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BIO: Named by Hispanic Digital Mar-

keting as one of the “Marketers Who 

Matter Most”, Paul Lima has over 

twenty years experience in serving 

industry, government and non-profit 

organizations. 

 

Prior to starting Lima Consulting 

Group, he spent seven years in the 

financial services industry. He served 

as Vice President of Operations for 

Global Guardian Group, an invest-

ment management firm with offices in 

Frankfurt and New York. Previously he 

held positions at SEI Investments 

(NASDAQ: SEIC), a $5 Billion dollar 

company, where he developed busi-

ness and technology strategy and was 

responsible for new product develop-

ment and service offerings. While at 

SEI, Paul web-enabled Trust3000 by 

launching Trust3000Anywhere, which 

is a trust accounting system that ac-

tively trades up to $1.5 Trillion on a 

daily basis. 

 

Mr. Lima served in the US Army Re-

serves where he served as the Deputy 

Commander of Army Reservists sup-

porting the Defense Information Sys-

tems Agency. The Defense Informa-

tion Systems Agency (DISA) is re-

sponsible for the IT Infrastructure for 

the Department of Defense. In this 

capacity he managed over $50 million 

in the value of services provided to 

the Agency. Mr. Lima is the current 

Chairman of the Greater Philadelphia 

Hispanic Chamber of Commerce and 

currently holds Board positions with 

the West Point Society of Philadelphia 

and the Wharton Alumni Association 

Board. He has held Board Positions 

with the National Society of Hispanic 

MBA and founded an English as a 

Second Language program in his 

community. 

 

He holds a Masters degree from the 

University Of Pennsylvania’s Execu-

tive Masters in Technology Manage-

ment, a program lead by the School of 

Engineering (SEAS) and co-sponsored 

by the Wharton School and he holds a 

B.S. from the United States Military 

Academy. Paul speaks Spanish and is 

conversant in Portuguese. 

 

About Lima Consulting Group 

Founded in 2004, Lima Consulting 

Group helps companies develop, de-

ploy and measure their business and 

online marketing strategies. We focus 

on being strategy consultants first, 

however we also offer full cycle solu-

tions that complement our consulting, 

including online marketing manage-

ment, website and ecommerce devel-

opment, implementation services, 

business process consulting, and pro-

ject management services. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFO Magazine 

 

CEOCFO: What was your vision when 

you founded Lima Consulting Group 

and where are you today?  

Mr. Lima: We wanted to perform in-

ternet marketing services that help 

companies make more money with 

their websites. Over the years, that 

industry has changed quite a bit. Now, 

the technology spend for chief market-

ing officers is on pace to outspend that 

of chief technology officers. We have 

evolved and grown into a boutique 

consultancy that focuses on deploying 

digital marketing technologies on be-

half of chief marketing officers.  

 

CEOCFO: Would you give us some 

examples of what Lima Consulting 

Group does for clients and what is 

surprising about your approach?  

Mr. Lima: We helped a large media 

and telecommunications company in 

Brazil initially develop a strategy that 

would help them develop a marketing 

roadmap for the technology they 

would need over the next 3 years. The 

roadmap will generally include soft-

ware purchases from a variety of ven-

dors including platforms from the top 

analytics vendors such as IBM and 

Adobe as well as from innovators that 

are best-in-class. Sometimes we will 

bring to the table a small dot com firm 
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or a Silicon Valley startup in conjunc-

tion with a tried and true platform to 

accomplish their goal. A big concern 

for marketing officers is to ensure that 

these solutions can integrate well and 

that we have done our due diligence. 

The results have been wonderful be-

cause we helped the large media 

company improve how they monetize 

their content and that at their core, is 

their business model. The chief reve-

nue officer there has been able to go 

back and find new pricing models 

based on the work we gave them and 

the data they learned, particularly 

about how to run ads within the mil-

lions of videos on their website. Here 

is an interesting case: One of the foot-

ball teams in Brazil gets higher more 

traffic than many of the other teams 

and armed with that information, they 

now price many of these teams with 

their own rate cards. 

 

CEOCFO: Is the interna-

tional stage a large area for 

Lima Consulting Group?  

Mr. Lima: When I started the 

firm, my intent was to go into 

Latin America about 5 years 

after it started. Sure enough, 

5 years to the day I had an 

opportunity in Bogota, Co-

lombia. In 2010 we got more 

strategic and we looked at 

Brazil, particularly the city of 

Sao Paulo. We have an office there 

and it is about half of our business 

today.  

 

CEOCFO: How does Lima Consulting 

Group reach prospective customers?  

Mr. Lima: Historically, it was through 

my marketing networks but since we 

are a small outfit that was a challenge. 

We improved our partnership with our 

technology partners: Adobe, IBM, 

smaller ones like Ensighten, Tealium 

and BrightTag and Monetate and we 

signed co-marketing and co-selling 

deals with them. We are serving as 

trusted advisors to our customers in 

the sales cycle in conducting vendor 

selection or in addressing the techni-

cal parts of the sales process. Now, 

these organizations bring us in to 

deals earlier in the sales process. In 

almost every case, these prospective 

customers are going to need a firm to 

help them implement or help them 

integrate the software that they are 

considering. Our sales teams of those 

companies have, in effect, become 

much more tightly integrated and the 

winner is the prospect who can feel 

comfortable that a subject matter ex-

pert has assessed their business to 

ensure that the marketing technology 

purchase is properly assessed prior 

the purchase.  

 

CEOCFO: Would Lima Consulting 

Group be speaking with a customer 

directly or through a third party?  

Mr. Lima: We are objective in terms 

of the technologies we recommend, 

implement and integrate. Our purpose 

is to get the best solution for our client. 

Our technology partners really value 

our involvement because their own 

pre-sales resources are usually super 

busy. We are able to go much deeper 

into the customers’ business require-

ments than most technology vendors 

can do. We look at things from the 

customer’s perspective, oriented on 

developing a solution; we’re not inter-

ested in selling software. So we gen-

erally need that one-on-one interaction 

with the customers’ Subject Matter 

Experts. 

 

CEOCFO: When do prospective cli-

ents understand that Lima Consulting 

Group has their best interests at 

heart?  

Mr. Lima: We have a four step meth-

odology called, “Think, Tool, Do and 

Measure.” When we start listening to 

what customers initially approach us 

for, either the technology vender or 

me, it is usually for something tactical. 

A great example is the largest sheet 

distributor in the country called me 

and said, “We need help establishing 

improved reporting to help measure 

our return on google adwords.” We 

helped them create a funnel to track 

the prospects visiting the website at 

each gate within the sales process. 

We realized when we started the 

“think” part of the engagement, which 

is the beginning, that what the client 

needed was different from what they 

were asking us to do. Apart from the 

important Funnel report, the client 

needed a strategy on converting pros-

pects to their website. “Converting” 

meaning that we want them to do 

whatever it is that the website is sup-

posed to help them do and in this 

case, purchase sheet music.  

 

This was a larger issue that needed to 

be addressed before we spent time or 

even money working to solve this 

problem that is deep in the weeds ra-

ther than solving the root cause. That 

happens quite a bit; we identify the 

root causes of the issues that folks are 

struggling with and it becomes one of 

my favorite phrases, “Everything is 

obvious once you know it.” So we 

worked with the customer to re-orient 

the engagement to this end. 

 

“Tool” is the next stage. 

Many times we will do the 

vendor selection and usually 

someone will have a rela-

tionship with one of the 

technology companies. 

When we use the objective 

method that we have to 

weight and value these 

venders—yes, I represent 

all the venders but I do not view my-

self as a sales oriented company. We 

are a solutions oriented company and 

when we go through the contracting it 

helps to sit on the same side of the 

table as our customer and help them 

negotiate and select the venders that 

they need. We assume a role as the 

customers trusted advisor in the strat-

egy development and vendor selection 

processes. This is an honor, and we 

have to work very hard to gain our 

customers’ trust, it’s also the custom-

ers that we enjoy serving the most.   

 

CEOCFO: With so many technologies, 

how does Lima Consulting Group 

know which ones will be more valu-

able than others?  

Mr. Lima: I probably spend a large 

percentage of my time reading about 

the latest innovations in the market-

place and talking with our customers. I 

attend and speak at as many confer-

ences that I can get out to. This week 

“We are objective in terms of the technologies 

we recommend, implement and integrate. Our 

purpose is to get the best solution for our cli-

ent… We assume a role as the customers 

trusted advisor in the strategy development 

and vendor selection processes. This is an 

honor, and we have to work very hard to gain 

our customers’ trust,” 

                                                            - Paul Lima 
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for example I will be 3 days at the 

Monetate Conference here in Phila-

delphia, a very innovative company.  

 

I view the world around 3 problems on 

the Internet. There are 4 ways to make 

money on the Internet and there are 3 

problems. The 4 ways are you can sell 

products or create a marketplace 

where products are sold, sell services 

or create a marketplace, you can ad-

vertise—which means you are selling 

audience—and you can sell content. 

So far in the 9 years I have been do-

ing this, I have not been able to find 

another way to make money on the 

Internet. Those are the 4 ways. A lot of 

folks talk about customer services, 

which is a cost reduction model; not a 

business model. 

 

From there, the 3 problems we need 

to solve are acquire, convert and re-

tain. Those are generally the purposes 

of most websites. We are always look-

ing for marketing technologies that 

address these issues: lowering the 

costs to acquire qualified traffic, con-

verting more of the traffic that arrives 

to the site through personalization and 

use of big data, and retaining and en-

gaging customers through social me-

dia and customized offerings. Those 

are technologies that get me excited. 

In all cases, the most important thing 

for us is that we are able to show the 

return of marketing technology in-

vestment and return of ad spend so 

that we can make a business case to a 

chief marketing officer around what 

that technology should be able to do 

for the business. 

 

CEOCFO: Where do you see the most 

growth for Lima Consulting Group?  

Mr. Lima: For both me and the indus-

try it is going to be in two areas. Inte-

grating these marketing technology 

solutions so that we can work together 

is becoming an increasingly important 

challenge to address. I have some 

customers that have as many as 130 

technologies that are running behind 

their website. When you look at these 

databases, you have to be able get 

decisions back within 60 milliseconds.  

We need to be able to integrate these 

solutions and get one view of the cus-

tomer so we can use the information 

quickly. For example, we could take 

data from BlueKai, a 3

rd

 party provider 

of customer marketing data, which 

may tell us if a person has an excel-

lent credit score and that they are a 

value shopper—and perhaps promote 

something to them based on that data. 

The integration trend is going to be 

very important as marketers continue 

to use big data. We also have to take 

action on the insights of data. The 

personalization and segmentation 

tools like Monetate, Maxymizer and 

Adobe Target allow us to look at the 

data we know about someone and 

present them the right content, adver-

tisement or product. That is a big area 

of growth for us. Anything we can do 

that adds to consumer insight and ac-

tionable intelligence is important. Oth-

er innovative products that we keep 

our eye on are Adobe Social, Radian6 

and Shoutlet. 

 

CEOCFO: Do you see any additional 

geographic expansion?  

Mr. Lima: The city of Sao Paulo is an 

all you can eat buffet for digital mar-

keting. If you look at all the countries 

that have the most number of Face-

book users, Brazil is number two be-

hind the US. Countries in Latin Amer-

ica are small in terms of the number of 

people and it has been only a few 

short years since people migrated 

from Orkut to Facebook, demonstrat-

ing that this is a technology that brings 

much value to people on a personal 

level as well as corporations. The 

numbers of folks performing the ser-

vices we perform are very few. We 

are continuing to double down in Mex-

ico—near the end of the year we are 

opening an office. We also like Brazil 

and Colombia. We will continue in 

Latin America and are positioned as 

the leading digital marketing consul-

tancy in the Americas. 

 

CEOCFO: Does Lima Consulting 

Group need to add more personnel?  

Mr. Lima: We are growing. This is our 

biggest challenge. All of us are facing 

this challenge. I was talking to the sen-

ior sales person at Ensighten, a lead-

ing tag management vendor, and I 

asked him, “With all the sales you are 

getting, how are you managing your 

growth? And can you find people in 

industry to hire?” He confirmed my 

approach, “No, you have got to train 

them.” We are looking for the best and 

brightest folks coming out of college 

who are combinations between tech-

nology, computer science or pro-

gramming that have a marketing or 

business minor. We love that combi-

nation. Those are the guys that we can 

take and either continue to grow as 

technologists or move them into con-

sulting roles so that they are business 

oriented. If they do not have that un-

derstanding of the technology first, it is 

easier to take a technologist and make 

him more business oriented than go 

the other way around. 

 

CEOCFO: Why is the Lima Consulting 

Group an exceptional company to the 

business and investment communities? 

Mr. Lima: Many of the people in our 

industry are advertising agencies or 

technology companies first who want 

to sell and implement software. What 

makes us different is that we are con-

sultants first and we sit on the same 

side of the table as our customers. We 

have over 32 marketing technology 

providers that are on our shelf but we 

are transparent in terms of how we 

come about our recommendations and 

the technology investments that we 

recommend. We have a multi-

disciplinary approach to how we solve 

problems. We are not technology-

centric or partner-centric; we are solu-

tion-centric. We try to solve problems 

around acquisition, conversion and 

retention on behalf of our clients first. 

Being a former West Point grad and 

serving in the Army, this notion of duty 

and honor is first and foremost to how 

I’ve developed our company culture. 

We believe that if we are trusted advi-

sors, all the financial issues will come 

out in the wash over time. Those are 

the things that make us different. 

 

In the United States, we have seen a 

trend that has already taken place and 

is still taking place in the emerging 

markets and developing world. That 

trend is where the chief technology 

officer was generally the one, 5 or 6 

years ago, that had—if you imagine a 

pie chart—responsibility for the largest 

technology spend. Some of the ele-

ments in that pie chart had to do with 

marketing technology. One of the 

things that we continually see, and 

Gartner came out with this research 

not long ago, is in the years ahead, 

the spend and budget for technology 

will be greater for the chief marketing 
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officer than for the chief technology 

officer. What we have seen already is 

that piece of the pie that had to do 

with technology came out of the pie 

chart for the chief technology officer 

and was inserted for the chief market-

ing officer. Now, the chief marketing 

officer needs to make sure that he had 

both the financial capability to render 

judgment as to the effectiveness of 

return on investment and the collabo-

ration of these C level people in teams 

are tightly integrated. 

As a matter of fact, I was just at a me-

dia company in NY and they rolled in 

the analytics function underneath the 

chief financial officer role as the hon-

est broker, in terms of refereeing what 

is happening between the tension of 

CMOs and CTOs. In Latin America, 

we have not seen this migration yet. 

CTOs are still making all the market-

ing technology decisions. It delays 

sales cycles and we would like to see 

this trend occur faster where CMO’s 

take ownership of the marketing tech-

nology spend. When that trend mi-

grates from CTOs to CMOs, we think 

that they are going to be much more 

empowered and agile. We think that 

the effectiveness of what they are do-

ing will considerably increate when it is 

migrated out of the CTO world and 

into the marketing office. That is an 

interesting trend migration and one 

that we should keep an eye on in 

emerging markets and here in the 

United States. 
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