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Summary
In KPMG’s Customer First podcast series, our experts discuss what tomorrow may look like for a wide range of business
capabilities, as we strive to meet the demands of an increasingly customer-led world.
Carmen Bekker is a KPMG partner in Australia, focused on customer, brand and marketing strategy. Carmen is also the ASPAC
Regional Hub lead for KPMG’s Global Customer Center of Excellence, which helps our clients drive profitable growth by putting
customers at the heart of their business.
In this episode on the Future of Marketing, Carmen speaks with Jason Galloway, Managing Director of Customer Advisory in the
United States, and Joanna Stringer, a partner in our KPMG strategy advisory in the United Kingdom.
This truly global panel discuss the rapidly shifting consumer marketplace, the rise of marketing tech and how the expectation –
and role – of marketing within organizations may change in the coming months and years.
With an increasing focus on marketing data measurement, the panel explores the metrics behind brand value. And as the
traditionally separate roles of marketing, branding and customer experience continue to converge, they all agree that the need to
pull these sources together into one holistic point of view is vital.
The panel also consider how the scope of the Chief Marketing Officer is expanding, moving from a conceptual, creative space, to
one that is also responsible for commercial and growth targets.
This global shift will mean marketing professionals must be confident in their abilities to integrate financial and technical acumen
into their marketing strategies to create a truly connected enterprise.
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