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Foreword
The rise of digital technology is surely the most significant development
for marketing departments in recent years. Organisations, processes, tools,
consumer knowledge, have all been transformed. Therefore, it was natural for
Infosys and The Electronic Business Group (EBG) to make ‘digital’ the focus of
the first Référentiel des pratiques marketing (Marketing Best Practices) study.
We had nearly one hundred marketing and digital directors from major
European and international companies based in France participate in this
study to share their experiential pointers on current developments and
future challenges. The participating companies represent a broad spectrum
of sectors including insurance and banking, industry, mass retail, tourism
and hospitality, telecommunications, ready-to-wear fashion, transport and
energy, food processing, health, cosmetics, and luxury products.
The aim of this annual study is to share best practices to unlock business
value from digital marketing across their organisation.
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Summary of findings
1. Digital technology is disrupting the competitive outlook of traditional players. It is compelling them to develop a brand in its own right
with an unwavering focus on online distribution to compete with pure players and manage their ecosystem of distributors.
2. Digital technology is the natural choice for enabling the multi-channel consumer experience required today. Brands must ensure
consistency in positioning and pricing in an open world where comparison is just a click away.
3. For some, e-commerce is merely an additional sales channel, but for many, it establishes a direct link between the brand and the end
consumer. E-commerce makes it possible to collect data that was previously captured by distributors, to drive more sales, to gain new
markets, and target niche markets with low overheads. Therefore, it helps improve brand control and mitigate risks by creating new
opportunities.
4. Digital marketing and e-commerce are synonymous with traceability. Increasingly cross-cutting, digital initiatives require and set the
framework for new methods of working which involve agility and performance measurement over shorter project cycles.

Infosys Opinion
The industrialisation of digital technology
The structure of digital technology is developing. Until the digital era arrived, many marketing departments
were using test and learn practices. Both at the organisational level and regarding resources, it can be said that
‘digital’ is entering an industrialisation phase.
From the point of view of the organisation, responsibility is being transferred from the IT departments to the
marketing departments for everything involving digital projects. Synergy between IT and marketing is therefore
becoming a crucial issue.
When it comes to resources, we see a steep hike in investments in digital technology. As such, the percentage of
revenue from ‘digital’ is becoming critical for a growing number of companies. In this context, it is increasingly
risky to settle for improvised or unsustainable solutions. Until now the pioneers, the distributors were investing
very cautiously in digital projects since they did not immediately perceive any ROI. Now, when manufacturers
launch a digital platform, they invest several million euros.
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Case studies

Hippo: relying on consumers to prevent
stock-outs
The Indian crisp brand, Hippo, is an original example of a digital project
involving all of the company’s departments. As its point of sale network is
extremely spread out (more than 300,000 micro-distributors), the brand
experienced frequent supply problems. Many points of sale regularly
found they were out of stock and were not communicating on time with
their supplier. To resolve this, Hippo offered its consumers the possibility
of reporting stock-outs on a dedicated Twitter thread. The brand
committed to deliver to the store concerned within the hour. Beyond
the enormous commercial and marketing success of this initiative, it is
important to note the impact it had on the organisation’s operation. In
this case, the digital marketing teams behind the project had to work
closely with all of the company’s departments (logistics, production,
finance, etc.) to offer a viable and efficient solution.

89%

At the end of 2012
of the brands surveyed have an
e-commerce platform.

Between 2010 and 2012
online marketing budgets
have increased by

4%

To what extent have you
implemented measures to
promote the cross-functional
nature of digital marketing?

10%

50%
36%

Already completed
Ongoing
A challenge for the future
No plans
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8%
6%

In the same period, those
for offline marketing have
dropped by

2

Digital
and
Consumer
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Summary of findings
1. Digital technology is a gold mine for consumer knowledge. Brands potentially have an enormous amount of insightful and highly
valuable consumer information at their fingertips.
2. The consumer’s brand experience is also being completely altered by these new developments. Finer targeting possibilities, highly
personalised messages, and opportunities for innovative interaction help establish real dialogue and a closer relationship between the
brand and the consumer.
3. Digitising marketing also helps improve the consumer’s experience. By offering them new services and greater responsiveness, brands
can build consumer loyalty.

Infosys Opinion
Risk of losing connection with the consumer?
Some companies fear losing contact with the consumer when they develop their digital business. Yet B to B to C
models can, on the contrary, offer a real opportunity for strengthening this link. A major European pharmaceutical
laboratory recently launched an online order platform, enabling it to make direct contact with consumers while also
relying on its distribution network for delivery. The points of distribution also win as they benefit from a free-ofcharge e-commerce system.

3%

Integration of social
networks within the
marketing strategy

11%

33%

53%
Already completed
Ongoing
A challenge for the future
No plans
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The integration of social
networks is part of the
marketing strategy.

This remains a challenge
in 2013 for 1 out of 10
companies surveyed.

¾
For

1%

What is the situation
regarding your
customer satisfaction
and knowledge policy?

15%

24%
60%

of the companies surveyed,
the loyalty program is no
longer a challenge, but an
achievement.

Already completed
Ongoing
A challenge for the future
No plans

A satisfactory
loyalty program

11%
14%

85%

35%
Already completed
Ongoing

40%

A challenge for the future
No plans

4%

6%

14%

A customer
acquisition policy
Already completed

of the
companies
surveyed have
implemented
a detailed
segmentation of
their client base
by the end of
2012.

Ongoing

76%

A challenge for the future
No plans
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Summary of findings
1. With digital technology, brands have the opportunity to build a meaningful, direct relationship with the end consumer. Consequently,
the relationship with the traditional distribution network must be rethought and new ways of working together can be considered.
2. B2B2C strategies are a possible solution to this new situation. At the very least, they can prevent conflict with the network of distribution
partners and, in the best-case scenario, they can strengthen relations with them by closely involving them in the operation of the new
sales and information channel.
3. For multi-channel systems to work, several prerequisites must be met. These include deploying the right tools, informing and reassuring
all parties concerned, and putting together a consistent remuneration and pricing policy.

Infosys Opinion

Infosys Opinion

Digital technology and new
interaction with the consumer

Strengthening collaboration with distributors via
BtoBtoC

Major
consumer-goods
manufacturers,
traditionally restricted to BtoB methods, have
become aware of their branding power among
the general public; they now receive major
traffic on their websites. Consumers rush to visit
these websites to find information, attracted by
the brand image and the confidence they have
in the brand. With digital technology, brands
are in direct contact with their end consumers.
Initially this channel started off by being mostly
informative until direct selling started growing
rapidly. This development required strategic
reflection to avoid direct competition with the
network of suppliers. For example, Dyson was
removed from Darty’s product list due to a fiveyear guarantee offered directly by the brand.
Some brands only sell directly as part of private
sales or temporary collections in order to get
around this problem. Others sell specific services
directly: Adidas offers personalisation of its
products, and Leroy Merlin offers the possibility
of organising a meeting with a sales adviser.

To avoid head-on competition with distributors, many
companies are considering BtoBtoC scenarios via marketplaces.
These marketplaces make it possible to use traffic on the site
and bring business to the distributors instead of competing with
them. This enables companies to directly manage marketing and
product information, while also strengthening ties with partner
distributors.
Some manufacturers provide useful information tools for
multi-brand distributors on tablets or interactive terminals.
The tools ensure that these multi-brand distributors are not
at a disadvantage vis-à-vis consumers who have access to a
multitude of resources on the Internet. This direct relationship
with the end consumer can also relieve distributors of managing
complex stock. Philips, for example, has taken on the sale
of vacuum bags, guaranteeing the consumer continuous
availability of its products. This aspect is particularly significant
in emerging countries where distribution networks are many
and widely spread out. Digital platforms can also offer brands
direct visibility of their stock via dark stores, warehouses that will
directly supply the points of sale. In this case, the relationship
between distributor and supplier has a tendency to become
stronger while becoming automated.
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Infosys Opinion
The dangers of the marketplace approach
Some companies have experienced difficulties with digital distributors, for example, with delivery lead times. The
brand’s image can be negatively affected by a service that is badly provided by the distributor, as the consumer makes
no distinction between the two.

Infosys Opinion
Multi-channel and cannibalisation
Defining a virtuous profit-sharing model helps get around the fears and risks linked with cannibalisation between online
sales and physical points of sale. An online sale via the brand’s website, for example, can be partially or fully allocated to
the stores. Various criteria can be envisaged. Some choose to attribute the sale to the store nearest to the consumer’s
address. Others attribute it to the store that manages the delivery. It is to the store’s advantage, therefore, to advertise
the online platform.

5%

Implementation of
partner extranets

25%

61%
9%

Already completed
Ongoing
A challenge for the future
No plans
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Summary of findings
1. Most of the companies interviewed have opted for a matrix-managed marketing department, which combines consistency and close
cooperation with the business units. It is also highly centralised, which ensures consistency in processes and the effective coordination
of campaigns.
2. The digital function is very often integrated within the marketing department to allow strong interaction between the two. However,
this organisational structure does not appear set in stone, and many highlight the advantages of setting the digital function apart so
that it can have a cross-cutting role in the company.
3. Likewise, the relationships between the company’s marketing and digital teams and its other functions vary considerably. Initiatives
have been taken to ensure that everyone adopts a common language and works together in an agile and structured way.

Infosys Opinion
Making ‘digital’ autonomous, while reintegrating it into the organization
Since it is possible to calculate revenues and expenses, the question arises of creating a business unit or allocating
a specific P&L item for digital technology. This autonomy helps incorporate an investment process and gives
‘digital’ the means to expand more rapidly by overcoming obstacles and reducing the natural inertia of the mature
company. This is one of the factors which, for example, enabled fnac.com to rapidly expand in the first few years of
the company’s online channel. This autonomy can, nevertheless, have harmful consequences if digital technology is
pitted too abruptly against the other entities. In order to prevent such a situation, a phase to reintegrate the digital
function into the organisation must be planned and put into place before reaching a point of tension that can strain
the company’s multi-channel strategy as a whole.
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The Marketing Department’s Alignment
Within the Organization
VARIOUS ORGANISATIONAL MODELS FOR THE MARKETING DEPARTMENT

BU1

Group
Marketing
Dept.

BU1
Marketing
Dept.

Marketers

BU2

BU2
Marketing
Dept.

Marketers

Marketers

MATRIX MODEL

DECENTRALISED MODEL

The marketers report to the
Group Marketing
Department. One section is
hosted by the Business
Units, the other is used by all
of the Business Units.

The marketers report to the
Business Units’ marketing
structures.
The Group Marketing
Department holds a supervisory
role over the Business Units’
marketing structures.

The Group Marketing
Department makes
decisions in collaboration
with the BUs.

47%

Group
Marketing
Dept.

BU1

BU1
Marketing
Dept.

BU2

BU2
Marketing
Dept.

The Business Units are not
decision-makers when it comes
to marketing aspects.

of the respondents has
opted for this model.

8%

of the respondents has
opted for this model.

Marketers

Marketers

Marketers

Respondents

BU1

Group
Marketing
Dept.

Marketers

BU2

MATRIX MODEL

DECENTRALISED MODEL

31%

14%

of the respondents has
opted for this model.

The marketers report to the
Group Marketing Department.
The Group Marketing
Department is the
decision-maker on all elements
of the strategy in close
collaboration with the Business
Units.
The marketers may be organised
by market, region, field, etc.

of the respondents has
opted for this model.

The marketers report to the
Business Units’ marketing
structures.
There is no Group Marketing
Department.
Coordination initiatives may
exist between the Business Unit
marketing departments but
remain discretionary.

BU1

BU2

BU1
Marketing
Dept.

BU2
Marketing
Dept.

Marketers

Marketers
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Integration of Digital Marketing
Within the Organisation
VARIOUS ORGANISATIONAL MODELS FOR THE MARKETING DEPARTMENT

Marketing
Department

Design

Comm.

Marketing
Department

Operational
Marketing

Digital

Design

CRM/Data

Comm.

Digital
Department

Operational
Marketing

CRM/Data

e-marketers

INTEGRATED DIGITAL

DIGITAL AS A SUPPORT

The Marketing Department incorporates all elements
of Marketing and related roles.
The digital department reports to the Marketing
Department.

65%

Respondents

of the respondents has
opted for this model.

The Digital Department is independent and a
support resource for the Marketing Department.

10%

of the respondents has
opted for this model.

INDEPENDENT DIGITAL
The Marketing Departments are independent. The work
and coordination must be subject to their individual
initiative. Support services such as designs are shared by
both departments.

OTHERS

9%

of the respondents has
opted for this model.

Operational
Marketing
Department

Marketing
Department

Design

16 | Infosys

Comm.

16%

Operational
Marketing

Global IT

SFA

Web/Digital

of the respondents has
opted for this model.

Operational
Marketing
Department

Infocentre

Comm.

Operational
Marketing

Digital
Department

Direct
Marketing &
CRM

Web/Digital

Data/SFA

Call Center

5

DIGITAL
TOOLS
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Summary of findings
1. The company’s website remains its digital window. It is therefore critical that it is kept up to date and enriched with new functionality
as technology evolves. However, limiting digital technology to just a website seems inappropriate.
2. Digital technology offers a range of new tools that can be used to better understand consumers (particularly by connecting with CRM
systems). Companies can also further the consumers’ relationship with the brand by leveraging online communities.
3. Within the company, new digital tools offer unprecedented opportunities for collaborative working and joint innovation which benefit
the creativity and efficiency of organisations.

THE 3 MAIN ELEMENTS OF A DIGITAL MARKETING BUDGET

SEM

DISPLAY

25%

20%

approx.

of the budget

WEB SITE

approx.

creation and redesign approx.

of the budget

of the budget

20%

Infosys Opinion
Interconnecting CRM systems: Key success factor
To ensure that the link between the digital and real world operates effectively, it is necessary to:
1. Gather as much information as possible when the consumer logs in from home. Consumers are more likely then to have the
time to create a profile, reveal their preferences and other information.
2. Offer the consumer a personalised mobile service on their smartphone, with real-time information and recommendations,
to guide them towards a store or a product.
3. Assist their visit in-store as best as possible, by providing sales people with tablet-based information allowing them to tell
a story. Recommendations can be personalised thanks to the consumer data already collected and then supplemented by
their behaviour in-store.
A major distributor in the UK conducted such an experiment in one of its stores. Once identified, the consumer is tracked through
a set of systems in the point of sale. This reveals to the brand the consumer’s entire journey through the store and the items they
place in or take out of their trolley. Cross-referenced with data already known about the consumer, this information helps improve
their in-store experience. This information can be of advantage for the brands so that they optimise their product marketing mix.
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32%

28%

Development of the
collaborative business
Already completed
Ongoing

16%

24%

1%

A challenge for the future

3%

No plans

Internet site redesign
45%

51%

Already completed
Ongoing
A challenge for the future

4%

No plans

Implementation of a
campaign management
system

13%

16%
67%

Already completed
Ongoing

4% 4%

A challenge for the future
No plans

8%

Implementation of
partner extranets
Already completed

84%

Ongoing
A challenge for the future

27%

24%

Implementation of a
system of 360° analysis
tools

No plans

Already completed

24%

25%

Ongoing
A challenge for the future
No plans
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Expanding
the digital
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Summary of findings
1. The days when digital experts were almost exclusively hired by agencies are over. Now, many marketing departments are expanding
their teams to integrate practices that guarantee the development of increasingly strategic business activities. Failing that, they gather
staff with general skills, but sufficiently well-versed in the digital world to effectively oversee consultants. Moreover, it is often a specific
consultant within the agency that is requested, and not just an agency.
2. Within the sample group surveyed, staff holding postgraduate qualifications accounted for 67% of the digital department workforce
against just 30% with two or three years’ higher education. Yet web expertise is new and often learnt on the job. It is in terms of project
management and business reflexes that employers are inclined towards higher qualified candidates.

Infosys Opinion
Digital recruiting: A difficult equation
A key skill for digital teams – and also one of the hardest to find – is capability in both IT and business. In fact, opposition between
the marketing and IT departments is one of the most frequent syndromes in digital technology. The marketing team reproaches
the IT department for being inefficient and an IT department thinks that marketing does not correctly express its requirements and
changes its mind too often. Yet this required intermediary balance is rare and does not have a name. The term ‘techno-functional
consultant’ very rarely appears on CVs and can be thought of as pejorative, even though they are valuable people. It is crucial to
ensure that the person being hired is capable of swapping between the two worlds with a perfect grasp of both languages.

Recruitment of experts in
social network, mobile
and analytics experts

15%
5%
48%
32%

6%

Strengthening of digital
teams in number

12%
49%

Already completed
Ongoing

Already completed
Ongoing

33%

A challenge for the future

A challenge for the future

No plans

No plans

6.1 Team profiles

ONLINE

vs.

OFFLINE

Women

60%

69%

Aged below 30 years

53%

44%

ONLINE
PROFILE

• more masculine
• younger
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80%

On the whole, apart from the ability to take risks, more than half of the digital departments
believe that the skills inherent to their role have been mastered well or very well.
Market knowledge, techniques and practices as well as leadership and coordination are the
areas where they feel most comfortable.

70

LEADERSHIP
AND COORDINATION

COMMERCIAL SKILLS
FOREIGN
LANGUAGES

MANAGEMENT
PROJECT MANAGEMENT

60

GOOD MASTERY

Have the requisite skills been mastered?

CREATIVITY

IT TOOLS
STRATEGIC
MONITORING

DIGITAL
MARKETING

BRAND STRATEGY

50

DIGITAL
TECHNOLOGIES

40

PERFORMANCE
ANALYSIS

RISK TAKING

50

60

70

80

90

IMPORTANCE
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100%

7

PROMOTE
AND RETAIN
TALENT
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Summary of findings
1. The shortage of digital experts has an impact on salaries, often disrupting pay scales and the loyalty of staff, particularly in old companies.
This phenomenon also exists in consulting agencies. In addition, projects are often slowed down due to the lack of adequate resources.
2. The digital function is very involved in recruitment processes, as HR departments are often not aware of the skills sought. In order to
reduce costs and avoid headhunters, some digital directors make the effort to train HR departments to give them autonomy in this area.
3. Developing loyalty among digital team staff is the Achilles heel of a good number of the companies surveyed. Some of the levers given
were links between different functions, progression opportunities, training, personalised support coupled with mentoring, bonuses
and profit-sharing, and also the work environment.
4. Knowledge management is vital for technical positions which have a higher turnover. The commitment of these employees is more
linked with the digital team than with the brand itself. They can transpose their business expertise to very different business sectors,
widening their job-hunting opportunities with more ease than marketing managers.
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Infosys Opinion

Infosys Opinion

The difficulty of gaining the loyalty of
digital employees

Knowledge management and exit
management: Fragile processes

Digital employees are rarely very committed to
companies. They are young, very volatile, and
attracted by originality and innovation. As such,
they expect innovative loyalty development
approaches. The work atmosphere, colleagues,
the style of the office are as, if not more, important
than a strong training policy. The average attrition
in digital technology is between 15% and 25%.
Norsys, a software engineering company with
250 employees managed to reduce this to 5%
with a very ambitious training and employee
engagement policy. A corporate university
was created when the company reached 100
employees, and 72% of the staff has undergone
training through this platform. In addition, more
than a dozen employees actively take part, as
also the company’s president, in training days
for jobseekers likely to be discriminated against
(European Employee Volunteering Awards).

A good way of planning knowledge management
involves organising work around a theme-based
or project-based collaborative platform with a
social network layer. This makes it possible to
capitalise on knowledge, identify the experts
involved and the tools used and to discuss and
share around this mass of information. This
platform must also be coordinated to ensure that
it is effectively used.

8

On average,
a marketing
employee receives

43
3

10
out of

hours
of training in

people surveyed
felt that ongoing
training in digital
marketing was
inadequate.

years.

33%
39%

Creation of an
e-marketing training
module
Already completed
Ongoing

8%

20%

A challenge for the future
No plans
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8

RISKS AND
CHALLENGES
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Summary of findings
1. Digital technology opens door to new competitors. The emergence of these pure players and comparison operators is driving
competition and sometimes fuelling price wars. They are often quicker at developing applications than traditional players. Traditional
players must build their reputation on the Internet and even create new brands to compete with pure players.
2. The business models of some pure players can revolutionise an entire value chain. For example, they can draw profit exclusively from
the traffic they generate for a service that, for others, is their primary source of income.
3. Forced to transform their organisation, digital departments often face barriers to change, especially in traditional companies, and
must wrestle with a very complex legacy information system. The short life cycles associated with digital technology, however, make
it necessary to adopt agile methodologies, particularly to reconcile two different space-time continua: that of the networks (shops, for
example) and that of the digital world.
4. Unless there are digital natives within the top management of companies, it is difficult to drastically change the culture within traditional
companies.

Infosys Opinion

Infosys Opinion

Stopping comparison
with pure players

Adapting IT processes

Some marketing and digital
departments have developed a
sort of inferiority complex vis-à-vis
pure players, who are supposedly
more
effective
and
more
innovative. Certainly they have
simpler and newer structures and
strong digital skills. This feeling,
however, must be changed. A
number of pure players realise the
need to also position themselves
out in the field so that they too can
provide a valuable multi-channel
experience for the consumer.
Therefore, they will face the same
multi-channel integration issues
as traditional companies.

Care must be taken not to copy en masse the company’s historical IT processes
to digital technology. For example, a major distributor used to have the
same deployment processes for its web developments as for its in-store till
systems. The high number of validation steps, justified for large-scale physical
deployments, could take several months, resulting in projects that were almost
out of date before delivery.

Agile approach
New digital-related projects require greater flexibility and responsiveness than
previously. Agile approaches which iteratively include IT and the business in
processes, with shorter cycles, have proved their worth as they bring these
teams together throughout the project and thereby limit the tunnel effect.
However, agile methods sometimes cause problems when applied without
measure. They can damage the precision of projects if prior reflection is not
sufficiently thorough. The teams may no longer know which objective to aim
for or how to measure progress. Applying this type of project methodology
needs to be the subject of prior consultation between IT and business teams
in order to define a framework.
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KEY SUCCESS
FACTORS
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Summary of findings
1. The digital department must have strong support from and close contact with general management, as the person at the head of the
department can often upset established codes and disrupt matters, especially in organisations with a traditional and long-standing
culture.
2. IT agility within the digital department is in constant conflict with the longer project cycles of the traditional IT department. In addition,
many incorporate the development team or have a dedicated digital team within the IT department.
3. An assessment culture is inherent in digital departments and tends, moreover, to spread as the department launches cross-cutting
projects. Hence, the integration of digital technology is an overall strategy.
4. Gathering the right people: For almost ten years, marketing departments used experts from digital agencies since these skills were
often difficult to find. Now, digital technology is having an increasing impact on P&L. Marketing departments are insourcing digital skills
to boost their independence and responsiveness, and sometimes to establish their reputation in the field within the company. The three
key points, therefore, are remuneration against sometimes restrictive pay scales, the digital experts’ grasp of the overall strategy, and
the work environment.
5. Working on consistency and coordinating offline and online activities is essential, not just internally to optimise the effectiveness of
campaigns, but also externally so that the consumer has the same brand perception across channels.

Organisation
A governance structure ordered by top management
The adoption of digital technology within companies is not an end in itself, even when the market buzz it is generating is attracting the
attention of top management. Digital technology brings new perspectives to strategic thinking and definitions: shorter implementation
times, more communication channels, better consumer knowledge, and quick access to market feedback on campaigns and their
performance measurement. Company management teams that have ensured adoption of the potential of digital technology are
redesigning their business model and finding new market spaces which helps them stand out from their traditional competitors.
The support and involvement of top management is often cited as a key success factor for digital departments. The support is required
to ensure legitimacy for their role in departments in which they have no power. “When a digital department has no access to general
management, it is difficult to do anything,” emphasises Rodolphe Roux, Digital Marketing Director of GroupeSeb. “General management’s
sponsorship of digital technology is an incredible strength, particularly in terms of image vis-à-vis the teams,” said Rémy Merckx, VicePresident Sales & Distribution, Accor. As such, the President and CEO of Lapeyre directly supports certain digital projects such as ‘Lapeyre
3D’, which requires strong support for methods and sales approaches in the networks.
Digital technology seems to have come closer to general management. In fact, 64% of the companies surveyed state that they have
already improved the positioning of digital technology vis-à-vis general management, and 19% are planning this effort for 2012. More
than 67% have appointed a digital director.
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Patrick Hoffstetter, Digital Factory Director for Renault, thinks that “the sponsorship of one
person alone is not enough: a minimum of support is required from general management.
There can be no conflict between general management and the CIO. Likewise, the Senior
Executive Vice-President and the CMO must play a driving role.” He believes that the Digital
Factory enforces its legitimacy, not just through management’s support, but also through
its size: in July 2012, the factory had 50 in-house people and 150 external people.

Creation of a digital
director post

27%

1%

5%

67%

Integration of digital
marketing within the
Executive Committee

32%
57%

Already completed
Ongoing
A challenge for the future
No plans

Ongoing

4%

A challenge for the future

7%

Some companies advocate that the digital function be independent of marketing. “The
fact that the digital function comes under top management boosts its cross-cutting
dimension,” said Valérie Dassier, E-Business and Customer Service Director of Comptoir
des Cotonniers and Princesse tam.tam, and CRM Director of Comptoir des Cotonniers.
François Loviton, Marketing Strategy and E-Commerce Director of Carrefour, believes that
the digital function should have permanent representation on the Executive Committee.
This is already the case in 57% of the companies that responded.
Stéphane Charbonneau, Head of Digital and Business Solutions at Europ Assistance,
believes that “digital technology is not just a simple e-commerce sales channel, but a
medium in its own right that must be a prominent part of the company’s strategy.”
“General management’s sponsorship must be very strong because those in charge of the
digital function are often those who move boundaries, particularly in organisations that
have a traditional or long-standing culture. When the company’s strategy sets challenging
digital goals, it is preferable that general management supports the digital teams in the
long-term while remembering that digital it is a key factor in the company’s development.”
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Already completed

No plans

Virginie Fauvel
Director of BNP Paribas Online Banking

“It is important that the digital department
can act on its own initiative, with the
support of general management, on issues
that elude the functional departments.
Without this unity, we risk compromising
digital development in favour of the more
traditional interests shared by the other
functional departments such as sales, finance
and marketing. The Internet is a medium,
a sales channel and is accessible by all. It
disrupts. The digital function must therefore
come under general management in order
to have more influence. Otherwise, in a
traditional business model, it will be silenced
for political, commercial and administrative
tranquillity.”

Sylvain Caubel
E-Commerce Director, Lafuma
“The digital function must be grasped from
above. If it is too diluted, it cannot emerge
in the company. A happy medium must
be found between the need to have a very
specific centre of expertise and knowledge,
and the need to bring together these skills to
make them work cross-functionally with the
other departments.”

Giving weight
to digital
Benoît Torloting
Director of Réseau Clubs Bouygues Télécom
“The digital function must be grasped from
above. If it is too diluted, it cannot emerge
in the company. A happy medium must
be found between the need to have a very
specific centre of expertise and knowledge,
and the need to bring together these skills to
make them work cross-functionally with the
other departments.”
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Defining a roadmap and
specific indicators

Defining a roadmap and specific
indicators

Fine-tuning assessment

Digital projects cut across all departments in a company and
require the involvement of IT. To successfully complete these
projects, “you need to understand digital technology and move
from management information systems to digital,” highlights
Hervé Richard, Head of Internet Brand Image - Customer Relations
for Citroën. In this respect, “having reports and a detailed roadmap
is a guarantee of success,” says Yann Bry, head of digital business
at AXA. Implementing this roadmap guarantees consistency in
projects and investments. It also makes it possible to establish
priorities. As such, at Salomon, “the terms of reference are
established by the business. The sales department and marketing
department are the customers. A roadmap with a summary of the
various projects is defined by business and IT,” explains Benjamin
Aidan, Digital Marketing Director, Salomon. For some projects, such
as those involving the front office, these two departments work in
an agile way. Agile methods, which use successive iterations, help
develop solutions quickly. If needs change, they make it possible to
react promptly. Tanguy Favennec, Digital Marketing Director for Air
France believes that this agile relationship between IT and business
is a success factor. “Web IT must operate differently to traditional
IT, closer to the business and with greater responsiveness: we are
moving away from projects lasting three years to projects lasting
three months or even three days.”

“To successfully achieve a company’s digital
media strategy, appropriate indicators must
be defined without being overwhelmed
by the influx of data. There is an increasing
amount of data available, but we are
continuing to select the same four or five KPIs
for everyone. More fine-tuning is needed by
creating personalised assessment scenarios.
There is no single button that can be used
to assess everything. Depending on the
objectives, our campaign indicators will
depend on video viewing times, click rates,
take-up rates, costs per lead, etc.
Digital advertising formats are changing
rapidly. Performance indicators, therefore,
must also change and cannot be rigid.
We must optimise data research and
consolidation to create dashboards, and
devote as much of our time as possible to
assessment and recommendation.”

Marie Laloy
Digital Media Strategy
PSA Citroën
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Benoît Torloting, Director of Réseau Clubs Bouygues Télécom says,
“The need to work with agility must be made clear internally, given
that the response time on the Internet is ten minutes. We are not
working with the same time references as in other areas of the
company.” Having specific indicators to steer its digital strategy
is also mentioned as a key point: “Integrating digital technology
into an overall strategy by setting specific targets and consistent
KPIs is one of the key success factors,” confirms Sophie Heller, VicePresident Marketing and Communications France, ING Direct.
Yvan Boudillet, Digital Marketing Director at EMI Music France,
mentions the importance of really knowing the consumer: “We
need to know who we are targeting, have the right message and
use the right medium, with all the complexity and fragmentation
that that involves.”

Human resources
Insourcing digital skills
According to Mathilde Lamazère, Internet and CRM Director of Club
Med, to succeed in digital technology, it is necessary to attract talent
and retain it. “Companies need to recruit experienced staff with
developed, digital-related skills,” says François Loviton, Marketing
Strategy and E-Commerce Director, Carrefour. Companies seem
to be aware that they must not depend entirely on agencies. “It is
necessary to insource highly specialised expertise. Even if these are
still outsourced in our company, I am sure that if there is no in-house
expertise, there is no challenge or responsiveness, particularly visà-vis the agencies,” asserts Laurent Souloumiac, head of Michelin’s
international digital programme.
Olivier Mathiot, co-founder and Marketing Director of PriceMinister,
backs this point of view: “So as not to lose knowledge of purchasing
and loyalty-building channels, we are adopting the concept
of business owner.” Every business owner is a point of contact
and an expert in a given e-marketing practice. This requires the
recruitment of good managers and the ability to manage skills
and talents. “Talents need to be pooled with the creation of a real
digital team. This involves developing talents, and not just via the
flat dissemination of knowledge. A real assembled and structured
team is needed and an expert culture created by promoting test
and learn practices,” believes Yann Bry, head of digital business
at AXA. For Sylvain Caubel, Digital and E-Commerce Director for
Lafuma, it is the mix of open-minded people and highly specialised
experts which allows new ideas to emerge. “Everyone is very young
and there is no readymade theory,” he adds.

Insourcing the key
functions of the company
“We do not call on agencies. Everything is
insourced, except for off-line business, which
is a business in its own right. Web agencies
are not always good. Many pure players have
turned towards KPIs. It is in their genes. As
such, we have a talented web marketing team
with our own affiliation platform. We are more
capable than the agencies of managing all
the blogs, forums and community sites. The
agencies are perhaps capable of managing
large communities, but not small-scale
bloggers, small forums, the general public,
everyone. It is this subtle difference that
makes us good.”

Thierry Petit
CEO of Showroomprive.com

The HR strategy is built around three key points:
1 Remuneration with the difficulty of managing the shortage of
digital skills while keeping it in line with the pay scale.
2 Better consideration of the overall strategy by digital experts.
3 Work environments which do not always match the aspirations
of Generation Y, both in terms of location and atmosphere.
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Mixing internal and external skills
“As concerns product and customer knowledge, both external and
internal resources and a mix of skills should be used. Using and
watching outsourced resources gives agility and responsiveness.
We need to watch and use the pure players to see how they
operate,” says Sylain Fayol, Shared Marketing and Innovation
Director of Editis. “You have to have the right experts, whether
in-house or from outside, especially in a company like ours which
is very industrial and very operational. The Digital Factory must
be – and must be perceived to be – a centre of expertise, both in
terms of strategy and operations,” explains Patrick Hoffstetter, the
director of the Digital Factory. Laboratoires Expanscience, on the
other hand, relies on experts from web agencies to promote digital
skills within the company.
“The difficulty, therefore, is finding the right balance between
in-house resources and external resources,” comments Tanguy
Favennec, Digital Marketing Director of Air France. But it is better
to outsource what we know well so that we can supervise the
service provider. “We have in-house Web expertise. This five-man
team also allows close supervision of external service providers,”
confirms Annabel Chaussat, Director of Communications, Internet
and Customer Marketing at Lapeyre. In parallel, Laboratoires
Expanscience worked on tendering processes to be sure of having
the expected skills within agencies.

Drawing talents from
agencies
“Marketing teams are sufficiently mature
in both the online and offline arenas for
strategies to be defined autonomously inhouse. The tendency, therefore, is to use
agencies to draw skills, or rather specific
talents. These sought-after people have
the ability to work in a group: agency
incentive schemes are, moreover, designed
around this, along with shared objectives.
We encourage inter-agency coordination,
namely cooperation more than competition,
and lastly, we try to encourage this way of
working within the marketing department
itself. It is a real challenge developing digital
creation and PR.”

Sophie Heller
Vice-President Marketing and
Communications, ING Direct
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Promoting digital culture across all teams
“Conversion and major communication is required to kick-start a
cultural change within teams,” asserts Xavier Corouge, E-Commerce
Director, Thomas Cook. “Training for the rest of the company –IT,
finance and administration, HR – is always necessary,” adds Annabel
Chaussat, Director of Communications, Internet and Customer
Marketing at Lapeyre. Indeed, “the more other departments are
included in the loop, the more they grasp the benefits of the Web
and what it can bring them,” explains Gines Ortega, E-Marketing
and E-Commerce Manager, Malakoff Médéric.
Virginie Fauvel, Director of Online Banking at BNP Paribas, acts as
the link between traditional approaches and digital approaches.
She must convert within the business and conserve the creative
spirit of her teams. “These two worlds must work together and
mutually support one another,” she says. Her team also spends
a lot of time training the network of branches and listening to
their feedback. Ensuring that digital technology is supported
by the entire company is not always easy, but it is essential. “If
only ten people in the company support digital technology, we
will not get far. Every level of the company, from sales people to
management, must support it. Not everyone is convinced yet
about the integration of digital technology at every level. We are
trying to change attitudes, but it is not easy in an organisation with
8,000 people,” explains Olivier Hameau, Digital Marketing Manager,
Boulanger.
One of the keys to the success of this cultural, organisational
and operational transformation through digital technology is
change support, coaching and a positive message from general
management. This involves telling staff that they will have the time
and the means to adapt, that they will be supported. The expected
benefits of these changes, both for them and for the company,
and the resulting objectives must be explained. In addition to
promoting this culture across all departments, it is advisable, for
proper ownership, to use simple tools: “Digital technology has long
been the stuff of dreams. Nowadays, it tends to be a matter for the
experts, which may sometimes leave marketing teams confused.
We must not seek originality over all else, but use the things that
work wisely in order to improve performance,” sums up Yvan
Boudillet, Digital Marketing Director of EMI Music France.

Encourage ownership
“While a separate team is responsible for
these digital objectives, this team must not
be the sole repository of digital expertise.
Otherwise, other functional departments will
not feel involved. There must be ownership
and commitment. People should not be
excluded through the use of very technical
words. Instead, they must be made to
understand issues by simplifying things.
We must ensure that the staff shares the
objectives and that even those who are not
‘digital’ have a digital mindset. We must also
encourage learning through use. For example,
having a personal Twitter account to see how
it all works, thus pushing the fun dimension
with learning by doing. Digital technology
must be incorporated in processes in order
to become commonplace. It is now part of
traditional business; it must no longer be
exceptional.”
A marketing manager of a major French bank
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Communication
Using technology as a driver for
innovation
“We expect innovation from the digital function like from nowhere
else,” highlights Rémy Merckx, Vice-President Sales and Distribution
of Accor. Technology offers new opportunities. “The marketing and
digital functions must adopt it in order to innovate by offering new
ways of interacting with the customer. Bearing in mind that the
creativity of the ideas proposed is a key success factor,” adds Patrick
Chambon, International Digital Director of Rémy Cointreau.
For that, Showroomprive.com is engaged in testing and learning.
“We test many things to optimise processes. It is even easier as
our tools have been developed internally. We therefore have
greater flexibility,” clarifies Thierry Petit, its CEO. This culture gives
greater responsiveness and reversibility in the event of unwelcome
surprises.

Developing innovation
“To support and build the loyalty of
consumers, Boursorama is designing
innovative solutions, such as the Money
Center. This tool allows consumers to manage
all of their bank accounts – with Boursorama
and with other banks – giving a detailed view
of all their assets, savings and real estate, and
to track their progress. The consumer has an
instant view of all of personal finances and,
on that basis, can better manage money.
Boursorama is also developing mobile
applications to enable consumers to, for
example, retrieve their bank account details
and carry out bank transfers at any time.”

Nicolas Montetagaud
Marketing Director of Boursorama
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Using ICTs to review
customer relations
“The increase in digital and mobile media is
moving sales away from a store-centric model
– which involves doing everything possible
to bring consumers in-store and seduce
them – to a consumer-centric ecosystem. The
consumer is now at the centre of the media
relationship with the brand or company. This
generates new habits for which brands are
not prepared, particularly in the luxury sector.
They are faced with a myriad of new services
and ways of thinking that must be adopted
for their consumers (particularly with regard
to consumer knowledge and cross-channel
contact and sales management). New
solutions are available for latent needs which,
until now, were impossible to address, and
even remained unexpressed by consumers.”

Julien Zakoian
Marketing Director Europe
of Vente-privee.com

Placing the consumer-based
approach at the centre of processes
with the help of digital technology
”With Renault’s Air Link service, the organisation is aiming
to change. This tablet, which will be incorporated in the
dashboard of the Clio 4 and the Zoé by the end of the year, is
connected to two types of services:
• Connected-car services (intelligent transport systems,
toll and parking payment systems, interaction with the
occupant, searches for top-up terminals, etc.)
• The Renault AppStore (which has services ranging from
ViaMichelin to entertainment)
The resulting service-based approach is new for Renault
whose organisation has long been structured by products.
Digital technology is the result of a consumer-based
approach and currently clashes with this historical structure.
The idea is to gradually place the consumer at the centre, to
tackle the lifetime value sales process, particularly within the
services developed by the Digital Factory.”

Patrick Hoffstetter
Digital Factory Director, Renault
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Ensuring consistency across
multi-channel communications
Consumer perceptions must be the same whatever the channel.
“The brand’s positioning, messages and visibility must be aligned”
in order to ensure consistency between the two, stresses Benjamin
Aidan, Digital Marketing Director of Salomon.
In addition, Nicolas Montetagaud, Marketing Director of
Boursorama, believes that it is “necessary to effectively manage
branding – in other words, manage the brand’s visibility in terms
of quantity and quality – by finding the right mix, for example,
between display and keywords. The goal is to have visibility that
converts: text links, for example, have good conversion rates.
In addition, the TV requires significant investments, but helps
overcome recruitment problems which digital media cannot
resolve on its own.”

Coordinating campaigns for
greater effectiveness
“We strive to synchronise online and offline
campaigns, public relations and social
network activities as much as possible to
allow synergies. This also involves aligning
all of the company’s messages to ensure that
everyone is telling the same story. We are
working on a content strategy: what content
to create for which channel, where to publish
it and with what processes, objectives, KPIs
and investments, etc.”

Sophie Heller

The Web way of thinking
“Depending on their mood and the moments
in their lives, consumers may buy on the Web
and collect the product in-store. Marketing
campaigns must be consistent. It is necessary
to adopt a Web way of thinking by integrating
all the key factors that will ensure the success
of marketing campaigns such as the rebound
from online to offline.”

Pascal Defaux
Sales and Marketing Director, Darty.com
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Vice-President Marketing and
Communications, ING Direct
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Rethinking the company: Becoming social at every level
In less than five years, mobile technology (smartphones, tablets, consoles) and social networks have
completely altered consumer habits. Nearly 60% of Americans have a smartphone1, as do 40% of the
French2. The number goes up to 74% of the French population in the 25-34 year demographic3. The
adoption of this technology is rising rapidly: in France, it has grown 30% in six months. Facebook
was founded in 2004: today, it has one billion active users worldwide4, with 26 million in France.
500 million members log in to Facebook everyday. YouTube has comparable traffic with 800 million
users worldwide, with 30 million in France. These figures are significant indicators to show that
consumers are changing. Online/offline opposition is losing its strength: the consumer is constantly
connected through their mobile.
The brand has lost its monopoly on sales information; consumers are now sharing information, and
trust has shifted. 72% of consumers5 follow recommendations published online and only 38% of
those surveyed think that the sales person who advised them on their last major purchase really
knew their field6. More demanding and better informed consumers “no longer place unquestioning
trust in brands and sales pitches”, highlights Flavien Neuvy, Manager of Observatoire Cetelem.
Companies cannot ignore the demands of their consumers and prospects. Repeating the same
advertising message does not work anymore; worse still, it is counterproductive. Consumers are
connected, informed, demanding. The company, therefore, must adapt to habits and change its
organisation: it must become social. This involves inventing new relations with the consumer: joining
communities and the conversations generated, actively working together or even innovating/cocreating with consumers, striving to offer them ever more value. To reinvent these relations, we
also need to rethink the business model, promote a culture of ‘data’, agility and, more generally,
innovation. This model is the social company.

1

Nielsen, September 2012

2

ARCEP 2012

3

Nielsen, September 2012

4

Nielsen

5

Searchengineland, March 2012, “Local Consumer Review Survey”

6

Observatoire Cetelem, 2011
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Changes in consumer habits
All studies highlight that consumers have radically changed their habits. Information Communication Technology equipment ownership
is increasing and accelerating across all customer segments. The take-up of connected technology is growing, invading our daily lives to
become a way of life. Five aspects are of particular import: the channels, attitude towards content, real time, consumers’ proactivity vis-àvis their environment, and the fast-growing adoption of social networks in their modus operandi.
1. A new omni-channel reality
We are far from the Internet of the nineties in which
informative Web pages and e-mail shared a near-duopoly.
The explosion of social networks in the 2000s changed
things: conversations initially restricted to a few software
applications (IRC clients, MSN Messenger, ICQ, etc.) became
more widespread to become the standard of a now social
Web. The mobile revolution, started with the iPhone in 2007,
is a second wave that has profoundly changed habits and
consumer-brand relations. The rise of tablets, the growth in
screen formats, the increase in connected televisions, the
strength of photo and video platforms, and the boom in
connected devices leave no doubt: the number of channels
is continuously rising and digital technology is becoming an
important part of consumers’ lives.
2. Personalised access to content
Consumers are swimming in a world of stimuli and
choice. Advertising hype no longer works: consumers are
becoming wary of target-driven sales people who are not
always fully versed in their products. ‘Infobesity’ could have
made the consumer dependant on the brand, but this
has not happened. Digital technology offers consumers
two selection processes: selection based on algorithms
(particularly the order of results on search engines)
and selection based on peers, via social networks, and
sometimes, a mix of the two.

3. Continuous contact between the customer and their various
suppliers
ICT has completely altered our relationship with time. A
text, an e-mail, a mobile call, a tweet: access is continuous,
and the response must be immediate. This habit, which
is developing in the C to C and B to B world and obviously
extends to B to C: The consumer wants continuous access to
the company, to buy 24/7 and wants an immediate response
from the brand in the event of doubt or problems.
4. Becoming ever more proactive
Consumers and prospects are becoming volatile and
demanding. They are key players in their purchases: they
actively seek information, compare prices, check consumer
reviews, ask friends and family, and post their own experiences
or finds on blogs, curation tools and social networks. The
consumer is no longer at the end of the chain; sometimes,
they are the one to start it. Consumer ratings and reviews
have become strategic challenges for online distributors.
5. Truly social consumption
Consumption has always been social. We go shopping
with friends, we boast about our finds and recommend our
latest buys. Digital tools have only extended this habit and
changed the scale. Now, we can share our consumption
experiences with all of our friends and family, whatever the
geographical distance, and even asynchronously.
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A relationship that needs reinventing
These changes in habits (channels, content, real time, proactivity, social consumption) have a drastic impact on consumer-brand relations.
The brand must have multiple points of contact, become cross-channel, and publish high-quality content for the consumer – in other
words, personalise its message. The brand must be available and responsive, to be able to address their questions and concerns at any
time. Lastly, it must adapt to this new situation. Most content concerning the brand is produced by its consumers. There is, therefore, just
one solution for brands: to change their stance and act on these new types of relationships.
1. From communication to conversation: Towards an attention
economy
With the widespread availability of high-tech devices and the
decrease in production and distribution costs, the amount
of content on the Web has exploded. Consumers produce
and select it themselves. Above all else, their expectations
have changed. They are constantly exposed to a vast amount
of stimuli, and suppress general messages that no longer
concern them. Conversations are started between consumers;
push messaging is increasingly difficult. We therefore need
to work our way into consumers’ conversations, do away
with verticality and join the conversation on the same level.
In this context, delivering messages involves listening and
observing the Web, hence the growth of the e-reputation
sector, via monitoring and dashboards to track these new
performance indicators.
2. A valuable exchange: towards a service economy
Not only must brands personalise their content and products,
but they must go further. The exchange previously reserved
for transactions is now continuous and diversified: “I will
give you my attention or my information in exchange for
something that interests me, from the premium subscription
to the simple relevant message, which will help me in my
search.” Making the relationship social therefore involves
knowing the consumer and striving to be of service to them.
This relationship of mutual interest is reflected in the rise in
social network applications, mobile technology, the Web,
and even in connected devices to simplify life: to track results
(Nike+ Fuel Band), find the nearest cinema (AlloCiné), receive

42 | Infosys

reservation alerts (Air France, Voyages-SNCF), optimise
journeys (RATP), etc. It is often said that digital technology
helps us save time or spend time, and services have fully
grasped this: simplification, aggregation, selection, and
entertainment, these are the services rising from now truly
social companies.
3. The consumer as brand partner: Social commerce and cocreation
An ignored and frustrated consumer will be the brand’s worst
enemy. They will complain and share their dissatisfaction
with all of their social circles. Conversely, the consumer can
become the brand’s greatest ally. With proper use of digital
technology, by tracking visitor activity and listening to the
complaints of its community, the brand can become truly
user-centric. When focus is placed first on the user and then
the product, opportunities change. Not only is innovation
made easier (because new products will meet the real needs
and expectations of consumers), but it can also involve direct
collaboration with the users. The best known example of
this is crowdsourcing*: a call for contributions from its target
group. Here, we can cite new hamburger recipes (McDonald’s)
or snack recipes (Unilever via the brand Peperami) or even
packaging (Heineken). But the social company can go further,
even as far as co-creation, involving consumers’ right at the
start, in product design processes. It does not, therefore,
simply involve using consumer creations, but truly involving
consumers in a process of co-creation. Such examples are
initiatives by Lego (Lego Creator, Lego Factory), Crédit
Agricole (CA store), and Dell (Idea Storm).

Changing the organisation
Changes in habits, therefore, have altered relations between brands and consumers, which shows up as the visible tip of the iceberg. But
can we make our company truly social? What internal changes are needed to effectively change relations and adapt to new habits?
1. The end of silos
The first barrier to becoming truly social is organisational.
Active consumers do not want to talk to four different
departments to resolve a problem. They must not be subjected
to the brand’s organisational constraints. This sometimes
means restructuring departments and pooling projects with
better communication and in an increasingly fragmented
environment based on appropriate, effective collaborative
tools. Now, it is the consumer’s contact experience with the
brand or company that takes precedence.
2. Collaborative business and open innovation
In order to meet consumer requirements, information
must be rapidly conveyed through the company via, for
example, instant messaging, company social network,
wikis, or community spaces. Better yet, it should be made
continuously available and transparently incorporated in
all business systems (ERP, CRM, etc.) involved in customer
relations to meet the expectations of consumers and pool
good practices.
In order to be efficient, innovation must shift the paradigm
and adopt the cross-up model. All parties concerned
(employees, customer, partners, suppliers, etc.) must share
and discuss among themselves in a continuous and open
process. This continuous flow of information does not result
in sterile inbreeding, but erases the boundaries between
internal departments and outside parties, along with those
that divide the company into silos. It goes without saying that
this approach requires strong cooperation between everyone
and adoption of the collaborative business model.
3. Agility in teams
A key point for the company’s performance resides in the
agility of its employees. The principle of agility means
rethinking the way a project is managed and requires
flexibility in processes. Terms of reference must not just set

out the months, or even years, of development without any
contact with consumers. On the contrary, agility involves
using iterative procedures in order to validate, along the
way, functionality which is initially given priority. This way
of working, crucial to adapting to the ongoing and rapid
changes in digital technology, is based on a few simple rules:
giving up some functionality, simplifying, delivering quickly,
and developing products with the opinions of consumers.
4. Data culture and social CRM (tracking and use)
Agility and the abolition of silos require focusing on consumer
data to prioritise functionality, choosing to introduce new
products, or getting rid of products where necessary. This
information now comes from structured consumer databases
or from all of the conversation spaces available to consumers
via the brand or the Internet. English-speaking countries use
databases that bring together data collected on a group of
existing websites and which make it possible to determine
behavioural patterns in their consumers. The current
challenge for brands is to set up and use this 360° view of the
consumer to offer a continuous, tailored range of products or
services.
5. New methods of leadership and management
Lastly, it is a new way of rethinking reporting lines in
the company. The company must move away from the
command-and-control management method to a leadership
and relationship management model, because only the
latter is capable of steering the company towards the
agility required to adapt and expand the business. The skills
required to be competitive are now redistributed inside and
outside of the company. Only the organisations that have
succeeded in aligning their strategic knowledge within new,
more horizontal governance models will be able to face the
challenges of today and tomorrow.
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Methodology
A total of 90 respondents participated in the survey. The interviews were divided into two phases, as follows:
• An initial qualitative phase – Interview with an individual either face-to-face or on telephone
• A subsequent quantitative phase – Via a self-administered questionnaire
Target Marketing Directors and Managers,
Digital, Internet and CRM Directors and Managers,
e-Commerce/e-Business Directors
Survey period: 29 March to 29 August, 2012

Profile of the 90

respondents

• Most of them are male: 69% of the total
• Working more in the realms of B2C than B2B
• Working mostly for major French companies
• 15% of the companies surveyed are pure players in the market

31%

69%

Seniority
< 1 year

36%

4%

1 – 3 years

26%

3 – 5 years

26%

> 5 years

44%

International
function
(France, Europe
and worldwide)

4%

26%

National
function
(France)

64%

44%
26%
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Profile of the 75 responding companies
20%

ESTABLISHMENT
French company only

23%

23%

20%

French group
established at
international level

< 100m €
Between 100 and 500m€

57%

International group
established within
France

TURNOVER

> 500m€

NUMBER OF EMPLOYEES

14%

57%
68%

18%

< 500
Between 500 and 5000
> 5000

BUSINESS SECTORS REPRESENTED
Banking, Insurance
Ready-to-wear fashion
Leisure, Tourism,
Hospitality, Cultural assets

15%
11%

16%

Mass retail, Household
appliances, D.I.Y.

10%

Transport, Energy
Cosmetics, Health,
Luxury products
Food processing
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11%

7%
7%

7%
7%

8%

1%
Other

Services

Telecommunications, IT

Industry, Automotive

Our partner – The Electronic Business
Group (EBG)
The Electronic Business Group is comprised
of 550 companies and 120,000 professionals;
4,000 of whom have VIP status, meaning that
they are CEOs, chairmen, managing directors,
departmental directors and/or members of
executive committees. The EBG is the most
important business network centred on the
digital economy in France, and its members
include all of the companies listed on the CAC 40
and 97% of those listed on the SBF 120.
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