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Introduction 

Change the World - Eric Clapton (1996) 

 

Why read this book? 

The Marketing Director's Handbook was developed to help the Marketing 
Director to not only direct and manage the marketing function but also to 
work with Boardroom colleagues to drive profitable organisation growth. 
As we said on the cover it is 'the definitive guide to superior marketing for 
business and boardroom success’. It's fundamentals remain bang on the 
money…  

What has long held marketing back is a perception of fluffiness, partly 
linked to the creative function of the role, and partly to comparisons with 
empirically driven functions such as Finance and Sales.   

Over the years, however, the importance of putting customers at heart of 
business has been proven in numerous studies, and evidenced in the out-
performance of the most customer driven organisations (1). Marketing is 
thus increasingly recognised as a leadership function.  

Further, as awareness of the profession grows, there are more degree-level 
courses available, and it continues to attract talent from clever, curious, 
analytical and creative people. Thus, fuelling further perceptual change. 

Though 10 years on the landscape has changed irrevocably 

We are in the digital age.  And digital begets data. 

The consequences are deep and profound. Some marketing functions 
have been reduced to the provision of digital services as the digital media 
platforms, including search engines, and social media networks, have 
plundered more than half the total advertising spend. Yet not one of them 
was created with advertising in mind.  

Many digital marketing decisions are also driven by algorithms processing 
the data captured by these new media owners supported only by the 
information that they impart. Knowledge of the customer has been 
reduced to who searches for and who' likes' what.  

Yet, their decisions are sacrosanct. 



 
 

Some see customers only as data to be exploited. Often flying in the face 
of the wishes of individual and organisation be it a company or a political 
party. Even the state itself is blithely patronised and ignored. Indeed, the 
Internet is awash with all of our information. Access to which is often sold 
unchecked, and customer control relegated to trawling reams of small 
print to uncheck the default settings that sell their personal details to the 
highest bidder. And business control is also relegated to amending the 
default settings that best serve the digital service providers. 

Data and the numbers brigades from IT and Finance appear to reign 
supreme. External agencies have also declined in their influence, and 
digital specialists are simply that, with little overall strategic 
understanding. What expertise there is in digital markets has been 
acquired simply from immediate experience and operation. Thus, those 
making the decisions cannot understand 'what Marketing truly means' as 
process experts lack practical know-how of customer behaviour. As a 
consequence, the role of Marketing Director risks fragmenting and the 
function dissipating across customer service, sales and IT in the form of 
digital data management.  

Yet much of the data comes from the digital empires themselves 
presented empirically as dictates of truth rather than algorithmic averages 
of their formulation. Words to match searches, targets to match profiles 
are mandated by them for best performance. However, they are not 
decided upon by meeting the brand's marketing aims or desired 
positioning, rather that which is already known. Which means marketing 
is based on uncertain facts rather than meaningful insights.  

Loyalty has also become that which is searched for today. In the empires 
of the digital age, decisions are made to satisfy the emperor. Their 
processes beguiling yield: with what's promoted favouring most profitable 
advertiser click or distributor returns, pre-packed market comparisons 
limiting resistance to price rises, and what's served to whom based on the 
search engine or social media networks ' judgement' on the target.  

In addition, apparently accurate decisions are also driven by 
organisational anomalies. The acquisition department pays for the cost of 
new customers, and the retention department watches over churn. Yet, 
the rate of churn is more important than loyalty which is managed by 
manipulating pricing and long contractual terms. Further, the focus on, 
and high cost of, customer acquisition through comparison sites at the 
expense of customer loyalty wipes out company integrity. It seems few see 
the big picture, and that long-term business building principles have been 
subjugated to short term sales demands.  



 
 

Creativity and value judgement have been devalued to the likes of 10 
headlines that work. So, marketing becomes synonymous with processes 
which bring apparent success.  

So what does this mean for the future of Marketing?   

On one hand, we have more data-based consumer understanding but not 
on the customer him or herself. Also, creativity subservient to the budget, 
and a strategic overview and direction drifting away.  

Yet, the digital world provides more channels, more promotion options, 
and more options to build brand equity.  

So Marketing is once again at a fork in the road and the challenge 
remains; How to make Marketing more even effective, navigate the digital 
quagmire, and at the same time relate to the other functions, and lead the 
organisation?  

It is our belief that although technology may have advanced the 
marketing fundamentals remain. Thus, the purpose of this new and fully 
up-to-date volume is to explain how to manage marketing in this digital 
age.  

How to use this book   

While this volume is a stand-alone, it fits like a jigsaw piece with other 
parts and chapters of The Marketing Director's Handbook. To further 
help you undertake key tasks and manage specific activities. Thus, 
throughout the text, you will also find references to other chapters, as well 
as digital links to references and further reading. 
 


