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Thank you to the 25 National Advertiser associations
who made this project possible

Global & local

600 CMOs & leaders
All regions & sectors
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Our approach

In partnership with 25 of our National Association members and Oxford, WFA conducted a new
research to help explore these challenges and how to best meet them:
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e
Online survey

In-_depth_, quallt_a:llve National associations responses from
lnter\_/IeWS wit senior marketers
leading CMOs

across the globe

G ©

The findings in this report highlight what CMOs and their teams need to be mindful of,
and how the WFA plans to help the industry going forward



https://oxfordsm.com/
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The context
Extracts from the Global report*

* Download the full report and learn more at:
www.marketerofthefuture.org/



http://www.marketerofthefuture.org/
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Optimistic about the future

Cross-functional and c-suite influendé Leaders
Marketing fundamentals and building ne

v v v ¥

Over-performing on growth

More pessimistic, seeking resilience
Trying to balance priorities
Having to re-focus on the marketing foundatic

A A A A

Struggling for growth vs. peers
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These are the 5 things that
the Leaders do better
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“The fundamentals of marketing
have remained true for decades.
That said, evolving the skills, tools,
and the way in which businesses
adapt the operations behind the
fundamentals is critical. Only then
can the full potential of brands be
unleashed and opportunities for
growth unlocked.”

Cristina Diezhandino,
Chief Marketing Officer, Diageo
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Masters the marketing
fundamentals

The Marketer Loads on growth

76% have a commercial

of the Future mindset

Breaks down silos
Leaders over-index in
terms of soft skills

Skills and decisions
enhanced by Al
76% of our marketing —
leaders strong in digital
literacy

Leverages impact for influence
Leaders over-index on
performance management
(assessing, taking action)




Watch the key highlights from the
global report in this short video

The Marketer of the Future

is coming...

(Click the image to play the video)



https://www.youtube.com/watch?v=b1h_NWXLgqI&ab_channel=WFA
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Who did we interview

By role

Director/ VP/ Head of Marketing || NG 45%
N 30%

B 18%

Senior Manager/ Manager
Chief Marketing Officer / SVP

By business focus

coc |+

828 [} 7%

By remit

National _ 45%
Regional / Multi-national _ 52%

CEO/Owner/Chairman [l 6% soth | 50% clobal [l 15%
By sector
17%
13%
10% 10% 10%
7% 7% 7% 6%
- - - - - - -
Beauty & Tech & Manufacturing  Finance & Food & Non-alcoholic ~ Food retail Fast-Moving Agency Media & Luxury fashion Energy / Oil  Other sectors
Personal care  Electronics insurance Hospitality beverages Consumer Entertainment (including and gas
(including  (including beer) Goods (FMCG) accessories)
restaurants)

Sample size: 33 senior marketers in Middle East



How to read the norms

This report illustrates the results at 2 levels:
» Region deep-dive (@): includes senior marketers in GCC and Turkey
> Global norms* (&)

How are the differences highlighted?

Where the results in Middle East are statistically significant higher/ lower than Global norms, the % is
hlghllght@d by alrrows, as fOIIOWing: 8 Arrows indicate a significantly higher / lower value than norms (at Confidence interval 95%)

Specifically...

*Based on a sample of 560 senior marketers in 25+ countries worldwide @




1 The current Marketing landscape

What is happening now? Where does Marketing stand today?




Benchmarking Marketing performance

A greater proportion of marketers in Middle East report outperforming the sector compared to the global average (58% vs 51%), indicating
a stronger self-assessment as compared to the other regions.

While most regions have kept pace with or slightly outperformed their sector, in Middle East, very few report underperforming, reflecting
an overall positive outlook on the companies’ performance.

36% —Global
—Middle East
21%
19%
0% %
Significantly outperformed the Slightly outperformed Kept pace with our sector Slightly underperformed Significantly underperformed Don’t know

sector

D3: Thinking about the competition in your organisation’s primary sector over the last year, how would you rate your company’s performance? (single answer on a 5-point scale)

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Middle East = 33 marketers @




Striking the right balance: Marketing’s future focus

Most respondents in the Middle East (76%) prefer a
balanced focus, with only a small percentage (15%)
suggesting a strong inclination toward maintaining
current practices while still recognizing the need for

, Ref th
fundamental strengthening. efocus on the

fundamentals
On a global scale, the balance remains the most
popular approach, with 71% of respondents opting for a
balanced focus. However, there is a higher tendency A balanced focus
(23%) to refocus on the fundamentals compared to 76%
Middle East, reflecting perhaps a more cautious or 71%

corrective approach.

® Focus more on new

Interestingly, 9% in the Middle East chose to focus more developments
on new developments, indicating a stronger inclination

towards innovation and growth, whereas worldwide, .

only 5% feel the focus should be shifted to new

developments. @ s

C2: How important is it for your organisation to have strong marketing fundamentals e.g., brand building, strategy, creative? (single answer)
Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Middle East = 33 marketers




The state of Marketing fundamentals

The Middle East demonstrates a similar alignment with global trends in marketing fundamentals, with one-third acknowledging room for
improvement, particularly in establishing a strong foundation (33% in the Middle East). Another 33% believe they have a solid foundation
but still identify some gaps.

21% of the interviewed marketers in Middle East report having a fully solid foundation, surpassing the global level.

39%

= Global

—Middle East

21%

14%
6%
2%
Fully in place — our organisation is Mostly in place — we have a solid In place, but there’s room for Somewhat in place — but we could Not at all in place — we focus primarily
built on strong marketing foundation, but there are gaps improvement improve our focus on the on short-term tactics
fundamentals fundamentals

C3: To what extent does your organisation currently have marketing fundamentals (e.g., brand building, strategy, creative) in place? (single answer on a 5-point scale)
Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Middle East = 33 marketers @



2 Shaping the future of Marketing

How will the role of Marketing evolve? What forces will drive change?




How optimistic are the Middle Eastern marketers about the future
of Marketing?

The future of Marketing...
... as a profession ... In our organisation

Overall, a strong, positive outlook towards
Marketing as a profession and as a function
within organisations across Middle East and
globally is noticed.

Around 2 out of 3 senior marketers in Middle
East are optimistic, suggesting confidence in
industry growth and innovation.

® Very optimistic
= Optimistic

= Neutral
Overall, the global perspective is more
optimistic, while in Middle East, marketers are
also hopeful, with some remaining neutral or
even slightly pessimistic, indicating some
uncertainty about how Marketing teams will
navigate future challenges.

. . .. . Y
Pessimism is minimal across regions.

B1: How do you feel about the future of marketing as a profession? (single answer)
B2: And how do you feel about the future of marketing in your organisation over the next 5 years? (single answer)

= Pessimistic
m Very pessimistic

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Middle East = 33 marketers




Challenges and opportunities expected to grow in the next 5 years

Middle East perceives tech & data and
sustainability (90%) as the most significant shifts
in marketing, surpassing global benchmark (67%),
indicating a stronger regional emphasis on
integrating sustainable practices into marketing
strategies.

Constant complexity (87%) and economic
uncertainty (84%) also rank high in Middle East, in
line with their global peers.

There is a stronger focus on retail power (84%) in
Middle East, reflecting the region's strong focus
on optimizing the retail experience and
leveraging local market dynamics to drive growth
and consumer engagement.

Interestingly, Middle Eastern marketers seem to
place less priority on integrating Al, compared to
their global counterparts. This suggests a more
measured pace in embracing Al-driven innovations
within the region.

Tech and data

Sustainability and value chain
security

Constant complexity

Economic and geo-political
uncertainty

Retail power

Al integration

Brand trust

Talent - the right people and partners
C-Suite influence

Changing consumer expectations

Short-term focus

6

90% 86%

20wt 7%

e
e
— e
I
I
I -
I
—
—

Chart shows Top 2 Boxes % (“More Important” + “Considerably more important”)

C1: How do you think the importance of the following challenges and opportunities will change over the next 5 years? (single answer on a 4 points scale)

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Middle East = 33 marketers



If everything’s important, nothing is: The challenge of prioritising

6

All Middle Eastern respondents rate alignment, Alignment — Clear vision, direction, and _ 100% 98%
. T . .. shared goals
skills building, balancing priorities and data-
driven decision making as c_nﬂgal,_ in line with Skills building — Training and learning L00% 060
the global average (96-99%), indicating a strong opportunities for staff 0 0
regional commitment to strategic coherence and N .
. . . . A Balancing priorities — Managing short and
continuous improvement in marketing capabilities. long-term goals, creative and data-driven _ 100% 98%
work, old and new skills
ngerally, there is broqd agreeme_nt across Data — optimizing decision-making and L00% 990
Middle East and other regions on the importance measurement 0 °
of resilience, automation, adaptability and
; ; Resilience — Employee morale and ability to
experimentation. handle challenges _ 97% 95%
With all factors rated highly’ there is a Automation — Simplification or elimination of _ 97% 920
challenge in distinguishing what truly drives operations and workflows °
competitive advantage, suggesting the need for
; Adaptability — Ability to make quick decisions
clearer strategic focus. and work across feams _ 94% 98%
Experimentation — Ability to test new ideas
and scale successful ones quickly _ 94% 93%

D1: How important are the following factors in driving future change in your organisation? (single answer on a 4 points scale)

Chart shows Top 2 Boxes % (“Important” + “Extremely important”)

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Middle East = 33 marketers



Bridging the gaps: The role of leadership & skills in transformation
How to read

°  STRENGHTS TO MAINTAIN IMMEDIATE FOCUS AREAS
Areas of high future importance where current High-priority areas with significant
performance is relatively strong. They are performance gaps. These require immediate
critical to the organization’s success and attention, investment, and transformation to
Y should be nurtured to maintain competitive ensure future readiness and business OPPORTUNITY
= advantage. growth.
5
g_ Average
= STABLE FOUNDATIONS EMERGING OPPORTUNITIES
3 -
= Areas with lower future importance and Areas that currently hold less strategic

importance but show performance gaps.
These could evolve into key priorities
depending on shifts in the business
environment, regulations, or market
trends.

minimal gaps. These fundamentals are
relatively secure and do not require
immediate focus but should be monitored to
prevent decline.

LOW
Average

LOW
HIGH

GAP (Future importance — Current performance)

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Middle East = 33, Middle East = 29 marketers




b
Bridging the gaps: The CMO - Marketing leadership characteristics

STRENGHTS TO z IMMEDIATE
MAINTAIN T ® Strategy Digital FOCUS AREAS
transformation L
Small gap, arge gap,

High future importance High future importance

. ® Consumer centricity
® \Vision

e Cross-functional integration OPPORTUNITY

[ ) Average
Culture

® Change leadership
2
C-suite influence

Future importance

[ J [ J
Risk management Sustainable EMERGING
STABLE FOUNDATIONS transformation OPPORTUNITIES

Small gap,

i Large gap,
Lower future importance

Lower future importance

LOW
Average

LOW HIGH

GAP (Future importance — Current performance)

D2a: How important will the following factors be in driving future change in your organisation, and how well are they currently in place? (single answer on a 5-point scale)

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560 marketers @
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Bridging the gaps: The CMO - Marketing leadership characteristics

STRENGHTS TO
MAINTAIN

Small gap,
High future importance

STABLE FOUNDATIONS

Small gap,
Lower future importance

Future importance

HIGH

LOW

LOW

IMMEDIATE
FOCUS AREAS
Large gap,
High future importance
.Strategy
e Cross-functional integration OPPORTUNITY
Vision
Culture o
° Consumer centricity
C-swte:nfluence ¢4 Digital
¢ transformation
Average
Risk management
[ J
?
Change leadership
EMERGING

Sustainable OPPORTUNITIES

transf tion ®
ransformation Large gap,

Lower future importance

Average

HIGH

GAP (Future importance — Current performance)

D2a: How important will the following factors be in driving future change in your organisation, and how well are they currently in place? (single answer on a 5-point scale)

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Middle East sample = 33 marketers



Gap analysis — Marketing leadership - learnings for Middle East

The CMO - Global benchmark

3

@
Bridging the gaps: The CMO - Marketing leadership characteristics

The CMO - Middle East

Bridging the gaps: The CMO - Marketing leadership characteristics
Fotus AReas R

TRENGHTS TO
MAINTAN

.................

Future impartance

Risk managemant

Where does Middle East stand versus Global norms?
Senior marketers from Middle East agree that, currently, the key areas that require immediate attention & investment are on:

» Digital transformation, cross-functional integration and consumer centricity - in line with the global trends

> Additionally, strategy and vision are important for Middle East, revealing significant gaps in current performance -

similarly to other regions
Whilst culture and change leadership are considered emerging opportunities globally, Middle East reports closer performance to

their level of expectations on these aspects.

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Middle East = 33 marketers



Bridging the gaps: Marketing teams — Skills and culture

IMMEDIATE
STRENGHTS TO T .
MAINTAIN ° o Marketing and brand Next-gen marketing FOCUS AREAS
fundamentals skills and tech ]
Small gap, N e Data literacy ° arge gap,
High future importance Commerc‘lal mindset High future importance

o @ SOft skills
Performance management OPPORTUNITY

® Culture of creativity
Average

Future importance

®Upskilling at scale

STABLE FOUNDATIONS Agency management EMERGING

¢ ® Culture of inclusivity Obb L
Small gap, o
Lower future importance > S Large gap,
3 E Lower future importance
LOW HIGH

GAP (Future importance — Current performance)

D2b: How important will the following factors be in driving future change in your organisation, and how well are they currently in place? (single answer on a 5-point scale)

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560 marketers @




Bridging the gaps: Marketing teams — Skills and culture

STRENGHTS TO T IMMEDIATE
MAINTAIN 2 FOCUS AREAS
. . °
Small gap, Commercial mindset | Lgrge gap,
High future importance Next-gen marketing High future importance

_ skills and tech
Marketing and brand

3 fundamentals OPPORTUNITY
C 5
I ® Data literacy
B Average
g— ® Soft skills o e Culture of creativity
- — . . -
o Upskilling at scale
S Culture of inclusivity Performance
= ° management
LE [}
Agency management
STABLE FOUNDATIONS (EDI\F/JIES(I;"II'TJ(IS\IITIES
Small gap, o
_ & Large gap,
Lower future importance % E Lower future importance
LowW HIGH

GAP (Future importance — Current performance)

D2b: How important will the following factors be in driving future change in your organisation, and how well are they currently in place? (single answer on a 5-point scale)

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Middle East sample = 33 marketers @




Gap analysis — Skills and culture - learnings for Middle East

Skills and culture — Middle East Skills and culture — Global benchmark
® 3
Bridging the gaps: Marketing teams — Skills and culture Bridging the gaps: Marketing teams — Skills and culture
g £
SO .- a—— - (-]

Where does Middle East stand versus Global norms?

In terms of skills and culture, senior marketers from Middle East emphasize the importance of:

» Next-gen marketing skills, technology, data literacy and marketing & brand fundamentals = aligning with the global trends.
» Additionally, creativity and upskilling are also emerging opportunities in driving future change in organisations from Middle East.

Middle East reports higher confidence in its commercial mindset and performance management, while globally, these areas are
considered critical and in need of immediate attention.

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Middle East = 33 marketers @




3 The future of Marketing:
Opportunities & Innovations

Where is Marketing headed? What will shape its future?




Shifting priorities in Marketing: less focus on social impact

Generally, Middle Eastern senior marketers are closely aligned with global trends regarding marketing and their role.

Globally, there has been a noticeable decline in the perception of businesses' social impact since 2020, whereas marketers in the Middle
East demonstrate a stronger commitment to environmental sustainability.

Vs. 2020 NA +1

NA - NA -7 NA -9 NA -6 NA -18 NA -9
0
909, 93% 890, 92%
83%
77% 7% 1
69% m Middle East
65% ’
52% m Global
32%
20%
. 13% 100
Using data in an ethical Marketing is vital to the Marketing should Our business is truly  Skills in digital marketing The brand purpose of our  The role of the CMO
way is vital for the success of my business transcend business goals committed to technology and data are business is more won'’t exist in 10 years’
sustainability of digital and have a positive environmental more important now than  important than profits time
marketing impact on wider society sustainability established and
traditional marketing
skills

XXIXX indicate a statistically
higher/ lower value versus 2020
NA= Not applicable, low sample
D4: Thinking generally about marketing and your role, to what extent do you agree with the following? (single answer on a 5-point scale)

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Middle East = 33 marketers @



Organisational priorities & areas for improvement

Middle Eastern marketers emphasize on continuous capability building, empowering associates through rotation programs, and

fostering a culture of learning and curiosity.

Additionally, investments are being made in training, cross-functional collaboration, and the development of Al use cases, while
leveraging partnerships with companies like Google, Meta, and Deloitte to stay ahead of future trends.

The most effective steps for the future...

Al/technology/innovation 46%

Learning/development/talent

0,

management 46%
Collaboration/partnerships _ 31%
Marketing strategy/execution _ 31%
Organizational transformation _ 31%

Investment 15%

Sustainability/ethical approach [ 8%

&

36%
60%
30%
37%
49%
6%

6%

66

In Middle Eastern marketers’ voice...

Investing in capability building programs, empowering associates to take in
roles via rotation programs

Ongoing capability building; Test and Learn mindset; External focus

Alignment on our purpose; Upskilling talent; Cross functional collaboration;
Al - developing use cases

Investing in training and development, collaborating with Google, Meta,
Deloitte, etc. for best practice and future trends;

Data dashboards where possible to dissect customer and performance data
Education and upskilling

Talent

Culture of learning and curiosity

Cross-functional strategy team

Working heavily on automation of analysis for on the go

Focus on brand equity

D5: What you consider are the most effective steps your organisation has taken, or may plan to take, to create a marketing team that is prepared for the future? (spontaneous answer)

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Middle East = 33 marketers




New Marketing roles

According to Middle Eastern marketers, there should be a growing focus on expanding capacity for digital marketing, with dedicated

roles for experience design, trend creation, and marketing innovation.

New positions such as marketing scientists, Al marketing innovation leads, and marketing effectiveness leads are being introduced to
support larger teams and drive digital transformation.

New roles required in marketing...

Al/technology/innovation

Marketing strategy/execution

Customer centricity

Media/social media

Creative/content

Learning/development/talent
management

T

&

56%
28%
19%
7%
15%

7%

66

In Middle East marketers’ voice...

* Roles dedicated to experience design & development

* Marketing effectiveness lead;

* Al marketing innovation lead

* More capacity focusing on digital marketing

* Experience roles, Trend M creation roles

* Marketing scientist or engineer. Marketers are software creators
* Roles dedicated to experience design & development

* Bigger teams to support

F3: Finally, an opportunity for creativity! Based on the responses you have kindly provided, if money were no object, what new role(s) would you create within the marketing function and why?

(spontaneous answer)

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Middle East = 33 marketers



4 Key takeaways &
Strategic implications




Executive Summary

1. The current Marketing landscape
v' A greater proportion of marketers in Middle East report outperforming the sector compared to the global average (58% vs
51%), indicating a stronger self-assessment as compared to the other regions.
v" Most respondents in Middle East (76%) prefer a balanced focus, with only a small percentage (15%) suggesting a strong
inclination toward maintaining current practices while still recognizing the need for fundamental strengthening.
v' Majority admit that there is room for improvement on Marketing fundamentals — aligned with the global outcome.

2. Shaping the future of Marketing

v" Overall, a strong, positive outlook towards marketing as a profession and as a function within organisations across Middle
East and globally is noticed.

v’ They perceive tech & data and sustainability (90%) as the most significant shifts in Marketing, surpassing global
benchmark (67%), indicating a stronger regional emphasis on addressing evolving challenges and integrating sustainable
practices into marketing strategies.

v'All Middle Eastern respondents rate alignment, skills building, balancing priorities and data-driven decision making as
critical, in line with the global average (96-99%), indicating a strong regional commitment to strategic coherence and
continuous improvement in marketing capabilities.

3. The future of Marketing: opportunities & innovations
v' Middle Eastern marketers put emphasis on continuous capability building, empowering associates through rotation
programs, and fostering a culture of learning and curiosity. They suggest a growing focus on expanding capacity for
digital marketing, with dedicated roles for experience design, trend creation, and marketing innovation.




n of Advertisers

250257 40

twitter @wfamarketers
youtube.com/wfamarketers

linkedin.com/company/wfa




	Slide 1
	Slide 2: Introducing this report
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7: The context Extracts from the Global report* 
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20: 1 The current Marketing landscape What is happening now? Where does Marketing stand today?
	Slide 21
	Slide 22
	Slide 23
	Slide 24: 2 Shaping the future of Marketing How will the role of Marketing evolve? What forces will drive change?
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35: 3 The future of Marketing: Opportunities & innovations Where is Marketing headed? What will shape its future?
	Slide 36
	Slide 37
	Slide 38
	Slide 39: 4 Key takeaways &  Strategic implications 
	Slide 40
	Slide 41

