
Interim Findings:
Vision Interviews



“We are entering a time 
now where change is 
almost inadequate as a 
word. We’re entering 
what I call chronic 
turbulence.”

Interviewee 3

CMO & Marketing Strategist



Strategy: 
Redefined



The core strategy 

required for future 

success revolves 

around 

fundamentally 

redefining what 

winning means, 

justifying 

marketing's 

economic 

existence, and 

managing value 

generation in a 

fragmented world.

1. Winning and Value Management

 Growth  must  be  w i th in  p lane ta ry  l im i ts  –  respec t ing  b iod ivers i t y ,  c l imate ,  and  

sus ta inab i l i t y

 Bui ld  a  b rand  tha t  shapes  cu l tu re  and  dr ives  sa les

 Shi f t  f rom t ransac t iona l  to  re la t iona l  marke t ing  tha t  bu i lds  mean ing  and  t rus t

 CMOs must  ba lance  Brand  Va lue ,  Cus tomer  Va lue ,  and  Ente rp r i se  Va lue  to  ach ieve  

sus ta inab le  g rowth .  

2. The Cost Crisis and Efficiency Imperative

 Trad i t iona l  b rand  va lue  i s  co l laps ing  –  qua l i t y  i s  now assumed

 Pr iva te  labe ls  ga in  share  by  o f fe r ing  be t te r  va lue

 Marke t ing  mus t  become rad ica l l y  more  e f f i c ien t  –  ta rge t :  4  to  6% o f  revenue (vs .  

t rad i t i ona l  10  to  20%)  to  jus t i f y  i t s  ex is tence  –  “Marke t ing  as  i t  i s  today  i s  too  expens ive  

to  surv ive . ”

3. External Focus and Creative Strategy 

 Simp l i f y  in te rna l  complex i t y  –  focus  re len t less ly  on  the  marke tp lace

 Cor porate Pur pose  –  a l ign  s t ra tegy  w i th  de l i ve r ing  p ro f i tab le  so lu t ions  fo r  peop le  and  

p lane t ,  no t  d i lu ted  CSR

 Marke te rs  lag  on  respons ib le  g rowth  w i th in  p lane ta ry  and  soc ia l  l im i ts

 Data vs.  Creativity  –  da ta  in fo rms,  bu t  b reak th rough  success  comes f rom bo ld ,  

unpred ic tab le  c rea t i v i t y  (e .g . ,  Duo l ingo ’s  “unh inged”  soc ia l  med ia  con ten t ) .  



 “Marke t ing  as  i t  i s  today  i s  too expensive to 

sur vive . ”

 “ I f  you  look  a t  the  g rowth  f igu res  f rom some o f  the  

b igges t  compan ies  20  years  ago ,  you  know,  they ’ re  

p re t t y  d isappo in t ing .  And  I  th ink  [ tha t ’ s  because ]  

they ’ve  d is inves ted  in  a  med ium tha t  we know can  

de l i ve r  long- te rm growth  fo r  them and  [ ins tead ]  

spen t  a  lo t  o f  money  chas ing  shor t - te rm impac t . ”

 “ I ’m  see ing  b rands  evo lve ;  you  a re  w inn ing  i f  you  

bu i ld  a  b rand  tha t  i s  recognizable as a par t  of  

culture and drive sales … To w in  in  2030 ,  you  

need to  re lease  the  idea  o f  a  cohes ive  b rand  

vo ice… The wors t  th ing  you  can  do  on  soc ia l  i s  be  

ignored . ”

 “There  i s  no dif ference between shor t-ter m 

and long-ter m value creation .  I f  shor t - te rm 

va lue  c rea t ion  be  a t  the  expense  o f  long- te rm 

va lue  c rea t ion ,  you  wou ld  s t i l l  go  nowhere . ”

 “We have  a l ready ,  as  marke te rs ,  c rea ted  se r ious  

p rob lems fo r  ou rse lves  by  re ly ing  ve ry ,  ve ry  

heav i l y  on  met r i cs  and  on  dashboards  and  

ev idence  to  p rove  our  po in t .  Bu t  the  p rob lem isn ' t  

tha t  we  have  the  ev idence .  The problem is no 

one cares about the questions we're 

asking in the f i rst  place . ”



Technology:
Integrated



The consensus is 

that organizations 

must evolve into 

“agentic 

enterprises” by 

embedding AI 

directly into 

workflows and 

organizational 

structure from the 

start. Isolated 

experiments fai l 

to deliver 

productivity and 

scale.

1. The Agentic Enterprise

 Organ isa t ions  mus t  embed A I  end- to -end  –  i so la ted  p i lo ts  don ’ t  sca le

 Process Automation  -  A I  in tegra t ion  i s  seen  ac ross  the  en te rp r i se :  sa les  uses  A I  fo r  

p r i c ing  mode ls ,  ou t le t  i den t i f i ca t ion ,  and  au tomat ic  rep len ishment ;  p rocurement  uses  

negot ia t ing  so f tware ;  and  marke t ing  leverages  A I  fo r  ins tan t  lea rn ing  cyc les  (m i l l i ons  per  

year  compared  to  3 -4  annua l  Marke t ing  M ix  Mode l l i ng  cyc les )

 Technology Shift  -  A  c r i t i ca l  s t ruc tu ra l  d is t inc t ion  i s  made  be tween  Genera t i ve  A I  

(p roduces  con ten t )  and  Agentic AI  (p roduces  ac t ion ,  makes  dec is ions ,  in te rp re ts  

con tex t ) .  Agent i c  A I  i s  cons idered  miss ion  c r i t i ca l  and  p resen ts  s ign i f i can t  s t ra teg ic  

oppor tun i t ies  fo r  c rea t ing  power fu l ,  mean ing fu l  se rv ices  fo r  cus tomers .

2. Global vs. (Hyper-)Local: Community Management

 Trad i t iona l  g loba l i za t ion / loca l i za t ion  paradox  ( “G loca l ” )  i s  cons idered  ou tda ted  and  

su rpassed  by  techno logy

 The new opera t iona l  s t ruc tu re  i s  based on  commun i ty  and  t r ibe  management .  G loba l  

teams focus  on  b rand  pos i t ion ing  and  co re  asse ts ,  wh i le  execu t ion—inc lud ing  work ing  

w i th  in f luencers  and  communi ty  managers—is  h igh ly  loca l .  Th is  f l u id ,  l oca l i zed  execu t ion  

makes  the  ro le  o f  t rad i t i ona l  reg iona l  teams d i f f i cu l t  to  jus t i f y .

3. External Structural Constraints

 A c ruc ia l  ex te rna l  cons t ra in t ,  par t i cu la r l y  a f fec t ing  European  bus inesses ,  i s  the  paradox  

be tween techno log ica l  i nnova t ion  and  ru les  and  regu la t ions .  Europe  i s  descr ibed  as  "way  

more  res t r i c ted"  in  l ega l  f rameworks  and  f inanc ia l  marke ts  (ven tu re  cap i ta l  dep th )  

compared  to  the  US and Ch ina ,  c rea t ing  a  ma jo r  d isadvan tage  in  sec to rs  benef i t i ng  f rom 

g loba l  economies  o f  sca le  (e .g . ,  d ig i ta l  p la t fo rms) .



 “The  pace  o f  change  has  moved f rom 

months /weeks  to  days and seconds . ”

 “The  most  success fu l  b rands  a re  inves t ing  in  the  

va lue  c rea t ion  oppor tun i t ies  represen ted  by  

Agentic AI . ”

 “You  need to  build an agentic enter prise f rom 

the  s ta r t . . .  Everybody  has  done a  lo t  o f  

exper iments  [on  A I ] ,  bu t  i t ' s  go ing  nowhere  when  

you  don ' t  bu i ld  i t  i n to  work f lows  and  [ in teg ra te ]  A I  

in to  your  o rgan iza t iona l  s t ruc tu re  and  work f low 

processes… Marke t ing  work f lows  [ in  2030 ]  w i l l  be  

la rge ly  compute r -d r i ven ,  so  leaders  need  to  de f ine :  

Where does the human come in a largely 

agentic workflow ?”

 “Global–local  is  not a paradox anymore 

because marketing has become community 

and tr ibe management  and  mos t  o f  these  

t r ibes ,  accord ing  to  T ikTok  and  YouTube,  95% o f  

them are  loca l .  Bu t  the  ques t ion  i s :  How do  you  

bu i ld  your  connec t ion  w i th  these  d i f fe ren t  

commun i t ies  when you  have  a  per fo rmance 

marke t ing  bus iness  w i th  ind iv idua l  personas?”

 “Nowadays ,  when we deve lop  new innova t ions ,  

we ' re  look ing  s imu l taneous ly  a t  how we monet i ze  

them across  our  b rands  and  in  p r i va te  labe l . ”



Leadership:
Evolved



1. Evolving CMO Leadership Traits

 The CMO ro le  mus t  be  rec la imed as  a  genu ine  leadersh ip  ro le  w i th in  the  C-su i te .  

Essen t ia l  l eadersh ip  t ra i t s  fo r  2030  inc lude :

o The Three  Cs  ( fo r  d r i v ing  change) :  Courageous ,  Conf iden t ,  and  re len t less ly  C rea t i ve

o Vis ionary  and  Adap tab le  –  CMOs o f  the  fu tu re  mus t  l ead  w i th  a  c lea r  v i s ion ,  bu t  one  

tha t  i s  adaptab le  to  champion  how the  b rand  shows up  and  resona tes  w i th  many  

d i f fe ren t  communi t ies  s imu l taneous ly  

o CMOs must  be  numera te  and  unders tand  the i r  ro le  ins ide  the  corpora te  P&L.

2. Talent, Data and Execution

 Success  depends  on  secur ing  the  bes t  management  teams and  en t repreneurs  capab le  o f  

t rans la t ing  s t ra tegy  in to  rap id  execu t ion  and  reac t ing  sw i f t l y  to  acce le ra ted  indus t ry  cyc les

 New capab i l i t i es  fo r  the  marke t ing  func t ion  inc lude :  

o To re imag ine  p rocesses  and  work f lows ,  mov ing  beyond t rad i t iona l  s i l oed  th ink ing

o Leaders  need  to  recogn ise  the  foundat iona l  ro le  o f  da ta  and  sca l ing  capab i l i t y

o Marke te rs  need  the  menta l  ag i l i t y  to  t rans la te  the  b rand  to  d iverse  “communi ty  

languages , ”  unders tand ing  the  ins ide  jokes  and  d ia lec ts  o f  m ic ro -commun i t ies .  

3. Leveraging Humanity and Ceding Control

 The AI  focus  b r ings  the  un ique  human capab i l i t i es  to  the  fo re f ron t .  When imp lemented  we l l ,  

A I  shou ld  re lease  human s ta f f  f rom mundane admin is t ra t i ve  tasks  to  focus  on  h igher -va lue  

ac t i v i t i es ,  such  as  c rea t i v i t y ,  i nnova t ion ,  connec t ion  and  spec ia l i zed  care ,  thus  “un lock ing  

what  makes  us  t ru ly  human. ”

The emerging 

demands of 

chronic market 

turbulence and 

technological 

change require a 

new set of 

capabil i t ies for 

marketing teams 

and specif ic 

leadership traits 

for CMOs.



 “A  lo t  o f  CMOs now need  to  ac t  as  l i ke  educators 

or cultural  translators to their  senior 

stakeholders . ”

 “We don ' t  need  an  A I  s t ra tegy .  We need a 

customer strategy for the AI era .  And  I  th ink  

re f raming  tha t  i s  rea l l y  impor tan t  [because  i t ]  w ins  

you  the  t ime  to  cons ider ,  OK,  we l l  what  i s  the  

cus tomer  s t ra tegy ,  how 's  the  cus tomer  journey  

evo lv ing ,  e tc . ”

 (On ced ing  con t ro l )  –  “You  have  to  let  go of  a 

l i tt le bit  more control ”  when u t i l i z ing  

in f luencers  and  user -d r i ven  s to ry te l l i ng  to  rea l l y  

“exp lode  your  aud ience . ”

 “The  CMO ro le  i s  a  call  to duty because  the  

wor ld  has  changed so  much . ”

 “ I ’ve never seen it  this bad.  The ro le  o f  

marke t ing  i s  to  be  the  vo ice  o f  the  cus tomer… But  

i t ’ s  a lmos t  l i ke  [marke te rs  today  a re ]  zombies ;  

they ’ re  consumed w i th  ques t ions  l i ke  how are  we 

showing  up  in  LLMs? What  can  we do  to  game 

LLMs? Etc . ”
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