NEW
MARKETING
IN RETAIL

How the CMO drives
disruptive growth

Traditional retail companies realize reinvention is here to stay.
Their C-suite continues to navigate constant change, from how
to measure success to how to provide a consistently relevant
customer experience.
Many are making progress, but still struggling to identify their
purpose in this new environment—and that purpose is intrinsically
tied to driving relevance and growth. Retail CMOs are on the line
to produce results in both areas—relevance and growth.
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Both CEOs and CMOs agree that
CMOs are most responsible for
revenue growth, according to
Accenture research.1
A majority of chief marketers aims
to create growth, but this group is
pulled by conflicting priorities—
the traditional and the New.

3

New Marketing in Retail: How the CMO drives disruptive growth

Some are making headway
by transforming their company
into a Living Business.
These CMOs focus on getting so close
to their shoppers that they shift the
customer experience in almost realtime, adapting it as individual consumer
desires change.
Infused with purpose and distinct values
(shared by their customers), these modern
retailers no longer market to a broad base.
Instead, they focus on their most valuable
existing and potential customers.
A Living Business CMO uses advanced
analytics and design thinking to get to
the insights at the heart of customers’
ever-changing needs. The demands of
a Living Business mean retail marketing
must move away from its historical roots
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when marketing was largely handling point
of sale, effectively a subsidiary function to
merchandising and store operations.
The new marketing organization is
highly strategic, on the critical path for
growth—defining the customer base that
brings high value, and owning it. It’s the
difference between being a shopkeeper
and a customerkeeper.2
Their more traditional counterpart CMOs
may struggle to drive new products and
services, but these Living Business CMOs
balance the old and the New—until the
New becomes the now. In the process,
they drive relevancy and growth.

Across industries, 17% of
marketeers are leading the way.3

What is a Living
Business?
Living Businesses are companies
that unlock sustained growth by
continuously adapting to evolving
customer needs.
In the process, they provide hyperrelevant experiences—meaning they
focus on understanding customers’
needs in a given circumstance. And
they realize that circumstance may
change—so they stay on top of the
evolving context in which customers
make their purchase decisions,
responding appropriately.
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Create parallel universes
CMOs who get to growth become masters at operating
in parallel universes – the traditional and the New

While both CEOs and CMOs agree that
it is CMOs who are most responsible for
revenue growth, most CMOs’ actions
don’t yet reflect this awareness.
A gap looms between the old and the New.
While they want to get to growth, much
of their time is still eaten up with traditional
marketing activities. This leaves them too
little time for developing and launching
new, innovative products and services;
most spend less than half of their time
(41 percent) on disruptive growth.
As the pace of change quickens, 17 percent
fewer CMOs feel they have good control of
both traditional and disruptive levers than
just two years ago.
6

New Marketing in Retail: How the CMO drives disruptive growth

Retail CMOs told us they feel confident
about their marketing operations skills,
but less so about disruptive innovation.
Retail CEOs and CMOs see the future
clearly – more than 90 percent say that
disruptive growth will contribute “a great
deal” to overall growth in two years.
But they wrestle to balance “keeping
the lights on” with the effort required
to create that disruptive growth.

CMOs who get to new growth become
masters at operating in parallel universes—
the traditional and the New. But they know
the New needs to eventually become
their now.

Most retail CMOs spend less than
half of their time (41%) on disruptive
growth but across industries,
leading CMOs are 28% more likely
to be spending more than threequarters of their time managing
disruptive growth.4 And, they’re
27% more likely than their peers to
say their primary expertise lies in
being an innovator.5
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The top issue agreed upon
as critical by retail CMOs
is engaging customers in
the right way through the
customer experience.
Disruptive growth in the New comes from
meeting consumers in the moments that
matter. CMOs can use powerful analytics
in the right ways to deliver a new product
or service designed not just for a specific
customer, but for that customer’s needs
at a specific point in time. Mastering the
moments that matter most to customers
means building an organization that
can create context-aware, customized
products and services on demand.
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Staff tomorrow’s needs… today
Leading CMOs ensure hiring future skills so the New begins now

New kinds of growth require new kinds
of talent. Retail marketing leaders are
staffing for tomorrow’s needs today.
Industry CMOs told us that new roles like
trust leaders, cause matchmakers and
ecosystem architects will be important
skills to have in three years.
But leading CMOs are ensuring they
hire future skills so the New begins now.
With hundreds of jobs like “futurist” and
“futurologist” already on mainstream sites
like LinkedIn,6 they realize they have no
time to waste.
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And yet, for most industry CMOs,
good intentions and future vision meet
significant hurdles. Almost half of retail
CMOs say they lack the funding required
for a world-class marketing organization.
Eighty-four percent think it’s important to
attract and retain the right talent but only
56 percent feel they are above average.

Artificial Intelligence
(AI) and analytics fuel
customer insights, but
it takes humans with a
new talent set to tease
out those insights—
combining them with
human knowledge and
creativity—for true
innovation to occur.

Hyper-relevance demands new skills. With customer insights as
the backbone to designing a stellar, hyper-relevant customer
experience, data science talent is crucial yet expensive. Grocery
chain Kroger, for example, is investing $500 million in talent over
the next three years through its Restock Kroger program, with an
emphasis on experienced digital and technology talent.7
Retailers also need to focus on attracting and retaining diverse
talent by offering relevant products and experiences, and by
creating inclusive cultures for workers. In addition to retailers
benefiting from workers’ insights and experiences, Accenture
research shows substantial business impact, as customers are
already shopping based on their values.8
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Address the rest
The impact of digital technologies
on a marketing department is critical

Technology tools, capabilities and
collaboration are important pieces of
the new growth equation.
Digital technologies are key to the speed,
scale and efficiency a modern retailer
needs. Their impact on a marketing
department is critical and most CMOs
acknowledge this fact. Nine out of 10 say
that AI will fundamentally change the
way they interact with customers, but 61
percent feel they are not ready to embrace
it. Doing so will require them to carefully
map a hybrid workforce—humans and
machines, each doing tasks best suited
for their talents.
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Digital technologies allow for speed and
scale in a world where brand promise and
tailored experiences need to be delivered
instantaneously. But as companies focus
more intently on high-value customers,
it will take more than AI to win and keep
them. Humans who can help fulfill a
brand’s purpose—infusing values, empathy
and nuanced decision-making—are a
key link in delivering the right customer
experience for the individual.
The “human + machine” landscape moves
beyond a retailer’s four walls and into its
ecosystem. As it maps the capabilities
it needs to create the right end-to-end
experience for each customer, it will rely
more heavily on partners.

of retail CMOs feel
they are not ready
to embrace AI

From large technology platforms, to a
proposition partner in an adjacent business,
to niche technology like augmented reality,
retail companies need to collaborate as
never before.

CMOs and CEOs can also use digital
technologies to put the right human teams
together to jumpstart the New. As part
of our talent transformation, Accenture
needed a robust and agile way to ensure
that the right team, with the right skills, is
ready at the right time to spark innovation.
And with 477,000 employees, that can be
a challenge.
Rather than having employees self-report
on skills, artificial intelligence now infers
an employee’s skills and specializations. In
pilot programs, employees confirmed that
this new analytics engine identified their
specializations correctly 93 percent of the
time.9 CMOs who can source the right talent
from their own organization, other parts of
the company and their ecosystem, rapidly
and with accuracy, create an advantage
most retail competitors do not yet have.
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Digital technologies allow
for speed and scale in a
world where brand promise
and tailored experiences
need to be delivered
instantaneously.

New growth requires new habits
Changing anything, personally or in business, needs new habits

The more retail CMOs can
shift the bulk of their time
to the disruptive and the
New, the faster they can
move their organizations
toward innovation and
fresh growth.

Deliberately manage the shift—time
and resources—from Traditional to New
Leading CMOs are spending more than
three quarters of their time trying to shift
to disruptive growth, rather than focused
on traditional marketing. This requires
shifting key talent and resources to the
New now, while maintaining a balance
with current core marketing operations.
Technology can help.
Accenture estimates that if companies
invest in AI and human-machine
collaboration at the same rate as topperforming businesses, they could
boost revenue by 41 percent from 2018
through 2022.10
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Start with one view of customer,
one version of the truth
Data and analytics can provide retail
companies with a consistent, dynamic,
shared view of customers. In the new retail,
knowing a customer’s lifetime value and
potential lifetime value allows marketers
to know who their most valuable market
is. For many companies the move to one
view is driven by technology with some
input from the marketing teams but we
recommend turning this on its head.
The CMO should own, live and breathe
the data from each customer touchpoint
and use it to drive insight and change into
the business.

Acknowledge not all customers are equally valuable
The most valuable customers should drive the strategy and 
day-to-day activities of the CMO and the business. The CMO
must lead the shift in operating model, enabling the company
to interact with individual customers. This takes a retailer from
shopkeeper to customerkeeper.
This is not yesterday’s customer centricity. It is not a new CRM
strategy. It is not a marketing remit. This is a radical departure
from retail norms that centers the business as a whole—
departments, decisions, investments, success metrics and
more—around customer lifetime profitability.
Own the Customer Experience
Many CMOs remain influencers of the customer experience rather
than owners. As custodian of customer data and insight, the
leading CMO is able to influence all parts of retail—using insights
to take more ownership of the end-to-end experience. These
CMOs are pivoting the business, removing siloes to focus on the
customers and moments that matter. Retailers can only drive the
lifetime potential of high-value customers when they work across
corporate boundaries toward the right outcomes.
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Reinvent the talent model
The workforce is now part human, part machine—working
together. CMOs in the New are automating repetitive,
transactional tasks to free people to focus on more creative
pursuits. They are hiring for tomorrow’s needs today, from Trust
Leaders to Ecosystem Architects. And they’re investing in data
science skills, despite the price tag—knowing they are critical
to customer relevance. Leading retailers are also intentionally
increasing diversity by building inclusive cultures.

The potential revenue boost
(2018 – 2022) for companies
investing in AI and human-machine
collaboration at the same rate as
top-performing businesses
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Retail CMOs who operate in the New have helped create
a Living Business, one with a clearly defined purpose for a
clearly defined market—putting their most valuable customers
at the heart of all they do.
The next big shift for retail CMOs—one they are already trying
to make—can appear daunting, but is also exciting. Those who
are getting it right are rewriting the rules of retail.
They’re investing for growth at the right time, in the right place.
We believe consumers, and their brands, will be the better for
it. So far, the numbers prove it to be true.
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