Today’s customers move at the
speed of their digital devices.

Marketers have to stay a step ahead.

By putting customers at the forefront of everything
they do, marketers have chosen to create an agile
marketing environment that establishes strong,
individualized customer connections.

How?

By developing an infrastructure
‘ that aligns people, process,
'J and technology to improve
m

arketing agility and outcome.
~r’

Agility is the ability of an organization to sense environmental
change and respond efficiently and effectively to that change.’

Streamlining internal
collaboration & efficiency

An agile
organization
requires a Fine-tuning

commitment to: performance &
optimization

...through Marketing
Resource Management

Enterprises recognize the need to increase agility
throughout their organizations, with the number of
distributed agile teams growing from 35% to 80% in 2014.2

Streamlining collaboration
& efficiency means:

CENTRALIZING THE
MANAGEMENT

of all marketing programs

ALIGNING

MARKETING ACTIVITIES
to budgets and
spending accounts

DEVELOPING

N\
reusable process workflows @

RESPONDING

at the speed of the customer

Fine-tuning performance
& optimization means:

Adjusting campaign Improving marketing Remaining agile
execution based on performance by throughout a campaign
analytical insights employing proven so changes can be
strategies for success made in real-time

Gartner has recognized the importance of agility as
a critical attribute for organizations in demanding
market conditions, if they are to thrive and compete
with CRM initiatives that deliver outstanding results.?

1 Planning and spend
management

Agile organizations focus
on three primary areas

2 Workflow and
collaboration management
3 Marketing asset

management

Winning brand leaders balance agility and an
understanding of new technologies, touch points
and partners, with in-depth, consumer insights-led
strategic planning, and long term brand consistency.*

Analyzing data from every customer interaction provides
valuable insights to drive ongoing interactions, enhance
offer details, or course-correct in-flight campaigns.®
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