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COMPANY BRIEF Acxiom (acxiom.com) is an 
enterprise data, analytics, and software-as-a-
service company that uniquely fuses trust, expe-
rience, and scale to fuel data-driven results. For 
over 45 years, Acxiom has been an innovator in 
harnessing the most important sources and uses 
of data to strengthen connections among people, 
businesses, and their partners. Utilizing a chan-
nel and media neutral approach, they leverage 
cutting-edge, data-oriented products and ser-
vices to maximize customer value. Every week, 
Acxiom powers more than a trillion transactions 
that enable better living for people and better re-
sults for their 7,000-plus global clients.

How do you defi ne your current role and 
what are your key areas of focus?

I oversee our Audience Solutions group, 
which is a newly formed division developed 
primarily to supplement our data, recognition, 
and decision science assets.

I lead a team of individuals that are charged 
with driving topline growth through our exist-
ing client relationships, as well as prospective 
client relationships and ultimately, ensuring that 
clients are fi nding value in what we are provid-
ing to them.

It’s also my job to make sure that our front-
line sales and delivery teams are operating at 
peak performance. If they are, we should be 
providing exceptional customer value – keep-
ing us at top of mind with clients.

From an inside perspective, what has 
made Acxiom so successful?

We have a very clear philosophy regarding 
data. We view it as more than just a resource; 
rather, it is a catalyst for every consumer interac-
tion. We have been doing this for more than 

45 years. We’re a leader in this space, 
and we’re taking everything we have 
been doing with data, recognition, and 
analytics, and moving that into the 
online space. We have also been ada-
mant regarding consumer privacy and 
being an advocate for the consumer. 
Part of our brand promise is making 
sure our clients are educated on pri-
vacy and compliance.

Are the large Fortune 500 com-
panies the sweet spot for Acxiom 
and are next generation compa-
nies also a big focus?

Acxiom recently realigned and moved to 
a three-division structure in order to make sure 
all of our products and services are scalable and 
accessible to everyone. Fortune 500 companies 
are important to us, to be sure, but we want to 
ensure that companies of all sizes can benefi t 
from a relationship with us.

In Audience Solutions, we now have four 
sales teams. They consist of a team focused on 
our online self-service tool to help the small and 
medium businesses out there; we have an emerg-
ing team focusing on the mid-tier companies; 
and we have a group for our enterprise accounts 
that focuses on the Fortune 500. We are covered 
whether a client desires a full-service relationship 
or just wants to obtain ancillary services.

How high up within the company do 
you need to work? Who has become the 
customer decision maker?

We’ve always had a strong relationship 
with the CMO. Now, with technology driving 
so many business decisions, we are having 
more frequent interactions with the CIO. Many 
companies have embraced the importance of 
data, and are starting to hire Chief Data Offi cers. 
We are very comfortable with those relation-
ships. With many of our services, we’re talking 
directly with day-to-day users. Strategy happens 
at many levels, and we are fearless about engag-
ing where needed.

How critical has it been to get the mes-
saging across to those coming in about the 
innovation this company offers?

Before reorganizing to a divisional struc-
ture, we were a generalist sales organization. 
We found that going to market with a generalist 
approach, and all-encompassing solution, was 
not servicing clients well. 

We are at a pivotal time to move the busi-
ness forward, and it’s about getting my team 

to focus on the basics; it’s about sitting in front 
of our existing clients and understanding how 
they’re using our data and recognition services; 
it’s about digging into the details and learning 
what we’re doing well or where we are falling 
short. Sometimes this reveals some hard truths, 
but it is the best path to improvement. We 
need this insight to lead in the market and build 
out offerings based on the voice of our custom-
ers. We need to stay ahead of the curve and 
make sure we are building solutions that drive 
value in their business. 

What do you tell young women about 
a career in this fi eld and are the opportuni-
ties there today?

Many women, myself included, are in sales 
because of the fl exibility it provides. My sales 
organization is 50 percent women. Acxiom is 
no different than many other companies where 
there is tremendous pressure on women lead-
ers to strive for the top. We’re trying to change 
that by giving them choices in how they want 
to lead their careers and how they defi ne what 
success means for them. It’s different for every-
body. We shouldn’t assume everyone wants to 
be at the top.

How important is it for you to main-
tain client interaction?

Client interaction is critically important 
to me. Talking to clients helps me understand 
where we’re providing value and where we can 
do better. I need to grow this business, and I 
can’t do that by being disconnected from those 
who place their trust in us.

How hard is it to be patient when these 
things take time to accomplish and are you 
able, as wins happen, to enjoy them?

I’m a pretty goal-oriented person, and I get 
excited about both short-term and long-term 
wins. Our business offers a mix of those. I look 
at where the business was when I arrived and 
where we are today, and we are seeing positive 
momentum. When I came into this role, there 
were fi ve or six renewals that were in jeopardy 
and today those are secure for long-range deals.

The short wins help keep our energy up 
during the slower periods of the longer deals. 
We are also adding to the sales force, and on-
boarding and training those individuals takes 
time, especially if we do it well, which we do.

Overall, we celebrate our successes along 
the way. Being part of a winning team creates 
a culture of innovation and growth, and it gets 
people excited.•
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