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Our approach

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

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

(Click the image to play the video)

https://www.youtube.com/watch?v=b1h_NWXLgqI&ab_channel=WFA
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(includ ing restaurants)

Pharmaceuticals Beauty & Personal care Retail fashion (includ ing
accessories)

Consumer Packaged
Goods (CPG)
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(DIY/Department

Store/Home
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By sector

50%
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Marketing

Senior Manager/ Manager

Chief Marketing Officer / SVP

By role By business focus By remit

Sample size: 34 senior marketers in Germany



Dark blue arrows indicate a value higher / lower value than Europe norm 

Light blue arrows indicate a value higher / lower value than Global norm 

How to read the norms

Where the results in Germany are statistically significant higher/ lower than Europe/ Global norms, the 

% is highlighted by arrows, as following: 

How are the differences highlighted?

This report illustrates the results at 3 levels:

➢ Country deep-dive (    )

➢ European regional norms* (    ) 

➢ Global norms** (    )

Arrows indicate a significantly higher / lower value than norms (at Confidence interval 95%)

Specifically…

*Based on a sample of 356 senior marketers in Europe (France, Germany, Greece, Ireland, Italy, Netherlands, Poland, Portugal, Spain, Sweden, Switzerland, UK)
**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

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, Europe = 356, Germany = 34 marketers
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32%
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14%

3% 2%

17%

33%
32%

13%

3% 2%

18%

35%

29%

12%

3%

Significantly outperformed the
sector

Slightly outperformed Kept pace with our sector Slightly underperformed Significantly underperformed Don’t know

Global

Europe

Germany

The majority of companies globally, in Europe, and in Germany have either outperformed or kept pace with their sector. 

Germany shows a very similar pattern to Europe, with 18% of companies "significantly outperforming" the sector and stands out with a higher 
percentage of companies slightly outperforming the sector (35% compared to 33% in Europe and 32% globally), which could indicate a 
stronger relative performance or a more optimistic self-assessment. 



Striking the right balance: Marketing’s future focus

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, Europe = 356, Germany = 34 marketers

3% 6% 5%

76% 71% 71%

21% 23% 23%

Refocus on the
fundamentals

A balanced focus

Focus more on new
developments

Interestingly, there is little regional variation, 

reinforcing that marketers worldwide prioritise a well-
rounded approach rather than favouring one aspect 
over the other. 

The data shows a strong consensus across all regions, 

with more than 70% of respondents emphasizing the 
need for a balanced focus between marketing 
fundamentals and new developments, slightly higher in 

Germany (76%). 

A smaller but notable share (21-23%) believes there is a 
need to refocus on fundamentals, possibly indicating 
concerns about an overemphasis on short-term tactics 

or rapid technological shifts.

With only 3-6% advocating for a stronger focus on 
new developments, the results suggest that 
businesses see innovation as a complement to, 

rather than a replacement for, strong marketing 
foundations.



The state of Marketing 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, Europe = 356, Germany = 34 marketers
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12%

12%

41%

35%
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Not at all in place – we focus 
primarily on short-term tactics

Somewhat in place – but we could 
improve our focus on the 

fundamentals
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improvement

Mostly in place – we have a solid 
foundation, but there are gaps

Fully in place – our organisation is 
built on strong marketing 

fundamentals

Global
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German marketers show slightly lower confidence in their marketing fundamentals than European and global benchmarks – around 1 in 3 

German respondents saying their fundamentals are "mostly in place" (35% compared to 42% in Europe and 39% globally). Moreover, higher 
proportion in Germany state their marketing is in place but could be enhanced (41% vs 31% benchmarks).

Fewer companies report fully established marketing fundamentals, with only 9% in Germany reaching this level of maturity (vs. 14% globally 
and 12% in Europe).



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



How optimistic are German marketers about the future of 

Marketing?

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)

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Europe = 356, Germany = 34 marketers

3%
3% 4% 4% 9% 8% 8%

15% 17% 17%
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68%
61% 59%

53% 53%
52%

12%
18% 19% 18% 19% 22%

Very optimistic

Optimistic

Neutral

Pessimistic

Very pessimistic

… as a profession … in our organisation

The future of Marketing… 

Overall, a strong, positive outlook towards 

marketing as a profession and as a function 
within organisations across Germany, 
Europe, and globally is noticed.

Around 80% of respondents in Germany 

are optimistic, suggesting confidence in 
industry growth and innovation.

However, a neutral sentiment remains 
comparable, indicating some uncertainty 

about how marketing teams will navigate 
future challenges.



Challenges and opportunities expected to grow in the next 5 years

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, Europe = 356, Germany = 34 marketers
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Constant complexity

Economic and geo-political
uncertainty

Tech and data

Retail power

Brand trust

Changing consumer expectations

AI integration

Talent - the right people and
partners

Sustainability and value chain
security

C-Suite influence

Short-term focus

80% 78%

73% 71%

86% 86%

47% 51%

67% 69%

71% 71%

93% 93%

66% 68%

68% 67%

57% 59%

40% 40%

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

Germany perceives constant complexity (90%) 

as the most significant shifts in marketing, 
surpassing both Europe (80%) and global (78%) 
benchmarks, indicating a stronger recognition 

of the growing challenges in the marketing 
landscape compared to other regions.

Economic uncertainty (77%) and retail power 
(75%) also rank higher in Germany, more than 

their European and global peers (47%, 51%), 
highlighting a greater sensitivity to external 

disruptions.

Interestingly, AI integration is less of a priority 

for German marketers, compared to their 
counterparts in Europe and globally, suggesting a 

more cautious or selective approach toward 
leveraging AI in marketing strategies.



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

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

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Europe = 356, Germany = 34 marketers
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97%

97%
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91%
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Adaptability – Ability to make quick decisions 
and work across teams

Skills building – Training and learning 
opportunities for staff

Balancing priorities – Managing short and 
long-term goals, creative and data-driven 

work, old and new skills

Data – optimizing decision-making and 
measurement

Alignment – Clear vision, direction, and 
shared goals

Resilience – Employee morale and ability to 
handle challenges

Automation – Simplification or elimination of 
operations and workflows

Experimentation – Ability to test new ideas 
and scale successful ones quickly

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

98% 98%

95% 96%

97% 98%

99% 99%

97% 98%

94% 95%

91% 92%

91% 93%

All German respondents rate adaptability and  

skills building as critical, slightly exceeding 
European (98, 95%) and global (98, 96%) averages, 
showing a strong focus on developing quick decision-

making capabilities and continuous learning 
opportunities for staff. 

Germany is aligned with Europe and the global 
market regarding balancing priorities (97%) and 

alignment (97%). This indicates a shared recognition 
of the importance of balancing short- and long-term 

goals.

And shows the lowest emphasis on experimentation 

(88%) compared to Europe (91%) and Global (93%), 
suggesting a more cautious approach.

With all factors rated highly, there is a challenge in 
distinguishing what truly drives competitive 

advantage, suggesting the need for clearer 
strategic focus.



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

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Europe = 356, Germany = 34 marketers
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C-suite influence
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Bridging the gaps: The CMO - Marketing leadership characteristics 

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 

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); Europe sample = 356 marketers
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C-suite influence
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Bridging the gaps: The CMO - Marketing leadership characteristics 

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); Germany sample = 34 marketers
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Gap analysis – Marketing leadership - learnings for Germany

The CMO – Germany The CMO – Europe benchmark

Where does Germany stand versus the European and Global norms?

As seen, German senior marketers agree that, currently, the key areas that require immediate attention & investment are on:

➢ Digital transformation, cross-functional integration and consumer centricity → in line with both Europe and Global 
trends

➢ Additionally, culture related aspects are important for Germany, revealing significant gaps in current performance 

→ higher than in Europe or globally

Whilst strategy is considered a focus area in Europe and globally, Germany reports closer performance to their level of 

expectations. 

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Europe = 356, Germany = 34 marketers

The CMO – Global benchmark
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Bridging the gaps: Marketing teams – Skills and culture

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
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Marketing and brand 
fundamentals Next-gen marketing 

skills and tech 

Commercial mindset

Culture of creativity

Upskilling at scale
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Agency management
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Bridging the gaps: Marketing teams – Skills and culture

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); Europe sample = 356 marketers
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Marketing and brand 
fundamentals 

Next-gen marketing 
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Bridging the gaps: Marketing teams – Skills and culture

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); Germany sample = 34 marketers
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Gap analysis – Skills and culture - learnings for Germany

Skills and culture – Germany Skills and culture – Europe benchmark

Where does Germany stand versus the European and Global norms?

In terms of skills and culture, German senior marketers emphasize the importance of:

➢ Next-gen marketing skills, soft skills, and marketing fundamentals — aligning with both European and global trends. 

Germany reports higher confidence in its ability of data literacy, while globally, this area is considered critical and in need of 
immediate attention. 

Creativity, a top priority worldwide, is seen by German senior marketers as an emerging opportunity rather than an immediate 
focus.

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Europe = 356, Germany = 34 marketers

Skills and culture – Global benchmark



3 The future of Marketing: 

Opportunities & innovations
Where is Marketing headed? What will shape its future?



Vs. 2020

Shifting priorities in Marketing: less focus on social impact

94%
91%

67%

58%

39%

30%

9%

92% 94%

76%

67%

51%

30%

8%

92% 93%

77%

69%

52%

32%

10%

Using data in an ethical
way is vital for the

sustainability of digital
marketing

Marketing is vital to the
success of my business

Marketing should
transcend business goals

and have a positive impact
on wider society

Our business is truly
committed to

environmental
sustainability

Skills in digital marketing
technology and data are
more important now than

established and traditional
marketing skills

The brand purpose of our
business is more important

than profits

The role of the CMO won’t 
exist in 10 years’ time

Germany

Europe

Global

NA -2 +1NA -4 - NA -14 -18NA -9 -7 NA -9 -6 NA -10 -9 NA -10 -9

German senior marketers are closely aligned with global and European trends regarding marketing and their role. 

There is a noticeable decline, both globally and in Europe, in the perception of the social impact of businesses compared to 2020. This shift 
suggests a change in focus or a reduced emphasis on the broader societal influence of businesses in recent years.

D4: Thinking generally about marketing and your role, to what extent do you agree with the following? (single answer on a 5-point scale)

XX/XX indicate a statistically 
higher/ lower value versus 2020
NA= Not applicable, low sample

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Europe = 356, Germany = 34 marketers



Organisational priorities & areas for improvement
German marketers prioritizes continuous training, AI integration, and cross-functional collaboration, while focusing on consumer 

insights and flexible, innovative workflows. A reorganization includes clear roles, a global strategy team, and a next-gen sub-team to 
drive transformation and talent development.

The most effective steps for the future…

• We prepare our marketing team for the future by continuously investing in training, 
fostering cross-functional collaboration, and implementing agile workflows while 

experimenting with new channels and technologies. This keeps us flexible and 

innovative.

• Reorganisation & adaptation of future needs. AI Taskforce. Regular trainings and 

test groups for new topics (e.g. AI).

• Clear Roles and responsibilities. Set-up a global strategy marketing team and local 

brand activation teams. Strong focus on consumer insights and needs.

• Introduction of AI processes for all functions including creative and media support 

of campaigns; Focus on social first led creativity; Building talents.

• Educational efforts focused on all relevant aspects of modern marketing, including 
digital tools and AI; continuous performance management to enhance efficiency; 

ongoing improvement of cross-departmental communication; and, most importantly, 

gaining consumer insights from relevant target groups to optimize content and 

communication strategies.

• Setup a next gen marketing sub team to drive, vision and train for the change

“
In German marketers’ voice…

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Europe = 356, Germany = 34 marketers

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)

79%

50%

50%

29%

21%

21%

7%

Learning/development/talent
management

AI/technology/innovation

Organizational transformation

Collaboration/partnerships

Marketing strategy/execution

Sustainability/ethical approach

Investment

60% 60%

35% 36%

52% 49%

33% 30%

38% 37%

6% 6%

5% 6%



New Marketing roles
According to German marketers, implementing key roles such as an AI Marketing Coordinator, AI Marketing Strategist, and Data Ethicist to 

ensure ethical, personalized, and data-driven marketing campaigns while boosting creativity through AI is a top priority. 
Additionally, roles like a Consumer Insights Specialist and Digital Marketing Capabilities Lead are focused on enhancing consumer 
understanding and fostering continuous learning in the digital marketing space.

New roles required in Marketing…

• An AI Marketing Coordinator who coordinates all the different AI tools used to set 
up and steer optimal marketing campaigns.

• …a Data Ethicist to ensure ethical use of consumer data, an AI Marketing Strategist 

to leverage technology for personalized campaigns, and a Sustainability Marketing 

Lead to align our messaging with environmental and social responsibility.

• Insourcing all the creative work (image, text, video, etc.) and use AI to boost the 
communication.

• 1. An AI Marketing Strategist: to focus on leveraging artificial intelligence to 

personalize consumer experiences, predict market trends, and optimize campaign 

performance. By integrating AI-driven insights, we could enhance decision-making 

and deliver highly targeted marketing strategies. 2. Consumer Insights Specialist: A 
dedicated role to analyze and interpret complex consumer data, ensuring a deep 

understanding of target audiences. This would help us tailor content and 

communication strategies to better align with customer needs and preferences.

• Project lead for AI transformation

• Digital Marketing Capabilities Lead to ensure adoption of new ways of working and 
constant learning

“
In German marketers’ voice…

65%

35%

18%

12%

12%

6%

6%

6%

AI/technology/innovation

Marketing strategy/execution

Creative/content

Organizational transformation

Miscellaneous

Customer centricity

Learning/development/talent
management

Sustainability/ethical approach

58% 56%

28% 28%

18% 15%

20% 20%

5% 5%

19% 19%

8% 7%

7% 7%

Source: WFA peer research: ‘Marketer of the Future’ (in partnership with Oxford); Global sample = 560, Europe = 356, Germany = 34 marketers

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)



4 Key takeaways & 

Strategic implications 



Executive Summary

1. The current Marketing landscape
✓ The majority of companies globally, in Europe, and in Germany have either outperformed or kept pace with their sector. 
✓ Most German marketers (76%) confirm the need for a balanced focus between marketing fundamentals and new 

developments, suggesting  that organisations continue to see brand-building, strategy, and creativity as essential pillars of 

long-term success.
✓ Moreover, higher proportion in Germany state their Marketing is in place but could be enhanced (41% vs 31% benchmarks).

2. Shaping the future of Marketing
✓ German marketers express optimism about the future of their profession (80%, aligned with the European and global 

averages), suggesting confidence in industry growth and innovation. 
✓ They perceive constant complexity (90%) as the most significant shifts in marketing, surpassing both Europe (80%) and 

global (78%) benchmarks, indicating a stronger recognition of the growing challenges in the marketing landscape 
compared to other regions.

✓ All German respondents rate adaptability and  skills building as critical, slightly exceeding European (98, 95%) and global 
(98, 96%) averages, showing a strong focus on developing quick decision-making capabilities and continuous learning 
opportunities for staff. 

3. The future of Marketing: opportunities & innovations
✓ German marketers feel there is a need of continuous training, AI integration, and cross-functional collaboration, while 

focusing on consumer insights and flexible, innovative workflows. Implementing key roles such as an AI Marketing 
Coordinator, AI Marketing Strategist, and Data Ethicist to ensure ethical, personalized, and data-driven marketing 

campaigns while boosting creativity through AI is a top priority. 
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