Agenda
3:00pm – Login and welcome from Rezwana Manjur, Regional Editor of Marketing magazine
3.05pm - Around the (virtual) table participant introductions
3:15pm – Commencement of discussion proper
4:30pm – Final thoughts
4:45pm – End of discussion

Discussion points

The following points are good indicators of what will be discussed during the session. However, we are
not restricted to these – constructive and spontaneous discussions are welcome.
Definitions
1.

What do ‘customer-centric’ and ‘channel centric’ marketing mean to your business, respectively?

2.

Is one more important than the other?

3.

Can you give any examples where you might prioritise one approach over the other?

4.

Is being customer-centric the same as having an omnichannel marketing strategy?

Customer vs. Channel: A closer look
5.

What is the key difference between customer centric and channel centric organisations? Are teams and
incentives structured differently, etc.?

6.

How does having a customer-centric approach affect one’s use of marketing channels and vice-versa?

7.

What channels lends themselves best to supporting a positive customer experience for your audience?

8.

What are the main challenges you face in balancing customer-centric and channel centric marketing?

Looking at your business through the customer’s lense
9.

Digital marketing makes it easy for companies to deliver tailored communications but often brands
struggle to deliver truly personalised experiences. Your thoughts?

10. In general, how do customers experience these personalised engagements, and how successful do you
think brands are at delivering genuinely valued experiences in the Asia market?
11. Can we leverage a comprehensive view of the customer's brand experience, with a complete history
across all touch points? And what can we do with the data?
12. How successful are organisations these days at managing and orchestrating content as a single entity
across their brands and channels?
13. Is it too easy to over rely on Google and Facebook as your key strategy for reaching your target
audience? What can brands do to diversify beyond these walled gardens?
Engagement and Personalisation
14. In addition to technology that empowers consumers, intelligent systems that will enhance our lives, and
the continued blurring of digital and physical mediums, what other trends are you looking out for? What
are some common challenges that marketers can encounter when attempting to humanise their brands?
15. As a marketer, how are you assessing the impact that new technologies and trends have on consumer
behaviour? How does it manifest itself in your marketing practices?
16. What challenges do you face when it comes to implementation and scale? What's your brand journey
when you're delivering on customer's gold-rated standards? And is there such a thing as overpersonalisation?
Metrics & Measurement
17. What metrics does your company swear by? Are there any you feel are over-rated or under-appreciated?
18. What customer satisfaction metrics are you currently tracking?
19. What are you doing to identify and engage with your best customers?
20. How do you keep up with new technologies and evolving best-practices?

Thanks to our Partner:
This Roundtable would not be possible without our partner Epsilon, the Industry's Most Advanced Data-Driven
Marketing company, delivering managed marketing solutions that deliver demonstrable and sustainable results for
some of the world’s most sophisticated brands..

All discussants and highlights of the discussion will be featured in a digital article on www.marketinginteractive.com. Of course, all off-the-record, sensitive, and confidential information will not be published.
To have an idea of how you will be featured, here’s a past article for your reference:

