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Marketing is without a doubt the activity to have undergone the most changes in re-
cent years. The role of Marketing Director has broadened in scope in proportion with 
the increasing maturity of consumers, the continuing development of digital channels of 
communications, and the emergence of more technologically-advanced products. Great-
er technical knowledge is required of the position, as well as a team comprising more 
distinct profiles.

78% of CMOs feel that marketing will go through radical changes over 
the next 5 years, brought on by new decision-making, mobile and digital 
technology.

2014 CMO Insights survey - Accenture

The position also has greater bearing upon the performance of a company, but is also 
impacted to a greater extent by budget restrictions and the “do more, with less” scenario 
from one year to the next. 
With their central role within the digital revolution, Marketing Directors are valued com-
pany members for a number of departments. Here are just a few tips for understanding 
the stakes of the profession and how best to work with people in such a position on a 
daily basis.

1. Use their digital  
skills to your advantage
Marketing has been turned on its head by the development of digital technology, as com-
munication has become increasingly virtual, channels of communication more numerous, 
customer behavior more varied and social networks more dominant, to name just a few 
trends. In only 10 years, the marketing landscape has been transformed as marketing di-
rectors have had to adapt quickly in order to make the most of this new digital world in 
which they work.



Marketing Directors are constantly 
monitoring these areas and have dedicated 
experts within their teams who can help 
you navigate the digital world (although 
digital marketing could conceivably be 
considered an entirely separate service).

However, taking the first few steps is not 
proof that a company has totally changed its way of working - all services must be incor-
porated into an overall digital overhaul.

Marketing Directors have a key role to play in this digital revolution. Use their digital skill-
set to your advantage on key projects.

2. Involve them as partners  
in your decision-makingprojects
One of the main underlying trends asso-
ciated with the digital transformation of 
companies is the ability to measure more 
accurately than previously the results of 
marketing initiatives. E-mail opening rates, 
product searches, online advertising click-
through stats, and the number of Face-
book followers are just a few examples of 
how the effectiveness of a campaign is 
now permanently assessed and then ad-
justed accordingly.

Marketing departments have brought in “data scientists” capable of interpreting the mass 
of information gathered and then translating it into concrete business projects. 

This step forward in the decision-making process may serve you well and be used as a 
template for developing steering tools within your own service that will make you more 
responsive and provide useful insight into new approaches.

“There is a perception that raising exposure through advertising campaigns offers the 
best guarantee of increasing sales. However, these are costly exercises, the profitability 
of which is not always easy to assess. Other channels are now available offering better 
targeted options where the ROI can be more accurately measured.”

Leila Boutaleb-Brousse, Marketing Manager EMEA, TIBCO Software

76% of marketing budgets will be 
dedicated to digital technology in 
the next 5 years.

2014 CMO Insights survey - Accenture

42% of Marketing Directors 
consider the development of 
analytical skills as the main 
factor of change in their role in 
the next 5 years.

Accenture Study, 2014



3. Take them seriously
The Marketing profession has long been associated with improving the look of a product 
in order to then sell it. Often accused of being no more than “marketing rubbish”, the pro-
fession has been undermined by this reductive misconception.

In reality, the profession is far more rational and scientific. “Sales pitch”, in the negative 
sense, is no longer a viable option for consumers in search of authenticity. Marketing Di-
rectors have honed a high level of technical product knowledge and now apply compre-
hensive methods for capturing the attention of consumers and converting their interest 
via a process based upon trust. They have also become highly adept at implementing 
multi-channel acquisition and retention marketing strategies that reflect the multi-chan-
nel nature of their customers.

“Changes in consumer behavior mean that Marketing Directors must now 
be specialists in many areas, capable of following and committing custom-
ers via all the channels taken throughout the purchasing process. This new 
approach spells the end for information silos within companies.”

Leila Boutaleb-Brousse, Marketing Manager EMEA, TIBCO Software.

4. Speak their language
Marketing Directors tend to produce a lot of anglicisms and new abbreviations. Their 
jargon is in a constant state of evolution and is often difficult enough to keep up with, let 
alone the ever-changing theories that are now so commonplace in the field that they are 
far removed from what you may have learned in your most recent marketing classes. A 
quick refresher course may therefore come in handy to ensure that your vision of market-
ing is up to speed.

“It is rather new strategic marketing theories than the language itself that 
sometimes needs explanation in order to justify the actual actions taken. 
Things have moved on from the classroom version of marketing taught 
10-15 years ago, and so to remain on the same wavelength as sales pro-
fessionals, for example, it is crucial to have the necessary vocabulary to 
explain new marketing strategies.”

Leila Boutaleb-Brousse, Marketing Manager EMEA, TIBCO Software



5. Help them produce content
Content marketing is one of the main trends 
underpinning digital marketing: brands need 
to publish an increasing amount of quality 
content in order to maintain web visibility and 
enhance social network presence. Distinct from 
more classic advertising, this form of content is 
more likely to catch the eye of consumers with-
out losing their attention altogether.

Creation of such content requires Marketing Directors to work in tandem with other ser-
vices within the company, namely the R&D, sales and customer services departments, 
in order to establish what is of most interest to customers and thereby set up a product 
message backed by expert advice.

Getting involved in such projects is amongst the best ways of getting your message(s) 
across and maintaining a regular flow of communication with your Marketing Director.

6. Use their creative 
and organizational skills
Marketing Directors have many strings to their bow. Regardless of the project, they pay 
particular attention to the end result. Their sense of aesthetics can prove of great use to 
you, given that their role also includes ensuring that the corporate style guide is respected 
at all times.

Also try to take advantage of their organizational skills. Whether managed in-house or 
outsourced to a service provider, many events are organized under the responsibility of 
Marketing Directors. You will doubtless require this kind of service at some point within your 
own department, so do not be afraid to ask as your Marketing Director will likely have the 
original ideas and contacts you need to make your event a success.

“Marketing departments are not always available to dedicate time to all 
in-house events within a company. However, they are always ready and 
willing to share original venue and content ideas and recommend tried-
and-tested service providers.”

Leila Boutaleb-Brousse, Marketing Manager EMEA, TIBCO Software

Content is the main concern of 
B-to-B Marketing Directors in 2014, 
and the third highest for B-to-C 
Marketing Directors, behind cus-
tomer experience and mobility.

Econsultancy Adobe study 2014



7. Support them with top recruits
Given the technological revolution brought on by digital marketing, it is more important 
than ever that Marketing Directors recruit the right talent to ensure that market-oriented 
needs are translated into the necessary in-the-field actions.

The challenge lies in finding the middle ground between marketing knowledge and tech-
nological expertise. Digital marketing training programs are rife but demand is high and 
therefore the best programs are quickly snapped up.

Whether they are looking to recruit or retain high-performers, Marketing Directors will 
always need to work closely with their Head of HR.
It therefore makes perfect sense to build bridges with the IT or R&D departments. 

A dual skill set is not so rare and may also be obtained via a custom-made training program.
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8. Assist their efforts to boost turnover
Marketing Departments have increasing bearing upon the overall success of a company 
and, as a result, are subject to greater turnover-related pressure.

This change in the landscape has brought 
about a natural, positive shift in the way sales 
and marketing departments work togeth-
er, meaning that they no longer work apart 
but in mutual interest. Understanding sales 
priorities in order to best gauge the market, 
reporting back to the marketing department 
the actual in-the-field results, and estab-
lishing together the best market strategies 
to adopt are part and parcel of this type of 
teamwork.

This kind of operation is not always easy to pull off as the thought and action processes are easy 
to set up, due precisely to a difference in terms of process. 
Sales reps tend to have a short-term approach to their customer’s needs, whereas marketers 
adopt a longer-term strategic outlook and need to identify certain segments in order to then 
fully comprehend consumer behavior and customize their actions as a result.

“Aligning marketing and sales with the changing behavior of consumers is one 
of the major challenges with which we are currently faced in our profession.”

Leila Boutaleb-Brousse, Marketing Manager EMEA, TIBCO Software

9. Help them manage financial matters
It is commonplace that the innovative ideas of Marketing Directors be sometimes imped-
ed by the potential costs involved. However, the current crisis period and the resulting 
budget and ROI squeeze are more and more the norm.
Working relations between Heads of Finance and Administration and Marketing Directors 
are rarely easy, as one accuses the other of making their respective professional ambi-
tions difficult. In addition, the Marketing Director does not always possess the required 
accounting knowledge of a Head of Accounting and Finance. 

50% of Marketing Directors 
admit that they do not have the 
appropriate tools to analyze the 
efficiency of their marketing 
investments.

McKinsey&Company 2014
"Marketing Disruption'' Study



A recent study indicates that only 13% of Marketing Directors and 21% of Heads of Ac-
counting and Finance operate in full agreement. In addition, Marketing Directors confirm 
that financial matter are only the fifth-placed issue in terms of importance.

Improved mutual understanding can only be of benefit to the company, so the key is to 
communicate whilst retaining the required financial rigor in all matters, as long as your 
colleagues take marketing strategy into account in their own decisions.

10. Let them innovate and experiment
In these constantly evolving times, innova-
tion is crucial and experimentation is the 
name of the game. “Test and learn” are 
very much the preferred practice within 
some but not all departments services. In 
many companies, senior management opt 
for lower-risk strategies or indeed for pro-
jects with lower guarantees for success.

However, accurately gauging success is 
increasingly difficult and experimentation 
is becoming more and more the norm for 
companies seeking to renew their overall 
offer or the organization in general.

Leaders in the web market are forever 
testing new services and customer experi-
ences in view of their respective websites. 
The same trend can be observed for gen-
eral consumer products, where new items 
are released on a successive basis with 
the guarantee of more frequent customer 
feedback.
Generally speaking, start-ups are more 
prevalent within the process of testing new 
ideas for major companies.
This shift towards “experimentation mar-
keting” requires certain organizational and 
developmental changes in approach at 
managerial level.

43% of Marketing Directors feel 
that they are not duly involved 
in the experimentation and 
innovation process.

McKinsey&Company 2014  
"Marketing Disruption'' Study
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