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Presentation title What is the primary role of the marketing function? 
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Change management/organisational transformation

Organisational culture & values

Company ethics and responsbile business practices

Sustainability

Corporate strategy/ business planning

Pricing/P&L management

Distribution & channels

Innovation/NPD

Data analytics & CRM

Product/service/category management

Customer experience management

Customer service/relations

Digital strategy

Corporate reputation management

Brand strategy/brand management

Market & customer research & insight

Marketing strategy & planning

Marketing communications

Don't Know/NA No real role Supporting role Primary accountability



Presentation title What else do you expect from marketers? 
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Macroeconomics & current affairs

Change management

Financial analysis & performance measurement

Leadership skills

People/team management

Ethics & responsibility

Compliance & regulatory awareness

Strategic analysis & business planning

General management/business management skills

Innovation

Critically important Somewhat important



Presentation title What will be the most important capability in 5 years? 

8% 

12% 

14% 

15% 

15% 

15% 

19% 

19% 

22% 

31% 

31% 

31% 

32% 

32% 

35% 

36% 

41% 

41% 

Distribution and channels

Sustainability

Company ethics and responsible business practices

Change management, organisational transformation

Product, service and/or category management

Corporate reputation management

Organisational culture and values

Data analytics and CRM

Pricing and/or P&L management

Marketing communications

Market and customer research and insight

Brand strategy and/or brand management

Corporate strategy and/or business planning

Customer experience management

Customer service/relations

Innovation and/or new product development

Marketing strategy and planning

Digital strategy
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