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Why is it important for marketers like you to attend gatherings like the Incite 
Marketing Summit?     
Changes to consumer behavior have always led marketers to evolve and adapt their 
approach by leveraging new technologies that can help them keep up with 
customers. In the last few years, we’re witnessing the proliferation of new tech that 
takes customer understanding to a new level, with advanced analytics and data 
science tools becoming more and more dominant in today’s marketing stack. 
Conferences like this, can help go-to-market professionals get up to speed on some 
of the best practices and separate signal from noise by learning directly from their 
peers and subject matter experts. It also provides an opportunity to follow up on 
previous discussions to continue and track earlier trends and the evolution in the 
space. 
  

How are you personalizing the customer journey? Share your data and analytics 
strategy. 
Personalization is all about understanding the customers and managing a delicate 
pull and push relationship with them based on micro signals of needs and wants. As 
such, it has to start with a thorough mapping the journey for each customer type or 
persona and understanding the key behaviors and motivations that drive the 
customer within a particular funnel or within their greater journey that could also 
include consumption of other products and services. It requires the combination of 
qualitative and quantitative tools as well as ongoing experimentation to helps us 
learn, focus, optimize and explore.  
  

Is the marketing department responsible for delivering the ultimate customer 
experience? If not, who is? Explain your answer, how, why etc.  
In the customer-first era, the key to continuous growth is understanding that 
“everything is the product”, meaning that any touchpoint with the customer affects 
and impacts their experience and behavior. For example: ad copy on a campaign 
that leads to a landing page and from there to a sale, adoption and recurring usage 
- these parts of the experience are almost always controlled by different 
departments in the company and could be measured differently with separate 
objectives and key results. At the same time, from the customer’s point of view, 
these are part of the same journey and represent one brand and one product. As 
such, the responsibility for a successful end-to-end experience is almost always 



 

shared by the marketing, product and delivery teams and they all need to ensure 
consistency in how they define the main customer segments, track performance and 
jointly agree on what success looks like. From there, it’s all about locking the right 
tech stack and making sure that different stakeholders (from c-level leaders and all 
the way down) can leverage the same tools, systems and data sets. 
  

How is marketing changing to meet heightened customer expectations? 
With changes in technology and consumer behavior, customers today have more 
choice than ever, they are not afraid to switch, they look to optimize their experience 
and are developing particular tastes that impact their needs and wants. To keep up 
with these dynamics, marketers have to evolve and respond quickly. Here are 3 
examples:  

1. From conversation to conversion – choice and availability of information 
about products and services could lead to confusion and non-optimized 
decision patterns as a result of too many signals. Marketers today should be 
closer to the field and engage in conversations that can provide more input 
and clarity about their products. These tactics can be used directly on owned 
assets as well on earned and paid channels through strategies like 
influencers, content, conversational bots and more. 

2. Better understanding of customers – it’s easy to get lost in the piles of data 
that many marketers generate in house and get from third parties. The key is 
to create strong benchmarks and keep validating them using a combination 
of qualitative and quantitative methods. At times, survey data from 
thousands of respondents will not be as powerful as a 10 min conversation 
with 3 customers that have recently churned.  

3. Be present – with so many channels and platforms, brands shouldn’t 
necessarily try to be everywhere and they should focus on being close to 
their customers or their potential customers. Managing presence on multiple 
channels takes time and resources and engaging in deeper conversations is 
even more demanding. The key is to understand the customers better and 
find out which channels they prefer and go deep in those channels, this 
would ensure the right level of coverage, reach and depth required to keep 
the customers engaged and coming back.  

  

What excites you about the marketing today? 
The fact that we can move much faster and quickly adapt to customers’ needs and to 
changes in the landscape excites me and many of my colleagues. For examples: in 
many products today, the consumption patterns have changed, and multiple parts of 
the customer journey occur on mobile devices when customers are on the go – from 
initial inspiration and awareness to conversion, recurring usage and advocacy. This 



 

provides brands with an opportunity to get closer to the customers and connect with 
them quickly through chat, push notifications, location aware content and more. 
These communications can be more effective and efficient and help drive 
conversions in new ways that keep getting more and more exciting and interesting. 


