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than financial ROI. With financial ROI, the return and the
investment can be measured equally. But to measure
the success of marketing, a number of key performance
indicators (KPIs) must be collected and computed to
produce a reliable basis for measurement.

Brand-guided companies are more successful at this
complex measurement of marketing ROl than are brand-
agnostic or emerging brand companies. This starts with
brand-guided companies collecting the necessary KPIs
to assess marketing performance more regularly than
the other types of company. For example, 45 per cent

of brand-guided companies regularly assess “share of
wallet” (their share of sold product as a percentage

of the customer’s total expenses) compared to only

24 per cent of emerging brand and brand-agnostic
companies surveyed. Sixty-four per cent of brand-guided
companies regularly investigate whether their brand

concerned that too much science might detract from
the art of marketing. In many marketing functions,
creativity and innovation are valued more than the
ability to number-crunch and design models to extract
fiscal results. This is understandable. But the lack of
hard measurement abilities in senior marketers may
be contributing to the lack of success and acceptance
of CMOs in many companies. The challenge is to focus
creativity on the activities which add the most value to
the company.

To gain influence among their C-level colleagues, CMOs
need to be more comfortable with using financial
metrics in this way. They need to demonstrate that they
are as financially smart as other directors on the board.
We would advise CMOs in emerging brand companies,
as well as in brand-agnostic companies, to look more
carefully at measuring KPIs (see Exhibit 4).
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permits them to charge a price premium, and they then
adjust their price points accordingly. Only 20 per cent of
brand-agnostic and emerging brand companies do this.

Why are the other types of companies so reluctant to
do this? One possible explanation is that marketers
of brand-agnostic and emerging brand companies are

Becoming a brand-guided company

The reality is that many companies are not doing justice to
their brands. As our survey shows, getting the most value
out of the brand means moving the brand to the center of
the management strategy. The key to making this happen
is the CMO. He is responsible for developing a brand that is
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closely tied to the company’s strategy and for deploying the

brand consistently across all constituents of the business (see

Exhibit 3).

CMOs can play a crucial part in boosting bottom-line
performance if they put the capabilities in place to turn
their business into a brand-guided company. At present,
many CMOs lack the power to influence or even drive the
overall company strategy. However, our research indicates
that if CMOs utilize ROl marketing techniques to direct
budgets and other resources, in combination with incentive
systems for employees, the resulting improved financial
performance significantly underpins the value of marketing.

Our examples show how a brand can be the cohesive
force to implement a new company strategy. It also

demonstrates how the brand is seamlessly integrated into
the strategic management process — including performance
measurement. In brand-guided companies, the brand is not
only about communication and attractive packaging — it is
also a serious instrument of corporate management.

By following Booz Allen Hamilton's proven three-step
methodology for managing brands (see Exhibit 3 and
case example below), CMOs can achieve the triple
whammy of improving company performance, increasing
the relevance of the CMO function in company value
creation, and realigning their role towards the full C-level
agenda. Booz Allen’s global Customers, Channels and
Marketing Management practice serves numerous clients
in all aspects of branding, sales, marketing and customer
relationship work.

How brand-guided is your company?
10 Attributes of Brand-Guided Companies

the following describe your company?

than the industry standard

not a separate activity
company'’s products, services and employees

level

brand-guided activities

always closely aligned with the core brand values

and the levers required to influence these drivers

Booz Allen Hamilton and Wolff Olins have identified 10 key attributes of brand-guided companies. How many of

1. You recognize that the brand is a key asset in delivering your company’s strategic targets at a level that is higher

2. Your company doesn't consider the brand as merely a communications issue — brand is recognized as the key
platform to link the company strategy with customers and employees

3. Your brand management processes are integrated seamlessly into the company’s processes — i.e. “Branding” is
4. Success is generated by corporate confidence - the brand delivers that success by providing a catalyst for the
5. Your senior management is accountable for the brand’s continued health - brand responsibility resides at C-

6. All your employees share a belief in the brand as well as a common understanding of it, the power of the brand
acts as an incentive to employees, employees’ activities are aligned with the brand values and contribute to
building and strengthening the brand, and employees are measured and rewarded by the success of these

7. Your marketing department is able to talk in terms of expected return on their investments — marketers can
leverage customer insights to make the most effective marketing decisions, they can also analyze what they
know about customers to contribute effectively to strategy in the future, and your marketing activities are

8. You have sufficient IT capability in place to capture data on customers, segment them effectively, respond to
their needs, and catalyze marketing techniques to deliver high ROI

9. You assess key performance indicators, such as “share of wallet’, on a regular basis — as a result of these
assessments, you take appropriate management action

10. You identify your brand equity (the financial value of your brand) — you understand the brand’s value drivers
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Booz Allen Hamilton has been
at the forefront of management
consulting for businesses and
governments for 90 years. Booz
Allen, a global strategy and
technology consulting firm,
works with clients to deliver
results that endure. With more
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Wolff Olins are brand experts.
The consultancy reinvents
businesses, brands and markets
to deliver growth. It is recognized
and sought after for its creativity
and cut-through thinking. Wolff
Olins' clients are Fortune 500
companies, ambitious enterprises
and visionary individuals.
Founded in 1965, the consultancy
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Booz Allen.
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