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Why is it important for marketers like you to attend gatherings like the Incite 
Marketing Summit?     
The organizational perception of the role of the CMO, and the broader marketing 
function in general, is under threat. The underpinnings of that threat lies in the 
inability of key stakeholders to attribute the value that marketing brings to the most 
important variable that everyone has their eyes on, the bottom line. Perhaps now, 
more than ever, marketers need to remain on the cutting-edge of the dynamic 
landscape in which we operate, including the exchange of insights, ideas, trends and 
innovations, with some of the brightest minds in the field. Attending the Incite 
Marketing Summit will help marketers do just that. 
 

What are your top three priorities for 2020? Detail each priority by explaining why it 
is important now more than ever.  
My top three priorities for 2020 are: 

1. Strengthening our tracking and measurements to better support our 
understanding of marketing attribution. What marketing activities are having 
the greatest impact on the brand and on revenue-generation/sales? We won’t 
be able to know what’s really working, or be able to prove value, unless we 
get better at knowing what’s having the greatest impact, and what’s not; 

2. Improving our own internal marketing operations. How we function as a unit; 
in the execution of campaigns, interfacing with other functional areas and, 
overall, being as efficient as we can be, is going to help us become better and 
better at achieving our objectives; and 

3. Deepening our understanding of our customers and customer segments. As a 
financial institution, which values partnering with our clients, in the 
achievement of their financial goals; creating a deeper understanding of 
clients, in a way that gives us the opportunity to better anticipate their needs 
and propose the right solutions for them, will strengthen our brand promise, 
in the most authentic way possible. 

 



 

“Can marketing be authentic?” is a prominent theme of the summit. What does this 
phrase mean to you? 
Authenticity, in marketing, occurs when the marketing message is identical to what 
the customer experiences, when they interact with the brand. Marketing messages, 
therefore, cannot be based on ‘hype’, but, instead, need to reflect what a brand is 
really all about, that is, the ‘why’ of the brand. The ‘why’, or purpose, of the brand is 
what will actually come out in the customer experience, and that is where the 
marketing message should, therefore, line up, it should line up with the 
organization’s ‘why’. In a time when it is so easy for customers to try brands and to 
switch brands; and in an age where customers are inundated with ‘marketing noise’, 
brands who can cut through that ‘noise’ with authentic marketing, will be the ones to 
win. 

 

What content distribution channels are you expecting to grow most in the next 12 to 
18 months? 
I see the next 12 to 18 months, as seeing us going ‘back to basics’, where content 
distribution channels are concerned. With the need to constantly try and keep up 
with, and stay ahead of, the ever evolving algorithmic changes that come with using 
the social and search channels that marketers have to contend with, more and more 
importance will continue to be placed on ‘owned (digital) channels’. In other words, 
brands will seek to place greater resources in acquiring and building out their own 
audience database(s), to facilitate direct communication, through channels such as 
email and community groups online. As a result, any digital channel which reliably 
facilitates the dispatch of direct messages to a brand’s owned base of recipients, will 
see growth over the next year. 

 
 

Brand trust is at an all-time low. How is this impacting your marketing strategy?    
With brand trust being at an all-time low, we’ve had to actively look at broadening 
the base of constituents who are a part of the conversations that are taking place 
about our brand, among our target audiences. While our research suggests that the 
authentic way in which our brand connects with our target segments, remains a 
strength for us (which is a significant accomplishment as a financial services 
company); we appreciate that trust is just as much about the source, as it is about 
the message. So, the question for us is, are all of the trusted sources in our industry 
speaking positively about (almost advocating for) our brand? How we engage those 
trusted sources that align with our purpose, in an authentic way, is a key part of our 
marketing strategy.   


