third-party reviews and commentary

 

Traditional advertising channels

 

Live and virtual events staged by the company

 

Trade shows and conferences

 

Product evangelists/gurus

 

Company-led social media pages

 

In-store service and agents

 

Channel partner websites

 

Channel partner stores

 

Finance or billing resources

 

Other

54%

42%

41%

31%

30%

30%

28%

27%

27%

25%

24%

24%

23%

21%

13%

5%

3%

1%
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7.  Are you satisfied with the ability of these touchpoints  
to engage with the customer?

Highly satisfied
 
Moderately satisfied
 
Neutral/too early to make a determination
 
More disappointed than satisfied
 
Highly disapointed

0%

40%

38%

16%

5%
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8. What are the top roadblocks to optimizing these touchpoints?  
(Select all that apply.)

Functional silos that make data aggregation 
impossible
 
Technologies that do not connect  
with legacy infrastructure
 
Personality clashes between key executives 
controlling resources and touchpoints 
 
No common goals or strategies across key 
corporate stakeholders
 
 Lack of budget to make improvements

 
 Corporate culture adverse to change

 
 Insufficient training of front-line resources

 
No marketing oversight or input on key 
touchpoints
 
Senior management does not see problems  
with current solutions
 
Lacking strong leadership at the most senior 
levels to mandate change
 
Breakdown in communication between 
marketing and IT
 
No connection between corporate marketing 
and independent franchises or operators
 
Distributed network with no controls on  
brand alignment
 
 Other

56%

56%

51%

37%

35%

32%

22%

14%

13%

12%

10%

6%

5%

5%
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9. What role do you believe marketing plays in achieving customer centricity? 
(Select all that apply.)

Develop the strategy to best reach and  
engage with the customer
 
Understand customer requirements  
and expectations
 
Tying website and digital engagement analytics 
to business outcomes and transactions
 
Reaching and engaging with the market more 
efficiently and effectively
 
Getting smarter about using social media and 
digital marketing technologies
 
Gaining better customer insight, competitive 
intelligence and market knowledge
 
Adding more engaging and interactive features 
to company and brand websites
 
Manage the key customer touchpoints to  
ensure alignment
 
Setting the tone and tenor of all customer 
communications and experiences
 
Integrating and extracting more value out of 
disparate and siloed customer databases
 
Knowing more about website utilization and 
visitor behavior
 
Ensuring brand assets are more accessible 
globally to ensure brand unification
 
Aligning corporate resources and cross-
functional teams to customers
 
 Other

83%

80%

74%

67%

65%

65%

65%

60%

56%

55%

54%

37%

34%

2%



THE STATE OF DIGITAL TM  |  WHITE PAPER

© Copyright CMO Council. All Rights Reserved. 2015 15

10. What role do you believe IT plays in achieving a customer-centric 
enterprise? (Select all that apply.)

Assuring the integrity and availability of back-end 
infrastructures and interfaces
 
Safeguarding and protecting customer data,  
brand assets and trademarks
 
Tying website and digital engagement analytics to 
business outcomes and transactions
 
Automating customer interactions and improving 
customer care and handling
 
Delivering more timely and relevant transactional, 
behavioral and customer profile data
 
Piloting new ways to engage the market using 
mobile, Internet and POS technologies
 
Increasing the use and value of CRM systems  
by both marketing and sales
 
Advancing platforms to aid in marketing 
measurement and campaign optimization
 
Partnering with marketing to develop 
comprehensive customer engagement strategies
 
Improving the links and interactions between 
marketing, sales and channel groups
 
Introducing closed-loop campaign measurement 
and tracking capabilities
 
Deploying improved solutions to enhance email 
deliverability and recipient response
 
Scaling global websites and customer data 
repositories
 
Developing new engagement channels to deepen 
customer intimacy and satisfaction
 
Furthering the use of social media and online 
listening and contact systems
 
 Other

75%

68%

68%

68%

58%

53%

52%

52%

48%

32%

26%

22%

21%

12%

11%

1%
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11. Where do you see most value in the marketing/IT relationship? 
(Select all that apply.)

 Ability to gather data across the enterprise

 
Faster adoption and implementation of marketing 
technologies
 
Improved access to IT resources to manage 
marketing platforms
 
Development of strategies leveraging IT's 
understanding of technology
 
Strategic partners in making a business case for 
increased technology spend
 
Securing trust and reliability in the brand by 
securing critical customer data
 
Constant improvement and advancement of web 
tools and solutions
 
Identification of performance optimization tools 
and technologies
 
Deeper understanding of web performance and 
analytics
 
 The ability to tap into legacy infrastructure

85%

67%

66%

63%

55%

43%

42%

35%

31%

9%
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12. What has strained the CMO/CIO dynamic the most? (Select all that apply.)

Operational mindset is counter to strategic 
marketing view 
 
 Slow to act or react to marketing requests

 
No common language or definitions to secure 
partnership and cooperation
 
 IT lacks authority to push agenda forward

 
 Ongoing issues over ownership and governance

 
Pressures to cut back on budget and resource 
utilization
 
 Budget tug-of-war

 
Compensation and performance bonuses 
unintentionally drive goals in different directions
 
 Legacy of tension between teams

 
 Personality conflicts leave the relationship lacking

 
Rising resentment over marketing technology 
deployments and investments
 
 Other

59%

55%

53%

53%

31%

26%

22%

19%

14%

9%

7%

4%
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13.  Do you have the right talent in marketing to execute  
customer-centric programs?

Yes
 
No
 
Not sure

62%

24%

14%

14. What skills does your organization need to further cultivate or grow?

 Data analytics and intelligence modeling

 
Liaison across functions who understands 
marketing, IT, finance and operations
 
 Marketing technology resources

 
 Digital media and interactive marketing leaders

 
 Digital media optimization

 
 Mobile relationship marketing expert

 
 Channel strategy and management

 
 Six Sigma black-belt process expertise 

 
 IT integration

 
 Process management

 
A dedicated C-level position focused on  
customer centricity
 
 Other

39%

16%

10%

7%

7%

6%

4%

4%

2%

2%

1%

2%
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15.  Do you believe that your marketing technology/back-office technology 
has the ability to deliver on the marketing promises delivered to your 
customers?

Yes, our technology enables experiences that 
exceed promises and expectations.
 
Sometimes; in some places we are getting it 
right, but in others we still need work
 
Rarely; we are missing the mark despite the 
best promises or intentions.
 
No, we are struggling to meet the expectations 
of our customers. 

2%

59%

27%

11%
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SPONSOR COMMENTARY
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AFFILIATE PARTNERS

PR NEWSWIRE

PR Newswire is the premier global provider of multimedia platforms that enable marketers, 
corporate communicators, sustainability officers, public affairs and investor relations officers 
to leverage content to engage with all of their key audiences. Having pioneered the commercial 
news distribution industry 60 years ago, PR Newswire provides end-to-end solutions to produce, 
optimize and target content—from rich media to online video and multimedia—and then distribute 
content and measure results across traditional, digital, mobile and social channels. Combining 
the world's largest multi-channel, multi-cultural content distribution and optimization network 
with comprehensive workflow tools and platforms, PR Newswire enables the world's enterprises 
to engage opportunity everywhere it exists. PR Newswire serves tens of thousands of clients 
from offices in the Americas, Europe, the Middle East, Africa and Asia-Pacific, and it is a UBM plc 
company. To learn more, visit www.prnewswire.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. www.qualtrics.com
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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 9,000-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.

Adobe is changing the world through digital experiences. For more information, visit 
www.adobe.com. Keep up to date with news and views from APAC digital marketers on the 
Adobe Digital Dialogue blog at blogs.adobe.com/digitaldialogue/. Join APAC marketers on the 
Digital Dialogue Asia Pacific LinkedIn group. Follow Adobe Digital Marketing Cloud news and 
updates via @AdobeMktgCloud and join the conversation about this report via #APDash.

Additional Resources

• Adobe Digital Marketing Blog: CMO.com

• Read about Adobe Marketing Cloud.

ABOUT THE CMO COUNCIL

ABOUT ADOBE


