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In today’s customer-led world and in the age of  

data-driven marketing, marketing has never had such  

a perfect opportunity to shine. 

Marketing has always been the part of the organisation 

that is closest to the customer, and is often first in 

line to lead digital transformation and innovative 

new customer journeys. The same goes for brand 

reputation. At a time when Britain prepares to leave 

the European Union, and with increasing pressure on 

organisations to be proud to fly the Great Britain flag, 

that must surely put marketing front and centre in 

delivering a future-proof corporate identity? 

Consumers are increasingly vocal about the role they 

feel brands should be playing in upholding ethical 

standards of operations, giving them increasing 

influence over how the business operates. 

This is not to mention the looming introduction  

of the General Data Protection Regulation (GDPR),  

which will have a serious impact on how data is  

treated, with the potential for brand-breaking fines 

and negative publicity for those that fall foul of 

compliance. This puts marketers in a critical position  

to protect the business.

However, marketers are revealing a disconnect between 

their capabilities and what the wider organisation 

believes it requires. Much of this lies in the department 

not being well represented at board level, meaning it 

finds it hard to communicate its vision to the business.

Marketers are also ready to admit some of the fault lies 

closer to home. Many are unaware of the implications 

of the GDPR and are failing to take the opportunity to 

lead their business through the changes. Findings  

also show that many marketers are not ambitious  

or trained sufficiently to reach for the top. Too often, 

they concede, marketing technology and new channels 

have been invested in with little demonstrable value  

to the wider business.

It is clearly time, then, for marketers to start a new 

dialogue with the wider organisation. Marketers need 

to lead change and communicate the vision garnered 

from an unrivalled customer-centric perspective on 

what the business needs to do to flourish in a mid 

- and post- Brexit economy. 

Executive  
summary
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ABOUT  
THE STUDY
This report is based on the findings of two new  

CIM research campaigns. CIM conducted one research 

campaign in partnership with YouGov, a global market 

research company, between December 2016 and 

January 2017. The sample included 255 adults who 

work in a marketing role within an organisation from 

across England, Scotland and Wales. Respondents 

were grouped by gender, age ( 16-24, 25-34, 35-44,  

45-54 and 55-64 ) and region (North, Midlands and 

South). Other statistics referenced were generated 

through a survey of CIM members (112 respondents) 

during January 2017, which was conducted through 

Survey Monkey.
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It is evident that the socio-political backdrop of 2016 

is having a direct impact on marketing decisions for 

the year ahead. Brexit is cited by more than half of 

marketers ( 55%) as their top worry for the year ahead, 

closely followed by the associated fear of recession ( 47%). 

Based on these concerns, we can see that many 

marketers are responding by embracing the patriotism 

card. More than half of marketers ( 54%) believe  

we will start to see more ‘Brand Britain’ messaging  

being incorporated in campaigns in the year ahead, 

while nearly a fifth ( 19%) are already working on  

such ideas.

Building Brexit 
‘Brand Britain’    
– external  
opportunities,  
internal  
challenges

55% OF MARKETERS QUOTE  
BREXIT AS THEIR TOP CONCERN  
FOR THE YEAR AHEAD
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Apart from ‘Brand Britain,’ marketers know they will 

need to build an ethical company name and engage 

in reputable marketing throughout 2017. 87% of 

marketers revealed there is now more pressure  

for brands to act ethically and provide a role model  

for society. This is not just because it’s a good thing  

to do, but because there is more pressure to do so:  

89% believe the internet, and particularly social media, 

is giving consumers more information on how brands 

behave and more power to affect change. It is no 

surprise, then, that 70% reported they were concerned 

about factors outside of marketing that could affect 

their ability to protect the brand.

A good example is #StopFundingHate. The pressure 

group used social media to great effect, persuading 

major brands, including Lego, to withdraw advertising 

spend from tabloids it deemed dehumanised 

minorities and migrants. 

It is not just new pressure groups; established 

organisations are also using online petitions and social 

followings to drive change. Sustained Greenpeace 

campaigns, for example, prompted Santander 

to withdraw financing for a paper the company 

considered to be responsible for deforestation,  

and Tesco dropped several John West tuna products  

for their involvement in non-responsible fishing. 

The role of  
brand – the  
importance  
of ethics in a  
digital world 

87% of marketers revealed 
there is now more pressure 
for brands to act ethically 
and provide a role model  
for society 



Marketers can clearly see the impact operational 

decisions can make on their ability to protect the  

brand, but controlling these factors is often a challenge.  

Three in four marketers are concerned by a number  

of factors – such as tax arrangements causing 

boycotts, as with Starbucks; and harsh worker policies 

tarnishing reputation, as has been the case with Sports 

Direct throughout the past couple of years – which 

hamper their ability to manage brand experience  

and reputation.

One of the leading reasons for this lack of brand control 

is often visibility. Nearly all marketers surveyed ( 95%) 

agree that marketing needs to have a much stronger 

influence throughout an organisation to shape ethical 

policies and protect brand reputation. A further 37% 

said that improving engagement across the business  

is a top priority for 2017; although only 9% of 

respondents said that ensuring the business behaves 

ethically would be a priority.

95% agree that  
marketing needs to 
have a Much stronger 
INFLUENCE throughout 
an organisAtion



8

March 2017



GDPR –  
are we heading 
for a fall?
Potentially concerning is the fact that only 13% of 

marketers surveyed are worried about the impact  

of the introduction of the General Data Protection 

Regulation (GDPR); even though 21% were concerned 

they would be a victim of a cyber-attack. The deadline 

for the GDPR to come into effectis May 2018, and 

could result in big fines – potentially up to €20 million  

or 4% of global annual turnover, whichever is the 

greater – for organisations found to be in breach  

of the regulations. Given that one stipulation of  

the new regulation is businesses should be able to 

demonstrate informed consent has been freely given 

for all marketing purposes a consumer’s personal  

data is put to, this puts marketing firmly in the spotlight.

Despite this, only 11% of respondents have put systems 

in place to ensure they are compliant with the GDPR. 

While 20% have started to think about next steps, one 

in three ( 31%) respondents had no idea how prepared 

their organisation is for the new regulation. A further 

13% said they had not started to discuss next steps,  

as nobody in the business sees this as a priority at the 

moment. A concerning 16% think that the GDPR  

will be irrelevant to them, potentially exposing a lack  

of understanding of the far reaching consequences  

of the regulation. 

When it comes to the individual, half of marketers feel 

they ‘fully’ or ‘mostly’ understand the implications of 

the regulation, but that leaves 50% that don’t. When 

you consider the business importance of the GDPR 

and its potential impact on revenues, marketers could 

be missing a trick in terms of elevating their position 

in the business by not taking the lead in directing the 

business’ response to the regulation.

A lack of understanding in data regulations could  

be problematic when looking at marketers’ priorities  

for the year ahead, many of which are focused on  

using data to deliver more personalised services  

for customers. 

When looking at a Forbes list of broader new trends 

that will impact marketing for the year ahead, 

respondents to CIM’s survey placed significant 

importance on the role of data. Personalisation  

and data-driven marketing are a top priority for 42% 

and 37% of marketers, respectively, and influencer 

marketing is not far behind for 31%. A further 50% said 

making better use of data for personalisation would 

be a top priority in the year ahead. If marketers are 

to realise these ambitions, they will need to get to 

grips with the GDPR sooner rather than later or they 

risk falling behind and, more crucially, risk negatively 

exposing the business.

11% of respondents have  
put systems in place  
to ensure they are  
compliant with the GDPR 50% DON’T FULLY  

UNDERSTAND THE  
IMPLICATIONS  
OF THE REGULATION  
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Improving the performance of digital channels is clearly 

a key priority too, with 52% of respondents saying this 

would be on the top of their agenda for the year ahead. 

However, only 18% feel fully confident that they are 

able to manage social effectively, with 21% saying they 

feel fairly confident. Nearly half of marketers( 49%) 

report that they do not feel they are getting the most 

from social, since their organisation is not willing to 

invest in the channel. 

Beyond this top line ‘to-do’ list, CIM figures also 

show that marketers are clear on the channels and 

technology which will allow them to deliver on their 

organisation’s objectives. 

Perhaps just as importantly, marketers are clear that 

technology is not always the answer. A staggering 

95% admit that brands can get distracted by the latest 

gimmick or cool piece of technology, such as artificial 

intelligence or virtual reality, without thinking about 

how it could practically fit in to the company’s wider 

strategy.  This was reflected in the fact that chat bots 

and virtual reality are only starting to become a focus 

for marketers, as only 9% said they would be looking  

at these areas in the year ahead.

While marketers would rather be investing in social 

and influencer marketing, they are clearly not too 

concerned by the latest developments in digital 

display. Figures from the Internet Advertising Bureau 

(IAB) suggest at least one in seven internet users are 

currently blocking online adverts, and this increases 

with age and is more prevalent for men. Hence, around 

one in three male millennials are estimated to be 

blocking online ads.

Rather than try to amend this consumer behaviour, 

three in four marketers believe ad blocking could be 

good for the industry, encouraging responsible formats 

and creative that engages with the public rather than 

poor quality ads that frustrate. This fits with the fact  

that 49% of marketers are focusing on improving 

content across all channels in 2017.

New tools,  
old problems

52% of respondents  
say THAT IMPROVING THE 
PERFORMANCE OF DIGITAL 
CHANNELS IS ON THE TOP  
OF THEIR AGENDA FOR 2017

95% admit that brands  
can get distracted by  
the latest gimmick or  
cool piece of technology
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Marketing in a digital world has opened customers’ 

eyes to a far wider range of brands. It has also changed 

how they expect to interact with organisations. 

Amazon has revolutionised shopping with one-click 

ordering, recommendations, and a free delivery  

club that offers music and video as a bonus. Similarly, 

Airbnb has done for short-term lets what Uber has 

done for hailing a cab.

Marketers realise every industry is due a so-called  

‘Uber moment’, which turns traditional interaction  

on its head. Many are relishing this opportunity;  

nearly two in three ( 63%) said that developing 

opportunities to engage with customers more  

was what most excited them when looking to the  

year ahead. 

Half of marketers ( 49%) see disruptors as the key 

pressure to reinvent their own customer experience, 

with 28% fearing they will otherwise lose market share 

to more tech-savvy competitors. However, there are 

frustrations that this drive from the business is not 

being supported by funding. Nearly nine in ten ( 89%) 

marketers are frustrated that their organisations are 

expecting great things for customer experience yet 

failing to make the investments needed in marketing.

The role of marketing has clearly shifted with the 

renewed focus on customer experience – a marketer’s 

natural habitat – but the survey results reveal that 

marketers might get pushed out of the picture if they 

are not careful. Almost a third ( 32%) of respondents 

reveal that marketing drives strategy on customer 

engagement but, similarly, one in three say the lines 

between IT and digital marketing are blurred. 

Whose customer 
is it anyway?

HALF OF MARKETERS SEE  
DISRUPTORS AS THE KEY  
PRESSURE TO REINVENT THEIR 
OWN CUSTOMER EXPERIENCE 



A drive towards specialisms, while beneficial in terms  

of ensuring the business has key skills that it can  

draw upon, could also be causing confusion at a 

strategic level. 85% of marketers reveal that their 

organisation has executives with in-depth knowledge 

of specialist fields. 

However, more than nine in ten ( 92%) marketers reveal 

that this trend to specialise in specific areas means 

executives miss out on other business skills. 

30% of marketers also said that a key focus would 

be to develop core skills within the team to meet 

the challenges of the year ahead, whereas 14% are 

focusing on on-boarding and upskilling staff to plug 

organisational skills gap. It’s surprising these figures 

aren’t higher, though, when you consider the fact that 

more than nine in ten ( 93%) believe there is a skill  

gap at the strategic level in marketing.

93% BELIEVE THERE IS A  
SKILL GAP AT THE STRATEGIC  
LEVEL IN MARKETING 



When looking at marketing’s role in the business,  

it is evident that marketers feel the renewed focus 

on customer experience is helping them to get their 

voices heard. 47% feel that marketing plays a strategic 

role in the business, however there is some way to go. 

19% said that marketing does not have a strategic role 

within their organisation, and 34% said that marketing 

still doesn’t have the seniority needed to effect change. 

Some 70% of respondents revealed they either 

have a clear picture of where marketing fits in the 

organisation’s long-term strategy, or are at least  

‘fairly confident’ they do. It is also evident that many 

are prioritising this in the year ahead. 50% said they 

will be focusing on developing a strong brand persona 

and strategy, while 43% will be focusing on improving 

measurement, to maximise ROI and demonstrate the 

value of marketing to their business.

Strategic  
thinking –  
a race to  
the top? 

The research also showed that two-thirds of marketers 

( 63%) are excited about getting more involved in 

developing the strategic vision for their company  

in the year ahead; a further 61% were excited about 

driving change within their organisation. 

So most marketers seem to know what their role is 

and how strategy will play a part, but are they being 

ambitious enough? Just 14% entered the profession 

hoping to reach senior management, while a further 

18% did not enter seeking a top job but have since 

uprated their expectations. Yet that leaves only one  

in three marketers eyeing senior jobs. 

Overall, women seem to be more ambitious than  

their male counterparts. Only 16% of female marketers 

said they were not interested in senior management 

compared to 22% of men. 22% of women also said 

they entered the field without contemplating a  

high-flying career but now do, compared to just 14% 

of their male counterparts. Therefore, both men and 

women are seeing it is possible to progress to senior 

management through a career in marketing, however 

women appear to be more focused on scaling the 

career ladder.



Marketers want to build stronger brands through 

personalised campaigns, to shape better customer 

journeys, while projecting and protecting an ethical 

brand, and ultimately drive business growth. Yet they 

clearly feel disempowered in communicating this  

vision beyond their own team. When it comes to 

securing a seat on the board, or even the ear of a  

top-flight executive, too many marketing departments 

feel frustrated.

However, marketers must take ownership of the 

strategic role they have to play in the business, and 

should be taking the business lead when it comes  

to areas such as the GDPR and customer experience.  

To be taken more seriously within their organisations, 

marketers also need to start setting a higher bar for 

themselves and for the industry. It is one thing to 

know what needs to be done, it’s quite another to 

communicate using the language of the board room.

Conclusion –  
Professional  
Development  
will empower 
marketers to 
up their game 

To reach and influence at boardroom level, 

marketers need to develop a new set of skills whilst 

also maintaining a strong understanding of the 

fundamentals of their profession and its impact on 

the business. Today’s businesses are not just looking 

for their marketers to be creative, to have the ability 

to interpret analytics and successfully operate in a 

digital world. They more critically need them to lead 

change, manage people and projects, and have the 

skills and ability to collaborate, innovate and influence 

across the business. In light of the changing nature of 

marketing and the increased appetite for a wider array 

of business skills, continual professional development 

(CPD) must be at the heart of a marketer’s career path 

if they want that seat at the top table.

This is why, together with business leaders, academics 

and senior marketers from across the globe, CIM has 

developed a new Marketing Leadership Programme, 

which focuses specifically on areas identified by 

today’s business world as ‘must-haves’. An equivalent 

level to a Master’s degree and an ideal stepping 

stone to an MBA, CIM’s new qualification empowers 

the individual to tailor their learning around their 

own career development needs and around the 

ever-evolving needs of their business. These are the 

skills which will turn the marketers of today into the 

business leaders of the future.

61% were excited about  
driving change within  
their organisation 
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