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Skills can be very specific, such as "mastery
of ExactTarget for newsletter email marketing”.
But we are now more interested in broader skills
that transcend individual projects and programs.
For instance, in marketing, one has found that
the following skilis have perpetual value:
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- empathy with customers, seeing through their
eyes;
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-a good ear for authentic, persuasive language;

. -a good eye for compelling visual design;
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- -open-minded creativity and imagination;
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-fluid mapping of features to benefits in context;
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- an engaging flair for showmanship (without
showboating);
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There are certainly many more — team
building, leadership, and organizational skills
are universally good - but the list above serves
marketers particularly well. We could debate
how much of these abilities are learned skills
versus how much of them are innate talent. But

regardless of where someone’s starting point is,
conscious effort can improve almost all of them.
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However, with the rapid infusion of technology

in marketing - indeed, with marketing needing

to deftly execute in Iincreasingly technical
environments - new skills will be needed in this
branch of the org chart.
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Some of these have clearly been imported
from engineering and IT - after all, marketing is
now enmeshed in a medium that is defined by
technology as much as anything - but that's not

to say that marketers must or should become
programmers (although some will).
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Instead, marketing will have its own
interpretation of these capabilities, synthesized

: with marketing's existing skill set in exciting new
© o ways.
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1-Analytical pattern recognition. Marketing is at
the center of a data maelstrom, flooded by
firehose-velocity feeds of information - web
analytics, transaction histories, behavioral
profiles, industry aggregates, social community
feedback, etc. Wrangling the flow of that data
is a good skill, as is proficiency with tools such
as Excel and Google Analytics.
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However, the real skill to have is the ability to

look beyond the numbers to see the underlying
patterns and trends - to coax out explanations and
ideas from the endless sea of bits. This is data
analysis, but as intuitive as it is analytical. After
all, pages and pages of standardized reports are
increasingly useless, managerial white noise.
But actionable, data-driven insights, illustrated
by lucid visualizations, will be invaluable - as will
the people who can deliver them.
Gapeadll aud Jama poludy AagfT pfhatl 5500 - 2
doslaien) auals Jl alil 280800 @lghas 5L Lade
S Ao ssdl geamll @by Aaignnll aLIGH &Ml
clias 23 Y Aay (et S ao I caad B aladl
 piaall Aualine o yall oye —Ca¥Y1 Loke g — il ole
ol 530 G Lt gl el 3,00 Jgm 35 3l
B ol oS Al Lalualy Gy ol ol
Jiliug (o 5.5 )01 B0y Lalnidoy Balie G SiliglgY!
e an,d Llain! CllaT Adaelll Belaia ¥ adled
Ll ataal

40

Ul yalain (Saowill Gl



.. ojokig (Gyouil s -

2- Agile project management. The clockspeed of
marketing is accelerating, while the granularity
of its tactics is fragmenting. The luxurious
days of planning a few well-contained major
campaigns for the year are largely gone.
Now, you've got hundreds - often thousands
- of micro-opportunities, swirling around the
extended enterprise every week, the best of
which must be quickly snatched and efficiently
executed. Priorities can change overnight, and
near instantaneous social media feedback
demands a near instantaneous response.
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Old school project planning can’t keep up in
that environment. You need agile marketing.
Agile methodologies, originally invented for
rapid software development, are now being
successfully adapted for use in the marketing
department, such as a Scrum approach to
marketing. (And, of course, it's especially
relevant when marketing needs to engage in its
own software development projects.) Running
an agile project well, however, is a skill in its
own right - especially in an organization whose
embedded culture may be, shall we say, less
than agile. If you can master the art an “agile
facilitator”, you can guide many initiatives to
nonlinear management success.
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3- Experimental curiosity and rigor: Marketing

is the new laboratory. The very speed and
granularity that has made it difficult to rigidly
manage top-down, enables quick and
inexpensive testing of new ideas from the
ground up. The far majority of marketing
activities at this point should be run as tests,
continually trying new alternatives, pushing
on the edges, constantly on the lookout for
shifts in response that portend new threats
or opportunities. Thriving in this marketing
laboratory requires the imagination to come up
withnewideas, the cleverness to figure outhow
to test them with minimal risk and resources,
the courage to overcome status-quo-ism and
actually carry out the experiments (remember,
even if they don't work, the organization can
still learn something from them), and the
discipline to run the tests with enough rigor to
draw meaningful conclusions.
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Of course, since empirical data is rarely
iron-clad - always lots of potential confounding
variables out there in the real world - balance
your confidence with the humility and open- :

mindedness to appreciate other factors and
explanations that may reveal themselves over
time.
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When thinking of marketing as a science,
remember science is a creative endeavor.
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4- Systems thinking. Marketing can no longer be
managed in silos. Tactics in one area (e.g.,
a particular trade show presentation) impact
the effectiveness of others (e.g., your search
marketing ads) almost immediately. Social
media has not only accelerated cross-channel
effects, it's blended and mashed-up channels
and partners with independent communities
into a completely new, living ecosystem.
If engaged properly, that can be a powerful
force multiplier; if mismanaged, it can be a
train wreck.
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The key is to grasp the emergent relationships
between the different moving parts, their positive
and negative interaction effects, and optimize
for the evolutionary dynamics of the whole. If
that sentence sounds like gibberish, then take a
simpler illustration of system dynamics:
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There's a lot of liver disease in marketing
these days (figuratively speaking). As you

scale up ideas in the new marketing domain,
be wary of oversimplifying the “algorithm”,
inadvertently generating negative side
effects or getting stuck in the illusion of an
unsustainable exponential curve. Systems
thinking can illuminate interdependent
opportunities and save you from disastrous
dead ends.
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5- Mashable = itware fluency: Not all marketers

have to become programmers, but those

who understand how software is built and

deployed in the new “mashable web" - a world

of mashups, widgets, and APls - will have a
competitive advantage. (And if you can whip
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up a quick script yourself, more power to
you.}
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See, web marketing is no longer just about
great content, a sweet design, and good search
engine optimization. The new battleground is
the web as an open, malleable, interconnected
application Lego set, where your customers and
partners can leverage functional components
and data from yourcompany.com in conjunction
with feeds and APIs from Google, Amazon.com,

and their own value-add streams into a whole
new kind of software.
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This is mashable marketing:
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Somehow or another, your company should
be plugging into these services, tapping and
remixing them vyourself, and contributing to
the web-as-a-platform with your own branded
stake in the ground. And although it's rooted
in technology - a very cool evolution of cloud
computing - make no mistake: this is a marketing
mission. You don't necessarily need to personally
know how to implement the code yourself, but
you need to know enough about the uses and
design patterns to make the right choices and
direct the people who can implement them for
you. The semantic web and semantic marketing
are a part of this mashup software fluency.
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