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27 Years Excellence Program “Best Practice in Marketing’

)

Enhancing Marketing Professionalism

847 Participants

Executive Training on

Marketing Management

Enabling & Supporting
Marketing Research

36 PhD theses
4 Post Doc-Positions
4  Trained Professors

Reality-Based
Marketing Research

Tapping New Marketing Knowledge

814 Guest Lectures from
582 Companies
2831 Focus Group Participants

Moderated Focus Groups &
Surveys

Pa,
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Company Specific Challenges
49 Company Projects

Inhouse Projects, Coaching,

Training & Implementation,




Management Focus Groups 2025

Ko -

Al-Driven Marketing: Continuing the Journey

Customer Journey & Channel Management

Customer Centricity for Profitable Growth
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Management Focus Groups 2025

W‘/ Al-Driven Marketing: Continuing the Journey

Q%_j\i_g Customer Journey & Channel Management
q

Customer Centricity for Profitable Growth
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Artificial Intelligence: a Working Definition

" Artificial intelligence as a
branch of science and technology

is capable of intelligently performing different tasks,
detect errors and learn from them."

Source: Volkmar/Reinecke/Fischer 2021.
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Artificial Intelligence: It’s All About Learning, You Stupid!

Intelligent Machines
Broadly defined

Artificial Intelligence

Pattern Recognition
Learning general patterns from
data

Neural Networks
Learning general patterns in
unstructured data (i.e. images,
text, audio, etc.)

Large Language Models
Learning to understand natural
language (i.e. text)

o
,‘ University of St.Gallen . -
Source: Ultralytics.com

Institute for Marketing and Customer Insight



Al-Driven Marketing: Continuing the Journey

The business value must come first.

Just do it!

Benchmark against the current baseline, not the optimum.

Experiments alone (and Al) do not guarantee optimal solutions!

Utilize Al to empower your teams - with knowledge and tools.

Keep the human in the loop!

Agents are the latest capacity enhancers.

Be mindful of your technical infrastructure.

GEO is the new SEO: Presence and sentiment matter.

Be careful with full automation: Al can spark distrust.

|
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Just Do It! Start — but Start Smart

GenAl Playground - Content Generation
Basic features — Big impact

Text translation

Translate and communicate in
multiple languages that capture the Hello. Matthias
nuances of human language and 2

terminology fitting your brand identity

Image generation

Use text description to generate
photorealistic images in the style of
your brand identity and create
stunning visuals

Text generation

Generate or adapt text in custom
tones considering audiences and
channels for for seamless
communication of your brand identity

SEO

Analyze vast amounts of data to
identify emerging trends, optimize
content, and enhance website

visibility, and improving search engine
rankings

Benefits:

Faster Content Creation: Generate visuals, texts, translations quickly, saving time and resources.
Personalized & Unique: Create visuals tailored to specific campaigns or text content for your target audience.

Accessibility & Scalability: Create content for diverse channels and formats and easily adjust it to different local markets
Experimentation & Exploration: Test different concepts and styles with ease.

3
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Utilize Al to Empower Your Teams — with Knowledge and Tools

Generative Al Playground at Inter IKEA

* Providing an IKEA GenAl IKEA LLM Playground
Development environment

to use |IKEA data safely with Home Question Answer Image Generation Edit Corpus Saved QAs OpanAl Playgrount Simplified View ]
Generative Al

- Source: IKEA (2025)
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ROI Matters: Current CEO Evaluations of Al Initatives

Global C-suite Series
32nd edition

CEO Study

25% of Al initiatives deliver the expected ROI

Only 16% of Al projects are scaled enterprise-wide

Data fragmentation and unclear ROI paths are major adoption hurdles

64% of CEOs adopted Al due to FOMO (“fear of missing out”),
not strategic alignment

5 mindshifts to supercharge
business growth

Move from productivity
to performance with agentic Al —

Source: IBM CEO Study (2025), n=2000

In your company, how do you
e * prioritize Al projects?
@M, University of St.Gallen

A, * measure the ROI of Al projects?
NN TSy A7 Y R .




Why Al Does Not (Yet) Automatically Lead to Business Value

Al-Slop, noise and content dilution (Niederhoffer et al. 2025)

Data fragmentation/silos and legacy systems

Automating inefficiency (,,The Micro Productivity Trap*) (Bain & Company 2025)
Human-in-the loop bottleneck (verification, fact-checking, brand alignment)

Organizational rigidity, compliance

Al as a ,,general purpose technology* requires massive investments

Analogy to the Solow Paradox of the PC-revolution:
,You can see Al everywhere but in the productivity statistics.”
’4

7aS University of St.Gallen Sources: partly based on Bain & Company 2025, Niederhoffer et al. 2025. -
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Start Small. Focus on Business Value. But Start!

BUSINESS

VALUE




Benchmark Against the Current Baseline, not the Optimum

VS.

=
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Al in Market Research?

Bias of most LLMs (WEIRD: Western, Educated, Industrialized, Rich, and Democratic)
Loss of outliers (= regression to the mean)

Lack of phenomenological depth (no real understanding)

Confabulation of ,,plausible‘ consumer motives

A digital twin is a snapshot of the past.

Ethical and legal grey zones.

. W Strategic market entry
¥ Ideation

® Niche markets
¥ Prototyping

¥ Sensitive topics

¥ Functional tests
® Understanding human behavior

- . .
a University of St.Gallen
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Human vs. Al: Who is Better? — (Still) Keep the Human in the Loop!

Navigating large amount of data 13% e
Organizing data to be actionable 23% S 24%
Identifying points of interest within data 26% 2%
Uncovering insights efficiently 26% o 23%
Connecting the dots across different data sources 22% S 29%
Describing data and information 24% S 8%
Integrating & explaining qualitative & quantitative findings 28% S 3%
Analyzing verbatims and open-ended questions 23% S 43
Generating new ideas 34% S 4%
Linking insights with business objectives 29% - 5%
Developing strategies based on insights 26% - e3%
Telling compelling & inspiring stories based on insights 19%

Gaining stakeholder buy-in on actionable insights 18%

Source: .

m Al is better Both are equal m People are better Zweggers/Ricciuti 2024.



Al Agents are at the Peak of Inflated Expectations

Gartner Hype Cycle™ for Al Technologies

+ Al Agents
®
Al agents are now at the Peak
of Inflated Expectations, while
generative Al is failing to
achieve unrealistic hyped
expectations.
w
c
2
-~
i @ Generative Al
@ \
Innovation Peak of Inflated Trough of Slope of Plateau of
Trigger Expectations Disillusionment Enlightenment Productivity

Time frame — two to 10 years

Commercial reuse requires appeoval from Gartner and must comply with the Gartner Content Compliance Policy on gartneccom.
©202 Ganre, artner
a

© 2025 Gartner, Inc. and/or its affiliates. All ights reserved. 4275350



The Ultimate Al Business Agent: Black Box Advertising

Mark Zuckerberg (May 2025): ”..., make it so
that any business that basically wants to achieve
some business outcome can just come to us, hot
have to produce any content, not have to
know anything about their customers. Can
just say, “Here’s the business outcome that |
want, here’s what I’m willing to pay, I'm going
to connect you to my bank account, | will pay you
for as many business outcomes as you can
achieve”. Right?

Yeabh, it is basically like the ultimate business
agent ...

|
- . .
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Advertising Process: Can Al Do It (Almost) All?
imb
imb

Plan

lml
Market
Research

Creative
e e
Advertising
Process

Lle o]
m Post Campaign
Evaluation

Media
Planning

Production

Advertising
Development

3
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Communication Performance & Artificial Intelligence

?
Communi-
cation = Strategy X Creativity x Craft
Success
Which tasks can be performed by Al alone?
Where can Al assist or enhance?
|
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“Strategy is the god of
successful communication.”

Laurence Green, Fallon McElliott London



Communication Performance & Artificial Intelligence

? ?
Communi- -
cation = Strategy X Creativity x Craft
Success
Which tasks can be performed by Al alone?
Where can Al assist or enhance?
|
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»,Real* Creativity and Al?

In R&D: Yes, by increasing the
velocity, volume, and variety of
design candidate generation.

Source: Singler, A. & al. 2025.

3
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Experiments alone (and Al) Do Not Guarantee Optimal Solutions!

A Better Design

Your Design
Optimized at Local Maxima

Current




Communication Performance & Artificial Intelligence

| ? 2/ 2?
Communi- =0 -
cation = Strategy X Creativity x Craft
Success
Which tasks can be performed by Al alone?
Where can Al assist or enhance?
|
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Al Generated Commercial for ,,Prinzenrolle* Generated Fire-Storm

[
D

|

w e .. Be careful with full automation: Al can spark distrust. |


https://www.horizont.net/marketing/nachrichten/-prinzen-rolle-kampagne-grieseon-de-beukelaer-setzt-sich-mit-ki-werbespot-in-die-nesseln-228360

The Hidden The Hidden
Cost. Cost.

Tuna fishing often kills sea turtles as bycatch.
A specles lost —one can at a time.

Help protect endangered marine life at wwf.org

Cocoa farming in West Africa contributes
to the destruction of gorilla habitats.

L J
L}
Help protect the world’s endangered oq (X
species at wwf.org qv
WWF WWF

Powered by
Nikolaj Viborg,
ChatGPT & iPhone



WWEF Denmark: Al Advertising Combined with Strong Narrative

® Danish marketing and branding expert Nikolaj Viborg developed the
concept, story, and visual implementation in 2 days.

¥ Tools used: ChatGPT and an iPhone

® Al was not used as a substitute for creative output, but as a
catalyst to implement an idea more quickly and effectively.

W The storytelling campaign went viral and was also well received by experts.

Source: Absatzwirtschaft.de 2025.
|
@M, University of St.Gallen
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Communication Performance & Artificial Intelligence

| ? 2/ |
Communi- =0 -
cation = Strategy X Creativity x Craft
Success
Which tasks can be performed by Al alone?
Where can Al assist or enhance?
|
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,Every communication
has a content aspect
and a relationship
aspect.”

Paul Watzlawick
1921-2007



Never Forget Data Protection, Compliance & Al Ethics

Explainability (Black
Box Al vs. White Box
Al)

Accountability &
Responsibility
Transparency &

Privacy & Data
Protection

Fairness & Bias
Mitigation

(Addressing Al Y T .
Discrimination) Human Oversight &
4 Autonomy (

Source: Nguyen Anh Cao 2025.

S
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Al Code of Conduct: Example for a B2B Company (1/2)

All of our Al use is guided by 3 core principles:
1. Human-Led Al: Al tools are here to support and augment our work, not replace our judgment.
A person is always responsible for final decisions and outputs.

2. Trust & Transparency: We must be able to explain how our Al systems work. We are
transparent with our customers about our use of Al and the information it provides.

3. Safety & Security: We are committed to protecting our intellectual property, our data, and our

customers' privacy. Our Al systems must be secure and offer active bias detection &
mitigation.

The following uses of Al are strictly forbidden as they violate our values and European law:
* Al that rates or scores individuals (e.g.,, for social behavior or credit).
* Al that uses subliminal or manipulative techniques to influence a person’s behavior.

* Any use of Al that is illegal or poses an unacceptable risk under the EU Al Act.

-
VA Universiy of St Gallen Sources: based on ChatGPT5 Deep Research, reviewed by Google Gemini 3. -
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Al Code of Conduct: Example for a B2B Company (2/2)

How We Use Al at Work

These rules apply to every Al tool you use, whether it's an internal application or a public-facing service.

1. Use Approved Tools Only: To protect our business, only use Al applications from the company’s approved list.
If you need a new tool, submit a request through IT and Compliance.

2. Protect Our Data and Privacy: Never enter personal, confidential, or customer data into external or un-
approved Al tools. Do not upload copyrighted materials or company secrets without explicit permission. Unless a
contract specifically allows it, never allow an external Al provider to train on our company or customer data.

3. Maintain Human Oversight: You are accountable for all Al-assisted outputs. Always review and fact-check
Al-generated text, images, or code before using it externally. Al is a powerful assistant, not a final authority.

4. Be Transparent with Users: If an Al system interacts directly with a customer (e.g., a chatbot or a support
tool), make sure they know they are speaking with an Al. Always provide an easy way for them to connect
with a person.

5. Label Al-Assisted Work: Any text, image, or code that was created or significantly changed by an Al tool must
be clearly marked. This can be done in a document footer, metadata, or a simple tag.

6. Report Issues Immediately: If you see an Al system behaving in a harmful way, giving biased results, or if you
have any security or compliance concerns, report it to your supervisor or the designated Al Governance
Officer without delay.

-
VA Universiy of St Gallen Sources: based on ChatGPT5 Deep Research, reviewed by Google Gemini 3. -
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Al-Driven Marketing: Guest Speakers

. Prof. Dr. Sven Reinecke
': University of St.Gallen

Institute for Marketing and Customer Insight

~ Marco Diitsch
IKEA

Stephane Carlier

logitech

BOSCH Bastian Kruse

m Angelika Leeman
-1
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Al-Driven Marketing: Guest Speakers

@ o David Selch

28/ (>, DIALOGIFY

P

=
: Dominic Bolliger
(¢, DIALOGIFY ' '
. Dominik Temerowski

Q SWisscom

N\ Meta

Paul Wiedmeier

sMg

Giacomo lotti

v
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Al-Driven Marketing: Guest Speakers

Julian Kramer

Markus Kaempf

E Roman Malessa

) Dr. Steffen Schmidt
concept @ ai

m Dr. Paul Sterzenbach
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Management Focus Groups 2025

W‘/ Al-Driven Marketing: Continuing the Journey

Customer Journey & Channel Management

Customer Centricity for Profitable Growth




Customer Journey & Channel Management

Growth starts with human-centric design.

Customer journeys rarely follow a straight line.

CX must be measured, modeled, and continuously improved.

Reduce customer effort in feedback to accelerate learning and improvement.

Create emotionally meaningful journey moments that customers remember and value.

Adopt a hypothesis-driven approach to customer experience management.

Customer focus and NPS are core drivers of growth.

Customer processes: From collecting to connecting to correcting the dots.

Integrated flywheel logic outperforms siloed touchpoints.

Seamless omnichannel journeys are a loyalty driver.

|
" University of St.Gallen
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Evolving From Collecting to Connecting to Correcting the dots

Touchpoints Customer Journeys Learning
| Phase | | Phase I ' Phase I
| “Collecting | “Connecting “Correcting
| the Dots” ; the Dots” the Dots”

Under
stand Define
processes personas

Build meaningful
interactions

Improve existing
customer
journeys

Define your CX
ambitions

Define

Identify touchpoints customer Innovate the customer

journeys journeys

o e

Customer processes as a starting point to valuable customer interactions.

’: o Source: Schégel & Herhausen (2024)
. University of St.Gallen
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Evolving From Collecting to Connecting to Correcting the dots

Touchpoints

Phase |
“Collecting
the Dots”

Under
stand Define
processes personas

Identify touchpoints

Customer processes as a starting point to valuable customer interactions.

- Source: Schégel & Herhausen (2024)

|
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First Touchpoint — The Product.

@ Deepl Translator @
4 .. Translate text y Translate files .o Deepl Write
% 2
35 languages .pdf, .docx, .pptx “*  Al-powered edits
&
Detect language v English (American

99

Type to translate.

Drag and drop to translate PDF, Word (.docx), and PowerPoint (.pptx)

files with our document translator.

) v

UX is not an add-on, it is the
product.

When design drives clarity,
trust, and ease of use,
the product itself becomes
inseparable from its UX.

JO—— KISS: Keep It Simple, You Stupid!

Institute for Marketing and Customer Insight




Growth Starts with Human-Centric Design

The payment flow between cardholder,

merchant, banks, and Visa involves
many steps, fees, and approvals.

Yet for the customer, the experience
is reduced to a single, seamless
swipe. By hiding complexity, the
system builds trust, convenience, and
repeat usage, fueling real growth.

v
@M, University of St.Gallen
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Card holder

A

5. Bills $100

6. Pays issuer

v
Interchange

fee P
=

Issuing bank

Merchant
A
2. Submit
transaction
for authorization
4. Marchant pa
$97.80

3. issuer approves

transaction and transfers 3
$98.30 to acqu rer Acquiring
$9a 30 ! fos

o000

Acquiring

Source: VISA (2025)

bank



Celebrate Touchpoints Customers Remember!

BMW Welt & ===

3
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Create Immersive Touchpoints That Spark Memories & Word of Mouth

Source: BMW (2025)
3
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Evolving From Collecting to Connecting to Correcting the dots

Touchpoints Customer Journeys
i Phase | i i Phase .||
; “Collecting ; Connecting
| the Dots” ; the Dots”

Under
stand Define
processes personas

Build meaningful
interactions

Define
customer
journeys

Identify touchpoints

o e

Customer processes as a starting point to valuable customer interactions.

- Source: Schégel & Herhausen (2024)

|
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The Past: Customer Journey = Marketing & Sales Funnel

Target Aware-
segment ness

Interest Trial Preference Loyalty

100 % 91 % 60 % 42 % 30 % 23 % Brand A

)
Lt

L] I 1) O IS, B IS

|
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Connecting the Dots: Customer Journeys Rarely Follow a Straight Line

Instead of moving rationally through funnels,
customers jump back and forth between
touchpoints like bumblebees.

Some steps are repeated, others skipped, making decisions fuzzy.
Source: Schégel (2025)

This non-linear behavior requires flexible journey design.

= o
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Connecting the Dots: First, Get the Basics Right! Go gle

%

( * Q) \ JRaise your footfall & website visits

/ % \Y Get the Basics right
Source: Google (2025)

o
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Basics First, Then Seamless Customer Journeys as a Loyalty Driver

Products are easy to search and find
Attractive prices

Good offers/discounts

Detailed information on products
Fast purchase process

Fast payment

Good consultation

Flexible payment methods

Good link to the local store

A source of inspiration

Product recommendations
Collect and redeem loyalty points

3
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73%
74%
67%
70%
66%
68%
66%
63%
58%
60%
2%
55%
45%
57%
49%
46%
39%
46%
38%
49%
32%
37%
30%
34%

Source: Google (2025)



Seamless Omnichannel Customer Experience: ,,Anyware*

NTA

DOMINO’'S

YWARE -

Order your favorite
oven-baked goodness on your favorite devtces

F " \a \\ '":
no L %#’—’ < '\-\%
v ?‘ I*:\i b~
GOOGLE HOME ALEXA SLACK | CI.ICK

'4 L.
'A Universi ty of St. Gallen
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Connecting the Dots: Customer Journeys Rarely Follow a Straight Line

- - = - s - e seomon RXARE =
x - - - A E 4
e e . § R = [
[ - 8 ¥ a Hed A E R - o = e—
o A.In_u.’_. - - — = e - .

Source: XXXLutz (2025)
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Connecting the Dots: Avoid Filters & Interruptions!

®

MEDIA
DISRUPRTED

|
(/™ University of St.Gallen
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Evolving From Collecting to Connecting to Correcting the dots

Touchpoints Customer Journeys Learning
| Phase | | Phase I ' Phase I
| “Collecting | “Connecting “Correcting
| the Dots” ; the Dots” the Dots”

Under
stand Define
processes personas

Build meaningful
interactions

Improve existing
customer
journeys

Define your CX
ambitions

Define

Identify touchpoints customer Innovate the customer

journeys journeys

o e

Customer processes as a starting point to valuable customer interactions.

’: o Source: Schégel & Herhausen (2024)
. University of St.Gallen
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Correcting the Dots: Ease Feedback to Accelerate Learning!

Berilhrungspunkt
editieren

The connection is clearly The clock is well Chewing gum on the The train attendant on the Had to search for
and distinctly displayed, placed and illuminated. seat in the train. train was very friendly Migros for a long time.
and | am on time | could read the time. during the inspection.

SBB Mobile Watch trainstation Seat

Train conductor Migros Geneva

© © ® ©

»
" University of St.Gallen
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Source: SBB (2025)



Correcting the Dots: Touchpoints & CX Need to be Improved

Passenger
Onine Foous LHGPanel  Satisfaction
Grou Trackmg Collecting
P lnterv-ews Co Creation Customer Data
Community
@ Do it Yourseif
Market
Research
z ‘".
Website 3 ‘igg‘ ﬂ!\-
i

Desk-
Automated
Research

Customer’s 3
World... | et

to be identified

o
WA Universicy of St.Gallen Source: Swiss (2025)
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NPS Driving Customer Growth Allianz @)

VoC NPS Customer Growth

/_

2017 2018 2019 2020 2021 2022 2023 2024

2020 2021 2022 2023 2024

/ / /
\*‘#.;—aj g

1 2 3 4 5 6 9 10
e) (@@ e 2 o o505
Source: Allianz (2025)
o

Y Unversy o e Galln 000000 0 0 0O | |
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CX Must be Measured, Modeled & Continuously Improved

Allianz ()

Quantitative KPIs like NPS, and churn rates reveal where performance stands today.

Qualitative insights from customers and journey mapping explain the “why” behind

the numbers.

Data - quantitative & qualitative

@ NPS (n = 100.000 feedbacks) &
VoC 5-Star Rating (n=1.000.000 feedbacks)

Unique data cube on German consumers approx.
150-200 target groups, based on 8.000 Interviews

@ Quantitative concept test ca. 200 research papers
(n=50.000) - OpenAl Sentiments

v
@M, University of St.Gallen
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Design Thinking — human centered

Deep understand of customer calls for all
employees, incl. technical / legal areas, Board

Focus groups & etnographic studies

Innovation sprints in
3 hours - 5 days -100 days to the first MVP

Source: Allianz (2025)



Customer Journey & Channel Management: Guest Speakers

. Prof. Dr. Sven Reinecke
" University of St.Gallen

Institute for Marketing and Customer Insight
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Customer Journey & Channel Management: Guest Speakers
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Customer Journey & Channel Management: Guest Speakers
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Customer Journey & Channel Management: Guest Speakers
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Management Focus Groups 2025

W‘/ Al-Driven Marketing: Continuing the Journey
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Total
Customer

Care Customer Centricity:

Kundenorientierung

auf dem Prufstand

Long-term Priority

or
Old Wine in New Bottles?
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1980 — Customer Satisfaction Results from...

Subjectively
perceived
quality

Customer
expectations

Source: Deutsches Kundenbarometer
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1990s — Customer Loyalty & Customer Retention
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1990s — Customer Loyalty & Customer Retention
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Customer Loyalty Programs: Beware of Self-Selection Effects

4 N

When considering self-selection effects within
loyalty programs one can determine that the
effect of the programs on the share of wallet

is overestimated by a factor of 7.

\ \/_J

Source: Leenheer et al. 2007.




2000s — Customer Relationship Management (CRM) & NPS




2000s — How the Idea of CRM was Murdered by IT
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2010s: Customer Success Management
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2010s: Customer Success Management

Encouraging
referral

Service
Renewal

Preempting
churn

Lost paying
customers

D" Upgrading

- Dormant Upselling

Lost trial
customers

Keeping Active
Source: A. Holani 2025. DAU, WAU,

MAU




2020s — Al, Personalization, Privacy, Value Realization
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Creating Experiences with Al-Driven Efficiency & Human-Centered Design

1896-
2014

Diagnostic technologies
that help providers
improve lives

Anesthesia delivery
Diaghostic ECG
Medical imaging

Patient monitoring

Pharmaceutical diagnostics
Ultrasound

v
@M, University of St.Gallen

Institute for Marketing and Customer Insight

Integrating Al in devices
to help providers improve
care quality & efficiency

Deep-learning
image reconstruction

Al-assisted
image interpretation

Al-assisted image
acquisition guidance

Al-powered, automated image
segmentation & measurements

Al-powered workflow automation

Moving beyond solitary
devices & single episodes of
care to help providers solve

broader problems

System-wide, real-time
hospital command centers
Enterprise-wide enterprise

imaging, real-time,
remote scan assistance

Enterprise-wide, automatic
reading workflow distribution

Enterprise-wide virtual care
solution for ICUs, L&D, ...

Pushing Al boundaries
to help providers
deliver high-quality,
personalized care

Using foundation models,
deep learning neural networks,
multi-disciplinary agentic
technology to help solve
providers’ biggest,
enterprise-wide, clinical and
operational challenges

Source: GE HealthCare (2025)



’Lessons from History”: Implications for Research and Practice

# Customer orientation & centricity is (still) the foundation of successful
marketing management.

# Success depends on organizational anchoring — not on tools.

# Measurement concepts (satisfaction, NPS, engagement) are only valid to a limited
extent.

# Ethics, data protection, and transparency are gaining strategic importance.

Challenge for future research & implementation: Integration of CX, Al,
high tech & high touch into a holistic model for financial and value realization.

Pa,
(/™ University of St.Gallen
Institute for Marketing and Customer Insight
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Why Marketing is Often Considered ,,Secondary" by Top-Mgmt.

# Focus on communications instead of growth strategy (incl. pricing)

| “Purpose” campaigns without fit & stakeholder alignment

W Causality and attribution problem: myopia and short-term bias

® Avoidable battle between marketing and sales

¥ “Accounting bias” (brand value and customer base do not appear as assets)
# Output (reach, awareness, image) instead of outcome (financials)

Pa,
(/™ University of St.Gallen
Institute for Marketing and Customer Insight



Speak the Language of Power: Value Logic in CFO Language

Executive Narrative
# Profitable growth; proven incremental contribution margin.
# Capital discipline: payback 4-6 months; positive NPV at WACC.

¥ Brand & customer asset expansion increases firm value, backed by meta-analytic
evidence.

# Risk reduction: marketing stabilizes cash flows and reduces downside.

Board-Ready KPlIs

CLV, CAC, LTV / CAC, payback period, cohort contribution margin, cohort NRR (net
revenue retention); MER (marketing efficiency rate), cash flow volatility as a risk indicator

Pa,
(/™ University of St.Gallen
Institute for Marketing and Customer Insight
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Revenue Marketing: Marketing Becomes a Profit Engine

The Core
Principles
of Revenue
Marketing

1.
Revenue

Accountability

Marketing takes owner-
ship of its contribution
to revenue.

2
Sales & Marketing

Alignment

)

Shared goals, definitions
(e.g. MQL, sQL), processes,
and SLAs.

3.
Data-Driven
Decisions

)

Every strategy and tactic
is informed and measured
by data.

4,
Full-Funnel

Focus

)

Engaging prospects from
awareness through to
advocacy and retention.

5.
Customer-

Centricity

)

Understanding and ad-
dressing customer needs
throughout their journey.

6.
Process

Optimization

)

Continuously refining
processes for efficiency
and effectiveness.

7.
Technology

Leverage

)

Utilizing MarTech to
automate, measure,
and scale.

ce@mis

L <.
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Why a Shareholder Value Approach Supports Marketing

The shareholder value approach ...

... helps ... provides a ... helps to ... Foots
s ) ... allows . ..
marketing suitable marketin penalize marketing into
to precisely language for & arbitrary a central role
: S to prove the , ,
define coordination . cuts in in the process
) i value of its .
its own with other assets marketing of strategy
goals. functions. ' budgets. formulation.

Marketing
>3
a IUr_niversit)r of St.Gallen Source: Reinecke/Tombach (2025),

for Marketing and Customer Insight

Reinecke/Janz 2007, p. 394 with reference to Doyle 2000.



"Markets reward CMOs who can
run a business, not just a function.”

Inverse CMO-Barometer 2025
(Roland Berger/University of St Gallen/
Heidrick & Struggles)



Customer Centricity for Profitable Growth: Guest Speakers
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Simon Philip Rost

Independent Speaker,
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Thomas Bieri
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"Without customers and

consumers,
there is no shareholder

value and no growth."

Thomas Amstutz,
CEO of Feldschlésschen
Getranke AG
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