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Emerson Brings Sexy Back 
 
As a 125-year old, $24 billion global manufacturing company with 133,000 employees 
heavily rooted in an engineering heritage, Emerson’s marketing team had historically 
struggled for attention and credibility.  
 
Since Kathy Button Bell became chief marketing officer for Emerson in 1999, however, 
she has reengineered both the company’s leadership role as well as marketing’s role 
within the organization. She kicked off her stint with a massive rebranding effort that 
dropped the “Electric” part of the company’s name and brought 35 autonomous sub-
brands under one umbrella. Then she got down to business.  
 
A Well-Engineered Story 
Button Bell and her team have cultivated a brand story that resonates with businesses 
around the world and infiltrates every niche of the brand—from research and 
development to human resources and new business models. Emerson’s “Consider It 
Solved” story centers on reducing complexity and how the company solves people’s 
problems. Every story the company tells and every activity they take part in stems from 
the “Consider It Solved” story.  
 
“In the beginning, we realized we weren’t telling meaningful, problem-solving stories,” 
said Button Bell. “Back then, we told stories just about our products, but didn’t have a 
dialogue. Now, because of social media, we have 133,000 employees trying to tell stories 
and create a dialogue. We figured out how to aggregate it and keep it in sync so we 
didn’t appear insane as a company. It had to feel like there’s a main story.” 
 
Instilling a culture of storytelling doesn’t come quickly in any company. For an engineer-
led brand like Emerson, it’s even harder—but doable.  
 
A key for Emerson’s success has been bringing the story to life internally first. By putting 
the “Consider It Solved” mantra front and center, Button Bell’s team has created an 
emotional connection with employees. Through color, light, and sound, she’s refreshed 
the perception of the brand, transforming it from an old, staid company to one that feels 
young, bright, and bold.  
 
It’s Never Been Done Before 
Button Bell brought a litany of firsts to the table. Drawing both on her background in 
consumer marketing research and the zealous curiosity of her boss, Charlie Peters, she 
embedded market research as core to the marketing team. From that research data, she 
focused attention on two vital areas.  
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First: Marketing needed to move “upstream” and champion the voice of the customer by 
becoming intimately involved in research and development from the beginning. Emerson 
calls this “Stage Gate Zero.”  
 
“We launched products and had disappointing results,” Button Bell explained. “We saw 
that the research upfront didn’t ask customers what they wanted. Engineers ask feature-
oriented questions, which don’t get to real innovation. Good market-research people get 
to benefits and what problems the customer wants to solve.” 
 
Second: Doubling down on market research meant that the Emerson marketing team had 
a better sense of where to reach their audience. In addition to tried-and-true trade 
publications, Button Bell expanded into TV (Fox News, the Golf Channel, CNN 
International, BBC, and domestic and international cable channels) as well as mainstream 
print media, digital, and airport advertising, all of which were unheard of for a traditional 
B2B brand. 
 
“We learned that our core audience was comprised of decision makers at global Fortune 
1000 companies,” said Button Bell. “These were the top executives in the world. We’re 
more likely to catch executives watching these channels as they travel around the world 
than we are while they’re in their own homes.”  
 
Marketing Moves Mainstream 
In recent years, the biggest trend has been to elevate the role of marketing within 
Emerson so that people acknowledge and recognize the importance of it. To set aside 
apprehension and to build engagement with others outside of marketing, Button Bell has 
excellent examples of what has worked well. One example is The Extra Mile blog from 
Charlie Peters, Emerson’s senior executive vice president 
(TheExtraMileWithCharlie.com). The blog has a central strategy that tells a consistent 
story over time. Peters’ online presence took into consideration the cadence of his 
tweeting to drive traffic to his blog, which has realized great success. Peters’ efforts 
reflect well on Emerson and educate people internally about opportunities.  
 

IMAGE 030 – SCREENSHOT OF THE EXTRA MILE WITH CHARLIE 
 
“We’ve taken an extremely senior executive and turned him into a communications 
vehicle,” said Button Bell. “We’ve allowed him to be personal. Charlie’s an expert on 
business, but he’s also a runner and an expert on that, too. He shares letters to his son in 
Afghanistan. Life lessons from a different decade. It’s interesting and poignant, not just 
the normal business topics. You can’t fake Charlie’s level of authenticity.” 
 
Button Bell also looked for ways to break down silos and mesh functions whenever 
possible in order to keep the voice of the customer front and center. Turning toward 
things that aren’t traditional marketing responsibilities, like integrating the internal and 
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external message and experience, has been a big reason why Emerson has been able to 
drive a successful, cohesive customer experience.  
 
Button Bell’s team has redefined the different flavors of roles that marketers need in 
order to inspire employees and build collaboration across the enterprise. Drawing on 
career resource information from the University of Michigan about the traits that make a 
successful marketer, Button Bell went beyond looking at functional roles, and instead 
focused on the bigger picture. She outlined the functions as: 
 

IMAGE-023 – THE ‘FLAVORS’ OF MARKETING PROFESSIONALS 
 
Project Manager: Role–execution. Project managers not only run programs and manage 
campaigns, they oversee IT projects. They also implement the recruiting messaging for 
human resources, so the company brings the right talent into the organization. This role 
makes sure that marketing collaborates with other functions within the company.  
 
Analyst: Role–analyze. This team member is in charge of assembling and mining 
databases for relevant information. He or she also manages quantitative research.  
 
Artist: Role–communicate. As a communicator, this marketer “architects” the brand and 
oversees how it’s being expressed. He or she sculpts the image and perception of 
Emerson, and articulates the range of knowledge that its experts share.  
 
Psychologist: Role–feel. By smashing the traditional engineering perspective of a highly 
rational-based approach to customers, the psychologist understands qualitative market 
research. He or she then develops personas and explores customer perceptions of 
Emerson’s brand and product.  
 
Orchestrator: Role–lead. As an orchestrator, this marketer keeps things humming so all 
the parts and pieces are choreographed to get things done. He or she advocates for the 
customer experience. By connecting to other functions and integrating with internal 
audiences, the orchestrator also drives relationships and the reputation of marketing 
within the organization.  
 
“Business-to-business companies, especially the more you get into manufacturing and 
heavy industrial companies, value the project manager and analyst,” Button Bell pointed 
out. “Those are things that engineers can get their head around. Some may see the point 
of an artist, but not necessarily value it. But when it comes to the psychologist and 
orchestrator, that’s where marketers bring incredible value, but you can’t measure it in a 
traditional engineering way. Marketing teams need this blend of flavors in order to 
evangelize the customer and create a seamless, intuitive business experience. That’s 
incredibly hard, but critical, especially in complex, siloed B2B companies like Emerson.”  
 
The Empowered Employee 
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Coming back full circle to where Button Bell started—with employees—in order to 
empower and elevate marketing, she needed to expand the idea of the empowered 
customer to that of the empowered employee.  
 
“We’ve all acknowledged the empowered customer, but it’s time to recognize the 
empowered employee,” Button Bell asserted. “The digital age has brought exceptional 
transparency and honest views to all employees. We need that for a company the size and 
scale of Emerson. In order to successfully drive cohesion and a seamless customer 
experience, we have to communicate as aggressively and consistently internally as we do 
externally.” 
 
There’s no group within the enterprise more suited to take on this task because marketers 
are natural communicators. Button Bell’s team is taking its skill in mapping customer 
journeys to create an employee journey. This will help the company understand what 
matters to potential high-performing employees, how to find them and capture their 
attention, how to woo them into an employment relationship, and how to nurture, grow, 
and retain them as valuable leaders at all levels of the organization.  
 
Marketing has the talent to help human resources narrowly target an employee 
audience—just like it does a customer audience—–and bring the Emerson brand alive by 
creating passionate, emotional connections.   
 
“The experience generation is coming up behind us, and we will need to create 
incredibly customizable and personal experiences,” said Button Bell. “As marketers, we 
give customers as well as employees something to aspire to.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

A SPECIAL OFFER 
 
If you’ve gotten this far, perhaps you’d like to go a bit further.  
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Contact me with your information and I will send you a copy of my book. For free…  
It has a much more detailed plan for developing the Strategic content marketing plan. 
 
Or – let me know if you’d like me to come in and do an advisory or education for your 
team or your executives. Let’s convince them of the change. 
 
 
Contact: 
By Email: info@thecontentadvisory.net 
Web Form (if you like those better): http://thecontentadvisory.net/contact-us/ 
 
 
 
 
  
 


