THE TWO TRIBES
OF MARKETING
GDPR has created a cultural split
in marketing. Only one side can win.

Marketers are no strangers to change.
In the past five to ten years alone we’ve
seen huge advances in what we can do
with social, the power of email to talk to
prospects, and new ways to analyse and
understand the impact we’re having.
Throughout, marketers have been
almost uniform in their adoption of new
technologies and their belief that they
can use them to get closer and better
engage with their customers.
More recently, however, a profound
change in the rules has elicited a very
different response. GDPR (General Data
Protection Regulation) has led to a deep
divide and a cultural split in businesses.
This will significantly impact the ability
of almost half of our survey sample to
keep their customer front and centre
when the world is looking at data
management in a different way.
On the one side of this divide we have
marketing-first businesses, who have
used the legislative changes around
data to improve customer engagement,
ensuring a level of efficiency in their
marketing and getting closer to their
customer. On the other side we have
legal-first businesses, who have focused
almost exclusively on the process and
compliance aspects of GDPR, without
considering the opportunity it presents.
Against this backdrop, we’ve got another
picture emerging of customers no
longer trusting businesses, to the point
that they think that many will find ways
to get around the new data protection
legislation. And revealing that while
businesses think they’re doing okay with
customer engagement and marketing,
the truth is very different indeed.
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In this new report, carried out in
conjunction with the London-based
research agency Loudhouse, we take
an in-depth look at the legal-first and
marketing-first culture split and the
importance of customer sentiment to
how businesses use data. We also reveal
what great, ambitious and effective
marketing will look like in years to
come, examining the behaviour of highperforming businesses and asking what
everyone else can learn from them.
Two marketing tribes are at play. They’re
not exactly going to war, however at
Marketo we believe that there’s only
going to be one winner in the long term.
GDPR can be a huge opportunity if it’s
approached in the right way. Marketingfirst businesses understand that and
they’re going to succeed as a result.

Our key findings from
the research:
•		55% of businesses are marketing		first, using GDPR compliance as
		an opportunity to improve customer
		engagement
• 72% of the businesses who exceed
		their organisational targets took a
		marketing-first approach to GDPR
• 83% of consumers think businesses
		will find a way to get around the
		legislation
• For 52% of marketing-first 		
		businesses, GDPR has had a 		
		positive impact on their forecasts
		and targets
• 72% of consumers are concerned
		about data privacy and will not share
		their data...but 62% of businesses
		think GDPR will improve the 		
		efficiency of their marketing plans
• 60% of consumers are somewhat or
		very likely to share their information
		if they think it’ll result in relevant,
		tailored offers

RESEARCH METHODOLOGY
We surveyed 300 key marketing decision makers, across three territories (UK,
Germany and France). Survey respondents were drawn from a range of sectors,
including manufacturing, IT, financial services, retail and healthcare. We also
surveyed 3063 consumers from the same three territories. These consumers were
drawn from a broad spectrum of age groups, and were split evenly between male
(51%) and female (49%).

TWO TRIBES, TWO CULTURES, TWO RESULTS
Marketing is at a crossroads. Regulators around the world have been sharpening
up legislation that governs how businesses collect personal data, what they can
do with it, and how long they can hold that data for. They’re also giving power to
consumers to withdraw consent for their data to be used, or to demand that it be
deleted, at a time when public trust in business is at an all-time low (the report
will explore this later).
In response, businesses have had the choice to go one of two ways. Either
embrace GDPR and use it as an opportunity; or succumb to the fear and doubt
that surrounds regulation, downgrading marketing’s ambitions. Fig.1 details
the extent of the cultural split at play, and highlights how many respondents
identified themselves as either marketing-first or legal-first companies.

Fig. 1
From the options below,
what best reflects your
organisation’s approach
to GDPR?

55%

Marketing-first – We are
using GDPR compliance
as an opportunity to
better engage with
our customers and
prospects through
smarter marketing

45%
Legal-first – We
are doing what we
need to be legally
compliant with GDPR
and will change our
marketing in line
with these legal
requirements

Just over half of the companies we surveyed have sought to find ways that GDPR
can improve marketing and customer relationships. They understand that while
regulation might make contact lists smaller, with more granularity comes more
opportunity to listen, personalise messaging and engage; as well to be more
targeted and relevant with messaging. However, nearly the same amount have
focused more single-mindedly on getting compliant, and have changed their
marketing strategies in response to that process, in order to account for the new
landscape that emerged after GDPR became active.
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Why it pays to be in the right tribe
It’s true that the new regulations have brought about a lot of challenges for
marketers to respond to. And while our research indicates that most are broadly
optimistic about GDPR – almost two thirds think it will improve the efficiency of
their marketing plans – it’s wise here to move beyond pure optimism, looking at
the hard numbers that will really determine how good a job marketing is doing, and
how the cultural split affects that.
Our research shows that 52% of the 41% who think that GDPR will positively
impact forecasts and increase targets are marketing-first businesses. They’re also
statistically more likely to exceed the targets set for them by their businesses across
a range of measures that make the marketing funnel work and improve sales
alignment, which will be explored later in the report (72% of high performers are
marketing-first).

FALLING ON THE WRONG SIDE OF THE DIVIDE
GDPR represents a substantial change in how we work as marketers. And while
a slim majority of businesses feel fine about their GDPR compliance, a sizeable
number don’t (Fig.2). Instead, they’re worried about marketing under these stricter
regulations. (These figures are actually skewed a little by regional variances, with the
UK substantially over-indexing on their level of comfort at 62%.)
It’s okay to be a little cautious. But perhaps not to the extent that we’ve seen, with
a sizeable 46% feeling distracted from their core marketing duties – which may
explain why so many have fallen into the legal-first tribe.

Fig. 2

8%

I am very concerned
we will fall short of
the regulations

2%

I am resigned to a
year of disruption
and difficulty

How do you feel
about the process
of becoming GDPR
compliant?

38%
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I am worried
about how
things will go

52%

Fine, everything
is in place

Are businesses thriving or just surviving?
Delving a little deeper into the numbers, we can see that a broad majority (69%
France, 64% Germany, 72% UK) think GDPR will redefine the way their organisation
does marketing; and a similar majority (64% France, 55% Germany and 65% UK)
think that surviving post-GDPR is the new battlefield for marketers.
Surviving is the battlefield. Not thriving, which surely should be the aspiration for
every marketer. Indeed, less than half the survey sample (43%) feel confident that
their marketing can achieve business growth in light of the legislation; and a similar
number (44%) think it’s going to be harder to attract new prospects.
Thriving is about results and revenue growth. The research shows that it’s the
marketing-first businesses who are more likely to achieve these targets, with legalfirst businesses likely to do no better than remain consistent, or perhaps even scale
back their targets. Given that, there’s reason to question the approach of businesses
who have a legal-first culture, particularly when as little as 4% think GDPR will
impact their ability to meet KPIs.

MORE DATA, MORE PROBLEMS
The businesses we surveyed pinpoint a range of issues they think they’ll face when
it comes to working in a GDPR world. Almost half (48%) think that a reliance on
customer consent will be a big challenge to achieving marketing objectives and
40% say customer profiling will be a big pain point.
Key to addressing these challenges is thinking about marketing in a more holistic
and considered way. Marketers can thrive by seeing GDPR as an opportunity to
better engage with a more targeted and better qualified audience. The age of vast,
unstructured contact lists and ‘throw enough mud at the wall’ tactics is over. But
to tackle the ever-increasing levels of insight, data and personalisation it’s vital
marketers have the right tools at their disposal and continually look to stay ahead
when it comes to how, where, when and who they target.

CUSTOMERS ARE BECOMING DISCONNECTED
Building great customer relationships is a process of nurturing and development.
Lose trust during any stage and the process is more or less dead – and according
to the statistics derived from our consumer survey, almost impossible to recover. If
marketers need just one reason to react to GDPR in the right way, let that be it.
Our consumer survey results reveal a noticeable gap between what businesses think
about customers and how they respond to marketing; and what those customers
think about businesses. Fig.3 expands on this theme, showcasing strong levels of
agreement across a range of viewpoints that indicate that many don’t believe that
businesses have their best interests at heart and that marketers will try to get around
regulations. As well as a move to resist sharing personal data.
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Strongly Agree

Strongly Agree / Agree

I worry that businesses and brands will find ways to
get around any regulations put in place

32%

I would like to receive regular communication about
the personal data that companies might hold on me

74%
73%

35%

I will still be concerned about data privacy and will
not share my personal information

26%

72%

I will only share very limited details about myself
while transacting online or with companies

26%

72%

I will not share my personal data unless there is an
obvious benefit in doing so

27%

I will be less concerned about sharing
my personal data

71%

15%

47%

13%

I will not change my behaviour significantly
I will be happy to share my data in exchange for
deals/benefits i.e. offers and discounts

12%

47%
42%

Fig. 3
In light of the May 2018 GDPR privacy
rules – which will allow companies
to legally collect, store and use your
personal data if you permit it. To what
extent do you agree or disagree with
the above statements:

Unfortunately, it’s getting worse. News stories and trends over the past couple of
years have made people more aware of their data. And while many haven’t heard
of GDPR and have little idea what it is (60% of consumers admit to being not quite
aware of it), they’re beginning to understand the scale of the information held on
them, as well as the implications and value of their data.

What do customers
think today?

Fig. 4

Our research shows that the vast
majority of customers (75%) are
concerned about the extent of the
personal information companies
might have access to; and only
a minority (42%) actually trust
companies with that information.
Meanwhile Fig.4 reveals that
consumers are rattled, to the extent
that most are concerned about the
storage of data and some won’t
share anything online at all.

concerned
9% Iatamall not
and will
continue to share
my personal data on
social media/online

am very concerned
34% Iand
will not share any
kind of personal data on
social media/online

How do you feel about
how your personal
information is stored and
used in light of the recent
security breaches?

14%
I am somewhat
concerned but
will continue
to share my
personal data
on social
media/online
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42%

I am fairly concerned
and will share limited
personal data on
social media/online

The cause and effect of customer concern
Customer nervousness is rooted in a variety of fears, from being the victim of social
engineering scams (a concern to 79%) and cyber threats (82%), to accidental damage
or loss (80%) and unlawful transactions (86%). This stands to reason and what’s really
interesting is the public’s response to these risks, which we can see in Fig.5.
Somewhat
Likely

Not Likely
I will not do anything about it
I will change my passwords and privacy
settings for all accounts
I will complain or raise the issue with the
company in question
I will ensure the company erases all
personal information about me
I will stop dealing with that
particular company in future
I will seek advice from a third-party
regulator or government organisation

53%

8%

Most
Likely

23%

11%

28%

57%

15%

33%

12%

43%

33%

10%

31%

23%

33%

Least
Likely
13%

7%

10%

44%

11%

48%

11%

29%

Fig. 5
What are you
most likely to do
if you know your
personal data has
been stored and
misused?

15%

Almost no one would stand idle if they discovered that their data had been misused,
causing a risk to their personal circumstances. The majority would raise the issue, have
data erased and stop dealing with the company at fault for the problem. Furthermore,
a lot of people would go beyond that to seek advice from a regulator – consumers
know they have rights and are prepared to take this to the highest level.

Never ignore customer sentiment
Moving beyond the purely regulatory side of things, it’s clear that we’re living in
a complex age for marketing and data. The majority of respondents (83%) are of
the opinion that companies will find a way to get around new legislation – even if
consumers say no to marketing, they think some businesses will carry on, just in a
slightly different way. And almost three quarters (72%) think they get too many calls
and contacts, and even if they don’t know the ins and outs of GDPR, they know that
legislation is going to make it easier to opt-out of marketing communications they
feel are intrusive or irrelevant.
This is a dangerous place to be for the legal-first business. Overly focusing on
compliance to the point that you ignore the imperative to engage with customers
in an effective and meaningful way is going to make marketing and relationship
building really hard work. Indeed, this gives us reason to query why as many as 60%
of legal-first businesses think there’ll be no impact on their revenue forecasts as a
result of GDPR.
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Putting the customer first will pay dividends
Yet with bad news for legal-first businesses comes good for marketing-first businesses.
Because as well as highlighting levels of mistrust and scepticism, the research also says
that 60% of consumers are actually somewhat or very likely to share their information if
they think it’ll result in relevant, tailored offers, as Fig.6 shows.

Fig. 6
How likely are you to share your
personal information if you knew
organisations would use it to
send you tailored, relevant offers?

40%

33%

42%

48%

18%

19%

Total

UK

44%

40%

16%

Germany

42%

39%

19%

Not Likely

Somewhat Likely

Very Likely

France

This sentiment plays right into the hands of the businesses who have used GDPR to
renew their efforts to put the customer at the centre of all they do. By ensuring that
marketing (via any channel) is refined, well-targeted, considered and appropriate,
the audience will engage. What’s more, with smaller contact lists and a more
strategic approach to communications, that engagement is far more likely to be
with the right audience.
Some businesses have acknowledged this, and have changed their tactics
accordingly. They’ve prepared themselves for the new marketing world by adjusting
their activities to not only get results through the pipeline, but to prove marketing’s
integral place in a business and demonstrate that ambitious, innovative and
thoughtful marketing tactics work.
It’s not too late for others to change. The final section of this report looks at what
everyone can learn from the leaders.

‘As a privacy attorney and tech person, I find that I am constantly trying to decide how I
want to be engaged, by whom, and what I consider fair to share and for what purposes.
I carefully manage my privacy preferences and use browser extensions to control
disclosures. I do share a fair amount online – I subscribe to marketing of my choosing,
I enjoy receiving information about products and services that interest me, and I share
information with the organisations that I trust. GDPR will enable companies who
understand their audience to thrive.’
Alex Wall, Privacy Counsel, Marketo
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WHAT MARKETING-FIRST LEADERS
ARE DOING DIFFERENTLY
The marketing-first approach is largely
a question of culture and preparation.
Businesses were given a two-year
period in which to get their processes
in shape before GDPR came into force
on 25th May 2018. This window is when
marketers defined their reaction to the
legislative change, and so positioned
themselves in one of our two tribes.

Legal-first businesses, meanwhile, spent
more time looking at data policies and
marketing processes – highlighting their
prioritisation of controls to ensure the
details of compliance were attended to.

Marketers operating within more
customer-centric cultures tended to see
GDPR as an opportunity to improve and
enhance their marketing and involved
the whole business in the adoption
of this strategy. Rarely is regulation
designed to bolster the trust between
consumers and businesses, implemented
on this scale.
This is expanded on in Fig.7, which
reveals that marketing-first businesses
carried out more activities to keep
marketing fundamental to increasing
revenue. For example, they were far
more likely to have implemented data
systems to ensure compliance and
customer engagement tools to empower
marketers (not to mention improve
communications with their audience).

Fig. 7

Fig.8 goes on to detail the main
operational initiatives instigated across
three stages of the sales funnel. It shows
us that marketing-first businesses
focused much more on customer insight,
nurture and creating a more balanced
marketing mix by reducing reliance on
email marketing and increasing inbound.
Whereas legal-first companies have
been mostly concerned with improving
their customer attraction processes, and
increasing budgets to maintain KPIs and
change their marketing mix. There’s also
an interesting impact at the later end of
the funnel, with legal-first businesses
more likely to need to reset expectations
with sales and shift the benchmark for
qualification.
However, although the marketing-first
companies were better prepared and
expect to see dramatically different
results, that does not mean it’s too late
for the legal-first companies to alter the
course they’re on.

Which of the following measures has your marketing function implemented to
ensure ‘business as usual’ after the GDPR deadline?

Hired a data protection
officer / team

33%

49%

Worked more closely with
executive leadership team

45%

Realigned marketing
processes

43%
44%

51%

Changed marketing
team structure

27%
35%

Strengthening relationship
with IT department
Defined new data
management policies
Implemented new data systems /
customer engagement tools

37%
34%
18%

Legal-first
Marketing-first

20%
28%

17%
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Fig. 8

Attracting

How have you changed your approach
to these stages of the sales funnel as a
result of the GDPR regulations

Invested more in
customer insight

40%
44%
32%
36%

Cleaned contact lists
More emphasis on
inbound marketing

Legal-first

25%
30%

Improved overall process
around customer attraction

Marketing-first

26%

Increased spend on
attracting customers

31%
24%

Reduced reliance
on email marketing

Improved understanding
of nurture process

30%

Reduced volume of
outbound email

32%

Created less intrusive
nurturing processes

29%
32%

Changed our marketing
channel mix

18%
23%

Qualifying

Nurturing

More emphasis on
removing cold leads

36%

25%
27%
20%

41%

37%

Reset expectations
with sales teams

43%
40%

Reviewed qualification
criteria

43%
39%

Softened qualification
criteria
Invested more in
the qualification process

21%

37%

24%
30%

27%

Using GDPR as an opportunity
This research shows that GDPR can actually be a huge opportunity for marketers.
Indeed, there’s broad agreement that this new world will enable marketing
functions to provide a more personalised customer experience (71% France, 64%
Germany, 71% UK) and improve the efficiency of marketing plans (64% France,
52% Germany, 69% UK).
Yet (as we know) despite this fairly positive sentiment, only half of the marketers
we surveyed have been taking the chance to bring structure and coherence to
their contact lists, and to ensure that they’re targeting and attracting the right
people, at the right time.
As part of our research, we examined what these marketing-first businesses are
doing to respond to the changing marketing world in precisely the right way. We
found sets of behaviours across all stages of the pipeline that improve everything
from attraction to sales; and that make marketing not just functional, but fantastic,
in a world with tighter data regulation.
Not only are these teams high performing in terms of results, they are also
statistically far more likely to be comfortable with GDPR compliance than their
counterparts. Moreover, they understand that compliance is step one in making
marketing work well under the new rules, but it’s not the end goal. They have
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adopted a marketing-first culture, reset their marketing objectives, and grown
closer to their customers with innovative marketing and pipeline efficiency at
every stage.
By learning from these marketing leaders, every business can ensure that their
work transforms their business and really shows the impact good marketing can
have. Here’s how they do it.

‘It’s critical for marketers to have the right tools to listen, learn and engage
with customers. When we put the customer first, marketing can exceed targets,
align better with sales and generally be awesome. That’s going to be a strategic
differentiator and result in marketing’s success.’
Peter Bell, Senior Director of Marketing, Marketo
1. Find a better way to attract customers at the right time
High performing marketing functions are notable for having changed their focus,
putting considerably more emphasis on inbound marketing than any other group in
the survey, as Fig.9 demonstrates. This makes total sense as customers can choose
when they engage with a company on their own terms – something that’s central
to a customer-centric view of selling. It’s also far easier for consumers to remove
themselves from marketing communications.
What we have here is a much healthier marketing mix than before. These businesses
are putting their attention into attraction across a number of fronts, both inbound and
outbound. Allowing customers to come when they’re ready instead of persistently
pushing the wrong message to the wrong people is surely a better way to connect
than blanket targeting.

Fig. 9
How have you changed your approach to these stages
of the sales funnel as a result of the GDPR regulations?
‘I have applied more emphasis on inbound marketing’
Respondent constantly exceeds the targets
Respondent consistently meets the targets
Respondent sometimes meets the targets
Respondent rarely meets the targets

45%
27%
18%
13%

‘The shift to a more consumer protected and customer-centric view of marketing
comes naturally to many marketers in marketing-first businesses. Not least
because the customer is already at the heart of their strategy. They may have had
to influence and persuade others in their organisations that success post-GDPR
is about more than just compliance with the rules, but they’ve approached it with
revenue in mind and a vision for deeper customer engagement.’
Vicki Scheele, Senior Marketing Manager, Marketo
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2. Nurture the right leads
High performers are notable in our survey for their steps to remove cold leads, with
Fig.10 detailing how much more likely they are to do this than others. These businesses
understand that people in the database who haven’t engaged for some time, if at all, are
extremely unlikely to be a rich pool of potential prospects.
At the same time, they have made efforts to ensure that their nurturing process is less
intrusive. Opting out and the right to be forgotten are two of the most well-publicised
elements of GDPR and are fuelling the change in consumer expectations around
marketing communications. Businesses need to make sure they have the tools and
processes in place to cope with these requests quickly and efficiently.
Once you’ve attracted someone into the funnel it seems unnecessary to risk opt-outs, yet
so many businesses are still focused on the size rather than the quality of their lead pool.
Many businesses may well see audiences decrease in number, but conversion rates and
pipeline speed can be expected to increase as customers are ready and willing to
be engaged.
A strategy that’s based on informed nurturing, with a greater focus on segmentation and
personalisation, is far more likely to succeed and be compliant.

Fig. 10
How have you changed your approach to
these stages of the sales funnel as a result of
the GDPR regulations?
‘I have applied more emphasis on removing cold leads’
Respondent constantly exceeds the targets
Respondent consistently meets the targets
Respondent sometimes meets the targets
Respondent rarely meets the targets

43%
26%
18%
13%

3. Qualify with an eye on quality
Marketers at high performing companies know that quality of leads is more
important than quantity. Focusing more time and effort on audiences that are
receptive to messages at a time that’s right for them will pay huge dividends.
Fig.11 shows that these marketers have invested more heavily in the qualification
process. They’ve not only reviewed their qualification criteria but softened it. They’re
targeting potentially fewer people but in a better, more focused way to improve the
quality of leads and ultimately the conversion rates.
It’s by using this kind of smart approach that businesses could easily get more
leads from a far smaller pool of contacts, which is a win for everyone involved –
marketing has fewer contacts to deal with, keep up-to-date and compliant. Sales
get warmer leads and prospects who are genuinely interested in the next stage of
the process.

12

Fig. 11

50%
43%

How have you changed your
approach to these stages of
the sales funnel as a result
of the GDPR regulations?

38%

29%

31%
25%

25%

20%

Constantly exceeds the targets
Consistently meets the targets
Sometimes meets the targets
Rarely meets the targets
‘I reviewed
qualification criteria’

‘I have softened
qualification criteria’

4. Create better marketing and sales alignment
To some marketers, smaller lists, lower reliance on email and more audience
segmentation means conversion becomes harder. After all, if you’re seeing it as a
numbers game with fewer people going into the funnel, surely fewer will come out?
Forward-thinking marketers know they have the ability to change the conversion
rate at each stage of the funnel rather than seeing themselves as only responsible
for the number of leads going in at the top.
In the new GDPR environment, it’s clear that well nurtured and qualified leads
are far more likely to become and remain customers than those brought into a
sales process through a mass-marketing approach. Accordingly, the leaders are
statistically far more likely than others to have increased resources in converting
qualified leads into customers, and also more likely to have invested more in the
conversion process. Thereby ensuring that every engagement counts.
Legal-first businesses should really pay attention here. They’re going up against
competitors who are connecting with the customer deeply throughout the funnel,
as well as boosting resources at the sales end. You’re simply not going to come out
on top if you’re not engaging with the customer in the right way the whole time
(Fig.12).

Fig. 12
How have you changed your
approach to these stages of
the sales funnel as a result
of the GDPR regulations?

48%

43%
35%

35%

43%
31%

25%
13%

Constantly exceeds the targets
Consistently meets the targets
Sometimes meets the targets
Rarely meets the targets
‘I have increased
resources in this area’

‘I have invested more in
the conversion process’
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‘GDPR presents marketers with a rare opportunity to build
customer relationships by demonstrating trust and clarity.
Consumer dissatisfaction around how data is used, and to what
extent, is at an all-time high. To thrive in a post-GDPR world,
marketers must demonstrate their understanding of this through
meaningful, personalised communications at every touchpoint.’
Jamie Anderson, President EMEA, Marketo

SEPARATING MARKETING’S GOOD,
BAD AND UGLY
Success in the face of change is all
about how you react to it. And there’s
no doubt that the legislative moves
we’re seeing around the world are big
news for marketers. But unlike some of
the other shifts in how we talk to and
connect with customers over the years,
the business risk of getting things wrong
with GDPR is potentially huge.
As such, it’s clear that having the right
controls in place through compliant
policies and procedures is important
in the new legislative environment. But
those that put the customer at the heart
of their business are going a step further
by arming their marketers with the tools
and technologies to deliver meaningful,
valued experiences that are founded on
trust.
This report has shown that two business
cultures are at play now and simply
settling for the legal-first, compliancecentric version is not going to be
sufficient. It’s also shown the huge
disconnect between marketers and
consumers, which can only be solved by
transforming an organisation’s culture
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to focus on the customer first, providing
the right experiences for each individual
throughout their lifecycle.
To us at Marketo, none of this looks
like a risk to marketing. Instead, it looks
like a huge opportunity to provide an
outstanding customer experience, and
to really prove what marketing can do
with future-facing, ambitious tactics.
Regulation is driving increased
customer-centricity, consumers are
savvier than ever and data growth is
exponential. The best way for marketers
to capitalise on this in an efficient,
scalable way is with the tools and
technologies that allow them to deliver
the right message to the right person in
the right place at the right time. This will
lead to deeper customer engagement,
stronger relationships, more efficient
sales and marketing and ultimately more
revenue. Getting this right is a strategic
necessity that can form the bedrock of a
marketer’s success.
For marketers, it’s time to choose the
right tribe.
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