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Introduction
Meet the diverse collection of organizations
who participated in the research study and
get introduced to the research objectives.

“A brand is no longer what we tell the consumer it is—
it is what consumers tell each other it is.”
—SCOTT COOK, CO-FOUNDER OF INTUIT
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Background

On behalf of the American Marketing Association (AMA) San Diego,
Q2 Insights and FreshForm teamed up and conducted a Qualitative Research
study on the state of marketing in the U.S. from the San Diego perspective.
Thirty-minute interviews were conducted with 38 high-profile corporate
marketing and non-profit executives from a broad spectrum of 32 small,
medium and large Business to Consumer (B2C) and Business to Business
(B2B) organizations from March to June 2017.
2017 is the first year of a multi-year research study designed to describe
inspiring marketing practices, trends in marketing and the state of
marketing today.
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Overview

There are increased expectations of marketing leaders
in the business environment. Marketers increasingly
have a “seat at the table,” weighing in on business
strategy as well as product and service innovation.
Decision making in business and marketing is
increasingly data-driven and it is the domain of the
marketing executives to gather and report business
and customer insights. Gathering insights is no mean
feat as marketers must master not only data analytics
but also understand the complexities of identifying
the highest value customer segments so that
marketing activities are highly targeted. Marketing
leaders must also be adept at applying insights to
marketing practice.
From a marketing strategy and tactics perspective,
marketers operate in an omni-channel world and
they are increasingly required to innovate marketing
practices. Digital alone is a challenge but most now
recognize the need to include traditional marketing
activities in the mix. The digital revolution is not
only changing the tools used for marketing but is
transforming the infrastructure of business in terms of
structures, processes, workflow and decision making.

There are challenges associated with measuring
marketing ROI and marketing leaders are increasingly
called upon to do so. Particularly for non-digital
activities, it is sometimes a struggle to directly link
components of a marketing campaign with ROI. In
the pursuit of justifying the importance of marketing
expenditure to the board of directors and executive
team, marketers are faced with the task of explaining
disconnects between marketing activities and ROI.
Some marketers have resorted to only using digital
approaches as ROI is easier to track.
The marketing luminaries interviewed for this project
must also manage in-house and outsourced human
resources and they are all experts in their own
industries. Competitive threats must be managed and
some even operate in global markets which introduces
further complexity.
All of these activities occur in the context of flat
marketing budgets in a climate in which marketing
department growth is unlikely.

“It has been a pleasure and
a privilege to interview 38
marketing leaders in
San Diego for this project.
While this report breaks
down the strategies and
tactics employed in marketing
into bite size pieces, this
simplification belies the many
challenges and activities
these marketing powerhouses
juggle every day.”
— KIRSTY NUNEZ, Q2 INSIGHTS
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Participating Organizations
Participants in the study included some of the larger industry groups in San Diego:
B2C
Arts & Culture

B2B
Food & Beverage

Health & Wellness

Sports, Recreation
& Lifestyle

Technology

B2C / B2B
Life Sciences

Industrial Products

Government
& Community

Technology
Tourism & Hospitality
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Research Objectives
In 2017, the overarching objectives of this project were to understand:
understand and describe:

• Hot Trends in Marketing

• Marketing Return on Investment (ROI)

• The Evolving Role of the CMO

• Use of Marketing Research

• Branding Strategies

• Marketing Department Structure

• Marketing Strategies

• In-House versus Agency Resources

• Media Strategies

• Marketing Budgets
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Inspiration
Some organizations have moved beyond daily
marketing practices to create uncommon
experiences with uncommon results.

“I can’t change the direction of the wind, but I can adjust
my sails to always reach my destination.”
—JIMMY DEAN, ENTREPRENEUR

INSPIRATION

|
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Shifting Focus
Shifting focus from products and services to the greater good
is not only emotionally engaging, but also good for business

Burger Lounge

The Jacobs Center for Neighborhood Innovation

Burger Lounge, a fast growing
restaurant brand, has a new take on
the burger industry. It incorporates
messaging that describes how
the products are ethically sourced
and support or improve the
environment instead of focusing on
communicating the individual details
about menu items they offer.

The Jacobs Center for Neighborhood Innovation, a San Diego non-profit that
partners with neighborhoods for community change, includes the end users
of each initiative in the planning and decision-making process to make sure
the marketing team is working on and solving priority problems. Community
influencers are heavily engaged and relied upon throughout the process.
The Jacobs Center for Neighborhood Innovation is also taking advantage of
community-generated content by providing a platform where people can share
their personal stories. Their ideal goal is to eventually pull back from generating
content internally and fully rely on community-generated content.
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Crossing Boundaries
Cross-border and Spanish speaking communities are engaged to grow
and diversify the customer base

San Diego is uniquely situated
bordering Mexico and large
Spanish speaking communities
are located throughout
Southern California.
Several organizations have
leveraged this competitive
advantage and implemented
cross-border marketing
initiatives to enhance the
customer experience and
attract a broader audience.

The San Diego Padres
The San Diego Padres deployed a brand campaign to build awareness and drive ticket sales among Hispanic
audiences in the U.S. and Mexico. They placed advertising on billboards located on both sides of the border in
both Spanish and English. Response among the Hispanic audience far outperformed previous campaigns by a
ratio of 9:1 and the campaign yielded one of the best ROIs of the year.

San Diego Symphony
In 2014, San Diego Symphony partnered with Baja California Orchestra to offer a free cross-border event.
The orchestras performed on opposite sides of the U.S.-Mexico border fence at Friendship Park. This initiative
increased awareness of and engagement with the San Diego Symphony. A recent review of the Symphony’s
Facebook audience revealed that more than half of their Facebook fans are from Tijuana, Chula Vista and
San Diego combined, demonstrating the importance of the Hispanic audience to the organization.

San Diego Museum of Art
For nearly twenty years, exhibition text at The San Diego Museum of Art has been in English and Spanish in each
of its galleries. The Executive Director, Roxana Velásquez, who joined the Museum in 2010, was raised in Mexico.
Her view is that art transcends international borders and this vision resonates throughout the organization.
In order to reach Spanish speaking audiences in Southern California and Baja California, the Museum’s public
relations agency distributes information to media channels such as Agencia EFE and Telemundo. The Museum
also advertises in Spanish and develops regularly-distributed content in Spanish. Other activities to engage
cross-border and Spanish speaking communities include participation in Chicano Park Day in San Diego and bus
trips to Mexico. Velásquez also represented the Museum as a participant in the first-ever bilingual, binational,
cross-border TEDx event held across the U.S.-Mexico border.
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Grassroots Marketing
Grassroots marketing is used to build awareness, generate interest and stimulate sales

Karl Strauss Brewing Company

Del Mar Fairgrounds

San Diego Opera

Karl Strauss Brewing Company, San Diego’s
first craft brewer, finds that a “real human
experience” such as holding, tasting and
smelling beer is a powerful motivator
to purchase.

The Del Mar Fairgrounds uses street teams
to promote the San Diego County Fair from
April to the start of the fair in June.

San Diego Opera deployed “Opera on
Track” where young artists performed a
30-minute version of Rossini’s Cinderella
The artists performed at trolley stops and
venues within close walking distance of
the trolleys. The Opera shares beautiful
music, provides a preview of an upcoming
performance, promotes use of public
transportation, and encourages the
community to come to the Opera.

To leverage this learning, the company hosts
events that attract 500 to 700 people who
spend a few hours with each other living
and breathing the brand by drinking beer
and interacting with each other.

The street teams make appearances at
various retail locations such as grocery
stores and big-box stores to hand out flyers
and goodies to generate awareness and
engage community members.

San Diego Gulls

San Diego Museum of Art

When the Chargers football team left San
Diego, the San Diego Gulls hockey team
hosted a tailgate event under the campaign
“#jointhenest” to attract local football fans.

The San Diego Museum of Art participates
in festivals, flash performances in their
galleries, pop-up galleries at various regions
of the county, and Museum Day with
activities for both adults and children to
enrich relationships and build their
patron base.

They also built a “street team” of collegeage sports fans to distribute gift bags filled
with Gulls swag in targeted locations to
build awareness and engage community
members in conversation about the team.

The Jacobs Center for
Neighborhood Innovation
The Jacobs Center for Neighborhood
Innovation performs door-to-door outreach
to inspire interest in leadership development
programs in underserved communities to a
level that justifies implementing the programs.
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Spotlight

Wayne Partello
SVP, Chief Marketing Officer,
San Diego Padres

“It’s up to our team at the Padres to
give our fans the content how they
want to engage with it, it is not up
to our fans to find the content.”

Turning Fans into Customers

San Diego Padres
& San Diego Gulls
Many organizations focus on turning customers into fans,
but sports organizations turn their fans into customers

Fans watch sports on television and online, listen
to the radio, and are active on social media. While
engagement levels are very high, sports organizations
work to encourage fans to buy tickets and attend
games. To accomplish this, they engage fans where fans
spend time using social media, radio and
in-person events.

Social media is used to engage fans with
content at its core
The San Diego Padres increased their Twitter
engagement among MLB teams from #29 nationally to
#5 by encouraging people to share their experiences.
The San Diego Padres generate a substantial portion
of content during spring training and video content for
storytelling throughout the year.
When the San Diego Chargers football team left the
city, both the Padres and the San Diego Gulls leveraged
social media to convert football fans into baseball and
ice hockey fans.

In-person events are used to create
unique experiences
The San Diego Padres hosted a large event, the “Celebrate
San Diego Rally,” in an effort to bring together the public,
athletes, elected officials and community leaders.
• The Padres partnered with sports teams and schools in
San Diego to increase awareness of all sports instead of
promoting individual sports or teams.

“Community
members need
the Padres to
invite them into
their world, not
just push out
media.”
—SAN DIEGO PADRES

• This initiative resulted in 12,000 people visiting
Petco Park for the celebration.
The San Diego Gulls host in-person events for their
seasonal ticket holders to thank them for their support.
• Seasonal ticket holders meet players, which encourages
a feeling of a personal connection with the team.
• A Fan Development department was created to more
deeply understand San Diego, turn the public into fans,
and turn fans into customers.

“People always
want to feel like
an exclusive fan.”
—SAN DIEGO GULLS

Integrated Marketing

Port of San Diego
Skateboards and a multi-channel campaign targeting high-level
executives successfully position San Diego as a cruise destination

The Port of San Diego deployed a B2B multi-channel
lead-generation campaign with strong results. Taking
advantage of an upcoming tourism conference where
team members would have the opportunity to meet
high-level executives in the cruise industry, the Port of
San Diego implemented a campaign to build awareness
and interest in San Diego as a cruise destination leading
up to the event.
Elements of the “Port of Land and Sea”
campaign included:
• Positioning the campaign under the umbrella of the
newly rebranded Port of San Diego
• Explaining how close the cruise terminal is to downtown
San Diego
• Sending direct mail as first point of contact
• Placing advertisements in industry publications
• Using a Fitbit™ tie-in to count the steps from the boat
dock to downtown San Diego
• Shipping skateboards with a depiction of the San Diego
skyline design to targeted executives to convey the
San Diego vibe

During the conference, targeted executives were eager
to speak with Port of San Diego team members to
learn more about San Diego as a cruise destination as a
result of the campaign. The skateboards, in particular,
were a “definite conversation starter.” Website hits also
increased dramatically.
Conversion rates were high and feedback was very
positive. Learnings from this campaign will be applied
to future campaigns in a continuous improvement cycle.

“We do research
before launching
a campaign
and measure its
effectiveness
after so our next
campaign will
be even better.
For me, research
provides me with
the information I
need to make the
right decisions.”
—PORT OF SAN DIEGO

Social Media Hub

Sharp HealthCare
Sharp HealthCare prioritizes customer experience with
a dedicated media room

Sharp HealthCare launched a successful Customer
& Media Engagement Center at its corporate office
in 2016 to provide a hub for its social media, public
relations, and communications teams. Various social
media channels and analytic data scroll on four,
60-inch wall-mounted monitors.

Responsiveness and sensitivity to the customer
experience engenders brand affinity by engaging
and replying to patients and customers in real time.

Content Creation

Social Media Channels

Customer experience is also about how to stay on top
of change, to plan ahead, and to give customers an
unexpected experience.

Social media, public relations and communications
teams immediately capture and respond to patient,
public and employee questions and concerns voiced
on social media channels.

Teams also monitor the latest health news capitalizing on
trends, to create content in their digital newsroom
to share on their social media platforms.

Media room teams help executives understand
patients, public and employee attitudes and opinions
of their experience with Sharp HealthCare as well as
provide insight into the needs of patients.

“The Sharp Experience”
This responsive engagement is just one way
Sharp HealthCare extends “The Sharp Experience”
to all the constituents they serve.

“Customer
experience is
the foundation
of Sharp. It’s our
culture. This is how
we differentiate
ourselves.”
—SHARP HEALTHCARE

Marketing in Film

Qualcomm
Qualcomm uses a short film to build Snapdragon™
brand awareness in China and the U.S.

Qualcomm, a B2B organization, developed a short film
in 2016 to generate awareness and create demand for
their product. The film was directed by Oscar winning
director Armando Bo and a cast including Leehom
Wang (Chinese actor), Joan Chen (Chinese actress)
and Olivia Munn (American actress and model).

Messaging in Film
On the surface the film is pure entertainment,
but throughout the movie there is an underlying
message promoting the importance of the
Qualcomm Snapdragon™ 820 chipset to power
smartphones. At no point does the film attempt to sell
any of the components or devices, yet the audience
is encouraged to understand the important role
cellphones play in their lives.

Appeal to Mass Audience
The film aims to appeal to a mass audience in both
China and the United States. The dialogue in the film
is 70% Mandarin, 30% English. Use of Leehom Wang’s
star power is an effective way to attract the
Chinese audience.

Brand Awareness in Asia
To build brand awareness in the Asian market,
Qualcomm leveraged social media and iQIYI, a leading
video entertainment platform in China. Viewers in the
rest of the world, including in the United States, will be
able to watch the film on YouTube.

“Content marketing
has become an
important tool for
us to break through
with consumers
who care about
technology.”
—QUALCOMM

Event Marketing

Mitchell International
Guaranteeing the highest concentration of attendance
and attention

In the case of event marketing, Mitchell finds that
success is not found in one single marketing tactic
that is so revolutionary it disrupts the marketplace,
but instead the combination of tactics and perfect
execution timing.

Attracting Attention to Their Brand
At a recent conference, a variety of tactics were
employed to garner attention for the Mitchell brand
and support a new product launch. Not only did
Mitchell ensure that there was a big splash on the show
floor but they also hosted a party and had giveaways.
There were media calls, interviews and press releases
that supported the new product launch. Airport
signage was used.
Most significantly, Mitchell had a unique strategy for
attracting attention to their brand and product outside
the conference. Elements of the strategy included:
• An on foot, grassroots team giving out cards for
free rides sponsored by Mitchell throughout the
conference. Attendees arranged pick-up via text.
During the rides, there was a loop video showcasing
the Mitchell brand and their products and services. The
campaign managers were able to track the number of
people exposed to the video and exactly how many
times the loop played during the ride.

• Vehicle wrapped advertising
• Geofencing to push specific messaging in conjunction
with other out-of-house events to conference
attendees’ smartphones. Mitchell capitalized on the
fact that people are on the move but also on their
smartphones at conferences.

Measuring ROI
ROI for the digital elements of the campaign were
easily measured. ROI for other event elements were
measured in various ways including:
• Media pickup
• How many connections/relationships were made
through Salesforce
• The number of people walking by the airport
advertisement
• The number of rides provided to attendees
• The number of video loops for each ride

“Conferences offer
one of the highest
concentration of
attention for
our brand.”
—MITCHELL INTERNATIONAL

Trends
Marketing leaders identified strategies,
practices, technologies and customer
behaviors growing rapidly in importance.

“History has shown that incumbents tend to fight trends that
challenge established ways and, in the process, lose focus on what
matters most: customers.”
—JASON KILAR, AMERICAN BUSINESSPERSON

TRENDS
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Digital Marketing
Of all the trends in marketing, the one that is top-of-mind for most
marketing leaders is digital marketing

Digital Transformation

Digital Customer Experience

The digital revolution has changed marketing practice
significantly. Key areas of digital transformation in
marketing include:

There are challenges in creating a relevant, unique and
personalized digital customer experience in a manner that
helps customers prioritize the content they receive.

• A shift from product marketing to information marketing

Key approaches marketing leaders use to manage the digital
revolution include:

• Changes in marketing structures, processes and workflows
• Online interaction, engagement and shared content
management
• Use of social media as not only an engagement tool but also
a data and analytics tool

• Being customer focused in all aspects of digital marketing
with a focus on responding to customer need states
• Mapping and analyzing every touchpoint in the customer’s
digital journey to create clear and concise content tailored
to both the online and mobile user
• Connecting digital customer journey touchpoints with
in-person experiences (e.g., online ordering with same day
in-store pick-up or making reservations online)
• Using micro targeting for digital communications
• Personalizing digital content to give brands a more human
feel. Executive level engagement on social media (e.g., nonmanaged tweeting) is beneficial to achieve this
• Engaging in cutting edge digital initiatives such as cognitive
intelligence/artificial Intelligence to further humanize the
digital experience
• Working to engage customers on an emotional level,
avoiding the hard sell

“Consumers are absorbing
so much information… it is a
luxury for a marketer to work
in a time where consumers are
reaching for information.”
— FOOD & BEVERAGE
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Content
There is focus on delivery of relevant and meaningful content,
often with an emotional emphasis

Storytelling

Consumer Generated Content

Company Generated Content

Thought Leadership Content

Compelling storytelling is trending
across B2C and B2B categories.
Stories told by community influencers
and the general population are strong
change makers. B2B organizations are
increasingly telling stories about ways
in which the company contributes to
the greater good through societal and
environmental improvements in an
effort to relate with consumers on an
emotional level.

Social media and the rise of
“interactiveness” between
organizations and consumers are in
large part driving a trend of consumer
generated content. Organizations
facilitate development of content by
consumers through:

There is deep consideration of what
content is needed, why it is needed,
and how to present content in the
most meaningful and relevant way.

Thought leadership content is
frequently developed by both B2C
and B2B organizations to present
themselves as leaders in an industry.
Blogging and white papers are
leading channels used to push
thought leadership.

B2B Content
B2B firms often work with a number
of intermediary firms and not the end
consumer. While these organizations
may not implement marketing
tactics traditionally targeted to end
consumers, developing content for
social media is important because
users are interested in following B2B
brands on social media and consuming
content regarding their needs.

• Setting up platforms that allow the
public to interact with them.
• Use of Snapchat, mobile apps and
live scoreboards at sports events to
enable and encourage customers to
share their stories with secondary
and tertiary audiences.

• Content is crafted with the audience
in mind and is often developed for
specific segments such as by region
or product. In some instances,
content is crafted to personas within
a particular segment.
• Company generated content is used
to educate. Podcasts and lectures
have been successful for some
organizations in an effort to educate
the public about a specific subject,
inspiring subsequent deeper interest
in the subject matter, with the
ultimate goal of increased sales.

Thought leadership tends to be used
by some B2B organizations that sell
more complex products, such as
software systems or medical devices.
It is also incorporated as a marketing
strategy where organizations build
consumer confidence by sharing their
expertise on a subject.
In the Technology and Life Sciences
industries, a common structure for
the corporate marketing division
is to focus on developing thought
leadership communications. The
business units focus on developing
more specialized product marketing
strategies and communications.
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Person-to-Person
Marketers are working to personalize customer experiences based on
individual customer preferences in both B2C and B2B environments

Increased Interaction
To connect person-to-person (P2P)
rather than business to person (B2P),
some organizations are increasingly
participating in events such as mixers
and hosting educational events to
connect face-to-face with customers
and prospects.
• In the Technology industry,
there is an increase in demand
for interaction even though the
customer base in the industry tends
to be less social from a behavioral
perspective.
• Customers expect more workshops,
“lunch & learns” and in-person
events to discuss the industry
and resolve concerns.

Digital Chatbots for
One-to-One Interaction

Relevant and
Personalized Messages

Interaction and
Responding to Preferences

Interactive messaging systems such
as chatbots are being developed to
increase interaction and personalize
the experience for each consumer
by speaking to them on a one-toone basis.

CRM systems are being used to
construct personalized and relevant
communications. Activities such
as including a customer’s name in
an email and sending relevant and
engaging messages via mobile to
specific sub-groups is trending.
Personalization is also being
implemented without the use of a
CRM system.

Daily face-to-face interactions
drive personalization in the Food &
Beverage and Tourism & Hospitality
industries. One Tourism & Hospitality
organizations tracks what guests
prefer in terms of amenities and
accommodates those when the guests
are on the property.

One small Arts & Culture company
sends personalized handwritten
notes to their members to nurture
the relationship and reinforce a
positive experience.

“People are human, they need
the emotional tie.”
—SPORTS, RECREATION & LIFESTYLE
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Spotlight

Jennifer Forman-Canguçu
Senior Director of Marketing,
Mitchell International

“Brand comes down to customer
experience. Aligning your culture and
strategy around creating the best
customer experiences is what ultimately
defines your brand’s success.”

TRENDS
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Video Content
“Snackable” clips garner more plays than full-length videos

Immersive Experience

Storytelling Medium

Both brand-generated video content and consumergenerated video content are being incorporated into
integrated marketing plans to create an immersive
experience, especially in the Arts & Culture and Sports,
Recreation & Lifestyle industries.

Videos are used as a storytelling medium to express
the company’s mission and values and not just the
technical specifications of their products. The Life
Sciences industry shares emotional consumer stories
of how their products have changed lives and touched
families. This is a creative way to make the company
more approachable and relatable to consumers.

Consumers submit videos they record from their
participation in events and then organizations replay
them online and at events so customers feel “close to
the content.” Typically, consumer-generated video has
higher share rates than brand-generated video. Video
engagement continues to increase both online and via
mobile apps, with a direct tie to increased transactions
and sales.

“Snackable” Clips
Longer runtime brand-generated video is used in fulllength format and is also parsed into 10-30 second
‘snackable’ clips posted on social media. Shorter
runtimes garner higher viewership numbers and
completion rates due to a shorter time commitment
required of the viewer.
• Several organizations are utilizing social media
platforms such as Snapchat, Instagram and
Facebook live to share snackable videos.

International Markets
Video is used in international markets such as
the U.S., China and India to build brand awareness.

Industry-Related Video Content
Customers and new employees are key consumers
of industry-related video content. Customers in
the Technology industry may be less inclined to
participate in social media. However, due to the sheer
size of the industry, there are still enough users to
justify organizations creating video content. There
is also a wave of younger employees entering this
industry who are searching for industry-related video
content on social media.

“People want to be close
to the content.”
— SPORTS, RECREATION & LIFESTYLE
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Data and Analytics
Data and analytics are used for data-driven marketing decision making
The increase in digital marketing is fueling a trend around data-driven decision making. Usage tracking,
behavior analysis, and real-time dashboard reporting are becoming commonplace contributions to
decision making.

Identifying Target Audiences

Decisions in Real Time

Organizations are using micro-targeting (small groups of like-minded
individuals) to decipher customer needs and wants. The Technology
industry has made use of programmatic media, which has made
incremental improvements on their efficiency in gathering consumer
insights about their target market. Learnings from the analysis of data
are being applied to communications targeting specific segments.

Data and analytics displayed on dashboards facilitate decision making
in real time rather than delaying decisions that might otherwise be
made at the end of the cycle. One Life Sciences company provides
executives with real-time digital dashboards to assist them in making
more accurate decisions and to satisfy the increasing demand by
customers for faster response rates to their needs. The Technology
industry is also analyzing real-time sales results directly attributed to
campaigns to see which campaigns are working best.

24
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Customer Experience
Organizations have a heightened awareness and focus on customer experience

Marketing leaders are
addressing customer
experience with varying
levels of sophistication, from
data-driven development
of customer journeys with
touchpoints to intuitive and adhoc approaches. Additionally,
customer experience appears
to mean different things to
different marketers and this
also plays into the varied
approaches organizations
take to drive optimal customer
experiences.

Data-Driven Journey Mapping
Data-driven customer journey mapping is used to identify,
describe and improve all the touchpoints along the
customer journey.
One Sports, Recreation & Lifestyle organization explores
and examines the customer journey and the touchpoints of
engagement far beyond the customer’s time at their stadium.
By mapping the customer journey they ensure that every
touchpoint is an opportunity for improvement of the customer
experience.
The thorough macro and micro touchpoint analysis reviews
points of contact such as:
• The moment the customer first hears or sees an
advertisement and decides to attend a game
• The transportation they use to arrive and depart
the stadium
• The parking experience
• Experience at the stadium
• Online and social media before, during and after the game
• The journey home after the game
Working with county transportation systems, providing
parking assistants, and implementing digital tracking systems
has helped the organization improve the overall customer
experience by improving specific touchpoints.

One B2B company asked staff to walk through their customer’s
journey themselves to better understand the experience
from the customer’s point of view, which resulted in a deeper
understanding of the customer’s decision-making process.

Intuitive Customer Journey Mapping
Intuitive customer journey mapping is being employed
by some.
From the dream phase to the booking phase, one Tourism
& Hospitality organization works closely with operations to
ensure the guests are satisfied at every touchpoint while on
and off the property. Customizing amenities such as offering
feather pillows to guests, playing jazz music in the room for
jazz music fans, and generally making recommendations based
on guest preferences are endearing guests to the brand.
Based on social listening and direct feedback, a Health &
Wellness company has implemented call center improvements
and internal behavior standards to ensure the best possible
experience at specific touchpoints.

Ad Hoc Approaches
Arts & Culture organizations focus on engaging patrons
in an interactive way. By hosting unique events, launching
mobile apps to send personalized messages or by providing
interesting information about pieces in a gallery, organizations
address portions of a customer journey to improve customer
experience. These activities are increasing interaction rates.
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The Role of the CMO
The evolving role of the CMO means more marketers have “a seat at the table”
and are becoming heavily involved in product and service development

A Seat at the Table
Across industries, the role of the Chief
Marketing Officer (CMO) is evolving
and broadening as marketing leaders
are increasingly called upon to work
cross-functionally within organizations.
However, showing the value of marketing
is an ongoing challenge. There is an
ever-increasing expectation that
marketing leaders will generate revenue
and maximize ROI with every initiative.
The ability to present data-driven
campaign results and to make data-driven
recommendations based on results is the
primary driver of the changing role.

Factors Influencing the Role
of the CMO

Brand Strategy

Product Development

Marketing is increasingly tapped to:

The CMO, and marketing in general,
is increasingly playing a role in product
development. Customer insights,
feedback, and analysis are being
fed back into the production cycle,
driving shifts in product and service
development. There is input from
marketing at every step of the product
development cycle:

There is recognition within
organizations that departments cannot
work in silos and perform effectively.

• Manage and guide the overall
brand image

Marketing departments are
collaborating more with other
departments, for example:

• Build brand equity and loyalty
to combat the increasing number
of competitors

• In larger organizations product
marketing works with the analytics
team and with the content
marketing team

• Offer creative problem-solving input

• In smaller organizations, the
marketing department works closely
with IT and sales

• Understand operations execution
as it pertains to impacting the
customer or guest experience

• Influence over, and in some cases,
direct involvement in product
development, product optimization,
and deployment

• Be informed of corporate initiatives
to be able to respond quickly to
media when a crisis arises

• Product communications
development

In some organizations, executive
teams are decreasing in size resulting
in the individual team member roles
becoming more critical.

• Line extensions
• Product and target audience
alignment
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Transparency
Transparency is valued by consumers and makes organizations
more relevant

In this study, there was a range of experience with transparency issues. Some companies practicing
transparency rarely have a public faux pas and when they do they deal with the situation by being honest and
open. Other organizations, particularly those developing brand new services or products, may have frequent
initial blunders, particularly in the early stages of product or service development. In these circumstances,
apologies are frequent and authentic.
One of the measures of the success of a transparency strategy is a Trust Index. Companies believe that trust
in a company is built by being transparent.

Marketing in the Past

Marketing Today

Marketing would attempt to portray a
perfect company image by concealing
negative traits the company had or an
incident that occurred.

With today’s availability of information
combined with consumer curiosity
and interaction with organizations,
transparency is highly appreciated
and valued by consumers.
Organizations that admit to and
embrace their imperfections are
more relevant.
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Marketing Today
A discussion of current marketing practices.

“Whether B2B or B2C, I believe passionately that good marketing
essentials are the same. We all are emotional beings looking for
relevance, context and connection.”
—BETH COMSTOCK, VICE CHAIR AT GE
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Tools and Techniques

Integrated Marketing
Integrated marketing means no longer looking at marketing tactics in silos
While digital marketing remains strong, there is a resurgence in the use of some forms of traditional marketing as
marketers agree that one will not be as effective without the other. Reevaluation of the importance of traditional
along-side digital tactics is occurring across industries.

Understanding Consumer
Behavior
Understanding how consumers
make decisions drives channel and
content choice.

Driving Marketing Expertise
An understanding of integrated
marketing is also driving a need for
marketing generalists in-house who
can direct and oversee integrated
marketing campaigns regardless of
whether the digital and traditional
output is performed in-house or
with an agency.

Full Integration = Look at
Marketing Big Picture
For one Tourism & Hospitality brand,
guests used to book using a travel
site. Now guests do research online
using sites such as Expedia and then
book directly with the resort. As a
result, a brand’s messaging on review
sites is different from messaging on
the brand’s owned digital properties.
Responses to online reviews are
posted immediately to guide guests
along their booking journey.

TV, Radio, Direct Mail, Outdoor

Personal Phone Calls

TV and radio are used by the Sports,
Recreation & Lifestyle industry with
greater emphasis on radio in the San
Diego market than in other southern
California markets.

Calling person to person rather
than via automated voice helps
patrons through what might be an
uncomfortable decision process.
Answering individual questions related
to personal preferences, pricing and
what to wear instills a sense of comfort
and drives increased subscription rates
at Arts & Culture organizations.

Direct mail is critical to Arts & Culture
organizations and Hospitality &
Tourism due to its visual impact,
being copy-friendly, having unlimited
exposure and being in a re-read
format. Direct mail can be customized,
personalized and tracked to an
individual like email, though it has a
sturdy, tangible element that aligns
with traditional brands.
Direct mail and outdoor are used
by Food & Beverage companies
to drive awareness and usage in
surrounding areas.
TV is the preferred medium used
by a Technology company to reach
consumers in India and China.

Tradeshows
Tradeshow attendance and
presentations remain an effective
tactic for B2B organizations to
reinforce brand and introduce product.

“For us, the trend is people
are falling in love with
digital but forgetting that
digital gets a lot of credit
for traditional media’s work.
People may hear the ads from
radio three to four times and
then click on the Facebook
link to buy. Radio hits a lot
of people.”
—SPORTS, RECREATION & LIFESTYLE
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Spotlight

Mark Weslar
Vice President of Marketing,
Karl Strauss Brewing Company

“Everybody goes on about online
content, but real human experience
is a powerful thing, we are reverting
back to old school marketing.”
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Tools and Techniques

CRM + Marketing Automation
Use of CRM and marketing automation, while not widespread, has
proven positive ROI

Salesforce, HubSpot and Marketo are
Customer Relationship Management tools
used by a few companies to enable drip
communication beyond customized emails.
Automation is primarily associated with
email campaigns and was identified as
yielding the best ROI in the past 12 months
by several companies.
Email Automation
Email automation allows companies to improve
campaigns by tracking which customers respond to
emails. Some companies stress the effectiveness of
using their own database to profile customers, which
is often overlooked in the search for new acquisitions.

Order Automation
Order automation is used to supplement sales
representatives. Allowing customers to order online
directly increases sales.

Retargeting Automation
Based on customer searches, customers are
retargeted on other websites or through email to
encourage them to finalize their sale.

Predictive Automation
Based on previous purchases, companies in the
Industrial Products industry use predictive algorithms
to estimate what the client will need next and
suggest those products through several channels
of communication.

Promotion Automation
Implementing automated seasonal promotions to buoy
revenue during slow seasons has been essential for the
Tourism industry.

One Food & Beverage company leverages
their CRM system to build customized
messages. They conduct A/B testing to
better understand their customers. “Call
to action” content is combined with A/B
testing allowing the company to test and
learn what content worked best.
A Technology company invests in
programmatic marketing (automated
bidding on advertising inventory in real time)
to nurture and retarget to the right audience,
thus designing a better buying journey for
target customers.
A brand in the Technology space describes
its CRM as an essential tool in finding
new customers. By profiling the type of
consumer that already does business with
them, they are able to narrow down on the
ideal target audience for new acquisitions.
Arts & Culture organizations report
their most successful campaigns involve
leveraging their CRM database. By creating
an irreverent and funny promotion inhouse and emailing it to patrons who
have attended previous performances,
one organization had its highest revenue
grossing performance without spending
a dollar on media.
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Research

Research Applications
The applications of research are many and varied, and have real impact
Organizations that do not have the internal capacity and/or expertise to support lengthy research projects
outsource these activities to external agencies.

Broadening the Perspective
and Guidance for Investment
An organization in the Food &
Beverage industry uses research to
get a different perspective and make
sure they are not becoming myopic
after working on a project for too long.
Research has been a guide for many
companies to understand where
the company is heading and make
the appropriate investments for
future developments.

Data-Driven Persona
Development
Some organizations have used
customer research to develop
personas for their target audience
and/or segments. This has given better
direction to marketing departments on
how to engage with existing customers
and has also helped in targeting new
customers that fit those personas.

Understanding Emotional
Motivations Using Qualitative
Research
A Sports, Recreation & Lifestyle
organization outlined the importance
of qualitative research such as focus
groups, to capture human expressions
of enthusiasm, confusion and distress
that are often overlooked through
surveys and data analysis. Nonmarketing departments do not always
see the value in qualitative research
because they are more accustomed to
quantitative data.

Internal Employee Research
Some companies are conducting
anonymous employee research
to understand satisfaction levels.
They found that when employees
are satisfied at work, their positive
temperament is directly passed on to
a better customer experience. If their
employees fit the demographic of
the customer, some companies have
simply observed the behavior of their
own employees to better understand
their customers.

Text Messaging and RealTime Surveys

Segmentation and
Customer Experience

Companies are using text messaging
to conduct satisfaction surveys
immediately after the customer uses
their service. The experience is still
fresh in the customer’s mind which
yields very accurate results. With a
low percentage of responders, it is
important to take advantage of those
that do reply by asking additional
questions. The Hospitality industry
collects data when a guest is on the
premises. Tablets and interactive
screens are often used for this type of
data collection.

Extensive research is being
conducted to identify segments and
to understand what customers truly
want or expect at each touchpoint in
the customer journey. Some Sports,
Recreation & Lifestyle organizations
are adding behavioral traits to their
segmentation. By getting to the core
of what customers really want through
research, companies are able to
provide more appropriate services and
build stronger brand loyalty.
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Research

Do-It-Yourself Research
Finding cost effective ways to gather insights
Almost all organizations have expressed interest in conducting more research in the future; however,
some report underutilizing research due to resource constraints. Research is sometimes conducted
internally in a cost effective manner.

Utilizing Internal Data

College Driven Research

Sharing Research Findings

Competitor Research

Some companies turn to their own
internal data collected from credit card
transactions, social media tracking,
and CRMs to uncover customer trends.

Non-profit and Technology
organizations use community
resources such as schools and colleges
to conduct research.

Arts & Culture and Technology
organizations share research findings
with competitors.

Having open-ended questions on
surveys is a cost effective way for
companies to incorporate some
qualitative data in their research.

They are conducting valuable research
while also assisting students in their
learning objectives and supporting
the academic community.

Some organizations conduct
competitor evaluations by attending
conferences and following newsletters
in order to benchmark their
performance against competition.

They believe there is enough space
in the market for mutual benefit
and growth across all companies
in the industry.
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Strategy

Omni-Channel Marketing
A key goal is ensuring that all outlets for interaction with the brand work
together to form one consistent and seamless experience

With the proliferation of social media, mobile media, always-on
communications, the Internet of Things and multi-channeled
markets, marketers are now tasked with incorporating
omni-channel methods in strategies and tactics.
Multiple Engagement Platforms
Marketing leaders are aware of the importance of presenting a unified brand
across all possible engagement platforms. Against this background:
• There is continual focus on evolving marketing practices to align with customer
behaviors. It is necessary to understand how consumers make decisions as this
drives channel and content choice.
• Most organizations use multiple communications channels to assist in keeping
their brand top-of-mind at the moment of purchase.
• Many are considering the customer journey across all modes of interaction
(digital, in-person, by telephone), or have done extensive work, to understand
what customers truly want or expect at each touchpoint and are working to
improve every touchpoint.
• There is a need for marketing generalists in-house who can direct and oversee
marketing campaigns regardless of whether the digital and traditional output
is performed in-house or with an agency.

Data-Driven Decision Making
Data-driven decision making is an important supporting factor in omni-channel
marketing. Research and analytics are used to support decision making around
with whom a brand should communicate, using which platforms, and when and
how to communicate.

A Flawless Transition
Ideally in an omni-channel world the customer experience would include
a flawless transition between the all engagements with a brand, regardless
of the type of engagement.
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Strategy

Brand Building
Brand building practices include both internal and external activities

Building Internal Culture
B2B marketers realize that when their sales teams
are given the information and resources to build a
complete knowledge base for the business, including
understanding the company’s mission and full product
offering, customers become more loyal.
Organizations in the Food & Beverage industry are
focusing on building and strengthening their internal
culture. When employees embrace a company’s
mission and values, they tend to produce a
better product and deliver on the brand promise
to customers.

Building External Awareness
Campaigns that include television and billboards are
difficult to track in terms of ROI, yet have a significant
effect on building brand awareness.
Multiple communications channels, regardless of
ability to directly measure ROI, assist in keeping
a brand top-of-mind at the moment of purchase.

A few marketers are reluctant to use methods in which
ROI is difficult to measure because justification to an
executive team or board is difficult. In this instance,
trackable tactics, such as digital, are used exclusively.

Emotion-Based Messaging
Many organizations across industries are moving away
from a heavy emphasis on communicating functional
technical information, such as product specifications,
to incorporating communications with more emotional
emphasis.
Through this tactic, organizations are able to
relate more with customer need states (emotional
and rational).

Brand Alignment
Many large companies have an overarching
corporate marketing group that ensures all
communications and messaging are aligned
with the brand. This allows the individual
business or product units to focus on
generating specialized content.
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Spotlight

Jenifer Barsell
Director of Marketing & Communications,
Port of San Diego

“We are instituting a thing called the ‘triple bottom line’—People,
Planet and Prosperity. When evaluating an initiative, we don’t
just look at it from a Prosperity or profit standpoint, but also
what effect it has on the People who enjoy our waterfront and
the Planet from an environmental standpoint. It’s not just about
profit, the Port reinvests revenues into our parks, piers and other
public spaces for public benefit.”
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Strategy

Target Audience
Marketing to millennials is becoming a strategic decision
rather than a necessity

Organizations whose target
audiences cross generations
are transitioning from perhaps
an overweighed emphasis
on millennials to including
millennials as just one part
of their target audience mix.

Strategies and tactics used to engage millennials include:

Consensus is that it is unwise
to emphasize marketing to
millennials because other
generations still represent
substantial buying power.

• Nurture brand loyalty by tapping into the impact the brand has on the greater good

Food & Beverage
• Devise relevant, creative and fun ways to connect with millennials by using popular social media channels such
as Snapchat and Facebook Live
• Build emotional connections
• Tap into the impact they have on the world to resonate with the altruistic mindset of many millennials

Tourism & Hospitality
• Addressing the unmet need for inspiration, new ideas and different activities that can be shared with friends

Health & Wellness
• Communicate and engage on multiple screens, platforms, and at events throughout the community rather
than relying heavily on television
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Strategy

Marketing Segmentation
The overarching benefits of segmentation are well understood and valued

Most report using some form of segmentation but
sophisticated multivariate approaches are not used by
many in the study.
Univariate or bivariate segmentation of a database
is used more often than multivariate segmentation
primarily due to perceived cost to conduct a
multivariate segmentation study or perceived ease of
use of univariate or bivariate segmentation.
Size of the organization does not seem to influence
use of segmentation: some smaller organizations are
using sophisticated segmentation and some larger
organizations are using simplified univariate and
bivariate segmentation, and vice versa.

Segmentation
• While many organizations segment their customer
base using one or two variables, some are using
sophisticated multivariate approaches to divide
their customer base and identify the highest value
customer groups.

• Including variables such as psychographics and
behaviors helps brands in the Food & Beverage industry
segment their market using multivariate methods.

• Some Food & Beverage brands look beyond different
generations and locations to include variables such as
customer need states, cravings for their food offerings,
and brand usage.

• Sports, Recreation & Lifestyle brands focus on what

B2C Segmentation
• Generation

• Usage frequency

• Geography

• Type of usage

B2B Segmentation
• Industry

• Purchaser

• Decision maker

• User

people like and how they spend their time. For example,
music preferences are used to target certain groups for
different music events and festivals.

Univariate and Bivariate
Segmentation
Customers are segmented by
demographics, customer status
(existing, lapsed, member, etc.),
region, or other fundamental usage
measures unique to the company or
organization. Psychographic variables
tend not to be incorporated in simple
segmentation approaches.

Multivariate Segmentation
Brands in the Food & Beverage,
Healthcare and Hospitality industries
use multivariate segmentation
incorporating business rules, usage,
psychographic and behavioral variables.
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Digital Transformation

Impact of the Digital Age
Digital technologies and behaviors have far-reaching and transformative
effects on brands

Use of digital marketing continues to grow and impact marketing department structure,
budget, data analytics and ROI.

Arts & Culture
Content including educational pieces is
widely distributed digitally.

Sports, Recreation & Lifestyle
A digital ticketing system is used to track
ticket purchase history, award loyalty points
for purchases, and allow fans to use smart
phones for entry and vendor purchases,
all of which contribute to improving the
customer experience.

Marketing
Mix

Health & Wellness

Marketing Structure

Data Analytics

ROI

Budget

High-level digital strategy
tends to remain in-house while
execution is often outsourced.
Some organizations intend to
add more digital marketing
experts in-house in the next
fiscal year.

The relative ease of tracking
and analyzing results of
digital marketing efforts
means organizations can
better understand their
customer base and target
their core audience more
effectively.

While there is agreement
that digital marketing is
incredibly important in
terms of ROI because it is
cost effective and easy to
track, there is some concern
that digital marketing
gets credit for the impact
of traditional tactics in
attribution analysis.

Digital marketing budgets
continue to increase, with
some shift from traditional,
such as television, to digital.

Use of digital marketing is surpassing
traditional marketing; SEO is critical to
attract potential patients who conduct
preliminary research online; and, social
media monitoring and response is used
extensively to effect a positive customer
experience.

Technology
There is increasing use of digital marketing
to develop closer relationships with
customers in B2B industries and to
disseminate timely communications.
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Digital Transformation

Mobile Opportunities
Mobile is creating new opportunities and new challenges

Data Tracking

Industry Example

Marketers are using mobile data to analyze
customer behaviors, implement geofencing and
send personalized content to customers and
potential customers.

One sports organization implemented geotargeting
in the stadium to push relevant content such as short
videos to target customers.

More In-House Experts in the Future
Sports, Recreation & Lifestyle and Health & Wellness
industries intend to bring mobile marketing experts
in-house in the future.

App Development
Mobile app development is typically outsourced to
IT organizations and is generally considered to be an
expensive endeavor. Organizations that have highly
interactive customers, such as Sports, Recreation &
Lifestyle organizations, continue to invest in dynamic
and robust content to increase customer engagement
via a mobile app.

Multi-Screen Marketing
With consumers constantly switching between
desktops, tablets and mobile devices, engaging and
influencing consumers across multiple devices is a
challenge for marketers. Organizations are striving to
produce content and products that are adaptable to
all screens and tested on all platforms. A responsive
website is a table stake.

“Mobile drives everything.
People use their phone for
everything now. All offerings
have to be compatible with
mobile to not miss out.”
— TECHNOLOGY
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Digital Transformation

Geotargeting and Geofencing
Use of geotargeting and geofencing is emerging, but is not
widespread or frequent
Geotargeting seems to be used by B2C organizations more than B2B organizations.
Both B2C and B2B organizations use geofencing.

Geotargeting
Tourism & Hospitality
Geographic location plays a key role in the Tourism & Hospitality industry
since potential customers farther away need more time for planning and
spend more time online researching, which ultimately gives organizations
more opportunities to target and nurture them.
Food & Beverage
One Food & Beverage company uses geotargeting to target potential
customers who are physically near a retailer that sells their product.
Advertising without geotargeting is not used.
Another Food & Beverage company sources geographic information from
credit card transactions to identify geographic regions that would likely
return the highest ROI.

Geofencing
Corporate Events
Geofencing is an effective tactic at physical corporate events and
conferences used by a number of companies. The target audience
members are confined to the immediate vicinity (conference location)
and are on their mobile devices throughout the day.
Arts & Culture
Geofencing is used during live performances within the community by
one Arts & Culture organization in an attempt to introduce people to
a particular performance genre and to change perceptions some may
have of that genre.
Sports, Recreation & Lifestyle
Geofencing has also been used by the Sports, Recreation & Lifestyle
industry to push messages to targeted audiences when people are
at a stadium.
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Spotlight

Robert Lane
Vice President of Marketing,
Burger Lounge

“Customer insight is the holy grail
of improvement.”
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Return on Investment

Measuring ROI
ROI is measured by both revenue and engagement

Companies tend to measure ROI based on both
engagement and revenue, with a slight emphasis on
various engagement KPIs. Marketers describe challenges
with measuring ROI and struggle to directly link
components of a marketing campaign with ROI. To justify
the importance of marketing expenditure to the board of
directors and the executive team, marketers are faced with
a challenge to explain disconnects between marketing
activities and ROI. This challenge is most prominent in the
Technology industry where most businesses function with
an engineering mindset where every thing and activity
must be quantified.

Digital
One company has shifted to a digital-only marketing mix
due to direct measurement and attribution to ROI. This
makes justifying marketing activities to the board more
straightforward.

Custom Measurement
One Technology company uses a proprietary in-house
platform that attributes direct sales to offline and online
marketing campaign components, making the company
an outlier in an industry that is typically only able to track
online sales.

Customer Journey
Another company evaluates ROI by analyzing
touchpoints along the customer journey. Companies
aspire to this comprehensive approach in evaluating ROI.
• Email open rates
• Phone calls
• Website visits
• Number of downloads
• Tradeshow attendance
• Conversion rate
• Total customer acquisition cost
• Lifetime value

“When ROI is measured in
terms of engagement, it is
very difficult to track the
effect it has on sales and
the bottom line.”
—TECHNOLOGY
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Return on Investment

Marketing ROI
Marketing practices such as automation and participating in events
yield the greatest ROI

Most Effective Practices Yielding High ROI

Other Successful Practices

Automation

Targeting

Automation is primarily associated with email
campaigns. Order, retargeting, predictive and
promotion automation were also mentioned. Email
automation was identified as yielding the best ROI in
the past 12 months by several companies.

Streamlining communication processes and using
local knowledge to generate targeted communications
improved effectiveness and cost efficiencies.

Events

Harnessing the power of influencers via blogging
and social media is a practice used by the Food &
Beverage industry.

Events are popular as a way to interact with customers
in settings where they like to spend their time. Human
interaction endears people to the brand.

Influencers

Information
Giving public relations agencies more complete
information including instruction regarding objectives
and a description of the target audience drastically
increased impressions for one company in the Tourism
& Hospitality industry.
Dialogue
Responsive and real-time dialog with customers to
address their issues has helped improve customer
service in several industries.

“Companies found that clients
tend to purchase more
products and services if they
attend in-person events.”
—TECHNOLOGY
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Marketing Operations

Marketing Department Structure
Most do not anticipate any major structural changes to their marketing
department in the next year

Size of Marketing Departments

Frequently Outsourced Functions

Sizes of marketing departments compared with total number of employees in a
company vary with the largest marketing departments in Arts & Culture, Food
& Beverage, and Sports, Recreation & Lifestyle industries. Tourism & Hospitality,
Health & Wellness, Technology, and Government & Community industries have
the smallest marketing departments relative to company size.

Most frequently outsourced functions include design, media buying, research,
public relations, video ad creation and digital coding.

In-House

Marketing Department Structure Influences

B2B technology, B2C Health & Wellness and larger Food & Beverage
organizations tend to be more digitally focused and internal resources are used
rather than outsourcing.

Budget and expertise are two main drivers that influence in-house and outsourced functions. Additionally, some organizations keep marketing functions
in-house because they feel they have a more in-depth understanding of the
intricacies of their customers and products/services than agencies.

B2C industries that are experience-driven and interactive also rely on in-house
resources, but use more traditional marketing practices. There is some movement
towards digital with these brands.

Geographic Reach Influences Structure

Future In-House Staffing

Global organizations or organizations with regional branches tend to use outside
resources because local agencies have a more in-depth understating of the
local market. Therefore, a company will set strategy internally and provide local
agencies with guidelines, templates and marketing assets that can be used and
customized to the local market.

Several organizations want to recruit more content experts, designers and video
creators in-house in the future.
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Marketing Operations

Marketing Spending
Marketing dollars are spent on paid media and the most time is spent
on owned and shared media

Paid Media

Earned Media

Display Ads

Media Relations

Search Ads

Blogger Relations

Paid Social

Influencer Relations

Owned, earned, paid and shared media are
integrated in nearly all organizations that
participated in this study.
• Across all organizations, paid media is most
frequently used, followed by owned and earned.
Shared media is least frequently used.
• Very few organizations plan and evaluate
marketing budgets on the basis of these four
types of media alone.

B2B

B2C

B2B

B2C

Light
Usage

Heavy
Usage

Heavy
Usage

Light
Usage

• In the context of the four types of media, paid media
tends to consume the largest allocation of budget
dollars in B2C organizations.
• Owned media tends to consume the greatest
staffing costs.

Owned Media

Shared Media

Blog Posts

Referrals

White Papers

Word-of-Mouth

Website

Social Media

• Earned media is used heavily in B2B organizations.
• Some or all of the implementation of each tends to be
outsourced while strategy is typically kept in-house.

B2B
Light to Heavy
Usage

B2C
Medium
Usage

B2B
Light
Usage

B2C
Medium
Usage
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Marketing Operations

Marketing Budgets
Marketers are hopeful for increased marketing budgets
Budgets are tight and marketers are being asked to show more effective results each year.

Media Placement

Budget Increases

Sales Performance

Organization Structure

Media placement is shifting from
ego-driven placement to resultsdriven industry publications. Heavier
emphasis is placed on social media
engagement for interactive brands and
staffing structure is shifting to better
align with emerging needs.

Primary factors driving increases
in budget:

Those with budgets tied directly
to sales performance are less
certain about the status of the
marketing budget, but will propose
a budget increase.

Overall, the marketing budget has
a direct impact on the structure of
the marketing department. Most
organizations outsource more when
budgets are tight.

• New product launch
• New company or product
acquisition
• New recruitment
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Conclusion
It is with awe and tremendous respect for the field
of marketing, and in particular, marketing leaders,
that AMA San Diego, Q2 Insights and FreshForm
would like to extend our most sincere thanks to all
those who participated in this study.

—KIRSTY NUNEZ, Q2 INSIGHTS &
SCOTT ROBINSON, FRESHFORM
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The San Diego Chapter of the American Marketing Association (AMA) is the organization for
high-performing marketers who are serious about furthering their careers. AMA San Diego is
the only education- and networking-focused organization that provides information, resources,
international presence and valuable connections in a fun, approachable environment where its
members can achieve their personal development goals.
AMA—Answers In Action.
www.sdama.org

Printing sponsor:

