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Preface Hans Molenaar  

Marketeer, how about your career? 

There once was a time when you reached 

retirement age having successfully 

completed a Marketing NIMA A, B, C course, 

with an occasional trip to a marketing 

conference. A multi-annual strategy, a SWOT 

analysis and a marketing plan with models 

by Porter, Abell & Hammond complete with 

a Kaplan-Norton scorecard was more or less 

a marketer’s standard arsenal. Those were 

the days.  

With today’s rapid developments, 

contemporary training and knowledge need 

to keep up and stand out from the rest. The 

rat race shows no sign of letting up and you 

continue to avoid falling between two stools. 

Surely there must be a better way to deal 

with this challenge? 

It is clear that you as a marketer must renew 

constantly, because after all you do want to 

make a fresh and substantial contribution to 

the operating result. Not that marketing 

itself has waned in any way, but it seems as 

though just about everyone is doing the 

same. And the result is that no-one is aware 

of any distinction at all.  

What is a marketing strategy? I recently 

heard someone say that a marketing 

strategy is nothing more than an 

experiment. What you learn along the way 

determines your daily routine. It’s high time 

that marketing began to do what it once set 

out to do: create a distinct customer value 

management application.  

The emphasis should not be on the 

individual product or service, but on 

solutions for the customer. Create the 

optimum value for and from the customer. 

 

The reason for publishing this trend 

report. 

What you have in front of you is the PIM 

Marketing Trend Report for 2013. It is the 

ninth time that the Platform Innovatie in 

Marketing (PIM) has published a report like 

this. Once again in the very capable hands of 

the editor-in-chief Peter Gouw. 

As editor of the Marketing Trend Report 

2013, Peter Gouw’s remit was to describe 

exactly what it is that your company must do 

in order to make the most of the present 

situation to maximise your interests, using 

statistics, global research and best practice. 

Discover what the relevant trends and 

directions are for your business based on 

the three pillars of your ‘hunting grounds’: 

1. Market Making 

2. Market Hunting 

3. Market Farming 

Understanding each situation will aid your 

decisions on marketing issues, trends, 

models and tools for 2013. 

The ever growing Platform Innovatie in 

Marketing’s vision and mission is to 

recognise and monitor the most important 

and distinctive marketing trends and share 

our knowledge with you. Observing and 

debating is simply not enough, what we 

need is action. At PIM there is a continuous, 

healthy examination of developments in the 

marketing field, a reflection that we wish to 

share with you. And one of the 

accomplishments we share is the annual PIM 

Marketing Trend Report.  

As always, the report will be distributed to 

PIM members and others involved in 

marketing innovation. Peter Gouw edited 

the report. A record number of marketing 

professionals have also contributed to the 

report! Thank you all for your hard work! 
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The marketer must continue to adapt to the 

latest developments in order to be in a 

position to make an essential contribution to 

business and customer. Many companies 

spend huge amounts on marketing without 

there being a clear return on investment. 

What we currently see as refreshing, is that 

there is a trend that goes from product and a 

service-driven company towards a more 

customer-focused organization. This means 

that scholarship is really essential, because 

existing methods, models and systems 

should actually be organized in a different 

way, and calculation and payment models 

should work differently. 

I sincerely hope that this report will guide 

you as you strive to improve your marketing 

results and achieve your goals for customer 

value in 2013. We as the "Platform Innovatie 

in Marketing” wish you loads of inspiration 

with this new PIM Marketing Trend Report 

2013. Enjoy reading it!  

 

 

 

 

Drs. Hans Molenaar 

Chairman Platform Innovatie in Marketing 
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Making trends work for you and your business!

We observe that trend reports 

generally tend to have a long-

term focus. And that the 

extreme trends are picked up 

more frequently by the press 

than the trends that really 

matter for managers to 

improve their business in the 

upcoming 2-3 years. We 

therefore opted to watch the 

trendwatcher and create a 

pertinent overview for 

marketers, rather than 

ourselves be the trendwatcher 

who knows it all. We live by 

the slogan: 

Watch the trendwatcher  

We have spoken with many 

marketers in recent years. We 

always asked about which 

trends were relevant and 

about what insights they have 

used from trendwatchers to 

improve their decision-

making process. In practice it 

appears hard to translate a 

single trend or a group of 

trends into concrete action.  

To support marketers in their 

search to find improved or 

new business solutions we 

have chosen to clarify relevant 

trends based on the proven 

framework of Moenaert, 

Robben and Gouw in order to 

give the reader tools, a 

roadmap, to build and defend 

their own sales story to their 

management and customers. 

Use this report to support 

your roadmap to create a 

winning approach fed by the 

relevant trends and vision for 

the coming 2-3 years, and 

develop the ultimate goal of 

building sustainable business. 

Will we cover all the relevant 

trends for everybody? This is 

not possible; just see this 

report as one of the pillars of 

your own plan to make a 

difference for yourself and 

your company. 

Neither do we give a list of hot 

trends - enough can be found 

on internet and in other trend 

reports. We go beyond the list, 

because for most of us in our 

day-to-day business trends do 

not simply disappear with the 

change of a season, and 

neither are they based on 

hype. Trends that we usually 

deal with generally continue 

for a good few years. 

We focus on the essence of 

marketing via trendwatching, 

 

 

 

 

 

 

 

 

 

 

 

see graph below. We are 

interested in the journey 

towards creating superior 

value for the customer and 

value for the company 

through a distinctive 

customer value proposition. 

Marketers must make choices 

about their ‘hunting ground’ 

to achieve sustainable 

business. We believe there are 

numerous paths to this end. 

The first path is the path of 

Market Making: develop 

radically new customer value 

propositions that redefine 

market space. The second 

path involves Market 

Hunting: acquire new 

customers for existing 

customer value propositions. 

And the third path is Market 

Farming, and consists of 

nurturing and streamlining 

the relationship with existing 

customers. 

 

Source: Moenaert, Robben & Gouw 
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The decision-making processes that lead a company to each of these three paths are pivotal 

moments in a company’s history. They are the dominant modes for business development. Be 

aware that reality is far from simple. Market making may involve market hunting. Market 

hunting in turn often involves modifications to the customer value proposition and some market 

farming may also be intermeshed with the entire process. 

Market Making 

Strategic innovation 

projects are the insurance 

premium for the future. A 

company needs incremental 

innovations to guarantee 

today’s positive cash flow. It 

needs radical innovations to 

guarantee the cash flow of the 

future. 

At the start of any new 

industry, uncertainty will 

prevail. ‘The essential 

characteristic of an emerging 

industry from the viewpoint 

of formulating strategy is 

that there are no rules of the 

game. It is precisely this 

absence of rules which 

makes marketing decisions so 

difficult in emerging markets. 

Being first-to-market 

undoubtedly has benefits but 

be aware that there is a 

reluctance to switch and a 

need for time to learn new 

routines. Market making is not 

limited to the high end of the 

market. It may involve 

opening up the low price end 

of the market as well.              

 

Market Hunting 

When the strategic market 

options involve market 

hunting (increasing market 

share in the targeted 

markets), the sales function 

becomes critically important. 

In hunting mode, a well-

balanced sales force is a major 

weapon. Customers buy more 

when you meet them where 

they want to do business. 

Therefore fix the sights on 

your customer and develop a 

go-to-Market Strategy. 

Optimizing and exploiting a 

channel structure is not 

accomplished overnight. 

The company must adapt the 

channel structure to its 

offering, integrate the 

channel design into its 

business model, anticipate 

and deal with channel conflict, 

and finally balance market 

coverage and channel control. 

Do this in a rational-positive 

way rather than an optimistic 

view and check your 

assumptions. 

 

Market Farming 

Relationship management is 

an important pillar of modern 

marketing thought. It finds a 

rich breeding ground in 

concepts such as one-to-one 

marketing, e-commerce and 

customer relationship 

management.  

 

A good relationship only 

exists if both parties, the 

customer and the company, 

benefit from doing business 

together. What is essential is 

to excel on the customer 

processes. These are the 

communicative and 

distributive interactions 

between a company and its 

customers, as perceived by 

the customers. Personal 

interactions represent vital 

moments of truth for 

suppliers and customers 

alike. Many business-to-

business marketers have 

discovered account 

management as the ultimate 

way of building productive 

relationships with strategic 

customers.

Marketing is a battle of perceptions. Customers think in terms of 

brands and symbols. Offering an indistinct customer value 

proposition will result in a bloody red ocean. Let’s hunt and 

translate trends together to be distinctive and use the three pillar 

approach to investigate the key challenges that await marketers 

in crafting sustainable business in 2013 and beyond. 

Peter Gouw 
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                           The 

Future 

Marketeer 
 

 

The looking for taboos and edges of 

society.  

Our system is broken. There are numerous 

fights going on. Currently heroes no longer 

appeal. New heroes will be small and from 

the edges of society. People active in the 

market of taboos will be the new chic: 

second hand, foodbanks and sexiness.  

The freedom of the internet is at stake for 

many different reasons; open, permanent, 

visible to all is out. Curation, experience and 

closed will be cool. And informal economies, 

collaborative consumption, sharing and a 

diminished footprint at the same time will 

flourish. 

We detect three main drivers for change for 

marketers: 

1. Changing of demographics create 

new desires, preferences and habits. 

2. Internet and mobile require new 

business models and seamless 

interaction. 

3. The crisis is more permanent than 

anticipated and is starting to change 

fundamentals such as thinking about 

ownership. 

 

Driver 1: Changing demographics 

 

Each year, more than 70 million new 

consumers enter the market worldwide, a 

combination of young consumers and a 

growingly prosperous class in developing 

countries. This figure will multiply to 800 

million by 2020 as transitional and 

emerging markets continue to grow both in 

population and purchasing power.              

The world’s economy and demography are 

changing and with it the ethnic composition 

of today’s and tomorrow’s biggest 

consumers. While fertility rates continue to 

decrease steadily in Western Europe and the 

Americas, more than half of India’s 1 billion 

people today are under 25. With a 

disproportionate replacement level, Europe 

will lose an estimated 60 million people over 

the next 50 years. 

 
 

Driver 2: Internet and mobile change 

everything 

 

The average US internet user spends 32 

hours online every month. On average a 

global internet user spends 16 hours online. 

Of the bigger countries, the UK has the 

highest percentage of people online (85%, 

53 million), followed by Germany (82%, 67 

million), France (80%, 52 million), Japan 

(80%, 102 million) and the USA (79%, 244 

million). China has the most people online, 

456 million (34% of their population). 

Chinese users spend more than 5 hours a 

week shopping online. There are more than 

1 billion search queries per day on Google. 

The highest growing trends are location-

based services (27%), time-shifted TV 

(27%) and internet banking (19%). We see 

these trends as major challenges to cope 

with for the companies who want to come or 

stay ahead in their business.  
Source: Pring, 2012 
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Big Data changes the landscape. This is 

especially the case for multinationals and 

companies with huge numbers of customers. 

Since the last 2-3 years databases have 

become bigger and better, so have the tools 

and the people who use it. This enables 

companies to produce new answers and 

solutions which create new opportunities 

and markets. 

An important consumer trend is that 

consumers change to eclectic decision 

makers. Services arise which empower 

consumers by helping them to make better 

decisions, becoming better and faster 

informed and change their own behaviours. 

 

Driver 3: Crisis hits the streets 

The wastebin is not full anymore, this is a 

nightmare for retailers. A big chunck of their 

sales has disapeard because consumers are 

more alert about what they buy because of 

tighter budgets due to the lasting cisis. For 

the total food chain and the attempt to 

reduce the waste of resources a blessing. 

 

 

 

 

 

The fact that the consumer faces the trust 

crisis also has positive side effects. It makes 

people more aware of everything they do, 

communicate and want. 

Waste is also a huge issue in production of 

goods. Huge numbers of unsold goods weigh 

on future economic growth. There are 

weekly mass destructions of goods that 

remain unsold. Leading into huge losses and 

less money to invest. 

An online street development is the rise of 

websites such as the Etsy.com webshops 

where you can sell your products but also 

your vintage items. Etsy is a vibrant 

community of 15 million buyers and creative 

businesses. Where you can grow your brand 

with a wealth of new customers and 

promotional tools with the help of 

knowledgeable sellers and experts. 

 

 There are typically no membership fees and 

the cost per item is minimal. The story and 

passion of your craft is the focus. Places 

where you can converse with shoppers, 

other makers, and curators about what you 

love. These types of movements are an 

attempt to rebuild human-scale economies 

around the globe.  

 

 

 

 

 

 

 



10 

 

Engaged employees, engaged customers and innovation 

It is not that we don’t know that is 

important and how to do it. More 

than half all CEOs see human 

capital, customer relationships 

and innovation as key sources of 

sustained economic value in 2012 

and want to focus on this. It’s the 

right commitment, giving it 

priority and execution the 

challenges of marketing and 

management. What holds us back 

is ourselves. In hard economic 

times this is a way to destruct 

your company step-by-step.  

 

Speed of innovation  

The same story applies to the speed of 

innovation. CEOs are aware of the 

importance of understanding needs and 

diminishing the time to market. Nothing 

new, but it’s highest on their list to enable 

faster and more relevant response to 

markets and individuals. This is one of the 

examples that trends do not need to be 

temporarily “hot”. These issues will stay 

for many years to become “hot”. We 

should not lose attention to these key 

trends to improve our business.

Radical change  

Marketing should in our opinion change 

radically. We are now in the decade of new 

emergent innovation. Make use of the new 

opportunities or stay behind forever. Wait 

and see what the competition is doing is 

always the worse case in the long run. Make 

the new innovation techniques your own 

and start delivering what the market expects 

from you as the best in class company. 

Market making is the best future oriented 

way out to a stronger business. 

 Source: IBM Global CEO Study 2012 



11 

 

The market maker code words are:  

1. Experiment 

2. Exploration of the senses  

3. Impact instead of profit 

A marketer can become a market maker by 

going to the edges of the new trends. 

Influence their brands with sexiness. Focus 

on curation and experiment with new non 

tested methods.  

Dan Ariely: we are all irrational, so lesser 

need for statistical evidence.  

Create agile environments where new 

markets can emerge with engaged 

customers and employees to create superior 

fast innovation projects. 

 

There is a need for liberation 

Liberation always follows the path of 

emerging after repression and during 

recession. Cultural phenomena come at us 

all the time and businesses of all stripes and 

colours regularly find a way to attach 

themselves to them. 

 

 

 

 

 

We see the emergence of people moving 

away from the ordinary. If you are a kid, you 

do not want to be on the same platform as 

your parents. 

As a mother, you want to have some action 

again in your life apart from being the head 

of the household and involved with the 

related feminism. If you are in a relationship, 

you may want to experiment? 

 

 

 

 

 

 

 

 

 

 

 

http://www.forbes.com/sites/stevecooper/

2012/07/25/fifty-shades-of-business/ 

 

A must-read for marketers who want to 

spice up their business life. 
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Sign of the times 

A new contestant in the marketplace is 

Snapchat. After buying Instagram, Facebook 

has seen another big threat to their market 

domination. Facebook’s Poke is a standalone 

app for impermanent messaging. The 

interface and features are copycats from 

Snapchat, a young startup that sees 50 

million photos shared per day and is one of 

the hottest trends in Silicon Valley. 

Snapchat co-founder Evan Spiegel 

responded to Facebook’s new Poke app 

today with the brief statement, “Welcome, 

Facebook. Seriously.” He declined to 

comment further. 

This is Facebook’s sixth app, joining the 

regular mobile app, Instagram, Facebook 

Camera, Facebook Pages Manager, and 

Facebook Messenger. Instagram was 

acquired after Facebook began developing 

the Camera app, and it’s widely believed that 

Facebook dropped the Facebook login 

requirement for Messenger to compete with 

popular and free of charge messaging 

service WhatsApp. This by the way brought 

telephone companies huge worries because 

of losses of income from text messaging. 

 

 

 

 

 

 

 

 

 

 

This summer, Dalton Caldwell wrote a 

widely discussed letter, “Dear Mark 

Zuckerberg,” chronicling his experience with 

Facebook’s aggressive merger & acquisitions 

tactics. 
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New experiments 

The ‘Meat Liquor’, a London based 

restaurant is an over-the-top Rococo-style 

dome that will spin you into the hearty 

world of meat and drinks. Interior architects 

created a meat inferno. The walls are 

spewed with blood-stained banquettes that 

flourish in the restaurant. Rubber floors and 

steel bars make the entire restaurant lights 

up in a unique manner.  

A total butcher-spewed area in the heart of 

Soho, London, with just the right mix of 

lighting, the bar and restaurant springs alive. 

New heroes are on the edge 

Current heroes do not appeal anymore. New 

heroes will be small and from the edges of 

society. People active in the market of 

taboos will be the new chique. Second hand, 

food banks, sexiness, graphitti artists are 

now becoming business. One of the best 

selling perfumes is this spray can inspired 

by street artists  

 

 

  

 

 

 

 

 

 

 

 

 

 

  

   

Perfume is one of the front runners. Imagine 

also the blood in the Lady Gaga perfume. A 

good way for her to stay in contact to her 

little monsters, her fan base. 

Tech developments used to be about making 

money. We see a rise for creating impact and 

making the world a better place 

Money as such is losing status. Money with 

meaning has big opportunities and offer more 

opportunities next to green washing. 
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Emergent and creative marketing  

Market making by letting go of long 

throughput time procedures. Experiment 

with new non tested methods and intuition  

Learning from other (staff) departments like 

innovation and ICT to incorporate lean, agile 

and scrum techniques, a holistic approach.  

Explain why innovation is a complex 

problem and that you need empowering 

leadership, risk taking and learning, team of 

different people to do it and frequent 

feedback to do it! You need to take risks in 

order to gain new information. 

If an activity is predictable or has no risk then it does not provide any new information and is 

therefore not innovative. Games are great for solving complex problems. Problems that need 

creativity and where the solutions cannot be thought up upfront. Problems where you need to 

use Probe-Sense-Respond. Games help you to learn. They help you to learn because the laws of 

learning are all strongly supported by playing games. Empowering leadership gives rise to 

creativity in employees. 

  

Fluid Intelligence increases 

creativity  

Explain that creativity is essential for 

innovation and that fluid intelligence is the 

thing that drives creativity! People who are 

creatively successful have communication 

between the two halves going from right to 

left and vice versa. Creative thinking is 

thinking with both sides of your brain!! 

What is interesting is that we therefore need 

to stimulate this communication between 

both sides of the brain. We can easily do that 

by extending our experiences with objects in 

Market makers talk to geeks and 

minorities.  

Combining geek style with design (Daan 

Roosegaarde) with intimacy, this dress 

becomes transparent or dimmed with the 

emotions they have. 

 

 

the real world. We use more senses, like 

feeling, moving things, discussions, visuals, 

logical thinking etc. 

Source: Snowden and Boone, Leader's 

Framework for Decision Making 
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 “Fluid intelligence or fluid reasoning is the 

capacity to think logically and solve 

problems in novel situations, independent of 

acquired knowledge.”  

Explain that games increase your fluid 

intelligence and therefore your creativity. 

People who are creatively successful have 

communication between the two parts going 

from right to left and vice versa. Creative 

thinking is thinking with both sides of your 

brain.   

Increase fluid intelligence by seeking 

novelty, challenging yourself, thinking 

creatively, doing things the hard way and 

networking. 

  

Accelerating the market                    

as market maker 

 

 

 

 

 

Through going to the edges for the new trends. Don’t hold back, Felix Baumgartner never did 

with his jump. Market your brands as sexy and raw, customers really dig this. People will talk 

positively about it and generate “earned media” for you. Focus on curation. Make of research, 

strategy, development and operation activities simultaneous executions, sequel is out. Create 

space and environments where new values can emerge and grow on you. Understand they are 

not making the markets themselves, but only the environment. Dare to experiment with new 

communication models, like WhatsApp and Pinterest. 

Source: Wikipedia 

Source: Andrea Kuszewski 
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Use techniques from other sources 

ICT has implemented a lot of techniques to become a growth engine. Since the nineties ICT is the 

big growth engines of the world with a lot potential to come. By redefining marketing as a part of 

a bigger ecosystem, marketers can explore and experiment with new techniques and tools. 
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Curation is on the rise 

Internet is overwhelming. For market 

makers focus not only on online search and 

social network. This is valid but try to start 

focusing on new experts. Look for curators 

who can find the needle in the haystack, this 

is also one of the success factors of TED!  

In a phone survey of 1,005 adults aged 18 

and older between August 2-5, 2012 the 

Pew Internet Project found that:  

12% of online adults say they use Pinterest, 

which is dominated by women. Nearly a fifth 

of online women (19%) use Pinterest, a site 

that allows users to organize and share 

content from around the web by “pinning” 

photos and images into “pinboards” that are 

organized by categories or themes. Each 

“pin”, which includes a caption, links back to 

the site from which it originated.  

12% of online adults say they use Instagram, 

which is dominated by young adults. Some 

27% of the internet users between 18-29 

use Instagram, which is a photo-sharing 

service built around a smartphone app that 

allows users to filter or tint photos they’ve 

taken and then share them with their 

networks. Facebook recently bought the 

service.  

5% of online adults say they use Tumbler. 

Some 11% of young adults use this social 

blogging service that allows for easy sharing 

of various types of posts, including text, 

photos, quotes, links, music, and video. 

The world is changing fast, we think too fast 

for many marketers. Hire new young 

marketers if you need to catch up with the 

latest development and realize first mover 

advantage in you markets. It only requires 

guts and vision. 
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Use the new communication 

channels to investigate marketing 

purposes 

WhatsApp is the most popular app of 2012 

in growth measured. But there were loads of 

new parties, parties you never heard of 

before and suddenly they were there taking 

a part of your market pie or made it 

necessary to adapt your market 

communication strategy. 

 

 

 

 

 

 

These models are all very early stage, but 

that’s where the frontrunners are! 

For examples Peugeot Panama puzzle has 

been a success. Consumer packaged goods 

giant Procter & Gamble's Olympics tie-in 

strategy is to highlight the mothers of the 

athletes. The focus naturally lends itself to a 

Pinterest component. Though this Pinterest 

site, spotlighting the U.K.-based "mums," is 

pretty sparse, P&G is likely to populate it 

more soon.  
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Market makers in 2013 

If you have the privilege to be one of the 

leading market makers in your markets, you 

have also the responsibility to execute this 

well. Your company, your career is hanging 

on the line. Don’t waste a good crisis as we 

mentioned already last year. We know and 

understand that market making is a 

ccomplex system that only emerges in an 

agile environment. But that’s why you are 

the expert and that’s why marketing is 

important, we are able to set a new pace for 

a company. Do we have already all the 

answers? Probably not, that’s why one of 

our advices is, get onto the street and learn 

from it. Don’t do it organised, but 

experiencing the new world as it is. If you 

never have done it you will need several 

attempts before it makes sense to you. 

Involve children, strangers and experts into 

these learning sessions. It’s like speaking to 

a client by a CEO who never has done this 

before, just do it we told them a decade ago. 

Go for impact and collaboration, instead of 

money and fame. Use techniques like scrum.  

Make it happen, let it emerge! 

There is a scene in the film Apollo 13 when 

the astronauts encounter a crisis (“Houston, 

we have a problem”) that moves the 

situation into a complex domain. A group of 

experts is put in a room with a mishmash of 

materials— bits of plastic and odds and ends 

that mirror the resources available to the 

astronauts in flight. Leaders tell the team: 

This is what you have; find a solution or the 

astronauts will die. None of those experts 

knew a priori what would work. Instead, 

they had to let a solution emerge from the 

materials at hand. And they succeeded.  

Another example comes from YouTube. The 

founders could not possibly have predicted 

all the applications for streaming video 

technology that now exist. Once people 

started using YouTube creatively, however, 

the company could support and augment the 

emerging patterns of use. YouTube has 

become a popular platform for expressing 

political views, for example. The company 

built on this pattern by sponsoring a debate 

for presidential hopefuls with video feeds 

from the site. 

 

Source: Snowden and Boone, Leader's 

Framework for Decision Making 
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The 

Sales 

Marketeer 
 

 

Sell more of the same to new 

customer in new markets.  

At this time of financial crisis, companies are 

screaming for new customers. When coping 

with scarcity, traditionally the first thing a 

leader does is to put even more pressure on 

the sales force at existing customers. But in 

2013, there may be other solutions to boost 

your financial results, solutions that will 

actually work better simply because they are 

well adapted to current issues and way of 

life. 

Markets today would seem to be run, more 

than ever before, on coping with feelings. 

The latest experiments using f-MRI scans 

have demonstrated that our Nucleus 

Accumbens and the Anterior Insula are 

responsible for our main decisions when it 

comes to buying something or not.  

 

 

 

 

 

 

 

 

These two parts of the brain create our 

sense of gain or loss, and triggers in our 

brain a hormonal reaction responsible for 

our mood when considering buying 

something. And what you should hope to 

ignite in your customers is the Nucleus 

Accumbens: the area that gives rise to a 

sense of gain, boosting a positive attitude 

towards making a purchase.  

So what can you do in 2013 to stimulate the 

Nucleus Accumbens?  

Well, firstly, what you must NOT do is 

simply launch a new product or service 

without being sure that your customer really 

wants it, unless, of course, you have money 

to burn. For new targets groups knowing 

and understanding their needs is even more 

crucial, you can’t rely on luck or your gut 

feeling as you partly can in case of your 

current customer base. 

 

So before you develop a new business, or 

expand an existing one, you must first know: 

• Whether you are solving a problem 

for your customer (don’t build simply 

because you think what you have 

invented is great!) 

• Whether your customer feels you are 

solving this problem. 

To take care of the first question, the Lean 

Start-up methodology will help you define 

the exact problem in a market. There are 

many ways to start the Lean process: you 

can begin with a problem you want to solve, 

but you can also start the methodology with 

a particular market and look for the 

problems in that market.  
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Once you have a clear definition of the 

problem-market-solution combination, 

make sure you take your customer’s feelings 

into account. 

For this second question about feelings, a 

traditional way of selling with a sense of 

care would be like being and behaving like a 

gentleman for your customer. This is the 

core of customer excellence programmes, 

and focuses on hunting customers by 

fulfilling their needs. 

The very question you will have to answer 

about marketing is who has to hunt who. 

 

If you take a good look at nature and at how 

nature takes care of reproduction, you will 

observe that, at least for most species, the 

female is the one who decides whether 

reproduction is to take place or not.  

If you feel like being the hunter, you will 

have to use your best strategies to reach 

your goals. You will have to make a lot of 

noise to be heard (be very active on social 

media sites, buy advertising spots etc.).  

 

 

 

 

 

You will have to chase after every single 

opportunity to sell with no guarantee of 

success in attracting customers. In a market 

where there is very little difference between 

products among competitors, you will have 

little opportunity to be seen - this market, if 

approached as a hunter, is only for the 

strongest. 

 

A better way to cope with this is to make 

sure that you are the one being hunted 

rather than the hunter. This is a good reason 

to become the female in the relationship 

with your customer. 

How do you behave as a female? 

1. A very obvious answer is to have 

women in your sales force. 

2. And enhance your attractiveness. 

3. Have conversations with others, be 

part of the dialogue and say more 

about your emotional (corporate) 

life. 

4. Be caring to your customers, listen 

and give some help. 

5. Be aware of the environment, don’t 

spoil nature. 

6. Be hard to catch (this might mean 

that you produce less than needed for 

your market). 

7. Keep being attractive to the customer 

by having a sense of secrecy. 
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Apple scores on most of these items, which 

is a good reason to copy clever the items 

which suits your brand best, whereas Intel 

does not. 

 

 

 

 

 

 

If you want to be successful in 2013, you will 

have to know what kind of feelings your 

customers are experiencing.  

These are what you can expect: 

1. Because of the economic crisis, 

customers are less willing to buy. 

They will first look for what is 

necessary and for the cheapest way 

to buy what they need. They hate 

paying too much. 

 

2. At the same time, because they don’t 

buy much, they have a greater need 

for high quality. 

3. Customers have NO time for 

shopping, but have plenty of time to 

look for the best deal. Provide them 

with enough information about your 

products and be part of most of their 

journey. 

4. Don’t try to sell; people are very 

reticent when it comes to the hard 

sell. They want to make their own 

choices. Even if you manage to sell, 

you might have a hard time 

afterwards because of the viral 

spread of your attitude on social 

media sites: people will talk about it. 

5. Because customers are very reluctant 

to buy they will need more time and 

encouragement before moving on to 

buy. The best way to cope with 

procrastination is to shorten the time 

for making a decision: combine a 

great offer with a limited period of 

time, but don’t overdo it! 

 

 

 

 

 

 

 

There are two more things you can expect, 

but they will need a little explanation. 

A great way to cope with the needs of your 

customers who are looking for a bargain or 

for the best deal, would be to offer them a 

discount on their next purchase. 

Wrong thinking! Why? 

Customers are no longer fooled; they have 

developed a second sense for marketing 

tricks. The only way you can fool someone 

today is to use statistics: most people are 

generally very bad at these kind of things, 

even statisticians! So don’t use tricks, 

customers will only be more reluctant than 

ever. 
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The seventh point, and last but not least:  

The financial system is under considerable 

pressure, something customers feel but can’t 

explain. 

 

 

 

 

 

 

 

 

 

If you are willing to make a step into the 

future, you might begin to accept the local 

currency that your customers are using. 

There are plenty initiatives to develop local 

economies and recreate local markets. From 

global to local doesn’t mean that your price 

should be paid only in those new currencies, 

but you could start with 10%. It could be a 

great way to demonstrate your 

understanding, and would let you support 

the economy of your own customers, 

helping them to buy again next time. 

But be careful, you might get a new sense of 

loyalty from your consumers, something 

that can change your mind and organization.  

The funnel we need: follow customers as 

they actually behave 

Life used to be easy. More than 100 year ago 

Elias St. Elmo Lewis first described the sales 

funnel; he was trying to map the path a 

single customer took to a single purchase. 

Little did he know how badly we'd one day 

abuse his model. 

In recent years some marketers have tried 

to weld "loyalty" or "advocacy" onto the 

bottom of the funnel, others have tried to 

"flip" the funnel, and many have longed to 

bury the funnel entirely, all in an effort to 

find a model that better reflects the ongoing 

relationships between companies and their 

customers. 

A four-stage customer life cycle best sums 

up how customers interact with companies.  

 

 

 

 

 

 

 

 

 

First customers discover a product or 

service. Then they explore it in greater 

detail. Next they buy the product or service 

and after purchase they engage with the 

company from which they bought, as well as 

with other customers. If companies create 

positive engagements they can drive new 

discovery either by introducing existing 

customers to additional products or by 

leveraging satisfied customers to pass the 

word along to others. 

If we take a new approach to understanding 

the customer journey, of course, we need to 

rethink how we market to customers in that 

journey.  

Most customers tell us that when they're 

open to discovering new products and 

services, they rely on mass-reach channels 

such as TV ads, search engines and word of 

mouth. When they want to explore products 

in more detail, they use depth channels like 

Source: Nate Elliott 
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marketers' websites and retail stores. When 

they want to engage with their favourite 

brands, they use relationship channels, 

signing up for email lists or loyalty 

programs, or liking a brand on Facebook. 

If you want to support this life cycle, you'll 

need to start looking at the world the way 

your customers do: As an ongoing sequence 

of reach channels, depth channels and 

relationship channels. 

 
 

That's just what savvy marketers are doing, 

building their "Reach and Depth and 

Relationship" channels into "marketing 

RaDaRs" that leverage all three types. 

Depth channels tell your product's story. 

Your website, your stores and your 

salespeople serve a common purpose: To 

give your customers and prospects the detail 

they're seeking when they explore your 

product and to guide them to a purchase. 

Relationship channels serve your existing 

customers. Most of the people who sign up 

for your mailing lists or follow you in social 

media are satisfied customers. These 

channels aren't about attracting new 

audiences or directly driving sales; they're 

about staying in touch with your biggest 

fans. 

Reach channels get you into the 

consideration set. Word of mouth and 

unbranded searches are the two channels 

your customers use most to discover 

products, followed by traditional channels 

like TV ads and in-store displays. Your 

purpose for using these tools is to encourage 

customers to explore your offering in 

greater depth. 

If you're going to build marketing RaDaRs, 

it's important to keep two things in mind: 

Stop thinking about "earned, owned and 

paid." The concept of earned, owned and 

paid media shook many marketers from 

their slumber and helped them see a way 

past traditional channel-based marketing 

plans. But this model was never 

representative of the way customers used 

media; like "digital and traditional," it's a 

classification based on organizational 

convenience rather than on the customer 

journey. Data show that customers turn to 

reach, depth and relationship channels at 

different stages of the life cycle regardless of 

whether those channels are digital or 

traditional, or whether they're earned or 

owned or paid. 

 

 

Source: Nate Elliott 
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Using big data to hunt 

It’s safe to say that we are all data nerds now 

or at least we like to pretend we are. Big 

data will rule marketing, both on the side of 

the marketer and the “marketee.” All of our 

businesses kick off tremendous amounts of 

information, and using it openly to drive 

what we call “data driven creativity” will 

make all the difference. Banks are just one 

category that has become transformed by 

giving us access to our own information. 

Sporting goods are another. What’s next? 

Collective Intelligence: The intelligence of 

machines will continue to change how we 

think, and over time, even transform the 

human consciousness. We’re ruled by the 

algorithm be it Google, Amazon, or Netflix. 

We make decisions that we think are free 

will but are in fact driven by the 

recommendations we get choices that we 

never would have otherwise considered.  

 

A winner in the “hunting industry” must 

explore the potential of technology: We are 

in a very inventive time where culture is 

blended with technology; people are 

hacking, fighting back, inventing and 

creating mutant forms. We are co-evolving 

with technology, not just adopting it. Today 

people want to be in their own story, while 

brands keep telling their own stories 

through advertising masquerading as 

storytelling. Trapping is not the way. 

 

To create new forms of interaction between 

brands, people, technology, and culture, we 

need to understand a product’s and brand’s 

ability to open up a rich narrative space 

where people can enter as protagonists, not 

just consumers. We need to think about 

people as protagonists in a narrative that 

brand and product can help inspire and co-

prototype, rather than treating people as 

consumers of brand and product meaning. 

Today we find the emerging conditions to go 

beyond this holy paradigm of our industry. 

 

When people are protagonists in narrative 

experience, they are interested in alternative 

functions, unusual experiences, complicated 

pleasures that fulfill more subtle 

psychological needs and open up new 

behaviors and new meanings. We have to 

unleash a product’s ability to provide new 

behavioral possibilities, show in the full our 

intelligent hunting skills – team work. 

We are entering a period of more poetic 

agendas of technology because people want 

to engage in more alternatives, in another 

interpretation of reality. 

We need a new breed of mutant and meta-

products to make the experience of our 

connected world more magical. 

  

Source: Lee Maicon 

Source: Wojtek Szumowski 
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Changing the hunting grounds 

Is Apple’s thinking ahead good enough? How 

do they deal with growth issues? 

Fifteen months since the death of its founder 

Steve Jobs, Apple finds itself in a changed 

technological landscape. Rivals such as 

Samsung and Google are catching up in the 

smartphone and tablet businesses it 

pioneered. And the internet and services in 

the “cloud” whether web-based applications 

such as maps and messaging or the ability to 

synchronize content from one device to 

another wirelessly are becoming just as 

important as shiny hardware. 

At similar junctures in the past, Apple has 

simply produced another blockbuster 

device. But the opportunities to reinvent 

new products such as phones or personal 

computers are becoming harder to identify. 

Will it be Apple TV? They have certainly 

earned a lot of money the last few years. 

 

 

 

 

 

 

 

The most wounding criticism leveled against 

Apple is that its innovation has become 

incremental. Its latest iPhones and iPads 

looking little different to their predecessors. 

That puts pressure on Apple’s accompanying 

services to dazzle and differentiate from its 

many copycats.  

As its leadership in hardware has come 

under pressure, Apple has found itself 

having to learn the rules of a new game. In 

the cloud, Apple is operating outside its 

comfort zone. Jobs foresaw the importance 

of a cloud services ecosystem as a way to 

defend against cheaper competitors. In 

2010, when visibly ill, he launched iCloud, 

declaring it “our next big insight”. Aware of 

the inroads made by Google, Microsoft and 

Amazon, Jobs impressed the urgency of the 

transition to becoming a cloud-services 

company. While Apple’s products have 

progressed into the cloud, its corporate 

organization has not adapted. Cloud-based 

services, such as maps and Siri, the iPhone’s 

virtual assistant, require constant tweaks 

and improvements at the back-end. 

Some analysts say these issues are merely 

symptomatic of Apple’s rapid growth and 

can be fixed with sufficient time, investment 

and server capacity. “These do not require 

the application of magic,” says Horace Dediu 

of Asymco, contrasting it with the 

innovation needed to conjure new 

smartphones and tablets. Apple is looking 

for new superlatives that can excite Wall 

Street as well as the high street. Carrying its 

reputation for perfectionism into the new 

era of services will not be easy. 

 

From push to participative  

We’ve seen more brands embrace the value 

of creating or sponsoring online content that 

their customers are passionate about. 

Hunting strategies fit well when push 

content is engaging. Make customers work 

for you, let your customers interact with 

themselves. People by nature enjoy 

experiences more when they are shared. 

Participative content will emerge as social 

and other interactive platforms are 

integrated into the primary content where 

fans will easily be able to converse in real 

time with each other, the brand, and the 

content’s talent on a single screen. This will 

lead to a deeper and more memorable 

customer engagement and it will improve 

brand affinity, retention, and sales. 

Source: Tim Bradshaw 

Source: Steven Cook 
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Hunting tips  

Good hunters are rare; a good hunting 

leader is even scarcer. What do you have to 

do to outperform the market and push 

market hunting? Well firstly not follow all 

the stupid rules developed by the market, be 

inventive. 

 

 

 

 

 

 

Start with coaching the hunters, push the 

beyond the norm and focus on people. For 

most sales people not easy. Use their natural 

sense of risk taking and courage. Make them 

focused on the future, on maximizing 

potential and growth. Be transformational 

as Herman Toch states in his award winning 

book “Transformeren om te overleven”.  

Emphasizes on performance, effectiveness 

and solutions. Not new, but still seldom good 

executed, let your hunters explores the 

unknowns and push them beyond their 

comfort zones. 

If products and services are losing money 

and a turnaround is not to be expected, dare 

to make a tough decision and cut before it 

drags down other parts of your business. 

2013 is not the year to wait and see. 

 

 

Normal and easy solution are not for grasp 

anymore in 2013. Sometimes you have to 

dig deep to meet de customers needs and 

demands and out-perform the competition. 

But the more exclusive your solution is the 

more rewarding it will be.  

 

Who can afford not to consult on a regular 

base their customer? Not all customers have 

written on their back what they want. Still in 

2013 many managers don’t speak directly to 

their customers in a structured way. Find 

out yourself what they want, in most cases 

they will tell you what they want, if they 

know it themselves.  

Source: Mike Myatt 
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The 

Money 

Marketeer 
 

 

Creating more value from and for 

your existing customer base. 

This section addresses the role of future 

marketers and how to create and optimize 

the long-term value of the existing customer 

base in an increasingly changing and 

dynamic business environment.  

 

Both in B2C and in B2B a personal 

relationship with the customer will 

increasingly play an essential role in order 

to keep and grow sustainable business. The 

relationship with the customer, which in 

B2B is often more personal than in B2C, is 

built on two main factors: performance 

(rational, product / service, payment) and 

trust (emotional, Know Your Customer - 

KYC). In a sustainable customer relationship, 

performance and trust are the key elements 

to focus on.  

Many, if not all, marketers will have to deal 

with challenging economic circumstances in 

2013. Budgets are under pressure and 

marketing departments will increasingly be 

held accountable for the money they spend 

or invest. Efficiency, cash flow, sustainable 

business and ROI are some of the words 

marketers will be hearing more often. 

Marketers should, however, not feel 

threatened by these developments. Instead 

they must tap into the sales and profit 

potential of the existing customer base.  

 

Marketers have to reach out to their 

colleagues from sales, product development, 

service, finance, IT and customers in order 

to research, collect and interpret 

information and develop optimal marketing 

strategies to ensure future business 

continuity. 

In 2013 marketers will have to go back to 

basics by supporting and facilitating the 

business with practical, accurate and timely 

market and customer intelligence and 

measurable results (accountability). 

Marketing is not an island and therefore 

cannot function in isolation. Collaboration 

with other departments and customers is a 

must and will be the major long-term 

challenge for 2013 and beyond.  

Next, marketing must reach out within the 

organization and strengthen its sometimes 

poor credibility and guide organizations 

through the harsh economic climate. 

Winning companies, like Capgemini for 

example, have already put marketing at the 

very heart of their organization, where the 

CMO paves the way for the organization 

towards a sustainable business. As such 
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marketing will create value both within 

(colleagues) and outside the company 

(customers, markets). After all, the main 

goal for any company is to build a 

sustainable business by creating relevant 

value for its stakeholders and for the 

customer in particular. This section will help 

you to better define your future role, show 

how marketing can position itself within an 

organization and explain how marketing can 

add more value for the business and its 

customers through cross functional 

collaboration.  

 

 

Since 2008 the global credit and debt crisis, 

particularly in Europe, has taken and will 

continue to take a heavy toll on local 

economies and regions: business activities 

(profit and non profit) are slowing down, 

margins are under increasing pressure, 

credit and liquidity are tight, growth 

perspectives in Europe are poor, and 

competition, particularly on price, is fierce 

as a result of lower sales volumes. Cost 

reduction, tight budgets, risk management 

and efficiency are the new buzzwords. Rapid 

changes in markets, and (financial) risk 

management will become more important, 

as wrong market decisions can have a 

seriously negative impact on the business 

and business continuity.  

Consumers, businesses, NGOs and 

governments alike will all directly or 

indirectly have to reposition themselves 

following decades of overspending and 

excessive risk taking. At the same time 

marketers have to deal with an increasingly 

complex and rapidly changing landscape. 

And market farming should be the money 

machine to raise funds for investment in 

innovation and growth.    

The business landscape for 2013 and beyond. 
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The role of marketing in turbulent 

markets 

 

In this respect, marketing has a pivotal role 

to play in organizations (video Tom Stewart, 

http://bigthink.com/ideas/13720, CMO of Booz & 

Company. In the interview Tom Stewart 

answers various questions about how to 

succeed in business during a recession from 

a marketing and CEO point of view. 

Marketing traditionally has a strong focus on 

new customer acquisition. However, gaining 

new customers is a process that consumes 

time, resources and money. This is 

particularly the case in B2B, where new 

customer acquisition has a significant 

impact on costs (high) and profits (negative 

or very low, due to high initial costs), 

marketing has to support and facilitate 

organizations to reduce cost, while 

optimizing the sales potential for the current 

product and/or services portfolios with a 

focus on the existing (profitable) customer 

base.  

 

Tap into the source of stable growth:  

your existing customer base. 
 

As Martha Rogers rightfully says: ‘’The 

simple truth is that you can create more 

products, but not more customers.’’ This is 

something that marketers and corporate 

stakeholders should take into account. 

Today, more than ever, companies are 

forced to do their utmost to keep customers 

loyal and buying. This requires a strong 

focus on customer wants and needs, and 

particularly on the relationship with the 

customer. On the other hand many 

companies are forced to concentrate on 

cutting costs, doing more with less (fewer 

people) and protecting profit margins. It has 

been said before, but the existing customer 

base is probably the best and most 

rewarding asset a company has.  

 

 At the same time, acquiring new customers 

and identifying, exploring and opening new 

markets, protecting existing business and 

customer base and attempting to bring 

business to a higher, more productive level 

(e.g. by cross selling, up selling) is vital for 

the continuity of any company. The 

marketing department has to support the 

business by providing in-depth intelligent 

information on and analysis of existing 

customers. Together with finance and sales, 

marketing has to enrich customer data and 

turn those data into actionable plans and 

strategies to further optimize the efficient 

and effective allocation of resources and 

budgets.  

Customer Loyalty 

It is well documented that investing in the 

right kind of existing customers does 

actually pay off. The classic work on growth, 

profit and lasting value is The Loyalty Effect 

by Frederick Reichheld (1996), which 

clearly describes how loyal customers, loyal 

employees and profitable growth all relate 
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to each other. Though loyal customers are 

not a 100% guarantee for business 

continuity, they do provide an excellent and 

cost effective basis for selling products and 

services at a profit.  

Companies already know their customers 

and vice versa in terms of wants and needs 

but also financially how do they pay us, their 

reliability. 

Companies usually need less time, energy 

and money to convince an existing customer 

about the company’s products and services 

(less effort, less cost, better margins). 

Companies know how to contact the 

customer best (email, telephone, SMS, 

regular mail). Good customer relationship 

management means you will be in a good 

position to know when new business 

opportunities are coming up.  

 

Is customer loyalty dead? 

This phrase can often be heard in B2C in 

particular. As a result of the 

commoditization of many products and 

markets, it may seem as though customer 

loyalty has become less relevant. However, 

loyalty and trust are fundamental human 

elements and as such sales and marketing 

should always incorporate those 

components in their plans and strategies. 

Especially in B2B markets, customer loyalty 

and customer relationship management are 

the major forces behind sustainable growth 

i.e. the success, or failure, of a company.  

Traditionally, business in B2B traditionally 

focuses on 1 on 1 marketing, building 

customer relationships, offering 

personalized service and rewarding loyalty  

Again, marketing has a vital role to play in 

terms of investigating, measuring and 

understanding customers and what 

motivates them to buy or to continue buying 

from your company. In addition to 

traditional activities such as determining 

market share and market growth, marketing 

has to focus more on things like customer 

retention and profitability. As such customer 

loyalty is far from being dead, in fact it has 

never actually gone away. If it were the case, 

then it is companies that are to blame and 

not loyalty itself. Smart marketers will 

understand that loyalty that leads to 

customer retention is linked to the relevance 

and significance a company creates in the 

market place. Marketers are here to fine 

tune and market that message in an 

authentic, actionable and measurable way.  

The role of marketing in 2013 and 

beyond. 

The message for the marketing profession is 

clear: in 2013 and beyond, the marketing 

profession needs to go back to basics.  

 

The marketing function has to guide 

companies through the turbulent economic 

waters and create value in a commercially 

MARKETING BASICS FOCUS

Cost reduction Efficiency, working together with finance.

Optimization Value Chain Revenues and Profits

Existing customers keep the business 

afloat

Customer Relationship Management

Focus on the right customers Productive customers = profitable sales

Optimize decision making Products portfolio and segmentation

Integration of Marketing with other 

business functions

Cross functional Value Adding

Accountability Working together with Finance and Sales. 

Tools: measure performance

Rapidly changing customer needs? KYC and KYM (Know Your Market)

Risk Management Working with finance – understanding the 

(financial) risk of doing business!
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and financially sound manner (video Chris 

Williams, CMO of Capgemini 

http://www.youtube.com/watch?v=uDPoIhD9cYU) 

As Philip Kotler said at the London Business 

Forum in 2008: the mantra of marketing is 

CCDVTP: Create, Communicate and Deliver 

the Value to a Target Market at a Profit.  

Business, and sales in particular, is looking 

for practical answers as to how to retain and 

increase sales. The answers marketing has 

to provide focus chiefly on which markets 

and on which customers sales should focus. 

What and where are profitable business 

opportunities and quantify them. And of 

course the more traditional tasks such as 

SWOT analyses for markets and customer 

portfolios, not only commercially but also 

financially.  

The main question marketing needs to 

address is how companies can achieve 

sustainable business, hence how to ensure 

the business continuity of a company in the 

interests of its stakeholders.  

 

For these and many related questions, marketing is here to support and facilitate. Marketing 

should provide intelligent, actionable 

and realistic answers in order to 

facilitate and enable profitable future 

sales. Marketing needs to support 

sales, not only by finding new business 

opportunities (markets, customers), 

but also by finding profitable 

opportunities (cross selling, up selling) 

within the existing customer base. 

Marketing can also help sales better 

analyse the competition and identify 

profitable product/market 

combinations, so salespeople will be 

well informed and adequately equipped to win deals from the competition.   

This implies that marketing will have to 

become more business oriented and aligned 

to the operational aspects of the business 

process. Marketing has to be a mediator and 

a communicator between various 

departments (sales, service and product 

management and product development) and 

the customer. Marketing is to become a true 

partner in its own organization. Gathering 

knowledge from inside and outside the 

company and turning that into intelligent 

market reports that provide clear and 

actionable information and directions about: 

Markets 

How are markets developing and how does 

that impact on current product / market 

combinations, value propositions and 

customers? On which current and future 

markets should the organization focus? It 

also implies that marketing needs to 

understand the limitations of its particular 

organization, so that value propositions that 

can’t be fulfilled are not communicated. 

 

Prices 

Setting guidelines for pricing and optimizing 

pricing & margins are key areas where 

marketing can secure value creation for the 

business. 
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Sales channels and value chain 

 

Marketing can advise on and develop new 

business models and related sales and 

distribution channels. At the same time 

marketing can also contribute by 

investigating the value chain as a whole and 

coming up with initiatives to reduce costs 

and, at the same time, to increase 

sustainability. A good example of the latter 

can be seen in the video of Paul Polman 

http://www.youtube.com/watch?v=cpYhgqPRivw  

from Unilever. 

Competition 

Through market intelligence, research and 

internal information (sales, service), 

marketing must provide in-depth 

information about competitors: strategy, 

products, road maps, prices, market 

developments. And related to that, 

marketing also has to cooperate with sales 

about how to deal with specific competitors 

sales may be confronted with during the 

sales process. 

Customers 

Last, but definitely not least, marketing will 

have to work more closely with customers in 

terms of identifying their wants and needs, 

collecting and interpreting information from 

sales and service, working on loyalty 

programmes and promoting collaboration 

and even co-creating. Marketing has to 

conduct in-depth analyses of the existing 

customer base and align findings with 

marketing strategies, both commercially and 

financially. As such, productive customer 

relationships, cross-selling, up-selling and 

deep-selling opportunities can be identified 

and communicated with the relevant 

departments.   

 

 

Customer Relationship Management.  

Marketing will also have to focus more on 

customer relationship management, in 

collaboration with sales and service. 

Marketing can create value through 

commitment to and working together with 

the customer in order to build trust and 

strengthen the relationship with the 

customer, ultimately leading to increased 

productivity and profitable sales. As such 

marketing must contribute to the business 

and work on productive relationships with 

customers, collaborate with customers and 

possibly even co-create with customers, so 

customers will ultimately become loyal 

business partners.   

Trust is a key factor in customer 

relationship management. Trust is 

intrinsically related to human relationships. 

Without trust it is impossible to build 

sustainable customer relationships and 

therefore sustainable business. Trust and 

performance must reinforce each other both 

ways. Trust is the most essential component 

in the relationship between the supplier and 

the customer. Building on trust and 

performance has many positive side effects. 

Over time companies: 

  

• Need to invest less time i.e. more 

quality time in customers. 

• Can make better informed decisions. 

• Can more effectively manage and 

predict their cost levels.  

• Can increase opportunities for doing 

sustainable, profitable business. 
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Accountability 

For marketers, accountability will also 

become increasingly more important, 

particularly now that budgets are tight or 

under pressure, or both. Accountability 

means that marketers must be able to justify 

the money they spend or invest, both 

financially and commercially. In order to 

improve operational efficiency and 

 

effectiveness, marketing will have to work 

more closely together with other 

departments in the organization, such as 

finance, IT, sales, product development and 

service. Accountability means that 

marketing has to manage its budget more 

effectively linking it to ROI and rendering 

actions measurable. As a result, marketers 

will gain more credibility within the 

organization. 

The process of creating sustainable business 

is a two way street, where value for the 

supplier and value for the customer has to 

be created simultaneously. Creating 

sustainable business actually involves every 

single employee in a company. The coming 

years will provide excellent opportunities 

for marketing to win back the position it has 

supposedly lost and to manoeuvre 

organizations through the rough commercial 

seas. The future role of marketing should 

include the following elements: 

Pro-active 

Not just wait until the business comes to 

marketing, but also taking the initiative to 

encourage collaboration. 

 

Supportive 

Facilitating and helping the business with 

intelligence and profound and actionable 

answers to business issues. 

Business driven 

Developing short- and long-term plans and 

strategies that help the business to become 

more successful in the market (sales, market 

share, profits and customers). 

 

Collaborative 

Marketing will increasingly and pro-actively 

have to partner other departments such as 

sales, service, product development, and last 

but not least, finance. Creating sustainable 

value is a joint activity, where each member 

has a role to play. 

 

Tactical 

Support for the business to make better and 

more profitable choices about which 

product / market combinations and 

customers to focus on. 

2013 = getting back to basics 
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Strategic 

Provision of in-depth advice about long-

term choices on markets and product 

development. The strategic role of 

marketing means: 

 

• Optimization of resources.  

• Defining and choosing future 

product/market combinations that 

provide the best opportunities for 

sustainable and profitable growth. 

• Customer Portfolio management. 

Forecasting 

The growing abundance of available 

customer and market data enable marketers 

to forecast market and customer 

developments more accurately. As such 

accurate and timely forecasting will become 

increasingly more important, not only from 

a commercial and strategic point of view, 

but also from a financial point of view. Since 

the start of the credit crisis in 2008, 

financing growth has become more difficult 

since credit has become much tighter. 

Therefore marketing decisions and 

investments will, more often, be held up 

against financial metrics, such as Net Price 

Value, WACC (weighted average cost of 

capital) and expected ROI. From a budget 

point of view, marketing has to be more 

aware of multiple factors such as potential 

sales, prices, customer contributions, costs, 

revenue and profits. Together with other 

resources and colleagues from other 

departments, the technology, such as 

predictive analytics and business 

intelligence software, combined with 

profound practical insight and market 

intelligence, will help the marketer to make 

better and more informed forecasts and 

consequently decisions. And this will also 

help marketers to improve their 

accountability and credibility.   

Making a difference as a marketer 

Marketing people are the ears and eyes of a 

company and should, at the same time, be at 

the very heart of every company. A company 

may have the best products in the world, but 

if these products are not properly marketed, 

the chances are significantly greater that 

these products may not be successfully sold 

in the market, simply because both new and 

existing customers may not be aware of 

their existence, and accordingly may not be 

triggered or seduced to try or buy a new 

product.    

 

Marketing is here to help and challenge 

companies to find the best markets, the best 

customers, the best distribution channels, 

the best pricing strategies and the best 

online and offline communication and 

promotion strategies in order to optimize 

resources, productive customer 

relationships, and profitable sales. One of 

the main challenges is that this is something 

marketing really needs to do in rapidly 

changing and dynamic environments 

(markets).  

 

To this end, marketing people must gather 

and interpret relevant market and customer 

information, both from sources inside and 

outside the company, and turn that 

information into reliable, actionable, 

measurable and accountable short- and 

long-term activities and plans.  
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In collaboration with sales and customer 

service, customer relationship management 

will become more important for marketing 

people and they need to align that with the 

business. They need to go out into the 

market place and talk to customers. After all, 

understanding markets also means 

understanding what customers really want 

and need. And you can only find out what 

customers really want or need if you have 

invested sufficient time and energy in 

customers and the relationship with 

customers, so that they are willing to share 

that kind of valuable information with you.  

 

Furthermore, accountability, supported by 

technology, will be an increasingly 

important topic for marketing departments. 

Marketing must be able to justify the 

direction, the actions and activities they 

suggest and the money they invest, both in 

the short and long term. Regardless of 

whether marketing invests money in 

advertising campaigns, market research, 

customer surveys or strategy development, 

marketing increasingly must be able explain 

why they choose to invest in activity A 

rather than in activity B (opportunity costs) 

and how this relates to future benefits for 

the company and profitable sales. This 

implies that marketing should also work 

more closely together with both finance and 

sales, so they can help and support 

marketing to better understand the financial 

impact of the marketing activities and 

determine the return on marketing 

investment. 

 

As such marketing can be compared with a 

spider in a web, overseeing all the business 

activities with a view to determining the 

right direction to take, making informed 

decisions and being in a position to respond  

 
 

quickly if the market or customers demand 

it. The marketer has to become someone 

who looks for the impossible. Make sure 

marketing is a credible & accountable 

partner up there with the other 

departments; that marketing deepens its 

information channels, protects margins and 

challenges the company’s current value 

propositions. Together with other business 

functions, marketing must set out the 

beacons, and be in a position at the very 

heart of a company to guide the company 

towards creating a sustainable and 

profitable business. 
 

http://www.autoguide.com/auto-

news/2012/11/chrysler-named-marketer-

of-the-year-by-ad-age.html 
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Wrap up  

First of all, we want to express the fact 

that all marketers should step up and 

annually update their business plans 

using trends to inspire themselves, 

their colleagues, management and 

customers. Not with an “accountant 

attitude”, which is what most CFOs 

want from us: “5% more than last 

year”. Use the full potential of 

marketing and make our added value 

actually count. Do it integrated.  

Explore and try new things, avoid obvious ones 

Go out onto the streets. We claimed in the past that 

you should see what others see, but think differently 

and come up with unique solutions that set you as 

marketers in the front row of your business. Not good 

enough anymore, farm, hunt and make outside of your 

comfort zone. Make it happen that other managers ask 

for your valued opinion and make marketing plays 

again a dominant role in the future development of 

your business and career.  

Just a collection of thoughts and trends and spreading them around is not 2013. You have to 

come up with a framework that’s logical, easy to communicate and doable. You need a story that 

sticks. This is when you reach the level where you have enabled a multiplier through sharing 

and spreading your vision and insight into a higher level of knowledge of market and marketing 

developments and getting other colleagues to apply successfully. 

It is easy to tell what you should do, we know. Use our community as one of the channels to stay 

in touch with your markets and customer. Share what you know and take what you need. Join us 

in building a group of marketers who wants to make a difference permanently. We are in for the 

long run; we select in a continuous way what trends are more important and what trends loose 

step by step relevance. Stay in touch with use; ask us for our huge database of trends to keep up. 

What’s not to look forward to in 2013?  Go out on the streets and beat 2013. 
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 Google+ communities have contributed through discussion, material, writing and much more. 
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PIM Trend Watchers 2013 in alphabetical order 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

From the moment on you are 

infected by trends, you never 

stop collecting and learning. 

We have done the easy part. 

It’s now up to you to execute 

the hard part – translating and 

implementing relevant 

insights onto your business. 

 

 

 

 

 

 

 

 

 

Egbert Jan van Bel Beeckestijn Business School egbertjan@vanbel.nl 06 5131 5591

Michel van den Bosch StratEx Solutions michel@stratexsol.com 06 5336 2526

Adrie Dolman DeKlantKiest.nl a.dolman@qualifiedmarketeers.nl 06 5137 2341

Bruno Fabre The Bright Id b.fabre@thebrightid.com 06 4920 0088

Pim van Geest Van Geest p.vgeest@stratexsol.com 06 1367 9161

Peter Gouw Vision2B peter.gouw@vision2b.com 06 2498 9909

Jaspar Roos Dialogues Incubator jaspar.roos@dialoguesincubator.nl 06 2221 3854

Thomas Verhagen Dialogues House thomas.verhagen@dialogueshouse.eu 06 1028 0935

Ewoud  Westerink Sensata Technologies BV ewoud_w@hotmail.com 06 3018 3253

Marcel Wiedenbrugge WCM Consult marcel.wiedenbrugge@wcmconsult.com 06 4590 2601
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