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In the most basic sense, Marketing is about identifying and 

addressing human needs with products, services and stories that 

resonate. It is often the backbone of every organization which 

needs to build, create and maintain demand, all the while enabling 

communication with customers, partners and society at large.

To identify and address consumer needs, many modern marketers 

(both B2B and B2C) have adopted innovative technologies and 

data-based marketing strategies. For example, AI/ML marketing 

platforms and voice SEO (VSEO) are now typically table-stakes 

technologies that marketers need to understand and leverage to 

reach increasingly digital, mobile and omnichannel consumers. 

However, far too many marketing organizations still operate in 

siloes – they struggle with a whole-hearted adoption of marketing, 

technology and analytics, working as one, to drive data-driven 

marketing strategies and deliver in real-time. Many best-in-class 

marketers are executing a winning combination of marketing, 

business, technology and analytics wherein business sets the vision 

and strategic intention, marketing creates that vision, and technology 

and analytics act as critical enablers that not only execute and 

evaluate the vision, but close the loop back to the business and 

marketers to refine the vision based on performance. 

Modern
Marketing
Approach

Those who understand this winning combination can target the right 

set of consumers with the right offerings at the right time through 

their preferred channels.

Analytics and technology-driven marketing efforts are critical to 

deliver relevant and optimized customer experiences, which directly 

influence business performance metrics for the organization. So it 

is important to align tools and technologies to support successful 

marketing efforts and drive overall strategic goals.

How does the cross-discipline 
integration of Business, Marketing, 
Technology & Analytics drive success?

Creative
Creates that vision

Business
Sets the vision

Analytics
Tracks the vision

Technology
Executes the vision
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Many Modern Marketers struggle to engage with their ever-

evolving customers in relevant ways, with seamless touch-points 

synchronized with their journey. They need to transform the way they 

conceptualize, evaluate, and activate digital marketing initiatives – and 

that starts with successfully integrating Marketing, Technology, 

Business and Analytics.

Deloitte recently had the opportunity to help elevate the marketing 

capabilities of a US based leading academic medical center. From the 

initial assessment, we uncovered that there was a need to level-up 

capabilities in digital engagement including leading-practice email 

marketing, leverage best-in-class platforms to reach audiences 

efficiently and at scale, introduce omnichannel marketing across 

every patient’s journey, and elevate the role and value of marketing 

within the organization. 

We were able to achieve a high level of patient engagement for the 

medical center by transforming their marketing approach, evolving 

from relying on traditional marketing tactics to technology and data-

enabled digital marketing:

1. Creating a 360-degree view of customers
We all know that marketers should segment their customers to 

understand their unique needs and develop customized strategies 

to target them with differentiated and relevant content, through 

the right channels, at each stage of the customer journey. But really 

understanding your customer and being able to engage with them 

along their unique journeys, typically requires precise data and 

scalable technology.

Marketers need enablers to store, select, analyze, visualize data 

to generate insights and communicate relevant content to its 

customers. And with more digital interactions creating data trails of 

everything customers do, there is no dearth to the data available 

within and outside an organization. Integrating these discrete and 

isolated data sources into a Data Lake helps create a 360-degree 

view of a customer and serve as a single source of truth for 

marketing and business alike. Marketers can leverage this customer 

profile data to predict a customer’s needs thereby empowering 

businesses to make unique and intelligent decisions.  

This holistic view of a customer also enables businesses to create 

long-term association with its customers and generate cross-sell  

and up-sell opportunities. 

Transformation Approach

CRM System Data Lake

Other Data Sources

Customer 
3600 View
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2. Expanding the visibility and actionability of
360-degree view with marketing initiatives
Often in modern marketing campaigns, content and 

messaging plays a pivotal role in acquiring customers’ 

attention. This content is typically driven by understanding 

the consumer intent and behavior at various digital and 

physical touchpoints. It is for the marketers to analyze the 

touchpoint data, using analytics tools, to draw actionable 

insights on consumer behavior and build personalized 

marketing campaigns for the targeted audience. Marketers 

can then utilize a single, integrated platform that has the 

automation and scale to deliver marketing and advertising 

content to the intended audience through Emails, Mobile or/

and Social media as channels.

Customer 
3600 View

Analytics Marketing
Cloud

Communication 
Channels

Target Segment 2

Target Segment X

Target Segment 1
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3. Accelerating Speed-to-Market with Creative  
and Digital Assets 
Ready-made digital assets like images, templates, videos and other 

media can ensure that a consistent and cohesive look and feel is 

maintained across marketing campaigns. These creative assets 

should stand out in a cluttered market with a distinct and “ownable” 

voice as they have the power to ensure customers stay longer on  

the channel. 

Marketers should ensure these creatives follow overall brand 

guidelines and expand into digital-native execution without losing 

the connection to the master brand. Developing creative briefs that 

clearly carry essence and messaging synonymous to business goals 

can be the best way to ensure high quality and engaging content 

is created. Use of technologies that enable collaborative working 

with agencies and designers on the same platform with automated 

workflows for approvals can be crucial for speed to market. Lastly, 

housing these off the shelf digital creatives and asset templates in 

a central asset management system with selective and easy access 

to different Business Units can enable marketing to create any 

campaign in an efficient, consistent and timely manner

4. Transforming Ways of Working in a Marketing 
Organization 
The integration of Marketing, Technology and Business is incomplete 

till the marketing organization has trained its workforce to utilize 

the technology efficiently and promote business growth. The roles 

and responsibilities of an effective operating model of a marketing 

organization should be built on 4 major verticals –

A. Strategy & Leadership – Sets the overall strategy, goals 

& expectations and provides oversight for platform, 

architecture, and interoperability

B. Product & Technology Management – Owns the 

platforms and works in liaison with creative teams to 

guide development of marketing journeys and content for 

campaign execution

C. Insights & Analytics – Evaluates enterprise-wide outcomes 

and KPIs resulting in richer, more compelling and executive-

level reporting of campaign performance 

D. Operation & Execution – Includes technical developers, 

creative developers, campaign executers and Quality 

Analysts focused on implementing journey touchpoints  

and testing
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The cross-discipline integration elevates the role and value of 

marketing by developing an omni-channel marketing experience, 

optimizing marketing channels and eradicating the limitations of 

traditional marketing. With a magnified view on customer behavior at 

various touchpoints in a digital channel, marketers should come up 

with and adopt creative and innovative ways to develop tighter and 

scalable integration practices. 
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Conclusion

For more information please contact
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