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Jeff Hayzlett on Marketing Strategy: “Become Chief Tension Officers” 

By Nancy Pekala 

Why are you in the game?  

 It’s a question that marketing leaders should be asking themselves every day, according to Jeff 
Hayzlett, former CMO of Kodak, now known as the Celebrity CMO.  In his keynote speech 
at The Big Social, sponsored by Telligent, suggested it’s time marketers shake things up and 
make marketing come alive in their organizations.  

Author of the best-selling book, The Mirror Test, Hayzlett explained how Kodak completely 
reinvented itself as technology and the 
industry changed.  The Kodak 
corporate video “Winds of Change” 
(see video at right) illustrates this 
journey that led to one of the major 
turnarounds of a brand in the U.S. 
 
Hayzlett offered his take on a to-do list 
for today’s marketers in order to drive 
organization transformation and brand 
engagement: 

• Craft a Better Elevator Pitch 
“Pitches are becoming way too 
long,” Hayzlett said.   “One hundred eighteen seconds is the average elevator ride in New 
York City.  Eight seconds is the average attention span of an adult.  That means you have 8 
seconds to get the hook and 100 seconds to close them. “He noted that marketers should 
craft a new elevator pitch that focuses on demonstrating value. 
 

• Establish Mutual Conditions of Satisfaction 
“Get clear on promises, understand what those are for both sides and operate through that 
filter,” the Celebrity CMO said.  “Understand that there’s a customer and a performer.  
Figure out what you’re going to deliver and the time in which you’re going to deliver it.” 
 

• Embrace the Role of Chief Tension Officer 
Hayzlett, who relayed that he was brought into the Kodak organization essentially to create 
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tension suggested that creating tension is what marketers should 
do.  “We should have tension in business,” he said.  “Why 
shouldn’t we ruffle things, push and shove to dominate the 
culture to drive to succeed for customers or shareholders or the 
board? That’s our job. ” At Kodak, “We wanted to be cool again,” 
Hayzlett explained. “You can’t be cool and dress like Elmer 
Fudd.  I needed to shove and prod the brand like they’d never 
seen it before.  Causing tension is what we should do.”  
 

• Understand No One is Going to Die from Mistakes 
 “You can only move as fast as your slowest common denominator so find them and get rid 
of them as fast as you can,” Hayzlett said.  “You’re going to need the best players.  But 
acknowledge you’re going to make mistakes and no one is going to die.”  
 

• Get a Personality 
When it comes to brand engagement, Hayzlett stressed that it’s critical organizations don’t 
forget to demonstrate they’ve got a personality.  “Figure out a way to get closer to your 
customers,” he said.  “Strategy should be about engagement but you don’t have to lose your 
personality. “  
 

• Get Social 
“This used to be about a game of numbers,” but Hayzlett cautioned that marketers shouldn’t 
get caught up in numbers of fans or followers.  “As fast as they come to you is as fast as 
they go away.  Instead, it’s about building relevancy.  It’s a game about hearts and minds, 
not numbers.  You need to follow the Four Es of getting social:  Engage. Educate. Excite. 
Evangelize.” 
 
Hayzlett also cautioned marketers about getting too hung up about obtaining the ROI of 
engagement.  The question should be, “What is your return on ignoring? This stuff isn‘t 
going away but it has to be part of your overall strategy.” 
 

• Sell It 
When it comes to brand engagement, it’s important to clearly communicate the vision and 
value it brings customers.  “State the difference and why your product or service is 
important,” Hayzlett said.  “In Kodak’s case, the message was `People don’t take pictures; 
they capture memories.’ Communicate why it’s important and what they’ll miss by not 
engaging with you.  Remind them again and take every opportunity to state your value.”  
 
Nancy Pekala is the AMA’s Senior Director of Online Content and Editor of Marketing Thought 
Leaders.  Continue the conversation about brand and CMO strategy in the Brand Management and 
Marketing Strategy groups of AMAConnect, the AMA’s online community for marketers.  Follow us on 
Twitter @twitter.com/marketing_power.  
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