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Who Does Marketing 

Seat at Executive Table 
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What Marketing Does 

Imagination 
Breakthroughs 

Strategy 
•  Customer Insights 
•  Segmentation 
•  Value Proposition 
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How Marketing is Measured 

Short-term 
Sales 

Brand Equity 
•  Perceptions 

•  Visibility/Credibility 
•  Loyalty 
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Transformational Marketing Ideas 

Mass Marketing 
Marketing Concept 

Market Segmentation 
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Mass Marketing 
Marketing Concept 

Market Segmentation 
 

And 
 

Brands Are Assets 
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Brand Goals 

Energy 

Relationship 
Beyond 

Transactions 
Be Liked 

Visibility 

Be Social Media Player 
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Finding a Shared Interest with Sweet Spot 

Customer 
sweet spot 
        Interests, activities 
	

Shared 
Interest 

Brand as active & 
interested partner 
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John Deere—Improving Farming 



Brand Relevance 13 

Pampers—Baby Care 
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Avon—Women’s Involvement in Breast Cancer	

Raised $640 million since 1992 

Educated 100 million women 
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Red Bull—Edgy, Extreme, Energy 
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US Copiers Sales Advertising 

Sponsorship Digital 

Functional Silos 

France 

Medical 
Imaging 

Projectors 

HDTV 

Far East Africa 

Product Silos Country Silos Functional Silos Country Silos 

The Silo World 
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Silo-Driven Problems 

• Silo-spanning offerings 
& programs inhibited 

• Brands Confused 

• Good Ideas Not 
Leveraged 

• Resources Misallocated 

 

Resource misallocation 
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Foster Cooperation and Communication 

Isolation and 
Competition 

Cooperation and 
Communication 

Chevron/Texaco 
Global Brand Council 
	

MasterCard 
World Cup 
Task Force 
	

Reward 
Collaboration 

Cross-Silo 
Events 
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Centers of 
Excellence 

Hispanic  
Mom &Kids 
Walmart 
Excellence 
 Hispanic Market 
 

Facilitator 

Service Supplier   Segmentation 

Strategic Partner 
Consultant 

Develop 
Brand Strategy 

Non-Threatening CMO Roles 
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