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What is the primary role of the marketing function?

Marketing communications &4 71%

Marketing strategy & planning & 29% 60%

Market & customer research & insight P4 29% 55%

Brand strategy/brand management [/ 35% 53%

Corporate reputation management 9% 50% 26%

Digital strategy 11% 43% 26%

Customer service/relations 7% 21

Customer experience management 8% 20%

Product/service/category management 9% 49% 18%

Data analytics & CRM 10% 45% 17%

Innovation/NPD 9% 44% 16%

Distribution & channels 13% 39% 16%

Pricing/P&L management 11% 37% %

Corporate strategy/ business planning 747 62% 10%

Sustainability 10% 48% 8%

Company ethics and responsbile business practices 8% 50% 8%

X
[EEN
I 5

Organisational culture & values WA 53% 7%

Change management/organisational transformation 10% 38% 6%
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What else do you expect from marketers?

m Critically important ®m Somewhat important

Innovation h_ 78%

General management/business management skills _ 72%
Strategic analysis & business planning _ 71%
Compliance & regulatory awareness _ 70%

Ethics & responsibility _ 66%

People/team management _ 65%

Leadership skills _ 65%

Financial analysis & performance measurement _ 57%
Change management _ 49%

Macroeconomics & current affairs 49%
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What will be the most important capability in 5 years?

Digital strategy 41%

Marketing strategy and planning 41%
Innovation and/or new product development
Customer service/relations

Customer experience management

Corporate strategy and/or business planning

Brand strategy and/or brand management

Market and customer research and insight
Marketing communications

Pricing and/or P&L management

Data analytics and CRM

Organisational culture and values

Corporate reputation management

Product, service and/or category management
Change management, organisational transformation
Company ethics and responsible business practices
Sustainability

Distribution and channels
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So what does that mean for tomorrow’s marketer?
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Professional marketing competencies
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Technical
ehaviour
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Financially Commercially
literate aware

Reputation, Risk

Inspiring And Compliance Creative
Brand
Channel
to market/
Partnership Integrated

Marketing

Insights, Strategy sl
Innovative and

i Championing the Influencing
customer

Digital
Capability
Challenging L
Monitoring &
Measuring Value
Effectiveness Propositions Collaborative
Entrepreneurial

Responsible




