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Mastering the addressable 
CustoMer experienCe
Our Marketing Imperatives were 
established in 2012 as a tool for our 
clients to stay current on the rapidly 
evolving requirements of marketing in 
the addressable age, in order to earn and 
sustain competitive advantage. Over 

the course of the series, we have stressed the importance of 
building your customer strategy as a business strategy – making 
the customer, rather than product or channel or organization, 
the focal point of your business. We have established a solid 
framework for Connected CRM (cCRM)®, which is a systematic 
way to identify, serve, and retain high-value customers and 
manage more personalized interactions with them across media, 
at scale, and throughout the lifecycle. And we have introduced 
the Platform Marketer™ competencies required for marketers 
to take advantage of the opportunity of addressability at scale, 
through the proliferating digital audience platforms. 

In the 2015 Marketing Imperatives, our fourth installment, 
we build upon that story line to study the broadening of the 
mid-funnel that has been brought about by addressability at 
scale. We challenge you to test your customer-centric strategy, 
leverage your understanding of cCRM, flex your Platform 
Marketer muscles, and get to the business of actually creating 
and delivering those personalized consumer experiences that 
directly lead to performance for your brand.

The book explores three essential considerations: first, the 
necessary changes in the mid-funnel marketing supply 
chain; second, the “Three Cs” of the Addressable Customer 
Experience (context, content, and connectivity); and third, the 
consolidation of the mid-funnel technology stack. We hope this 
year’s Imperatives put you and your organization on your way to 
delivering seamless, meaningful customer experiences through 
every phase of the funnel.

David Williams
Chairman & CEO
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Rationalize the Mid-Funnel Supply Chain 
Re-engineering the processes, organization, and technology 
that enable the experience

Execute on the Three Cs of the 
Addressable Customer Experience 

Consolidate the Addressable Funnel 
Technology Stack

Conclusion

Combining the art and science of addressability

CO
NT

EN
TS

Integrating technology through every phase of the lifecycle

Executive Summary
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The rapid digitization of media and channels has created 
a growing and constantly fragmenting number of highly 
dynamic addressable audience platforms at scale, like Google, 
Facebook, and Twitter. These first- and third-party platforms 
enable targeted, personalized experiences at an individual 
level, facilitating the delivery of branded content across 
devices and throughout the buying cycle. This requires that 
the traditional separation between right-brain and left-
brain thinking around creative vs. performance give way 
to an integrated, data-driven approach. With that shift in 
approach, relevant customer experiences can be vertically 
integrated through every phase of customer interaction. 
We’ve always believed in this conceptually, but addressability 
at scale through the platforms is now making it reality. 

Traditionally, budgets have been heavily concentrated on 
the upper and lower parts of the funnel, even for the most 
sophisticated direct-response marketers. Top-funnel tactics, 
such as television, print, sponsorships, and guaranteed 
display build awareness, and bottom-funnel tactics such as 
branded search, aggregators, ecommerce, and call center 
drive conversion. It’s the mid-funnel, where consumers 
actually consider, compare, and decide what products they 
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will buy from which brand, that typically gets the smallest 
share of the budget. This is not because of a lack of desire to 
spend more in this area. 

Until recently, once broad awareness and share of voice were 
established, little could be done to engage with individuals as 
they moved through consideration and into decision. This was 
due largely to the lack of addressability in the mid-funnel.  
Direct mail was used to target individuals whom we believed 
were in-market, but that medium is now in decline. 
Impersonal email and display were used for retargeting, 
with diminishing returns. Beyond these tactics, marketers 
were limited in their ability to stay engaged with consumers 
through the remainder of the buying process. So they lay 
in wait, ready to make another spending surge, once the 
consumer typed the brand name into Google or appeared 
on the site. 

But this has all changed with the emergence of the 
addressable experience. Today, advertisers can drive more 
targeted, timely consumer interactions through all the 
key moments of the cycle. An individual can be engaged 
with a targeted message in the Facebook newsfeed, receive 
a personalized offer on the brand’s landing page, get 
remarketed with a relevant search ad, and receive follow-up 
via an outbound call – all with a singular brand voice and 
highly engaging content throughout. This is a game changer.
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mass media awareness and the ecommerce transaction. 
Addressability at scale has caused a dramatic expansion 
of the traditional boundaries of “mid-funnel,” effectively 
eating into the upper- and lower-funnel territories. And 
marketing budgets are following suit. In essence, addressable 
and accountable spending is beginning to claim the lion’s 
share of the budget, which is what most advertisers have 
been seeking. 

The shift in spend will undoubtedly yield greater returns, 
but as with anything worthwhile, expanding the boundaries 
of the mid-funnel is not without its challenges. The 2015 
Marketing Imperatives explore the requirements for tackling 
those challenges to create personalized experiences that 
result in long-term, high-value customer relationships. The 
first imperative is about rationalizing the mid-funnel supply 
chain, the second involves executing on the “three Cs” of the 
addressable customer experience, and the third expands upon 
the consolidation of the addressable funnel technology stack. 
Following these imperatives will lead you to an expanded 
mid-funnel that enables personalized customer experiences 
and next-level performance for the brand.



RATIONALIZE 
THE MID-FUNNEL 
SUPPLY CHAIN
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The textbook definition of “supply chain” is traditionally 
thought of in a manufacturing context (Figure 1.1); but the 
concept also applies to marketing. As the boundaries of 
the mid-funnel expand, we are creating a single, holistic 
view of the consumer, using data and analytics to inform a 
longitudinal experience that cuts across numerous media 
and devices. The customer – his profile, preferences, and 
behaviors – are all suddenly at the center of every interaction, 
informing, driving, and enabling relevant targeted 
engagement. This type of customer experience is what 
consumers want and what marketers want to deliver. But 
strategic priorities often fall victim to structural challenges. 
Your marketing strategy is irrevocably reliant upon your 
marketing supply chain, which refers to the system of 
processes and organization/engagement models, capabilities, 
data, and technology that enable mid-funnel marketing. 

For the consumer to receive a seamless, personalized 
experience, we must re-engineer our marketing supply chain 
to plan, create, and deliver one.
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Figure 1.1 – The Classic Supply Chain

Marketing supply chains have been set up to support the 
funnel as it previously existed, where the upper, middle, 
and lower funnels represented horizontal boundaries with 
completely separate and distinct supply chains (Figure 1.2). 
Within each funnel, media and channels often acted as 
silos with unique sets of functions and processes. The 
result was duplication of processes and agencies across an 
organization’s teams. For example, many companies with 
channel-focused marketing supply chains maintained 
separate agencies to manage strategy, planning, execution, 
and measurement of TV, digital, and search, with little 
coordination among them. This problem stems from distinct 
departments like digital, direct mail, and email operating 
with individual, sometimes disparate goals. To make matters 
worse, teams that were focused on the website customer 
experience often reported outside of the CMO, leading to an 
even more diverse set of goals, processes, and incentives. 
This separation of top-of-funnel and bottom-of-funnel 
leadership only compounds overall inefficiency and 
sub-optimal performance.
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Figure 1.2 – The Traditional Marketing Supply Chain

This supply chain worked well for a marketing approach 
that sought to deliver efficiencies and performance of the 
individual media and channels, but not for the overall 
experience of customers. As today’s marketer shifts focus 
from channel to customer, we find this marketing supply 
chain no longer functions to deliver our desired outcome. 
Instead, it generates waste, along with a disconnected, and 
dissatisfying, customer experience.

With addressable strategy as the fundamental goal, we strive 
to create a “frictionless” experience for a consumer. In other 
words, one that is relevant, continuous, and smooth as the 
consumer goes through the natural buying process across 
media and devices. An outdated supply chain applied to an 
addressable experience approach will deliver disconnects 
and “misses,” resulting in inefficiencies and opportunity 
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costs, some of which are readily apparent but many of which 
are hidden. 

As an example of the impact of this channel-centric 
approach, consider one financial services company, which 
maintained a separation of guaranteed, paid social, and 
programmatic media programs with three distinct supply 
chains. The result of this disconnected strategy was 
spend waste of over 30 percent, due to lack of frequency 
management. The consumer experience also suffered as a 
result of the same consumer being hit over and over with 
disjointed messaging. Another example is a consumer 
electronics manufacturer that was unable to monetize 
first-party CRM and rewards information in media targeting 
and site personalization, in spite of a $40MM investment. 
Examples abound of the financial, organizational, 
and opportunity costs caused by poorly integrated or 
duplicative supply chains. 

For a handful of very progressive marketers, we are seeing 
a new supply chain construct form around the addressable 
experience that is creating significant competitive advantage 
in terms of efficiency, speed to market, and differentiated 
consumer experiences (Figure 1.3). While there isn’t a one-
size–fits-all structure for every company, due to differences 
in maturity, scale, and culture, there are shared principles 
and practices. The common theme? All of them involve 
consolidating and streamlining the marketing supply chain 
around the customer in four critical supply chain dimensions 
or “swim lanes” that inter-operate seamlessly, both 
horizontally and vertically.
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Figure 1.3 – The New Mid-Funnel Marketing Supply Chain

the 4 diMensions of the new Mid-funnel 
Marketing supply Chain
1. The Functional Value Chain 

A customer-centric strategy is the foundational principle 
of an addressable customer experience and the mid-funnel 
supply chain needed to support it. Having the customer, 
rather than the channel, at the center of marketing 
strategies is something many marketers are struggling 
to achieve. The primary problem is that most have not 
applied this thinking to a process and organizational 
level. A customer-centric marketing supply chain cannot 
exist without a customer-centric strategy and vice versa. 
By placing the focus on integration, cohesion, and the 
customer, you can collapse and simplify disconnected 
process structures. We have identified a new set of 
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skills that are necessary to achieve addressability at 
scale in your engagement model, through the digital 
audience platforms. They are called the Platform 
Marketer Competencies: identity management, audience 
management, consumer privacy and compliance, media 
optimization, channel optimization, experience design 
and creation, platforms utilization, measurement and 
attribution, and marketing technology. 

2. Outsourcing Supply Chain 
Consider what your organization can insource and 
outsource to deliver on these competencies. When you 
look outside, choose a partner who is able to deliver on, 
and be accountable for, that singular experience. There 
are singular experience agencies focused on bringing 
together data, analytics, execution, and measurement into 
one process. The nature of the agency itself is shifting 
its focus from straight creative, to strategically creative, 
balancing the right- and left-brain capabilities. 

3. Data Supply Chain 
Accountability for building a singular view of the customer 
must consolidate. This is the foundational building block 
to any addressable customer marketing execution. Big 
data, transactional data, site data, third-party data, and 
other data sources need to be rationalized and integrated 
to truly get a holistic customer view. The silos that 
comprise this data today may continue to exist to serve 
tactical purposes, but an integrated view of the consumer 
across all of these sources must be developed and housed 
in a single logical architecture to enable the addressable 
consumer experience. With this consolidation of the data, 
a single point of accountability must emerge within the 
organization to build, govern, and grant access to this data 
to numerous internal and external constituents.
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4. Technology Supply Chain 
Like other parts of the supply chain, your technology 
stack was developed to serve the upper, middle, and 
lower funnels separately. We came to know these as 
the ad tech, marketing tech, and site technology stacks. 
Each of these stacks operated very independently with 
little to no integration, which seemed appropriate at 
the time. Now these stacks must integrate and the 
boundaries will drop away. The marketing CRM database, 
offline marketing automation, digital advertising tech 
stack, and channel technology (mobile, website, and 
in-person) come together to automate a singular process 
and experience for the consumer. Specialists in each of 
these areas will continue to support them, but again, the 
accountability needs to be centralized. This convergence 
can now be seen in data and software tools, such as 
Adobe’s cloud solutions and their ability to integrate the 
offline and online channel experience.

While addressability and its impact on the mid-funnel is 
still in the early adoption stage, companies with an eye on 
innovation and customer-focused strategies have already 
embraced the model. We have worked with major CPG brands 
who have adopted addressability to grow acquisitions by as 
much as 164 percent. Through the use of data and analytics, 
one brand’s ideal customer segments were targeted on 
Facebook, and its mobile newsfeed click-through rate 
received 50 times the standard unit. The CPG brand’s landing 
page conversion rates improved 122% using personalized 
creative. The value created from addressability and its 
ability to expand the mid-funnel is a result of delivering 
an experience that speaks directly to your customer, 
and it all starts with your supply chain.



EXECUTE ON THE 
THREE Cs OF THE 
ADDRESSABLE 
CUSTOMER 
EXPERIENCE
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As the marketplace has evolved, we have talked extensively 
about the opportunity of addressability at scale that is 
enabled by the digital audience platforms. We’ve studied the 
opportunity through the lens of the expanded mid-funnel, 
examining the platform marketer competencies and 
technology requirements to deliver on the promise. We’ve 
even discussed the rationalization of the value chain within 
an organization’s structure and in its partner relationships. 
But ultimately, all of the foundational knowledge and 
infrastructure are in place for one reason: to deliver an 
integrated customer experience that is personalized, 
meaningful, and compelling – and drives high-performing 
returns for the brand. 

the art and sCienCe of addressability 
in the Mid-funnel
There are two distinct aspects to consider when pursuing 
the opportunity that exists in the mid-funnel. One is its 
individual, performance-based nature; the other is the 
consumer experience it facilitates. Today’s CMO needs 
an organization that can blend the rational, quantitative, 
ROI-driven properties with the qualitative, creative, 
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big-idea properties, in an effective way. In essence, we’re 
talking about the art and science of the opportunity. It 
engages both sides of the brain.

Figure 2.1 – Convergence of Left-Brain and Right-Brain

Figure 2.1 depicts the combination of left- and right-brain 
considerations that comprise the addressable customer 
experience. On the left are the performance marketing 
disciplines of data and analytics, addressability, and direct-
response-oriented media planning. You have the addressable 
audience platforms, such as Facebook and Twitter, and 
the technology, all of which translates into performance. 
ROI. You can report on it and quantify how well it performed.

On the right side are much more persona-driven aspects, 
understanding subjectively who that consumer is; her 
interests and behaviors; what motivates her to act. It’s about 
having the big idea – ideally the disruptive idea – around 
how to deliver a great experience that will resonate with 
the individual.
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The divide between left and right brain is now an “and” 
instead of an “or.” We should be able to use our quantitative 
assets to understand who the customer is and be able to use 
that to build personas and create exceptional experiences 
for them. We can bring these two sides of the brain together 
now. Because of the nature of the platforms and the art 
of addressability, we can now break these dividers down. 
But how?

the three Cs

We’ve broken the “how” down into a set of critical concepts 
we call the three Cs of the addressable customer experience. 
The three Cs begin with the notion of context. At its simplest, 
context in the world of digital media and channels refers to 
our knowledge about the individual – who she is (identified 
or anonymous), where she is, what she’s doing, her stage in 
the purchase process, whether we have a relationship with 
her, her current and potential value, etc. It’s about a complete 
understanding of the consumers who interact on digital 
platforms. For example, it’s not only important to know what 
website she is using, but even physically – how many blocks 
is she from your storefront? Is she on her mobile device or 
a desktop? Some of these environmental observations are 
happening in batch mode, pulling data out of the customer 
database, and many others are happening in real time; 
but they all constitute context.

The second C is for content. Once you know with whom you’re 
engaging, you now must decide with what – the stories, 
the advice, the offers, the messages, and the creative. The 
things that you really want to deliver through a relevant, 
performance-based customer experience. It is the substance 
of that experience that is differentiating and ideally delivered 
within the context of that consumer.
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Figure 2.2 – The Three Cs
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There isn’t a one-size-fits-all experience. We need to 
understand who the consumer is (context) – in order to 
deliver messaging and offers (content) that will be most 
meaningful. You can’t deliver a direct-response-offer-
driven creative to somebody when she is not even in the 
consideration phase.

The question is, how do you know all of this? That’s where 
the notion of the third C, connectivity, comes in. In essence, 
connectivity is the intersection of context and content. 
Now that you understand the customer, how do you engage 
with her? It’s where we integrate these new advanced 
addressability, scale-oriented capabilities inherent in the 
platforms that allow us to operate in the mid-funnel.

Figure 2.2 demonstrates how context and content are 
brought together through connectivity. On the left-hand 
side is an individual with all of the different sorts of things 
we might know from a context perspective about that 
person. On the right-hand side is a collection of content 
that has been created in anticipation and understanding 
of the context on the left-hand side. The content strategy 
lays out the creative offer and message that will be served 
to the customer – to build a branded experience for that 
customer that is high performing for the brand. 

Joining the two is connectivity, which enables you to string 
that content together within the context of the consumer, 
where the consumer wants to be, and delivery of that in a 
seamless way via the addressable audience platforms. 

For illustration, in today’s world, someone could be sitting 
on the couch, watching Monday night football on TV, and 
using a mobile device to interact with friends on social media. 
A brand running an awareness spot during the broadcast may 
also be able to capture the online social conversations that 
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are going on around that game and about particular plays or 
players, to really amplify exposure for its brand.

Let’s say that same individual was recently searching for 
information on life insurance. We can capture that keyword 
and put that person into a remarketing pool along with all 
of the other things we might know about him. We can start 
serving advertising to that individual, engaging with him 
in an appropriate way. We are using a mid-funnel tactic 
(remarketing) on the platform that the consumer is on 
at that moment in time, because we have context and we 
have the connectivity.

And it’s not just the third-party platforms. This is your 
own site too – your owned platform. Continuing with the 
insurance example, this person might be on his tablet later. 
Now that we know how he engages with us, what segment 
he is in, we are able to deliver a customized, responsive 
offer landing page and drive a mobile-optimized quote 
experience through the tablet.

It all feels very intuitive, even obvious. But the truth is, this 
is very, very difficult to pull off, because the integration of all 
three Cs has to be there in a really well-planned way. 

To summarize the concept, we leverage data to build context, 
as the consumer moves around in the “digisphere.” We 
deliver content as a singular compelling experience to that 
individual, and mastery of connectivity is an asset that 
allows us to string the two together. 
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How do you go about doing this? In today’s world, people 
are just starting to adapt to the ability to execute a data-
driven experience, at one point in time – and in a very siloed 
manner. The struggle is in stringing them together into a 
data-driven customer journey that creates a great experience 
for the customer and the performance that the brand requires.

I would challenge that an organization needs to have a 
chief customer journey officer who has a command of the 
platform marketing competencies and both the left- and 
right-brain rationale. This will be required in order to support 
the development of integrated, data-driven mid-funnel 
experiences that are enabled by the appropriate context, 
content, and connectivity. 

All the requirements exist to make this scenario a reality, but 
the truth is, it’s not happening yet. That’s because it’s hard – 
people understand the competencies and are building them, 
but they’re doing it one piece at a time. In the end, this is a 
journey, not a one-off experience. And someone with the 
right skills needs to own it. Who is your chief customer 
journey officer?



CONSOLIDATE THE 
ADDRESSABLE 
FUNNEL 
TECHNOLOGY 
STACK
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Looking at today’s technology stack, there are a few critical 
factors that are having a significant impact. The primary 
impact is coming from the increase in addressability in every 
channel and media. As channel and media technologies 
mature, we are seeing them move closer to the point where 
the individual person is targetable for a specific marketing 
message. This level of addressability is being further fueled 
by the wide scale audience platforms, like Facebook, Twitter, 
and Google, moving beyond their owned properties and 
providing highly addressable targeting in their ad networks. 
The addressability factor is forcing companies to examine 
their mid- and upper-funnel technology stacks. These 
technologies must have greater ability to connect content 
and context for each consumer, and companies can no 
longer allow this stack to be fragmented. Now is the time 
to reevaluate, invest, and take control of the stack. It will 
become a primary asset for your organization to be successful 
in your marketing efforts.

Until recent times, there were three relatively distinct 
technology stacks to enable marketing: the top-funnel stack, 
which was driven primarily through advertising technology; 
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the mid-funnel stack, which was driven primarily by site 
and channel technologies; and the lower-funnel, which was 
driven through CRM technology (Figure 3.1). The mid-funnel 
and lower-funnel technology stack overlapped in some areas, 
but for the most part they were built and managed separately. 
The upper-funnel stack consisted of a data management 
platform (DMP), for the management of anonymous 
audiences, and a series of technologies to enable the buying 
and placing of ads across a network. This stack was born out 
of the search and display world but extended to mobile and 
social within the same context. The mid-funnel stack entailed 
mostly web technologies inclusive of content management, 
decision management for optimization and personalization, 
and e-commerce and site technologies. The lower-funnel 
stack was comprised of a mostly known audience contained in 
a marketing database. The exception to this was either email 
or phone, but for the most part these could be associated to 
either a physical address or a person. In the lower-funnel 
stack there was an orchestration engine to create audiences 
and a set of processes to produce output for these audiences. 
Eventually this stack extended toward the site, where site 
orchestration and web content management became part 
of the stack that was more closely connected to the lower-
funnel stack. For the most part, each stack served different 
audiences – anonymous or known, and digital or non-digital. 
What has changed is the rise of addressability in the upper 
marketing funnel and the need to connect upper funnel 
activities through the mid-funnel to the lower funnel. 
This forces the merging of capabilities in each stack to 
accommodate the change.
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Figure 3.1 – Upper, Mid, and Lower Funnel Technology Stacks 

Evidence of this change can be seen by major players in 
the technology space. Adobe, Oracle, and SalesForce have 
been making significant acquisitions in DMPs, decision 
management engines, and audience connection technologies, 
like audience on-boarding. They have combined these 
assets with existing capabilities to create a consolidated 
stack for the addressable funnel. These new stacks are 
often named a marketing cloud. Marketing clouds often 
contain four key areas:

•  A data management layer, for both anonymous and 
known audiences, that is used to target across media 
and channels

•  An orchestration layer to coordinate activities in all 
channels and media
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•  A decision management engine that allows for real-time 
determination of content based on context

•  A unified measurement platform to understand and 
project channel and media performance

We are also seeing traditional upper-funnel and mid-funnel 
technology companies entering the marketing cloud space. 
The challenge in this space is twofold. The enterprise 
software providers are still behind in the integration of the 
components, and the other entrants are too immature to 
provide a robust capability. Despite these challenges, this is 
where marketers should be focusing their efforts in regard to 
technology strategy and investments. This is the stack that 
will fully enable a marketer to achieve addressability at scale.

Marketers are also facing internal challenges to realize a 
consolidated addressable funnel technology stack. Much 
like the distinction among the technology stacks, many 
companies have a digital marketing group thinking about 
the upper-funnel stack and the mid-funnel site stack, and a 
database marketing group thinking about the lower-funnel, 
or CRM, stack. The only place where these organizations seem 
to cross is at the site, but many times this intersection is 
lacking true integration. It is well past time for organizations 
to resolve this artificial separation. There are only two types 
of marketing: one where people are at the center and one 
where brands are at the center. When brands are at the center 
of marketing, you are engaging in marketing that is focused 
at the very top of the funnel, where much of the activity is 
media centric. When the customer is at the center of your 
marketing, you are focused on everything below awareness 
in the funnel. This includes all of the technology capabilities 
throughout the marketing funnel. Addressability means 
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being people-focused. Separation of strategy and effort along 
digital and non-digital lines will hamper your organization’s 
ability to develop an integrated, addressable funnel stack.

Another challenge for marketers lies in the way they have 
constructed or purchased the parts of the technology stack 
that are in place for the organization today. There are really 
two critical issues. The first is that the components in place 
today are likely a loose collection of point solutions that were 
not acquired in the context of a consolidated addressable 
funnel technology stack. Secondly, certain components 
of the stack are embedded with agencies that use those 
components to fuel the agency’s specific activities. Each of 
these issues creates integration problems and redundancy 
in stack components. This ultimately causes fragmentation 
in marketing message and measurement. From the CRM 
and marketing databases through the DMPs and decision 
management platforms, organizations should view these 
as critical marketing assets that must be directly controlled 
by the marketing organization or through a marketing 
technology partner.
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Figure 3.2 – Consolidated Technology Stack

With addressability expanding further up the funnel, 
organizations must look to consolidate the addressable 
funnel stack (Figure 3.2). With this consolidation, you must 
contemplate change in both organizational boundaries and 
existing investment strategies related to the marketing 
technology stack. There are a few key tenants to this change:

•  Addressability will become more pervasive in every 
existing and new channel and media.

•  You must develop a technology strategy and plan 
for investments to build an addressable funnel 
technology stack.

•  Mid-funnel and lower-funnel investments need to be 
merged to create a consolidated addressable funnel 
technology stack.



IM
PERATIVE TH

REE
31

•  The components of an addressable funnel technology 
stack are a critical asset to the marketing organization.

•  The marketing organization must lead the direction of 
these critical technology assets. 

Now is the time to reevaluate, consolidate, invest, and 
take control of the consolidated addressable funnel 
technology stack.
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Addressability at scale is at the heart of the opportunity for 
marketers to deliver the meaningful customer experiences 
that embody Connected CRM. These imperatives for the 
CMO involve an obligation to look inward into how your 
business is organized and how your marketing supply chain 
is rationalized. They require an organization and operating 
model that is much more tightly centered on the customer. 

As marketers, we’ve become very comfortable with looking 
at our marketing world in the ways we were taught – through 
the lens of a textbook. We have been conditioned over years of 
direct and database marketing to view the customer lifecycle 
with hard lines between upper, middle, and lower funnels. 
We have organized around channels and media, rather 
than customer, in order to market efficiently within each 
funnel layer. We have managed web, CRM, and advertising 
technology in silos with disconnected views of the consumer 
and teams that don’t collaborate. 

When the consumer experience moves to the center of 
our strategy, many of the principles that we have come to 
rely on as truths start to break down, and the things that 
actually helped us in the old world start to get in our way. 



34
CO

N
CLU

SIO
N

For instance, if you were a brand marketer, your objective may 
have been to maximize the efficiency of media and channels. 
In this case, it made sense to have a brand agency with its 
own supply chain at the top of the funnel, because that’s what 
you were optimizing on. Today, when you start optimizing 
around the customer, suddenly many of these fragmented 
endeavors start to feel redundant and even counterproductive 
to each other. The consumer experience and the business 
results suffer.

In order to unlock the opportunity associated with the 
addressable customer experience, we as marketers will have 
to be willing to challenge all of the theories, norms, and 
organizing principles that we have grown up with. Nothing is 
untouchable. We must reevaluate how we look at the funnel 
and how we source our capabilities – and we must be willing 
to organize around the consumer and the data in a whole new 
way. Doing so will ensure the delivery of more addressable 
consumer experiences by leveraging consumer context, 
content, and connectivity. This is not a challenge that can be 
met overnight, and it will cause some discomfort along the 
way. But those who are willing – and have the courage – to 
take it on will be the big competitive winners.  
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