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Chief Marketing Officer, B2B Company

Position Summary

The position will report to the Chief Executive Officer, and will be responsible for building marketing into a center of excellence. In particular, the Chief Executive Officer is looking for a strong thought-partner to build a fact base from which to drive the company’s strategic decision making and growth agenda. While the budget for marketing is initially modest, the impact that this position will have on the company is significant.

The first-year goal for this position is to build a marketing fact base in three key areas: comprehensive market segmentation that seeks to understand what the company’s true competitive value proposition is in the markets in which it competes, understanding the key drivers of customer loyalty, and customer profitability. Once it is clearly understood how and why the company wins and loses in the marketplace with its customers, the goal of marketing will be to build a center of excellence across the company to drive this kind of thinking to the very front of the company’s decision-making processes, both strategically and tactically.

Key Relationships

Reports to: 

Chairman, President and Chief Executive Officer

Direct reports: 
Marketing Communications



Marketing Insights and Analytics

Business Unit Marketing Vice Presidents

Business Unit Sales Vice Presidents

Other key 
relationships: 

Customer teams and strategic customers

Business Unit Presidents

Leadership Team

Board of Directors

Major Responsibilities

· Introduce new and dynamic ways of approaching company’s markets. Catalyze discussions across the company on the strategic and execution issues and challenges unique to building and sustaining company’s positioning and performance. Become recognized as a thought leader within the company on new business building approaches that leverage marketing.

· Develop a market/customer segmentation framework. Within these key segments, determine what company’s positioning or market promise is and ensure that this promise is clearly, simply and economically communicated throughout the business.

· Conduct market research to understand the true drivers of customer loyalty across all of company’s businesses and major customers.  Build a fact base on customer profitability and a shared understanding as to the drivers of high and low levels of customer profitability.

· Develop more sophisticated pricing strategies and approaches to ensure that company maximizes the true value of the product and services it sells.

· Play a major role with the CEO and other members of the Leadership Team developing the strategic direction of the Corporation; and identifying business alliance and acquisition targets.
· Provide ongoing customer metrics and analysis to the executive team and the board of directors, enhancing the customer orientation of our strategic and operational planning.
· Design marketing programs that help build company’s businesses. Provide key guidance

to value proposition development, product development, communications and messaging strategies, pricing, distribution, channel and sales approaches, and creative partnerships and alliances that move the business forward. This will entail working collaboratively across the company.

· Create strategic and operational plans for marketing – identifying priorities, allocating marketing resources, defining revenue, cost, and profitability goals, and monitoring and tracking business performance.

· Oversee ongoing market research and insight to provide both the right qualitative direction and strong quantitative validation for the new marketing strategy, positioning, products/services/experiences, communications, and marketing effectiveness.

· Analyze marketing program effectiveness. Evaluate results and variances, and measure ROI of various marketing activities and programs.

· Inject world class marketing discipline, process, tools and capability into the organization, and build a truly outstanding team of marketers that is recognized internally and externally as key to company’s success.

KEY SELECTION CRITERIA

Ideal Experience

This senior executive will be a hands-on innovative marketing leader with a track record of building marketing excellence in a sales-driven environment. Key experience required or desired includes:

· Experience in a business-to-business environment.

· Strong classical marketing experience. A disciplined marketing strategist with x to x years of increasingly responsible roles within a well-regarded consumer products or services company known for marketing prowess.

· Early experience in top notch marketing-focused corporations where he/she received significant training in strategic marketing and analysis, research, segmentation, product management, communications/brand strategy, and distribution approaches.  Understanding of both the “art and science” of marketing, including strategic pricing.

· Ideally, has directly transferred and applied his/her fundamental marketing skills into other industry environments with success, e.g. computing/technology; internet services; automotive; communications, financial services, etc.

· A generalist marketing background, with expertise across all elements of the marketing mix, and balancing strategy, analysis, planning and execution to achieve desired business results. Has a track record of measuring the ROI of marketing programs and delivering results on time, on budget, and according to plan.

· Experience working in a large, complex operating environment.

· Strong academic credentials, including an undergraduate degree in an appropriate discipline and preferably a Masters in Business Administration from a highly regarded institution.

CRITICAL COMPETENCIES FOR SUCCESS

Customer-driven Strategic Leadership Skills: Develops insights into marketplace trends and creates programs to capitalize on those dynamics by developing new business opportunities for customers and partners, in an environment where this isn’t the norm and where the marketing function is relatively underdeveloped. This is achieved by:

· Developing and articulating a longer term vision for marketing, while at the same time moving quickly to define short term actions and quick wins.

· Using fact-based analytic approaches to uncover opportunities that rely on data diffused throughout the company and creatively pulled together to extract directional information.

· Working “sleeves up” with the marketing team to develop new skills and new ways of building marketing performance.

Change Management Leadership Skills: Builds marketing’s relevancy, in a company that has not historically been marketing-driven, by:

· Having a general manager’s mindset that will enable a transition into a marketing function that operates as a revenue and profit generating unit.

· Acting as a partner - collaborates well, listens, shapes thinking, influences others, and positively manages conflict.

· Building buy-in across the marketing team and the company for new initiatives by a combination of facts, influence, and credibility.

· Conversing upfront and candidly with other areas of the company that might be affected by new marketing initiatives and programs.

· Charting new directions, growing new initiatives, challenging established ways of doing things and encouraging the organization to take risks and experiment.

· Illustrating a future vision through cross-company dialogue and catalyzing discussions.

Influencing Skills: Demonstrated ability to build a marketing center of excellence and achieve results across functions and business units in an environment where the power of marketing is not well understood by:

· Creating opportunities for face-to-face interaction with peers in sales and with the heads of marketing in the business units to build initial relationships; then building on this trust to succeed in persuading this group to consider the facts that the segmentation, profitability and loyalty research and analyses yield.

· Supporting his/her arguments with a combination of facts, analysis and logic as well as the expected impact on individuals.

· Taking time to understand historical sales and marketing strategies and using this information to avoid problems when embarking on change initiatives.

· Identifying key parties who might be affected by change and gaining their support through involving them early in the process.

Other Personal Characteristics

· Smart

· Tenacious

· Creative problem solver

· High integrity

· Collaborative with low ego needs
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