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WHICH ONE IS MORE SOPHISTICATED?
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x3

7B
PEOPLE

x6

30B
DEVICES

x5

44
ZETTABYTES 

OF DATA

WE’RE RAPIDLY MORPHING INTO A DATA 
DRIVEN WORLD
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SINCE 2000,
52% OF THE NAMES ON THE 
FORTUNE 500 LIST ARE GONE
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“If you went to bed last night as an industrial 
company, you’re going to wake up in the 

morning as a software and analytics company.”

-
Value will shift 
from products

to their
information

Customer demands
Personalized Experiences 



10

The Global 
Field & 
Partner  

Marketing 
Team

WEST EUROPE

FIELD & 

PARTNER 

MARKETING 

TEAM

Store, Manage, Protect and 

Analyze the most valuable 

asset — information —

Philippe Gosseye

20+ years

Technology Marketing

Leveraging digital 

capabilities & data insights
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One to One Marketing is back
with a Digital Vengeance.
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THE FUNNEL IS MAZE

Customers are 

moving in all 

directions.

A
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‘Digital Bread Crumbs & Technology
moved Marketing closer to the customer than Sales”
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CREATIVE RIGHT BRAINANALYTICAL LEFT BRAIN
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THE NERDEXTRAVERTED

CONVERSATION MANAGEMENT

RINGS OF INFLUENCE SEARCH ENGINE MARKETING

DATA & ANALYTICS

LEAD NURTURING

NETWORKER & COMMUNITY BUILDER

ACCOUNT BASED MARKETING

OPEN & CONNECTED

STORY DO’ER

MARKETING  AUTOMATION

CHANNEL KNOWLEDGE

SEGMENTATION

SERIAL MASTERY

CONTENT

THOUGHT LEADER

EVENTS
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11 Inbound Marketing

“Two thirds of the purchasing decision is already made 
before a conversation with a salesperson is initiated.”
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"If you have more money than brains, 
you should focus on outbound marketing. 

If you have more brains than money, you 
should focus on inbound marketing." 

Guy Kawasaki - Author and marketing guru

11 Inbound Marketing
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If content marketing were to be an Olympic discipline, 
it would be the marathon, not the 100 meters.

2 Content Marketing
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CONTENT MARKETING
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CONTENT MARKETING

THE BUYER PERSONA

“If content marketing were to be an Olympic discipline, 
it would be the marathon, not the 100 meters.”

awareness investigation evaluation purchase engage advocate

THE ART OF COMMUNICATING WITHOUT SELLING
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IT IMPLEMENTER

Challenges: 
• Storage sprawl complex to manage
• Struggling with performance SLAs
• Capacity/manage costs

BUSINESS VISIONARY

Challenges:
• Enable business innovation
• Maximize ROI
• Decreasing costs
• Business continuity 

APPLICATION OWNER

Challenges:
• Application Agility - limited application 

lifecycle copies at the frequency needed.
• Struggle with SLAs.  
• Working with multiple Infrastructure teams 

to deliver the copies and related SLAs

Application Infrastructure CXO

PERSONAS



25© Copyright 2014 EMC Corporation. All rights reserved.© Copyright 2014 EMC Corporation. All rights reserved.

INTERNAL

AWARENESS

ORGANISATION SKILL SET

MARKETING TECHNOLOGY

ROLE MODELS

METRICS & KPI’S
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GOALS & METRICS ALIGNED TO PRIMARY OBJECTIVE
Goal Setting, MBO’s and QBR Reporting

1 Competitive Brand Perception Investment & Visibility Metric

2 Share of Voice Sustain #1 Position

3
SEO Ranking
(for 5 key terms)

Top 5 Organic Search Ranking

Top 3 Paid Search placement

4 Driven Web Traffic
Unique visitors

Unique Organic Visitors

5 Content Interaction
On Property

Off Property

6 Market Validation Customer References

Secondary Metrics 
(Realize Benefit From Execution of Primary Objectives)

Share of Impact

Digital Leads

Store

Partner Led

Marketing Influenced Opps

XXX

METRICS THAT MATTER
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Actions

XXX

Goals Tactics/Actions

Brand 
Perception

Competitive Media Audit, Define /Prioritize Watering Holes & Influencers X X X X

Paid Media (Paid Search & Social, Banner Ads), Blogging X X X X X X

SOV

Define Always-on Strategy, Prioritize Watering Holes, SMAK X X X

Social Amplification, Influencer Engagement ,PR/AR,: Storyline placement, 
Product Launches, Blogs

X X X X X

SEO
Keyword audit, Page & Content Optimization, Glossary Pages X X X X

Organic  & Paid Search, Paid Media, Blogs, Published Content X X X X X X

Web 
Traffic

Page & Content Optimization X X

Paid Media: Search, Social, Advertising, Retargeting, Product Launches, 
Blogs, Product Led Pilot 

X X X X X X

Content 
Interaction

Develop Content/Offers Mapped to Persona and Customer Journey (Priority: 
AR & Customer Success) , Watering Holes

X X

On/Off Property Targeted Programs , Retargeting, Nurture X X X X X X X

Market 
Validation

Define Customer References  Development Schedule X

ACTIONS THAT MATTER
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“The most trustworthy sources are the ones you 
don’t own”

Key is to understand these touch points
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• 32 blog posts

• 12,000 reads

• 10 republishes

• 500 shares

• 800 tweets

• ‘Best of’ CXO Booklet

Results after 12 months
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YOUTHANK “The illiterate of 
the 21st century 
will not be those 
who cannot read 

and write, but 
those who 

cannot learn, 
unlearn, and 

relearn.”  

ALVIN TOFFLER

“great things never came from comfort 
zones”

Philippe Gosseye


