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This effort was a labor of love by people who organically 
just started to create a catalogue of innovative ideas.  We 
supplemented what we found with entries from around the 
web, trendwatcher.com and our beloved Ted.com.  It is not 
perfect, conclusive or exhaustive.  It’s a set of thought 
starters.

I chose this image to introduce you to our innovation ideas 
because it reminds me that ideas are fleeting, and the only 
way we sustain them is to act on them.  We can stop only 
for a moment to consider, but that comes at a risk. Things 
at rest generally continue to be, according to the physics of 
the universe and life itself. 

What you are trying to do only looks impossible to those not 
brave enough to attempt it.  Thank you. –c-

Cristene Gonzalez-Wertz – MKT_Innov8 Study Lead

With… Kevin Cunningham, Debbie Rosenfeld, Liz Kaufman,       
Kyla Moran, Matt Pufunt, Stanton Willins and Ryan Kosanic

The 2012
Marketing Innovation Study 
from Covalent Marketing
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“Innovation is the specific instrument 
 of entrepreneurship. The act that 
 endows resources with a new capacity 
 to create wealth.” 
   – Peter Drucker

Why does 
innovation
matter to 
marketers?

We are in an audience-driven marketplace. There are highly 
fragmented, nearly tribal groups of empowered and engaged 
customers who expect diverse, differentiated offerings to 
meet their openly shared individual needs. There are companies  
that respond in near real time - answering and interacting 
with customers exactly as each customer wanted. These are  
nimble enterprises with a firm bias toward innovation.   

Yet, despite overwhelming evidence that market dynamics are in nearly constant 
evolution, many companies steadfastly refuse to modify a business model that is 
quickly becoming as obsolete as the pocket calculator. Instead, they prefer to focus 
an overwhelming share of their time, energy and resources on operational efficiency, 
only to see themselves turned upside down by smaller Innovators with big ideas 
made real.
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The marketplace is changing, and as fickle as demand 
has become, today’s must-have product can become 
tomorrow’s bargain-basement special. However, one 
universal truth is emerging: to outperform in a complex, 
shifting and ever-so-competitive environment, innovation 
must become the lifeblood of differentiation and  
success. That’s not to say operational efficiency is not 
important; it is. No doubt operational efficiency “keeps 
the lights on.” But in today’s fast-changing world, it is 
innovation that provides new lights to turn on. 

Innovation should be at - or at least near - the top  
of almost every enterprise’s list of needs. It is the  
catalyst that can boost organizations to customer- 
focused excellence. On the flip side, failure to innovate 
can hurl a company down a perilous path. History is  
full of examples of organizations - and even entire  
industries - that have walked eyes wide open into 
oblivion for their failure to color outside the lines. 

A case in point: remember when any community’s pulse 
could be taken by a quick read of the local newspaper? 
The industry got caught looking the other way when  
the digital revolution wrestled away readership. With 
declining circulation, reduced advertising revenue and 
a failure to monetize late-to-the game online offerings, 
many newspapers throughout the world are in serious 
trouble. Numerous publications have closed shop - and 
others are going to an online-only model, despite an 
at-best spotty record of success. For those publications 
that remain, innovating revenue and content models 
will be a prerequisite for anything other than short-term 
prosperity. Other examples abound. Everyone knows  
the Netflix/Blockbuster story, where an innovative  
delivery model launched an established market leader 
into bankruptcy. In retail, numerous enterprises  
are rushing to implement new models of customer  
engagement without taking the necessary steps to 
erase their price-promotional pasts. They have the idea 
for innovation, but not the execution. In the end, many 
find themselves a day late and more than a dollar short, 
squeezed between the likes of Amazon on one side and 
supply chain-driven discount merchants on the other.

Ultimately, the choice is simple. Some can stay  
the course with small gains and little thought to  
innovating - at least until some upstart invades their 
space with new business models, applications or 
products that better engage customer needs and 
imagination. Or, you can join the ranks of those nimble 
Innovators and begin upsetting the apple carts of others. 
Innovation allows organizations to continuously reinvent 
themselves alongside their customers while delivering 
tangible benefits to the organization.

The question becomes, with such an obvious upside, 
why isn’t everyone embracing innovation as a path  
to growth? Knowledgeable observers and analysts  
often point to the C-suite for not freeing up the time  
and money. However, that’s not quite fair. The up front 
capital outlay can be intimidating, and the returns are 
not always immediate or long-lived. As well, operational 
efficiency, in which so many companies are heavily 
invested, often leaves little room for anything else.  
Even as valuable as it has proven to be, operational  
efficiency can easily suffocate upstart, resource- 
intensive initiatives. 

But, pared to its barest essence, innovation is hard.  
It involves an end-to-end organizational commitment.  
It requires culture, enablement and aggressive  
mobilization of resources.

Yet, as arduous as the task appears to be, innovation 
can be the difference between prosperity and liquidation. 
As Czech author Milan Kundera says, “Business has only 
two functions - marketing and innovation.” Our take is 
that, with the stakes already high and rapidly increasing, 
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shifting and ever-so-compet-
itive environment, innovation 
must become the lifeblood of 
differentiation and success.

N0TES:



4

innovation is no longer an option for the Chief Marketing 
Officer. It has become the imperative.

We suggest that the CMO, with the skill set and  
resources to influence customer interactions, is in  
the best position to own innovation. Modern CMOs  
can assess strategic options, enabled by technology, 
processes and analytics, allowing them to predict  
behaviors and respond to volatile market conditions.  

Understanding innovation - particularly for the  
CMO, Marketing Innovation - means accepting that  
customers control not only the brand conversation,  
but also the data surrounding the entire commerce  
and post-purchase experience. The CMO as Chief 
Innovator must pursue the creation of new forms of 
engagement and conversation in a highly social and 
data-enabled universe. If you have any doubts about the 
impact of digital marketing, social communication and 
customer engagement, ask Apple. Or even better, ask 
Apple’s competitors.

However, it’s not a solo gig. The CMO must partner  
with the CIO for technology, the CFO for financial  
accountability and with special teams for delivery.  
The emergence and speed of new technologies require 
an increasingly better understanding of the realm of the 
possible. That’s why there is an ongoing public dialogue 
about defining a new relationship for CMOs and CIOs, 
whose roles will increasingly overlap. At the same  
time, the rise of better analytics has brought new 
mechanisms and approaches to marketing performance 
- its measurement and optimization. Finance Leadership 
was an early adopter of analytics; these gurus can  
teach Chief Marketers where to harvest value and  
define better metrics. 

In this report, we will examine in detail the benefits  
and drivers of innovation, and how CMOs can capitalize 
on them. We will dissect the practices of innovation 
Leaders - and reveal what separates them from  
Onlookers. We will provide specific competencies the 
CMO needs to be able to drive innovation. We will provide 
examples, ideas and quick starts. And we will give  

specific recommendations about how to progress  
along the path forward. Our insights come from our  
considerable experience in the marketplace and  
in-depth conversations we had with more than 50  
CMOs, strategists and market leaders. We combed 
executive ranks and reports for detail on the current  
and emerging marketplace. We spent time with  
academics and thought leaders to develop a  
perspective for you that will help you set out on your 
own innovation journey. 

KEY  P0INTS
•  Determine your balance between 
    innovation and operational efficiency

•  Understand the innovation process in 
    and around your organization

•  Define your relationship with your core 
    allies - the CIO and CFO. Pursue strong 
    alignment

N0TES:



Outcomes 
of Innovation
The first question is always “Why innovate?” Given the risk,  
it’s a valid question. In the tumultuous modern marketplace, 
companies either reinvent themselves or fail. IBM did it in the 
1980’s after nearly breaking apart. Today a substantial portion of 
the company’s revenue comes from consulting services. Apple,  
after running aground against the Intel/Microsoft juggernaut 
in personal computing, did it with the introduction of the 
iPod, iPhone and iPad. The journey from chaos to clarity is one  
that nearly every successful company has to embark upon 
sometime. Given the pace of technology change and connected 
culture, those businesses that fail to reinvent usually fail to 
succeed, or even survive.   

The churn over the years in the Fortune 500 corroborates this. In 2009, 238  
companies on the list in 1999 had dropped off, a turnover rate of nearly 50 percent. 
Further, only 71 companies that made the original list in 1955 appeared on the 
2009 list. The lesson bears repeating: innovate or obliterate. 
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What can today’s CMO expect from embedding an  
innovation culture within the organization (see Figure 1)? 
The most desired outcome of innovation is profit, as cited 
by 61 percent of the executives we interviewed. But profit 
is by no means the whole story. By analyzing and  
categorizing what our innovation Leaders told us, we  
were able to sort the benefits into three outcome groups: 
external (high performance), internal (flexibility and  
responsiveness) and better asset use (aligned and  
productive). These categories can help you assess  
your own reasons why capital - human, dollars and assets 
- should be invested in innovation efforts. In the  
high-performance category, companies can, in addition to 
increased profit, look for increased competitive advantage 
and improved customer engagement. As one executive 
told us, “We want to create a commercially viable industry 
strength that has a particular ROI.”

The flexible and responsive benefits include faster time to 
market, improved agility and ability to act, and improved 
alignment with sales. And the aligned and productive 
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Lesson:  Too many cases for 
new investment focus on  
operational efficiency – and 
don’t get funded.  However, 
when you bring other desired 
outcomes into your planning 
process, you make a more 
compelling case.

benefits include workforce excitement and engagement, 
better use of assets and increased product pipeline. 
The message here is clear.  While high performance is 
critical, innovation also benefits operational efficiency.  
Lesson:  Too many cases for new investment focus on 
operational efficiency - and don’t get funded.  However, 
when you bring other desired outcomes into your  
planning process, you make a more compelling case. 

Figure 1.

What outcomes of 
Marketing Innovation are most desirable?

Increased profitability
Increased competitive advantage
Improved customer engagement

Faster time to market
Improved agility/ability to act

Workforce excitement and engagement
Improved alignment with sales

Increased product pipeline
Better use of assets

Increased sustainability of practices
Increased global collaboration

Lower cost to market
Simplifying the business

Improved executive alignment
Better use of intellectual property

EXTERNAL

INTERNAL

61%
60%

48%
21%

19%

16%
14%

16%

14%
6%
6%

2%
2%

5%
3%



Even though profit may be the primary driver, it can be 
tough to convince the CFO that the return will be big 
enough and fast enough to justify the outlay. Most  
large-scale approaches to product launches exact a high 
price on the organization for that initial big bang - and 
sales often diminish drastically after just a few years. 
The smart CFO is going to ask pointed ROI questions, 
and the CMO needs to have answers. And that’s where 
the additional benefits come in.

Establishing a competitive advantage by applying the 
learnings of lots of small innovation investments is a 
compelling argument. A prime example is the explosion 
in mobile apps. Because of the relatively low level of 
investment, just about everybody and his brother has 
an app today. But an app, in itself, is not an innovation. 
Instead, it a seed that can germinate into an innovative 
ecosystem - infrastructure, content, intelligence and 
engagement. Yet, at this point, companies focus more 
on the app than the ecosystem, indicating that many 
have not yet grasped what Marketing Innovation is and 
how it differentiates.

The challenge is this: should you focus on just  
noticeable difference or in sizably changing the level 
of engagement? Organizations will need to do both to 
leverage the different outcomes they offer. Doing both 
means the savvy CMO can show hard evidence of the 
advantages of an innovation culture. When innovation 
is absorbed into the fabric of an organization, customer 
engagement improves dramatically. Customer  
engagement and market intelligence go hand-in-hand. 

Given the current state of consumerism, the connected 
and collaborative customer is the driver of today’s 
brand conversations. By using Marketing Innovation to 
continuously examine the wants and needs of the right 
customers, understanding and predicting their behavior, 
and reaching them through the channels they prefer, the 
organization can push and expand the brand far better 
than its less-inventive peers.

Apps drive understanding: Ford 
has one of the most diverse sets 
of mobile applications to engage 
users. Instead of aiming for “one 
app to hold them all,”Ford has a 
wide variety that can engage many 
users, each delivering important 
customer lessons and information 
to inform their business decisions. 
More critically, the company now 
has a direct connection to get to 
know the customer, an opportunity  
heretofore only held by the dealer.
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N0TES:What outcomes of
Marketing Innovation do 
you find most desirable?

    Increased profitability

    Increased competitive advantage

    Improved customer engagement

    Faster time-to-market

    Improved agility/ability to act

    Workforce excitement and engagement

    Improved alignment and sales

    Increased product pipeline

    Better use of assets

    Increased sustainability of practices

    Increased global collaboration

    Lower cost to market

    Simplifying the business

    Improved executive alignment

    Better use of Intellectual Property

    Other:



What is
Innovation?

“The nature of an innovation is that it will arise at a fringe 
where it can afford to become prevalent enough to establish 
its usefulness without being overwhelmed by the inertia of the 
orthodox system.” 
    – Kevin Kelly, founding editor of Wired 



The late U.S. Supreme Court Justice Potter Stewart once  
said, when trying to narrow down a definition of obscenity in a 
landmark pornography case, “Perhaps I could never succeed in 
intelligibly doing so (defining it). But I know it when I see it.”  
Similarly, there are as many definitions for innovation as there 
are companies that pursue it. Reduced to its bare essentials, 
innovation connects at a fundamental level to a human need,  
a desire or an ideal. It’s about seeing around corners.   

Many executives — including marketers who should know better — confuse  
innovative marketing, or creativity, with Marketing Innovation. Creativity will get 
you noticed. However, Marketing Innovation is the outcome-focused application 
of marketing science to understand, predict and influence customer behavior.  
Moving from innovative marketing to Marketing Innovation is like going from throwing  
tomatoes at random to throwing darts with good aim. Simply praying you’ve got the 
next viral campaign is just not going to cut it. 

Here’s a simply worded definition for Marketing Innovation that works across the 
breadth and depth of the organization: Marketing Innovation is:

  • The application of a new idea, method, device or construct;
  • That delivers shared value to those who create and the consumers who use it; 
  • Not based on an instance but offers some level of sustainability over a period of 
 time. It has some durability; (In other words, it’s not a feature)
  • Not invention – but its application to solving a particular problem or enabling a
 new use or increased insight that the consumer now has;
  • Disrupts the current way of doing things sufficiently to create new categories, 
 markets, products and interactions.

We understand this definition is rigorous, but it helps Marketers separate wheat 
from chaff. Even this tightly defined, examples of Marketing Innovation abound. 
Many will be detailed later in these pages and even more are available online at 
http://bit.ly/OGUfOq.
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What innovation delivers:

SMART: An analytically savvy, 
learning thermostat: Nest
The smart house is real. Phone apps allow you to monitor your home.  
You can now turn lights on and off or even lock your doors with your 
iPhone. Nest, one of the newer members of the “smart house” push,  
delivers cash savings in a way customers can see and feel. Too cold?  
Go ahead and turn up the heat and the Nest thermostat ensures that  
next time you won’t have to. Nest learns your temperature preferences 
and adjusts to them throughout the day and year. Now, you’re not only  
saving energy, you’re saving money; it’s about 30 percent more efficient 
than manual temperature adjustments. With those benefits, it makes  
this $250 piece of wall furniture well worth the price.

 

FAST: Tesco’s HomePlus subway 
virtual store 
These days, consumers embrace companies that make their lives easier. 
Going grocery shopping used to be a huge chore. Write your list, drive to 
the store, wander around until you’ve found everything you need, and then 
drive back home (only to realize you’ve forgotten something you needed). 
In this innovation example, Tesco HomePlus in Korea speeds grocery  
shopping experience by embedding it into your commute. Simply pick  
what you need from an interactive wall in this subway station and it will 
be ready for you to pick up at the store - no wandering necessary.

Rich customer experiences, unexpected purchase ease, 
information that enables action and engaged employees.
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What innovation delivers:

ENABLED: City of Chicago 
snow plows
It is obvious that you  want to make the assets that you already own do 
more for you. However, finding those solutions isn’t always the easiest of 
things. For example: snow plows. Chicago is known for its fierce winters. 
After blizzards, many are left wondering when they will be able to leave 
their homes. In January 2012, the city of Chicago created a mobile app 
to show where snow plows were so that residents could see when they 
would be able to leave their homes. It’s not just efficient, its informative.
 

CONNECTED: Kleenex cure for 
a common cold
Sometimes the best way to engage your employees is to truly engage your audience.  
Kleenex launched a campaign in Israel to promote its products with random acts of 
kindness. The company scanned Facebook for mentions of illness, and then connected 
with friends and other to get addresses and deliver a care package in less than two 
hours. It is definitely an engaging experience for Kleenex’ work force, which can see 
gratitude first hand.  

Rich customer experiences, unexpected purchase ease, 
information that enables action and engaged employees.
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What the 
CMO needs 
to drive 
innovation

“Discovery consists of seeing what everybody has seen and 
thinking what nobody has thought.” 
   – Albert von Szent-Gyorgyid 



Marketing Innovation doesn’t just happen. As we’ve expressed 
previously, it requires considerable expenditure of time and  
resources. Creating the right culture is Job #1. Organizational  
alignment with the CFO and CIO is critical. Using analytics  
to mine the ever-increasing mountain of data that threatens  
to overwhelm every organization is of utmost importance.  
Analytics can help you understand where you are in the  
market, who your customers are, what they want and how  
to reach them. It can help you detect future trends to pursue. You no  
longer need to rely on focus groups and surveys. Actual user interactions and better  
prototyping allow you real time feedback to redesign and incorporate desired  
improvements as you go. The advent of 3D modeling and printing makes prototyping 
easier than ever, and your social connections give you almost limitless access to 
users who will help you. Doubt it? Anyone can own a 3D printer for a rather modest 
sum. It’s not a challenge of what to do, but, instead, of enabling the organization 
to do it. Innovation culture is not built on zen-inducing team-building exercises, but 
more on shared accountability, continuous information sharing and lots of testing.

The CMO must carefully assign roles and responsibilities for each facet of the  
organization and every member of the team. These roles must be collaborative and 
synergistic, functioning to make the organization as a whole better than the sum 
of its parts.  Different roles will support different parts of the innovation process, 
at the right levels of commitment. The CMO must be adept at maximizing internal  
channel enablement as much as customer communication. She must share  
information across multiple sources and create a perpetual idea pipeline that is  
visible, traceable and accountable for progress. 
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More than anything, though, Marketing Innovation  
requires the CMO to rethink the seemingly obvious.  
For example, the old concept of geographic sales  
territories just doesn’t stand up in the digital age.  
Today, it’s more about what Mike Lodato, Senior Vice  

President, Sales and Marketing, Network Hardware Resale 

calls “social proximity,” which is evaluated based on a rep’s 

LinkedIn, Facebook and Twitter connections to an account’s 

key stakeholders. Lodato says meeting acceptance rates 

increase from 15 percent with traditional sales force  

alignment to 60 percent with social proximity. This approach 

takes conventional logic off the table and replaces it with  

analytics and the human touch. Even when the pieces fall 
into place, and all the requisite resources are at the 
CMO’s disposal, he or she must still establish a specific 
set of organizational competencies and build a detailed 
path to progress. And it all begins with imbuing innovation 
into every particle of the organization’s culture. 

Our research found that culture is a key driver that  
separates Leaders from Onlookers. Leaders have it; 
Onlookers want it. Onlookers are also more focused on 
gaining executive support and ongoing management and 
process. Onlookers are more concerned with support  
and Leaders are more concerned with budget - that’s  
because Leaders have solved many of the key issues 
that plague Onlookers. They’ve engineered into their 
organizations an inquisitiveness and agility to test new 
ideas, even sometimes before they are fully baked, to 
build on their knowledge and give them mobilization 
know-how.

Who creates the culture? 

Who creates a culture of innovation? Our analysis  
indicates that it is, in fact, everyone’s responsibility 
-  but in defined boundaries. Innovation ultimately begins 
inside the walls of the organization. Ideas, of course,  
can come from anywhere, but organizations have to  
understand and capitalize on their inherent strengths 
and tap into all that operational efficiency they’ve 
spent the last ten years perfecting, from supply chain 
management to selecting and leveraging the right  
manufacturing and distribution channels. Teams  
dedicated to innovation can shepherd ideas forward,  
but full strength in delivery comes from a multitude  
of contributors doing their parts well. Noam Levavi, 
President and CEO of YCD Multimedia, offered this  
perspective, “While I am accountable for the ideas and 

the final outcomes, each member of our team shares in the 

responsibility in moving ideas into a defined set of actions. No 

one can do it all, no one should. We embrace a global culture 

to deliver innovation to our clients.” 

When it comes to tangible culture, Leaders dominate 
Onlookers, doubling them in almost every category (see 
Figure 2).

Information mining creates new opportunities

The importance of making use of all that data at your 
fingertips cannot be overstated. Industrial-strength  
analytics, data visualization and predictive approaches 
are needed. But this entails moving beyond simple 
reporting to sensing the market for opportunities. You 
need to analyze video and audio of users and systems in 
detail. A case in point: tools such as “Visible Measures” 
mine video for viewership and engagement. A large  
retailer, Target, connects comprehensive customer 
profile data to impute the next likely purchase. Properly 
applied, analytics doesn’t just tell you how to reach your 
customers, it helps you find new customers, markets, 
concepts and technologies. 

...meeting acceptance rates 
increase from 15 percent 
with traditional sales force 
alignment to 60 percent with 
social proximity. 
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Not surprisingly, Leaders, outperform Onlookers  
in almost every category of analytics, and are well  
ahead in environmental sensing, innovation community 
monitoring, market basket analytics and process/opera-
tions analytics. Analytics is not antithetical to culture 
creation. It provides the foundation for broader data 
collection, increased perspectives and better decision 
making. Leaders realize that analytics does not  
diminish their value of their contributions. Instead, 
analytics brings laser focus to it. 

Creating a highly collaborative environment is also  
critical to establishing a culture of innovation. The  
CMO needs the ability to bring people together and focus 
them on specific and well-defined tasks that deliver lots 
of small innovations to specific markets or consumers. 
When you aim for the big innovations, these smaller 
efforts make it easier to prove you’re on the right path.  
Sharing this data is not an “e-mailable” task. You need 
enterprise-strength collaboration that leverages video 
and other modern tools of connection that enable you  

to share assets, ideas, mark-ups and analysis.

To create a beloved user experience requires the  
full span of tools at the CMO’s disposal - augmented 
reality, gesture recognition, big data. You don’t need to 
create a test panel. Use your data to find 50, 100, 1,000 
potential users. Prototyping is more available than ever 
through 3D printing. Rich and tactile markups are  
available for a nominal charge. It’s no longer necessary 
to try one or two models. Try ten. We’ve provided more 
on each of these technologies – including rich examples 
on page 21.

Instead of considering the big bang approach, give 
thought to lots of little launches, each designed around 
a particular knowledge need. You have every reason to 
launch when you are “nearly ready” and make it better 
very quickly based on what you learn. This approach to 
learning is a hallmark of the best innovators. Take  
Proctor and Gamble, among the strongest Leaders 
in Marketing Innovation. For decades, the concept of 
“in-homes,” where the company observes the consumer 
actually using a product, has led P&G to solve problems  
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Figure 2.

Important 
organizational competencies

for Innovation Leaders vs. Onlookers

LEADERS

ONLOOKERS

Having a culture supporting innovation and new approaches

Managing the ongoing business and innovation together

Executive support for innovation projects

Going from ideas to projects

Financial commitment to innovation activities

Creativity

Innovation process for delivery

Idea management

Creating the business case for innovations

Measuring the success of innovation contributions

13.3%
28.9%

11.1%
26.7%

12.2%
17.8%

11.1%
13.3%

11.1%
11.1%

7.8%
11.1%

4. 4%
17.8%

6.7%
6.7%

3.3%
13.3%

6.7%
6.7%



differently.  Its partnership with an Innovation  

community, Innocentive.com, is a result of a culture shift  

from “we need to own all the pieces of innovation” to an open 

call for innovation collaborators and suppliers along their  

value chain. This allows them access to a global talent 
pool interested in solving problems much broader  
than their own.

One of the more interesting outputs of an innovation 
culture is the ability to achieve separation – the existing 
business from these new  
opportunities. Clearly,  
Marketing Innovation Leaders 
have understood how to manage 
their current business alongside 
the new. Part of this is not  
overwhelming your process  
with “big bangs” that require 
significantly more time and  
effort. The other part is  
continuous testing.

In the end, how companies 
equip themselves to deliver  
on innovation is a telling 
barometer of how successful 
they will be. In our study, 45 
percent of innovative  
organizations reported they 
are highly or entirely equipped, 
while only 7 percent of  
non-innovative companies are  
at the same level. 

The CMOs Marketing Innovation toolkit

Today, almost half the world’s population is connected 
to the Internet. Many of these users are comfortable  
using mobile technologies. A substantial number  
are even adept at using multiple technologies  
simultaneously to discuss, browse and purchase  
products and services. Moreover, the nature of digital 
communications is that the user has the option of  

turning you off or ignoring you completely at his or  
her discretion.

The emergence of today’s collaborative consumer is, 
in turn, causing a wholesale restructuring of the 
marketing toolkit (see Figure 3). While such tactics 
as e-commerce, database marketing, and contact 
optimization remain core components of the CMO’s 
arsenal, they are no longer enough. Mining the 
connections of streams of bits and bytes is critical to 

gaining insights to the wants 
and needs of the customer 
and predicting her future 
behavior. Emergent big data 
tools and languages deliver 
unprecedented 
understanding. This data  
supports building applications  
to engage customers in the 
manner they prefer and  
making real-time offers based 
on their shopping/browsing 
patterns. It’s about alternate 
payment technologies 
and cloud-based storage 
capabilities. Today’s toolkit is 

broader, more far-reaching than 

ever, and requires a new breed 

of professional – the marketing 

technologist – who in partnership with her CIO, combines 

marketing skill and IT acumen to manage people, processes 

and technologies. 

Overall, a large portion of our respondents feel as  
though they’re evolving their tools, which tells us that  
innovation is a developing competency in the modern 
organization. When asking Marketing Leaders about  
their tool kits, they cite e-commerce as is the most 
prevalent mission-critical tool, followed by databases 
that allow them to know the customer. Interestingly, 
contact optimization finished high on the list, despite 
its relative newness to most marketing organizations. 
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In our discussions on contact optimization, we found 
more a desire than an understanding of how to maximize 
each customer interaction. The challenge was in  
determining under which criteria optimization would  
occur, as well as the frequency and prevalence of  
inclusion in optimization efforts. The need for  
synchronization with, for instance, real-time offer  
management presented a further wrinkle. Clearly, 
frequency-based rules for contacts are not the answer. 
However, there was recognition that social media  
and big data hold a great deal more promise in  
delivering improved contacts, as did applications.  
Defining a contact also represents a new conundrum 
when “likes,” “favorites,” “tweets” and “check-ins” 
become part of the vernacular. This emerging area will 
require multiple approaches and new customer journey 
maps to address contact optimization, but modern 
CMOs have it squarely in their sights. 

Yet, many organizations still feel that their tools for 
Marketing Innovation aren’t continually put to use,  
documented and updated. It’s hard to fix processes  

that aren’t used repeatedly, pressure-tested and  
documented. Further, there is disparity once again 
between Leaders and Onlookers. Innovation Leaders 
far surpass Onlookers in providing the necessary tools. 
Thirty-one percent of Onlookers feel they lack the tools 
and/or framework to support Marketing Innovation, 
compared to only 15 percent of Leaders.
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How good are you at 
these Innovation 
Competencies?

    Got it down

    Generally understand it

    Need to work on it

    

Figure 3.

Core vs. emerging
marketing toolkits

E-commerce
Database marketing

Contact optimization
Campaign management

Sales pipeline and management
Social media customer interactions

Marketing operations
Big data

Organizational collaboration
Real time offer extension

“App” development for mobile devices
Cloud based data storage and access

New retail or payment
Design tools

CORE

EMERGING

4.13
3.96

3.82
3.77
3.73

3.71
3.53

3.46
3.29

3.16
3.11

2.98
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Having the right tools in place is essential to drive  
innovation.  And the traditional CMO’s toolkit contains 
the core technologies - the database, the campaign 
management tools, even marketing resource  
management. The challenge will be increasingly  
incorporating new customer-facing engagement tools 
that consume and produce different modes of data,  
with different uses. 

Consider these: 

• Internal/External Collaboration – this changes the  
social media contract. The line between your business 
and your customers is increasingly fuzzy. The rules  
for what can be shared when in the marketing and  
product development space are changing. Using  
collaborative tools requires a new approach to  
encompass an extended network to drive ideas, seek 
expertise, build teamwork.

• Rapidly changing interaction drivers – modern  
marketers must detect change with immediacy  
through sensors, data types and styles (big data), new 
presentation layers (augmented reality), communication 
optimization, gesture-based interactions, 3D and 4D, 
payments. 

• Democratization of channels – In the digital age, the 
captive audience is gone. The old paradigm of the right 
message to the right customer at the right time through 
the right channel seems almost quaint when you layer 
it atop all the additional data the customer can access. 
Price arbitrage tools, animated augmented reality (such 
as Lego has in its stores), immediate access to reviews 
to guide the selection process. It’s not just your  
message but the sum total of a great volume of  
information at exactly the right points of engagement. 
What’s more, the customer is now in control of what 
messages she will consider valuable in and around that 
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Figure 4.

How Would You 
rate your organizations ability to provide 

tools that support Marketing Innovation?

We have vetted and documented 
tools and approaches

We have some basic tools

We are evolving our tools now

We lack tools and/or frameworks
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interaction. For the CMO, it’s not just the new channels 
or communications, but appropriate, integrated usage 
distributed across all of the channels selected by the 
consumer.  This includes some content over which your 
company will likely not have control. The key for the 
CMO is reaching across channels, across the content 
and across the myriad potential messages to deliver 
unfettered access to what the customer needs right at 
that moment. You can inform it, you can steer it, but you 
can’t control it.

In this way, apps, real-time offer extension, new modes 
of payment (and evolving currencies – such as ones  
built on influence or even exercise) become valuable. 
Increasingly, design will be an important element for 
marketers to model potential interactions, seeing where 
consumers extract the most value.

The CMO needs to examine specific new customer-
facing technologies as well as the traditional toolkit.  
We’ve dedicated two pages to sharing what you need to 
look at aside from Enterprise Marketing Management.  
These technologies will change the interaction paradigm 
entirely.  And you need to be knowledgeable about the 
landscape, have a perspective and understand where you 
want to place your money, because the Innovators are 
already pursuing these types of opportunities.

Divining the meaning 
behind the numbers
By Michell Zappa,
Technology Futurist

If the role of a marketer is that of anticipating  
customer behavior, then a great marketer must 
have a fundamental understanding of how said 
behavior will change in the near future.  
Technology has inarguably become the driving 
force behind innovation and societal change,  
and it shows no signs of slowing down. Take  
the explosive growth of big data, which ensures 
that once everything is quantifiable, we’ll  
develop profound insights into the meaning  
behind the numbers. Much of this is driven by a 
surge of sensors everywhere: in our cars, in  
our phones and soon in our walls and in our 
clothes (we can only change that which is  
measurable). And in the consumer space, new 
modes of interacting with dense data and  
ubiquitous information are arising: gestures  
for playing video games and navigating  
interfaces - and augmented reality applications 
increasingly allowing metadata to be displayed 
on top of the real world. Restaurant reviews and 
comparison shopping will never be the same 
again. And consumers are encountering  
unimaginable change in online (as well as  
offline) payments. Startups are embracing the 
transparency and speed ethos and disrupting 
incumbent payment processors wherever  
possible. The only way to stay ahead of  
accelerating change is by embracing it. 
– Michell Zappa is a global technology futurist 
who publishes a project entitled Envisioning 
Technology. His focus is on explaining  
technological scenarios using visualizations  
and creativity drawn from science fiction.



These technologies deliver the next generation of customer-facing innovation. 
Cross-industry leaders are already using them. Here are six emergent technologies worthy of your time and  
attention, including thoughts on how you can use them to dramatically change your customer interactions.
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>>ALTERNATIVE PAYMENTS: Enabling payment at any location changes the 
way we shop and what we know about formerly cash economies.  It reinvents the 
payments industry,  stripping cost and exposing new data. 
The small purveyor of a wonderful locally produced 
product or service is now able to process any form of 
payment with their iPhone. By 2014, 60mm households 
are expected to use  alternate payments.  Companies 
can harvest and use the rich payment data to influence 
interactions with customers. Square is the beginning of 
the mobile payment trend, changing POS and going social: 

- Square is processing $60k in an hour.  Gartner predicts through 
2016 a 42 percent annual growth; this means growth of data for 
marketers. 

- The Square iPad App replaces and modernizes point of sales 
systems. Modern, accessible, portable.

PayPal, PopMoney, GoogleWallet, MoneySend, ClearXChange

>>BIG DATA: For big data, most of the talk is still around managing rather than 
mining it, but surely, big data will change marketing forever. It will change strategies, 
interactions and channels.
Structured and unstructured data is growing at a rate of 
60% annually. Marketers can use big data to create tribes 
for innovative interactions. They can understand how me-
dia is consumed and what sources are valued most.  They 
can detect valuable insight to drive strategy and decisions

- Fluturasolutions.com features 11 distinct workloads mak-
ing big data more understandable.

- Social Proximity Sales Modeling through Reachable  
embodies the approach Network Hardware Resales used for  
a 30% increase in meetings.

- Topsy ups the social media ante, with influence, related terms 
discovery and relevance – giving you more strategic detail.

Teradata Aster, Lyris, SAS, MIT Bigdata@CSAIL with Intel, IBM, 
Hadoop (case studies) 

>>CONTACT OPTIMIZATION: It is no longer a pipe dream to optimize massive 
data into a contact strategy: customer information, POS data,  channels, analytics, 
business rules, contact policies and social media.
Optimization algorithms make better decisions about who 
to reach and when. Why guess when you can test and learn 
if your strategy works?

- Target assigns to each individual shopper a unique ID 
number associated to a customer’s credit card number. 
When that credit card is used, Target appends purchase 
history to that ID, helping it predict your needs based on 
your unique history and its models. 

- LocalResponse uses social media “check in” data to deliver real 
time offers for Coca Cola, McDonalds and Walgreens.

- M6D’s machines and math detects customers you should have 
even when you don’t know them.

IBM EMM Optimize, SAS Marketing Optimization, M6D, Adobe, 
LocalResponse, Aprimo Relationship Mgr

1
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These technologies deliver the next generation of customer-facing innovation. 
Cross-industry leaders are already using them. Here are six emergent technologies worthy of your time and  
attention, including thoughts on how you can use them to dramatically change your customer interactions.
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>>SENSORS: Sensors that detect change in an environment or body are not new; 
however, using them to further marketing is a very new concept. Applications are 
endless for this category of technology.
While sensors are key to gesture-based interfaces, they’re 
also integral in other ways to make life better

- The T-Shirt OS provides your social and Internet life in 
wearable form.

- Street Bump automatically detects and reports  
potholes for repair.

- A little leaf  displays energy savings via your Nest  
thermostat while learning your preferences.

- Allianz’s drunk mirror uses sensors to powerfully  
communicate alcohol’s effects on reaction time.

- Chicago’s Plow Tracker uses GPS sensors to let you know 
where the plow is and when to expect it.

- Shimi is a docking station that takes patterns from music 
and sensors to play and dance to it for you. 

IBM Websphere Sensor Event detection, Siemens, Motorola 
Interactive Sensor Technology,  U.Penn’s GRASP

>>AUGMENTED REALITY: Augmented Reality (AR) isn’t new, as any sports 
fan knows:  football’s yellow “first down” line. There’s also lots of talk about Google 
Glass. Embrace sensory overlay technology to change customer experience.
Advertisers can create their own image recognition with 
their real objects. AR can happen when the app recognizes 
real-world objects and communicates events like contest 
opt-in, e-commerce redirect and exploratory product views. 

- Lego uses AR to allow a customer to hold a box up to a 
camera and see the item build itself into a virtual model.

- Nokia’s CityLens uses AR in an easy to use and highly connected 
fashion tying in not just a location but maps and reviews

- Ikea’s 2013 catalogue features AR throughout to engage  
and share ideas. 

Great report from ReadWriteWeb, Aurasma, Layar,  Metaio, 
Total Immersion, Zugara

>>GESTURE-BASED INTERFACES: Change how customers interact with 
products via gesture. Intuitive motions remove language and translation barriers 
enabling real understanding and interactivity.
Use natural human movement to create different and 
customizable customer experiences.  Store displays and 
advertisements have come first, but TVs and appliances 
are not far behind. That leads to interest, engagement and 
embeddedness in lives.

- Walk past the Purina advertisement on Michigan Ave in 
Chicago to interact with the digital puppies by “throwing” 
the ball and watching them fetch it. 

- Instead of exchanging money for a Coke, there are machines 
responding to the gesture of a hug. That’s brand love. 

- With the power of Kinect, a woman that had a stroke is able to 
communicate with the world.  Watch the video and be inspired

Microsoft Kinect and their wonderful hackers, Gesturetek 
and Omron 

4
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Clearing 
the baggage: 
Removing marketing’s 
barriers to innovation

“Success is on the far side of failure.”  
   – Thomas Watson Sr. 



Clearing 
the baggage: 
Removing marketing’s 
barriers to innovation

The path to Marketing Innovation is littered with obstacles, 
from small, to large, to seemingly overwhelming. Obstacles 
represent a gaping chasm, and many organizations stand 
at the edge of the precipice, forever afraid to leap. Lack of 
time and money. A dearth of ideas. Outdated or cumbersome  
processes. Organizational silos. Fear of failure. Technology 
challenges. Prolonged development time…and the list just 
goes on and on. When you take all of the real, potential and perceived barriers 
into consideration, it’s no wonder more people talk about innovation than actually 
drive it. Even the most progressive companies have time issues and constantly 
have to play catch up. They have to deeply mine their organizations for concepts and 
make enterprise-wide collaboration a priority. They struggle with too much data and 
too little insight. They walk a never-ending tightrope between marketing priorities 
and IT capabilities. Yet, in the end, Leaders acknowledge the issues, suck it up and 
get on with it. Yes, innovation is hard. But is delivering bad news to shareholders or 
turning the lights off forever any easier?

In the end, to truly embrace Marketing Innovation, all of the obstacles must be 
dealt with to a greater or lesser degree, depending upon your organization’s  
circumstances. Insight can be gained, however, by looking at how Leaders view 
obstacles relative to Onlookers. For Leaders, the single biggest obstacle is lack 
of budget, followed closely by lack of time. For Onlookers, it’s the inability of the  
organization to act on innovative ideas and the lack of necessary innovation  
processes. All organizations seem to struggle with idea management, but Onlookers  
much more so than Leaders. Leaders, as well, are well ahead in using such tools 
as dashboards to define results and integrate innovation activities into “business- 
as-usual.” The more tests you have in market, the more critical it is to have a  
dashboard that shows their impacts, so future actions can be taken easily and  
quickly. And when something does take hold, the organization needs to be ready to 
 go. Thus, Leaders surpass Onlookers in obsolescence planning, mainstream planning  
and results forecasting.
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The responses by our self-assessed Leaders and  
Onlookers underscore a core finding we discussed  
at length earlier and which bears repeating: the  
difference between those who act and those who  
don’t is defined by culture. Across the board, Leaders 
have the infrastructure in place to make innovation  
happen, and that occurs only with there is unwavering 
commitment at every level of the business. The  
differences are even more stark when you compare  
how Leaders and Onlookers each assess obstacles from 
the viewpoint of day-to-day activities, support and  
innovation process (see Figure 5).

Overcoming, or at least mitigating, the impact of these 
obstacles is, obviously, a prerequisite for moving forward 
in the establishment on an innovative culture. But in 
even optimum conditions, almost every company is 
going to find itself in an innovation dilemma, and the 
CMO is going to be challenged to deliver on innovation 
promises. The marketing world is changing faster than 
even the most prolific companies can keep up with. We 
have identified five overarching factors that are at the 
root of the pressures constantly bearing down on the 
modern CMO:

1. Time – The new millennium has been a boon to  
customers, communications and content. Most  
marketers have struggled to stay apace with what 
the marketplace wants and offers, let alone operate in 
advance of it. If you are only staying abreast, you can’t 
pull ahead. It takes discipline to move in advance of 
customers. It also takes analytics, testing and a  
willingness to get concepts into the hands of real 
consumers. If you are not aggressively participating with 
your customers, earlier than you might feel comfortable, 
you can’t get ahead. Break the innovation examination 
into smaller chunks for success. Remember to try free 
or emerging tools. Ask vendors for evaluation copies of 
their software and put them to the test. Task members 
of your team to track individual pieces of the emerging 
landscape in collaboration with  the CIO. Share this  
information broadly and regularly. Monthly lunch and 
learns are a great way of seeing what’s interesting in  
the organization and who is interested in it.
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Figure 5.

Obstacles to Marketing Innovation 
Leaders and Onlookers

Lack of budget to pursue Marketing Innovation 
Lack of time

IT or tech challenges in participation or delivery
Negative perception of “failure” if an idea doesn’t work

Lack of contributors
Lack of innovation processes

Current work is not innovation focused
Lack of organizational value or reward

Inability of the organization to act on innovative ideas
Financial requirements or threshold too difficult to meet

Too long from idea to delivery to make it worthwhile
No clear shared definition of marketing innovation

It’s not my job

3.9%
15.7%

10.3%
13.3%

9.0%
8. 4%

9.0%
8. 4%

3.9%
6.0%

9.0%
6.0

5.1%
4.8%

6. 4%
4.8%

15. 4%
4.8%

3.9%
3.6%

6. 4%
3.6%

3.9%
1.2%

2.6%
0.0%

LEADERS

ONLOOKERS



2. Budgets – Yes, the mantra is doing more with  
less, but it is now more plausible than ever with  
automation. To get the funds you need requires  
not simply a good business case, but a means to  
continually trace how your investments are performing. 
Limited time and resources means developing a  
laser-like focus on placing the right bets. And while 
some bets might be a big hand of black-jack, some 
admittedly should be like roulette, small ones, placed  
on a variety of intersections, designed to deliver a return 
in understanding. Most marketing resource management 
tools offer both budgeting functions and dashboards 
that can be fit not only for a marketing purpose, but also 
a Marketing Innovation one. In truth, these flexible tools 
can be used for a lot of functions if given a little time 
and ingenuity. Covalent Marketing has used them for 
tracking Marketing support requests to advanced  
testing methods. A little creativity goes a long way. 

3. IT and Technology Challenges – Believe us when we 
say this: your CIO has a vested interest in helping you. 
Forge that relationship. 

On the user spectrum, some people can pick up  
almost any technology and begin to play with it and say, 
“cool.” Others, not so much. They print every e-mail, and 

download every report to spreadsheet. EMM fares well 
with the former but organizations often have at least 
some of the latter. Innovation doesn’t support the status 
quo, which generally means part of the population likely 
doesn’t (and perhaps shouldn’t) participate. In that way, 
fit your innovation tasks to the right individuals and 
the right roles. Additionally, make sure your enterprise 
toolkit is up-to-date. Get on current versions of your 
software to maximize capabilities. Focus on specific 
analytical improvements in the EMM suite of your 
choice. Address integration and data-sharing across 
the portfolio through roles and permissions, but by all 
means, strive for broad sharing. Ensure that your closed- 
loop processes for response and lead management are 
tuned to address multiple layers of response and  
emerging channels.  

Also address the need for dramatic change to the way 
you adopt these technologies. In our deep experience 
with EMM, Covalent Marketing has innovated the  
approaches to educating users – from user archetypes, 
a full suite of tools designed to support each archetype 
and fully customized materials that address the  
uniqueness of the organization.
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Figure 6.
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4. Failure – This negative stigma is something we  
need to get beyond. Here’s an interesting perspective: 
if a campaign has a 5 percent response rate, that’s 
normally seen as a good thing. However, it also means it 
has a 95 percent failure rate. We live with failure as  

marketers every day. We accept and expect it. (see Figure 6)

If the word is so negatively perceived, then perhaps 
every opportunity should be reframed in a more scientific 
construct.  When you create a hypothesis, you seek 
to prove or disprove its validity. When everything is 
designed to be examined, then there are simply degrees 
to which something worked. Still, just accept it. Somone 
will say the words, “it failed.” However, if you are not 
failing, you aren’t taking any risks. 

5. Inability to act – Some organizations look out at the 
horizon and fail to set sail. This Onlooker challenge can 
be addressed through many of the ways we’ve covered: 
start small, test a lot, get everyone engaged in learning 
and contributing. However, it’s also about processes 
that allow you to do so. By documenting your processes 
- from innovation business case creation to campaign 
design innovation - a solid set of process  
documentation and shared assets allows a great many 
people to take actions that can move the boat off the 
dock. Making it highly simple to engage is the first step. 

The second benefit of processes is that the approach 
and documentation makes it easy to trace where an 
idea goes next on its path to delivered innovation. This 
means spelling out to whom it goes, when it goes there 
and what needs to happen upon its arrival. Everyone 
needs to understand the process, but know specifically 
their role in its execution. To that end, Covalent  
Marketing’s process playbook helps determine a  
flexible and fast path to processes that can support 
consistent forward movement across marketing and 
innovation activities.

”We recognized how complacent 
we had become. And while 
two years in some markets is 
nothing, in ours it was enough to 
land us at scorched earth. We now 
need to recombine our assets and 
insights to be innovative across 
every part of our development and 
customer-facing processes. 
We have fewer people, so that 
innovation has to be highly 
focused and flawlessly executed.”
               – MKT_Innov8 Study Participant
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There’s another elephant in the room however, and that’s 
marketers and data. Simply put, every modern marketer 

must be comfortable with and conversant in data. There are 
marketers who are ready to dig in and get their hands 
dirty. They want to see what they uncover, what they 
can make grow. They’re data curious. There are others 
who find the concept of a data model as interesting as 
spiders or snakes - and just as scary. While the days 
of liking data as being geeky are long gone, the fact 
remains a lot of people are not data savvy. If the CMO  
is not one for data diving, she had better surround 
herself with those who know deeply how to leverage 
emerging toolkits such as Hadoop, MapReduce,  
Aster and IBM’s ADAM. (Also check out Drill, Dremel  
and BigQuery). However she needs to go one step further 
with tools like M6D, which leverages big data to do a 
better job targeting customers during their shopping and 
search processes.

Pressure and confusion, combined with the barriers 
previously discussed, work to slow the pace of  
innovation. While 82 percent of respondents claimed 
they were at least occasionally innovative, only 29 
percent said that innovation was “in our DNA,” and only 
24 percent said they were often innovative. Less than 
20 percent of Leaders said their desire for innovation 
perfectly matched their ability to achieve it. And  
Onlookers faired much worse, with none feeling their 
desire and ability were in perfect harmony. 

N0TES:



Innovators–
Perception 
versus reality
“Mindless habitual behavior is the enemy  
of innovation.”  – Rosabeth Moss Kanter 

At times it is easy to talk about innovation as if it is the 
Holy Grail, forever sought, never found. In fact, we’ve found 
even among marketers there are those that have difficulty  
judging innovation. Most people, frankly, just don’t have  
the time to assess what and who is innovative or not. We  
uncovered more than 100 ideas we found organically through 
our work on this study, and have placed them for review and 
download on the Covalent Marketing website. (http://bit.ly/
OGUfOq)

We thought our participants might be better equipped to rate their own  
organizations if they discussed how innovative other organizations are first. We 
asked that each participant rate these companies on a scale of 1-5. We also  
wanted a reference point to benchmark them against. So, we went with the current 
bellwether of innovation (but perhaps not Marketing Innovation): Apple. We asked 
about 12 companies, six of which we brought into this evaluation.

We are not saying that any of these companies are perfect or even present the 
right approach for you. However, they provide a rich set of lessons to examine - an  
interesting journey to which we hope you can relate.
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Lego provides a seemingly infinite combinations of 
blocks, people, trees, parapets and propellers. Its  
products have been used to build jet engine models 
for trade shows, as well as the Liberty Bell in the  
Philadelphia airport. However, those seemingly infinite 
blocks are matched by a plethora of tools, sites and 
sharing approaches that allow the Lego community  
to truly engage. Ford has taken control over customer 
relationships - moving outside the vehicle and into 
the customer’s hands. A wide spate of apps not only 
encourages a better user experience, it enables better 
customer understanding over time.

Microsoft is taking gesture and interactivity to new 
levels. With new devices, the company may make the 
laptop obsolete by putting an actual operating system 
on a tablet.

National Geographic is considered the stodgiest  
player in old world media…but it knows more about  
photographing and documenting the world than most.  
It is recreating itself as a content producer, travel expert 
and photographic domain - using all of its strengths in  
a new media paradigm.

Hyundai changed the car world. When you say “quality” 
and Asian autos, no one laughs anymore. Who do you 
trust with cleaning stuff? Well, Tide. It has been said 
that A.G. Lafley, the former P&G CEO, belongs on the 
Mount Rushmore of Innovation. Of course, when you 
double or triple the amount of successful innovations a 
company can deliver, maybe you have earned your face 
carved in rock. 

These high-profile companies aside, marketing  
innovation is not the exclusive domain of the large or 
elite. Many companies, large and small, are innovative in 
a broad spectrum of ways.
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Methods:
Do the ends 
justify the means?
“There ain’t no rules around here. We’re trying to  
 accomplish something!”  
  – Thomas Edison 

Executives interviewed for our study outlined the innovation  
framework of their organizations, as well as the tools  
available to them on a day-to-day basis. Dan Goldsmith,  
General Manager of Veeva Europe, a cloud services  
provider in the intensely competitive and IP-heavy life  
sciences space, made it especially clear: too much process 
overwhelms the people and delivers underwhelming innovation  
attempts. You want enough process for things to happen, for 
people to feel encouraged to participate, but not so much  
that efforts are full of more documentation than they are  
impeccable execution.

With that in mind, we took a simpler view to creating a checklist of the things your 
innovation toolkit should address based on the responses of participants. Using 
this set of innovation progression inquiries will help you define how innovative your 
marketing organization can be.
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C
 What is your organization’s perspective on and 
 approach to innovation?
  
  What is valued?
  How is it communicated?
  Is innovation rewarded and respected?
  How is failure perceived?

C
 Can you sense and detect performance, marketplace 
 dynamics and customer behavior from your data?
  
  How is success measured? And at what granularity?
  Are KPI’s fresh, updated? Do you have Innovation-focused KPI’s in particular?
  Is action taken from results?

C
 Is it collected, developed and pipelined?
 
  Is there an innovation portfolio?
  How can we get to the right ideas on the fast track to delivery?
  What is the innovation lifecycle?

C
 Do you have structured, vetted accelerators and 
 defined paths?
  
  Is there an innovation infrastructure?
  Where are the decision gates?
  How do ideas turn to action?

C
 Are they accountable, continuous and measurable?
  
  Do executives enhance innovation activities?
  Do analytics drive future action?

>

>

>

>

>
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Conclusion–
It’s time to
get to work



There you have it. Marketing Innovation is not only  
desirable, it is the new imperative for CMOs who want to 
truly differentiate their organizations from the competition.  
So what do you do next? 

To answer that we leave you with series of pertinent questions designed to help you 
move from a concept to a plan for launching your next Marketing Innovation. When 
you get to the first question where the answer is “no,” you will know where to direct 
your attention. We’ve left you plenty of room to make notes, if you want to take an 
idea from beginning to end.
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Conclusion–
It’s time to
get to work



1
> New and Different
  

1
This area pressure tests the idea.  
Is it new? This assesses if, when 
and how it has been done before - 
and what was learned. It also better 
assess what’s changed to enable  
it now.

  

Decision Gate: Are we different  
enough and is the marketplace ready? 
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1.1 - What’s new?

1.2 - Why does that matter? 

1.3 - Is the change real?

1. 4 - What competes?

1.5 - Are there exemplars or models?

N0TES:



2
> New and Different
  

> Who does it serve?
  

2
Who benefits? This addresses who 
wants/has need of the innovation - 
how can we find them, help them? 
How do we disrupt the current  
service models?

  

Decision Gate: Is the market 
ready enough and engaged enough 
to make it happen?
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2.1 - Who is served?

2.2 - Why do they care? 

2.3 - How much do they benefit?

2. 4 - How quickly?

2.5 - What are the aspects & costs
     of “replacement/displacement?”

N0TES:



3
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> Scope and Scale
  

3
What criteria are necessary to  
succeed? What are we testing? 
What are we learning? Does the  
idea scale (does it need to)? How 
big and how quick?

  

Decision Gate: Do we have or 
can we buy/obtain the resources 
needed to make it interesting?

  
  

3.1 - How do we handle barriers?

3.2 - Where does it fit?
 

3.3 - How risky is it?

3. 4 - How big could it be versus how 
  small can it be?

3.5 - What can testing and prototyping 
  tell us?”
 

N0TES:



4
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> Scope and Scale
  

> The Obstacle Course
  

4
What needs to be removed to  
clear a path for innovation in the  
organization and among its adjunct 
team members? Who owns it?

  

Decision Gate: Can the  
obstacles be cleared through  
ownership, support and 
collaboration?

4.1 - Who’s the owner?

4.2 - Who’s the Champion?

4.3 - Who’s the red team?

4. 4 - What’s the fast path?

4.5 - Where is the inertia to be removed?

N0TES:



Finally, 
consider these 
recommendations,which 
we term “Firestarters”.
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Finally, 
consider these 
recommendations,which 
we term “Firestarters”.

a few parting thoughts...
1.  

Understand how to harness, shape and 
advance your innovation culture

2.  
Examine the competencies you have 

and need to build

3.  
Explore the components of your toolkit, 

as well as your relationships with IT to create  
a fully integrated and agile team

4. 
Address your obstacles. Spend time and attention to 
help people get out their own ways - and use these 

to bring an innovation culture to bear

the 20 Questions
New and Different, Who does it serve?, Scope and 

Scale, and The Obstacle Course  

If you want, we can help you in a quick session 
designed to provide additional detail on each 

question. Alternately, there is a long blog post with 
more detail on our website here: http://www.cova-
lentmarketing.com/blog/2012/02/27/innovation-

20-questions/

Remember to begin. It’s half the battle.  
We’re here to help.



www.CovalentMarketing.com
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While Innovation is a labor of love for Covalent Marketing, 
a study like this is defined by the labors of many:

Our great participants, who spared hours of their  
valuable time, stories, concerns and situations with us. 
To Michell Zappa, Kevin Cunningham for all the analysis 
and Liz Kaufman for the great work on the future facing 
technologies. 

Ryan Kosanic and Stanton Willins allowed the entire firm 
to participate, a sure vote for innovation.

To the editor and art director, my deep appreciation for 
bringing the concepts to life.   
 
I am deeply thankful most of all to you dear readers for 
allowing us to share this perspective with you.

Many Thanks,

Cristene Gonzalez-Wertz

Thank You:


