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Someday our kids will become marketers (at least that’s the plan for mine) and we will 
marvel at how easy they have it. And yes, the day will come when we hear ourselves say, 
“Kid, in my day…” and then we’ll know we are truly old. 
 
Alas, in my day (today) I see customer-centric organizations becoming more commonplace 
and individual departments asked to work together through leadership consolidations or 
task forces. Don’t get me wrong, this is great news. Yet, as the groups come together and 
compare notes, I see them confronting the reality of a multitude of agencies, platforms, 
and reporting and monitoring tools. They are finding disparate customer databases and 
missed monetization opportunities. They are receiving more reports and yet having less 
confidence in the findings. And yes, they are being asked to streamline their workforces 
and whoever is left is expected to be the expert in everything. 
 
This shouldn’t be the end of the story we tell our children. Why not take inventory of what 
causes you (or your resources) to walk up that very big hill everyday to get anything done? 
And then why not lay out a plan to fix it?  
 
Not certain where you should start? Following are the top 5 “hills” we have observed 
recently: 
 
 

1. Multitude of Vendors/Partners/Contractors – Have you taken a full inventory of all the 
external resources you engage to run your marketing organization? Have you taken a close 
look at the steps needed to get a campaign out the door and evaluate the results? What 
steps have you taken to streamline these efforts?  
 
Just remember if you choose to manage your multiple vendors through one point of contact 
(as is the trend these days), ensure you have the right measures in place so one weak link 
(vendor) doesn’t bring down the entire effort. 

 
2. Disparate Databases – In this day of “clicks and bricks” do you know where you are storing 

all your data? Do you have a single view of the customer? Do you have a desired profile 
and a plan in place to gather this data over time? Do you know how you plan to leverage 
that data – cross-sell/up-sell, grow, migrate, retain, winback? Are you missing out on 
monetizing your customer database or leveraging it to find more prospects that share the 
characteristics of your most valuable customers?  
 
As you embark on your customer data integration (CDI) effort, remember not everything 
needs to be consolidated in one place. Chances are it will take too long and you’ll forget 
why you needed all this information when you get there. Understand what profile data you 
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need to accomplish your marketing goals and drive towards bringing only that data together 
in one place, no more. K-I-S-S certainly applies here. 

  
3. Disparate Agendas – Has word gotten out that your website and email efforts drive a ton of 

revenue? Do you have all the brands, sectors, and/or departments vying for the same real 
estate on a website, email, or newsletter? Are your results declining because your 
customers are struggling to find what they need or understand the core message?  
 
As you struggle to make everyone happy, know that you can tackle this challenge from top 
down and bottom up. First, the top of your organization should have a business plan in 
place with revenue targets and brand/sector priorities (if not, that’s another hill for another 
time). Leverage this plan to create your framework and calendar for the year. Second, 
leverage your customer data to know what your customers want to see. Personalization 
and targeting has come a long way – and if you engage your technology and data 
resources from the beginning, you can build landing pages and emails with dynamically 
generated content meeting each customer’s unique needs and expectations. 

 
4. Platform Paralysis – Do you wish for a tool that would allow you to get a campaign out the 

door without manually updating spreadsheets, to-do lists, and sticky notes? Do you have a 
tool that you grew out of a year ago and is more trouble than it’s worth? Have you tried to 
find something new, yet keep running into problems, so it’s easier to just keep going the 
way you’re going? Have you been putting off that upgrade and now your vendor is 
threatening to stop supporting you?  
 
When you are ready to try for the first time (or again), know that you will be more successful 
if before you see the first vendor demo, you have created a very detailed requirements list 
and you have agreed upon priorities. Before you allow the platform vendor to cross your 
threshold with their fancy presentations, leverage your right to issue an RFI (and use that 
spreadsheet one more time to compare them side-by-side and apply your pre-determined 
prioritization). It’s only once you create your short list based on capabilities that you start 
bringing them in and determining who you really want to work with. They have what you 
need, now who will make a great partner? 

 
5. New Channels – Are you holding back because it disrupts a well-oiled measurement 

machine? Are you afraid you will lose control of your message? Not certain how you are 
supposed to support the new effort?  
 
There was a time not so long ago when existing channels were not so easily measured, yet 
people moved forward and reaped the rewards. And a wise man at Yelp once said, “The 
genie is out of the bottle.” People are already talking about you, so you might as well 
engage. So, what can you put in place to appease these fears and figure out how to 
support it? Consider allocating a certain percentage of your budget to the tried and true (to 
get your bonus) and then a smaller percentage allocated to testing, within parameters, 
maybe with some contracted support, and no fear of failing (to find that big win and get 
promoted). 

 
What else is on your list? How are you addressing your challenges today so we can tell our 
children tomorrow how lucky they are we fixed it all before they got their jobs? 
 
Need some help? The Razorfish operations team is organized to support a multi-agency network. 
In many cases we provide full support and management of vendors. The success of CRM is 
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primarily related to operational efficiency, and looking for ways to save money is core to this team’s 
mission. Please contact Razorfish CRM/eCRM solutions with any questions. 
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