
 

CMOs struggling to fully optimise routes to revenue

Chief marketers still feel stuck in a decade-long rut that has yet to see them fully optimise the lifetime value of existing
customers, despite a mandate to drive growth.
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In 2008, when asked if brands were fully realising the revenue potential of customers, 76 percent said no. Ten years later,
77 percent of respondents to the same question in a new Chief Marketing Officer (CMO) Council audit still say no, and 10
percent say they are not even sure.

This failure to capitalise on customer revenue potential does not come as a surprise as the majority of marketers are
missing an opportunity to leverage opt-in, triggered communications, including transactional email, to further relationships
with customers.

Leveraging transactional emails

According to the latest study by the CMO Council and communication management platform Sendwithus, just 36 percent of
respondents are leveraging transactional emails as an opportunity to further the value of relationships. While 30 percent
believe they are engaging through triggered emails, it is only to reaffirm or acknowledge a past transaction, not to
intentionally develop a more meaningful customer relationship. This occurs despite 94 percent of respondents’ belief that
delivery of personalised communications across all customer touchpoints is critical to achieving profitable customer
experiences.
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The new report, titled “Gaining traction with every digital interaction,” reveals that collaboration around the channels of
choice for the customer is critical to turning an automated touchpoint into a revenue-producing opportunity. According to
34 percent of marketers, transactional emails are not leveraged as a relationship and revenue driver because they are
created outside of marketing, with little opportunity to collaborate or align across functional areas.

Following the inability to collaborate and align as a roadblock to success, meetings and manual processes emerge as
additional gaps between the growth strategy and real-time delivery. When asked to detail the state of collaboration across
key stakeholders in customer experience, 29 percent of marketers reveal that collaboration comes in the form of meetings
to align on strategies and timelines while 26 percent say that collaboration is left to team leaders who collect input and
feedback as needed.

Collaboration around the customer

“Collaboration around the customer should not be an afterthought,” noted Liz Miller, senior vice president of marketing for
the CMO Council. “Consumers are triggering communications, quite literally giving brands the go-ahead to continue
communications. According to the BMA, 75 percent of revenue attributed to email is generated by triggered campaigns
versus the traditional marketing campaign. Yet far too often, we view the triggered email as an operational by product of an
action…a functional task that can be automated and not a valuable opportunity to continue a dialogue. To overlook this
touchpoint is, quite plainly, to overlook revenue and growth opportunities.”

Marketers plan to realise revenue through key strategies to optimise profitable relationships. Among the top strategies are
personalising communications across all touchpoints (64 percent) and identifying new ways to improve upsell and cross-sell
opportunities for existing customers (64 percent). Marketers will also commit to continuous cycles of testing with the
specific goal of improving individual communications to create more contextual and relevant experiences while 26 percent
have committed to better leveraging opt-in communications like transactional emails.

“For marketers to execute on their commitment to optimise value across all touchpoints, they will be required to take
specific and intentional actions to close the gaps that exist across functional silos,” noted Matt Harris, co-founder and CEO
of Sendwithus. “This means facilitating efficient collaboration between teams, from marketing to product to engineering –
teams committed to the common goal of delivering individualised, real-time, relevant and insight-driven email experiences.
Transactional and triggered emails represent a massive opportunity to improve the customer experience and fuel growth,
and effective, cross-functional collaboration is the key to unlocking that opportunity.”

Exploiting customer revenue opportunity strategies

The report is based on research conducted by the CMO Council though an online audit, which collected insights from 179
senior marketing leaders in the early months of 2018. Some 43 percent of respondents represent organisations with
revenues more than $500m USD per year, with 38 percent holding titles of CMO, senior vice president of marketing or
head of marketing.

The 25-page white paper also includes an investigation into how only 13 percent of marketers feel they are fully exploiting
customer revenue opportunity strategies and engaging differently, including how these leaders are driving deeper
relationships, collaborating across stakeholders and leveraging data to uncover new opportunities and options for
engagement. To download the complimentary strategic brief, click here.
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