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Preface 

 
 

When we wrote the original and first edition of The Marketing Director’s 
Handbook our goal was to explain marketing fundamentals, and guide 
how the marketing function should work with other parts of the business, 
in particular, with senior colleagues including the CEO, and in Sales, 
Finance and IT.    

Our first book was published at the start of the digital revolution. While 
the fundamentals of marketing have not changed, the digital realm has 
grown faster than imagined. It also continues to change. As a result, 
consumers’ media usage and behaviour has changed and promotion 
expenditure has shifted to social and digital channels with costs controlled 
by the media themselves. 

Production values and costs fluctuate, and new methods come and go and 
come again. The ubiquity of mobile phones drives increasing digital 
engagement yet declining attention span, while search challenges brand-
led marketing. 

So, as ever, marketing must be set-up, operated and managed to deal with 
constant change. 

This new edition guides you to lead in the face of uncertainty, monitor and 
maximise marketing performance, reassert the power of brand, and cut 
through emotionally in an increasingly data-driven world. 

Use it to strengthen your organisation, your brands, and your customer 
relationships—and to lead marketing with clarity, judgement and 
confidence. 

 

 

 



 
 

 

 

Introduction 

Digital World - Amaranthe (2015) 

 

Why read this book? 

Marketing has always evolved alongside technology. From print to radio, 
television to search, each new medium has reshaped how organisations reach 
customers. Yet while the tools of marketing have changed dramatically, its 
purpose has not. 

The purpose of marketing remains to understand customers, create value for 
them, and translate that value into sustainable organisational growth. 

What has changed is the scale, speed, and opacity of the systems through which 
marketing now operates. Digital platforms, data infrastructure, and increasingly 
artificial intelligence mediate much of the relationship between organisations 
and customers. Decisions once made by marketers are now influenced—or in 
some cases dictated—by technology and algorithms owned by third parties 
whose objectives do not align with those of brands, customers, or society. 

As a result, marketing faces a paradox. Never before has it had access to so much 
data, so many channels, or such powerful tools. Yet never before has it risked 
losing strategic coherence, brand distinctiveness, and long-term accountability. 

In many organisations, digital marketing has become synonymous with 
performance dashboards, optimisation routines, and automated execution. 
Activity is measured obsessively, but understanding is often shallow. Customer 
insight is reduced to impressions, clicks, and conversions. Creativity is 
constrained by templates. Brand building is subordinated to short-term sales 
activation. Ownership of marketing decisions fragments across marketing teams, 
IT, data science, procurement, and external media. 

This third volume of The Marketing Director’s Handbook – Leading Marketing in 
a Digital and AI World is written in response to that reality - because the 
conditions in which marketing leaders operate continues to change. 

So to optimise marketing performance, marketing should be set-up, operated 
and managed on the same basis. The role of the Marketing Director is not 
diminished by digital and AI-driven change—but strengthened by it. At a time 
when technology accelerates complexity, leadership, judgement, and integration 
matter more than ever. 

The Marketing Director’s role is to: 



 
 

• Set strategic direction in an environment of constant change 

• Integrate digital, data, AI, and traditional marketing into a coherent whole 

• Govern investment, ethics, and risk on behalf of the organisation 

• Champion customer value, brand integrity, and long-term growth 

Artificial intelligence now represents the next major inflection point. Generative 
AI, machine learning, and automation promise extraordinary gains in efficiency 
and personalisation. Yet they also introduce sustainability concerns and new 
risks: commoditised content, algorithmic bias, loss of trust, regulatory exposure, 
and strategic dependency. 

AI does not replace marketing leadership. It amplifies it—for better or worse. 

The consequences of these changes are strategic, organisational, and ethical — 
and cannot be delegated. Digital marketing is therefore not just a collection of 
tools to be managed, but a system to be led. Marketing Directors must therefore 
work confidently with Boards, CFOs, CIOs, and external partners—to ask the 
right questions, not just read the dashboards. 

The fundamentals of marketing still apply. Customers still seek meaning, 
relevance, trust, and value. Brands are still built over time. Growth is still driven 
by superior understanding and disciplined execution. 

What is required is marketing leadership equal to the age we operate in. 

This Handbook is as up-to-date as we can make it. We use the term Search 
Everywhere Optimisation (SEO) to reflect the evolution of Search Engine 
Optimisation beyond traditional search and the insights and best practices 
included illustrate the necessary thoroughness and discipline needed today.  

How to use this book   

While this volume is a stand-alone, it fits hand in glove with The Marketing 
Director's Handbook Volume 1 and supersedes Volume 2. Volume 1 sets out the 
enduring responsibilities of the Marketing Director; this volume examines how 
those responsibilities are reshaped by digital, data and artificial intelligence. 

• Read it from cover to cover or dip into sections on an ad hoc basis. 

• To help you deal with pressing issues and opportunities, it is structured 
and labelled by practical activities or topics. 

• For easy reference, page numbering follows on from Volume 1, and you will 
also find sign-posts to chapters in Volume 1, further reading and references 
(some with links to up-to-date digital data sources). 

• Practical dos and don’ts are signposted under ‘success factors’, ‘pitfalls to 
avoid’, and ‘process pointers’.  

• ‘Key questions’ boxes prompt leadership conversations. 
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