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Modernising an Outdated Marketing Organisation

Summary

Issue/Analytical Summary

The role of marketing is being turned upside down due 
to digital disruption. The traditional push/pull concepts 
in marketing are being challenged in favour of newer 
forms of engagement, such as experiential marketing, 
to bring customers closer to brands.  The reality today is 
that customers are in control, not brands. Marketers need 
to understand the issues that motivate and affect their 
customers to create relevancy. The marketing department 
of tomorrow will no longer function as a services arm but 
will be looked upon to spearhead the organisation’s effort 
to create a meaningful customer experience. As a result, 
it is crucial that marketing understand and better utilise 

technologies that allow them to best understand and 
communicate with customers. And to do so, it must be on 
the customer terms at the right moments and in a non-
intrusive way. 
This article addresses a few key questions. What are some of 
the major challenges ahead for marketing organisations in 
the digital era? How important will analytics be for enabling 
marketers to better understand and predict trends in order 
to formulate the right customer engagement strategies? 
What other needs should be considered in the creating of a 
modern marketing organisation?
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Perspective

Current perspective

With the rapidly evolving pace of technology and shifts 
in how organisations communicate with customers, the 
marketing functions will ultimately transform. With the 
increase in the availability of data and analytical tools, CMOs 
have the added responsibilities. The lines are blurring with 
other traditional areas such as customer care, operations 
and sales. Marketing is the department ramping up on their 
numeric competency while ensuring a holistic approach 
around customer experience can be achieved. There are 
several critical factors that can help address the challenges 
faced by CMOs and digital strategists. The first factor is the 
need to determine if the shift towards a modern and agile 
operating model is aligned to that of the corporate vision and 

goals. No single department can drive change on their own, 
but will need a strong change management framework in 
place led from the front and by the CEO. Second, companies 
will need to be more data-driven to better understand to 
their customers. This, in turn, will drive the need to hire 
and upskill the IT and data talent within the marketing 
department. Particular emphasis needs to be placed around 
developing soft skills that are vital in collaborating and 
communicating in an effective manner. And finally, attracting 
Millennials as employees is an issue to equally consider as 
this digitally savvy generation will one day inherit the digital 
marketing organisation of tomorrow.

The Modernisation of Marketing

The first and perhaps most challenging task at hand are 
looking inward at the engrained culture. While marketing 
will not drastically change overnight, it is the shift in 
encumbered mindset within organisations that may prove 
the biggest hurdle. Successful organisations that have 
gone through transformative shifts have turned towards a 
more flexible and open-ended approach in establishing new 
business processes. In other words, they embracing new 
ways of working where the ideal ‘future state’ is not possible 
to define and ambiguity are a constant. In these scenarios, 
solving complex problems is often accomplished through 
ideation, iteration, validation and continual improvement.   
Equally important, however, is the firm support and 
commitment from organisational leaders to embrace 
this change. People within the organisation need to feel 
comfortable at experimenting and trying new processes 

while being in a supportive and conducive environment. 
It is also critical at this juncture that marketing fosters 
cross-discipline teams to help break down silos within 
organisations. What our research has uncovered is that 
cross-collaboration often results in more positive outcomes. 
This would be encouraging the productivity of teams over 
individuals. When people across specialist departments 
collaborate, it often leads to the sharing of expertise and 
that in turns spurs excitement and interest in learning 
from one another. A marketing team often has people from 
diverse roles such as data scientists, brand and social media 
specialists, creative design, content marketers and sales 
enablement often working together on a shared vision. A 
test and learn approach can often be the most conducive for 
supporting teams with diverse skill sets.

Data is the Equaliser

As data increasingly becomes the most valuable currency 
in today’s economy, it is vital that marketers can harness 
their skills on data analytics. The better the marketer, for 
example, would be able to measure campaign effectiveness 
in near real-time and should be better equipped to predict 
outcomes. The effective use of tools should also help to 
lower customer acquisition and retention costs. With more 
data and better tools, CMOs can be more effective at micro-
segmentation or have a better ability to understand how 
and when to engage customers at ‘touchpoints’ without 

being too intrusive. This is also where the collaboration 
with IT takes on increased importance. By fusing skillsets 
between both specialities, marketers can do what they 
do best in curating and designing the optimal digital 
experience, while IT brings functional knowledge in advising 
on matters such as data collection design, security and 
governance frameworks. For most organisations, it is not 
about reinventing the wheel but rather harmonising and 
fine-tuning a process to derive better and more efficient 
outcomes.



P. 4Modernising an Outdated Marketing OrganisationGlobalData™

Upskilling and Recruiting

While marketing will need to recruit more data scientists 
and other specialist roles, they will need to also ensure to 
consider employee soft skills. These can be as valuable as 
having specialised domain expertise. Of the most desirable 
skill sets mentioned was the application of both the left-
brain and right-brain capabilities. When looking to recruit 
externally or assessing internal capabilities, CMOs look 

towards individuals that display strong team skills, such 
as a tolerance towards constant change and ambiguity. 
Marketing departments will need to be able to balance 
the ‘soft skills’ and ‘hard skills’ to create an organisation 
that can do multiple things well from the listening and 
communication skills to the technical skill sets.

Recruiting Digital Natives

Today’s CMOs and executives need to take a fresh approach 
in addressing and preparing the following generations 
of executives to come, the millennials. Some prevailing 
sentiment about hiring millennials is that they can move 
from job to job a lot more and can be demanding. The reality 
is that millennials are digital natives who think around how 
to connect data and are just as eager and result-orientated 
as the group’s predecessors.  In order to nurture and 
develop the next generation, CMOs and executives need 
to really understand what motivates them (as they would 
customers). In conversations with various organisations that 

have implemented succession strategies around attracting 
and retaining millennials, some of the key attributes that 
has been around offering flexibility; real-time feedback; 
autonomy and continuous skill development. Having zero 
exposure to ‘legacy processes’ or the way things were done 
can often be an advantage to younger workers that are 
quick to learn and identify a better or more efficient process.  
Marketing is department that is becoming a first mover into 
the digital age and part of creating a new culture is also 
taking ideas from the outside and disrupting from within.
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Recommended Actions

Buyer Actions

In order to smoothly navigate change management, CMOs and executive need to be able 
to clearly articulate the reasons, and demonstrate the benefits of the intended change. 
Individuals will look towards the leadership for answers to their questions. Creating a 
unified, written and consistent message frequently, through multiple channels, reinforces 
the core messages through repetition.

Recruiting for the future entails prioritising cultural fit and identifying attributes over hiring 
experience. When recruiting, identify individuals who possess skills that can’t be formally 
trained (e.g. resilience, adaptability and cognitive or emotional empathy). Individuals with 
these demonstrable skills will be more equipped in driving a more nimble, collaborative and 
agile entity forward.

Organisations need to aspire to seek people who can reside and work comfortably in 
the digital world. Within the next couple of years, organisations will need to cater for a 
workforce that possesses digital aptitudes that are vital to the success of an organisation. 
Millennials must be offered mentoring and support in the early stages of their careers, they 
require guidance in helping them understand and navigate through failures and setbacks. 
Increasingly businesses need to embrace failure, occasionally reward it, and not see it as a 
setback.
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