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A Parliamentary forum for Media and Marketing Debate 

Will marketing functions become dominated by data scientists with 

creativity in the minority? 

“CEOs have lost faith in the marketing function”. These were the controversial words 

of Adam Freeman, Managing Director, Bloomberg Media, EMEA. He was proposing 

the motion ‘Marketing functions will become dominated by data scientists with 

creatives in the minority’ at the Debating Group debate at the House of Commons on 26 

January 2015. The debate was sponsored by the Chartered Institute of Marketing and, 

in the absence of Mike Weatherley MP, was chaired by David Hanger, Chairman of the 

Debating Group. 

Adam Freeman set the debate in a wider business context. Two things stood out from his attendance 

at the World Economic Forum at Davos. First, the world is getting smaller and all the players are now 

more interdependent than ever before. And to achieve sustainable success, governments, businesses, 

international regulatory bodies and citizens all need to work together.  Secondly, the catalyst for this 

increasing dependency is the digital democratisation of the world – governments, markets, companies 

and individuals are now open to levels of engagement, interaction and scrutiny like never before. 

Brands are increasingly being disrupted. The world’s largest hotel chain does not order soap, the 

world's largest taxi firm does not own a car – both are built on great customer service and word of 

mouth. The world’s greatest book seller does not have a book shelf – it has built from amazing 

customer service and digital affiliate marketing. This is the context in which modern marketing has to 

excel to gain cut-through. 

Corporate structures are changing fast and business planning cycles have shortened dramatically. A 

recent survey by the Fournaise Group of 600 large corporations and SMB CEOs and senior decision-

makers from Europe, Asia, the US and Australia found a perception that the marketing function is 

disconnected from the P & L and focuses too much on intangibles like ‘creativity – the ‘arty’ and 

‘fluffy’ side of things and not business science, as well as concepts like 'brand’, 'brand values’ and 

‘brand equity’ which cannot easily be linked back to sales revenue, EBIT (earnings before interest and 

taxes) and even market valuation. 

There is a perception amongst CEOs that ROI increases are achieved by marketers through cost-

cutting rather than growth in sales and customers, and that marketers bombard the rest of the business 

with reams of data that do not relate to P & L. These data (from techniques like econometric 

modelling) are often backward looking. 
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New roles such as CPO, CDO and CIO that deal with business in real-time are becoming more 

powerful than CMO in the boardroom. This will mean more organisational change e.g. Bloomberg 

and the publishing role. 

Marketing is not what it used to be (or what it should be). In the golden age of advertising, there was 

only one channel (i.e. mass media); society was more homogeneous (i.e. only one message was 

required); a few spots at peak time would reach most of the population. Little data were available and 

no tradition of marketing science to speak of, because there seemed little need. Accordingly creativity 

was king. Full service agencies led on creativity and a tradition was born. Today’s CMOs started their 

careers and grew up in the industry while that culture was dominant. And today’s marketing 

departments reflect that in structure and approach. Agencies’ remuneration also reflects that culture: 

creative agencies are paid more than media. 

However, digital has turned this model on its head. The explosion of channels and personalisation of 

media have created a world where one generic message too many has been replaced by one-to-one, 

two-way communication in real time. It has become a conversation that takes place not only between 

consumers and brand owners, but amongst consumers themselves. Accordingly marketers do not 

define brands (or arguably even own them anymore). Consumers do. 

Whilst the core objectives remain the same, the business of marketing has never been more difficult or 

exciting. The changing landscape has created tremendous opportunities for those who have the skills 

and desire to embrace the new. The rules of marketing are being re-written and previously 

unchartered territory is being colonised by a new breed of marketer. 

Under the heading of ‘The tsunami of data’, Adam Freeman pointed out that a by-product of the huge 

change that has taken place is the enormous amount of data that have become available. Digital 

activity leaves an indelible trail of data. Things have, therefore, never been so measurable. He argued 

that data are the new currency of business. This has created an opportunity in and of itself. By 

establishing a trail of behavioural data, the rise of digital channels has created the conditions and 

potential for far greater understanding of cause and effect in the marketing process. Whilst some 

marketers and CEOs still feel 'Half the money they spend on advertising is wasted; the trouble is they 

don’t know which half’, the tsunami of data that has become available in recent years means that we 

have an opportunity to understand the impact of marketing and advertising expenditure more clearly 

and offer CEOs a far clearer view of the impact and ROI of their organisations’ investments in 

marketing activity (which would help re-establish the relevance of the marketing function in the 

modern organisation). The 4 Ps now have to be considered in the context of digital. 

In terms of objectives, marketing has not changed. The CIM definition ‘Marketing is the management 

process responsible for identifying , anticipating and satisfying customer requirements profitably’ 

remains useful, but while the objectives remain the same, how we approach the business of marketing 

is undergoing a process of a wholesale transformation akin to the journey from alchemy to modern 

chemistry. Marketing is in the process of developing from an ‘art’ to a ‘science’. Marketers still need 

to be strategic and creative and to be great storytellers. Brands have to explain why the world is a 

better place because they exist. But, increasingly, being good with data, and importantly, 

understanding how to generate, navigate, channel, sort and interpret those data, is becoming a 

prerequisite, as smart marketers start to take advantage of the opportunity afforded by the availability 

of huge quantities of data. It is not enough to understand that analytics and data science can help you 

– marketers need to know how to apply and use them in order to make good choices. 

This affects every aspect of marketing from identifying the structure and skills sets required in your 

team, to interpreting an attribution model or formulating an optimal pricing strategy. Ultimately good 

strategy is increasingly defined by the application of scientific principles and a strong grasp of 

numbers. Marketers at all levels need to be increasingly numerate and have the ability and skills to 

take a scientific approach. 
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Adam Freeman concluded “...as we move forward marketing directors who understand how to create 

a segmentation that will create competitive advantage, or who can take advantage of the huge 

volumes of data to create superior customer acquisition and retention strategy will win out against 

those who can’t”.  

Generation Pause 

Opposing the motion, Eva Eisenschimmel, Chief Marketing Officer, Regus plc, commenced with a 

potted history of her experience with the power of customer data for segmentation of customer 

motivation and behaviour and targeted marketing. 

The data scientist has been identified as the sexiest job in the 21st Century. But this is a relatively new 

term, loosely used to refer to lines of work that make extensive use of computer science and statistics. 

Most of these occupations are not directly related to marketing. Data science is often coupled with the 

term ‘big data’. Eva Eisenschimmel suggested that there appears to be something of a continuum – at 

one end computer scientists and those mainly concerned with IT matters and at the other, greater 

emphasis on analysis and interpretation of data. They require different educational backgrounds and 

skills and different sorts of people. She assumed for now that we are interested in the latter type. 

In the same vein of different backgrounds and skills, she also referred to the vital relationship between 

CMOs and CIOs. They should be natural partners but often enjoy a fractious relationship. These days, 

the CMOs’ IT budget often outstrips the CIOs’. She believes we all need a team of data scientists. A 

carefully constituted team combined with a top drawer suite of database management and analytic 

tools can be leveraged to a vast scale. It is a very efficient operating model. Her own team covers 104 

countries, 40 languages, 6 million customers and 130 million emails in one quarter. 

Eva Eisenschimmel pointed out that she loves data, cherishes its value and esteems those who work 

with them extremely highly. She also has one of the best teams in the country. Nevertheless she 

opposes the motion. 

She contended that data science is not enough. The key question is how to turn those amazing and 

vast data into above market growth. The great data have to be used to improve the top and bottom 

lines. People, i.e. consumers, are emotional beings. Data are incredibly rational. Important personal 

decisions cannot be calculated by an algorithm. Marketing has to be part science and part art. 

Marketing cannot simply be about analysing and predicting behaviour. It must be about how to 

change behaviour. As data capture and insight extraction have grown in prominence, the other skills 

of marketing departments have never been more important. The big marketing questions are the same 

as decades ago: how to engage with consumers and how to influence their behaviour. The skills and 

talents of gut feel and judgement are hyper-critical today, possibly more than ever before. The core 

traditional skills of target market identification, competitor evaluation, proposition development, 

innovation, communication strategies and then execution, will always remain the lifeblood of a 

successful marketing function driving growth in its brands. Without vast machines at work, these 

activities will depend on very many creative and brilliant people. 

To illustrate her point, Eva Eisenschimmel cited an important consumer segment– Generation Pause – 

the one-third of Americans, aged 18-34, who still live at home. They are one of the most diverse and 

educated generations despite the scarcity of economic opportunities they face. They struggle with 

high unemployment, student debt and millions of them are delaying life’s historic milestones i.e. 

getting married, starting a family. Brands have to be incredibly creative to reach this demographic. 

They must be approached on their own terms. 
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While she considers herself one of the early adopters of big data and customer insight, Eva 

Eisenschimmel contended that demand will also rise for those best at seeing beyond the maths and 

programming to truly understanding consumers and how to market to them. 

The motion was appropriately framed around a calculation – creatives in the minority. Given the 

workload that smart tools can absorb compared with the lower productivity of human beings, this has 

to be false. She hazarded that her team is roughly one third: two thirds. She concluded “Data science 

can do amazing things –but it can’t work miracles alone”. 

The Amazon effect 

Seconding the motion, Thomas Brown, Director, Strategy and Insights, CIM, pointed out that the 

question behind the motion, was to determine what was likely to happen, rather than what was the 

best thing to happen to the marketing function.  

Thomas Brown began by talking about data and technology accessibility. The question of whether 

marketing is a science or an art has been a hotly-debated topic for decades, but the argument has now 

changed and the context is different. The landscape is changing and the debate needs to be framed in a 

different way. 

 A combination of explosion in the quality, availability and real-time nature of data, the fragmentation 

of media plus an increase in the accessibility of new technology (new tools, more sophistication, 

SaaS/self-serve etc.) in the last five years mean that the promise of deeper insight, personalisation and 

analytical capability offered by digital, in its broadest sense) is now becoming a reality.  The rise of 

data scientists is likely to continue because the role of integration is necessary to make sense of the 

flood of data available. 

Thomas Brown went on to talk about risk and the allure of predictability. Notwithstanding new talk of 

a Grexit this week, we have seen growing confidence in big companies and SMEs alike about 

economic recovery and tentatively positive GDP performance. However, while confidence has re-

emerged after the darkest economic period in a generation, we have not swung back to the good times 

of marketers. Tainted by a legacy of accusations of frivolity and the battle scars of a recession, CMOs 

are facing growing pressure for accountability as CIOs, CTOs and CFOs become more cognisant of 

what is really possible with new technology and big data. The promise of precision and measurability 

brings with it expectations. Will the allure of predictability be the death of ‘big ideas’? These 

expectations are pressurising CMOs to focus on what can guarantee returns (or attempt to justify why 

not), rather than investments in new platforms, ideas and innovations with a greater risk profile. This 

is short-termism and data scientists will eventually come out top in this landscape. 

Under the heading of the ‘Amazon effect’ Thomas Brown pointed out that consumers and society are 

becoming more and more familiar with the potential of personalisation. We all pick up on the 

sophistication of how our online behaviour is tracked and prompts follow-up marketing 

communications. If Amazon can do it, and have for so long, why can’t other brands/services 

providers/vendors do it? Consumers are pushing for the rise of data scientists. The bar has been raised 

and consumer, client and stakeholder expectations have been reset. 

The age of ‘you’ 

Seconding the opposition, Jez Frampton, Global CEO, Interbrand, commenced by quoting the 

Harvard Business Review, which suggested in October 2014 that ‘Mad men are becoming math men’.  

He accepted that the statement was probably factually true. We have to assume that marketing 

functions relate to client companies and suspect they already have more left-brain (logic) employees; 

they want to own their data and make better use of them and companies still and will continue to 



5 

 
outsource the creative function. Moreover, everybody wants to take advantage of data so a ‘gold-rush’ 

is in play and everyone is trying to grab the central ground. 

Jez Frampton went on to look at the wider community of marketing to include agencies and other 

support. Will data overthrow creativity in the total marketing world, not just client companies? Will 

creativity become subservient and relatively less important? 

There is plenty of data on the explosion of the data scientist in marketing departments. Icrunchdata 

says it is one of the most hyper-growth niches of employment in a century and will create 1.9 million 

jobs by 2015 in the US alone. In 2013 there were 23,118 jobs posted in the US which included one of 

the following terms: marketing analytics, advanced analytics, media mix modelling, marketing mix 

modelling. Marketing analytics roles have grown 67% in one year and 136% in the past three years. 

McKinsey research say that by 2018 the US will experience a shortage of 190,000 skilled data 

scientists and 1.5 million managers capable of reaping actionable insights from the big data deluge. 

However, insight from head-hunters indicates that these jobs are predominantly client-side and, with 

the exception of media agencies, not directly impacting creative agencies,  

The future is in a joined-up operation– CMO + CIO + CTO. Clients want to own the data, but they 

still need creatives. There is no evidence that data people are replacing creatives – they are replacing 

other internal roles. Clients still recognise that they cannot create like the ‘creatives’, but roles are 

certain to shift. 

Data are creative when interpreted correctly. Interpretation and the need for insight are key. It is all 

about usable data. In a recent study, almost four out of ten respondents said they did not use analytics 

tools that they companies had adopted because they did not understand ‘how to use analytics to 

improve the business’. 

The goal must be to put maths in the service of the job to be done, to build a better business. 

According to Wireless Magazine in 2014, ‘The future is about being equally valued and working 

together’. 

Jez Frampton contended, in order to truly make a clear stand on this question we must look at the 

basic purpose of marketing and the likely future of the discipline. The purpose of marketing is to 

bring markets and business offers together. Focusing the offer of a business to deliver specific market 

needs leads to the creation of a brand. This involves products/services, environments and the internal 

culture to deliver in a unique way.  Great brands are business strategy brought to life– this is the 

whole enterprise view. It is by its nature a fusion of art and science; of logic and magic; of data and 

creativity. It starts with a clear view of the wants and need of the consumer/customer and the need to 

keep up with them. 

As we move from the age of experience to the age of ‘you’ we need data to deliver personalised 

experiences, e.g. trends, predictive analysis, artificial intelligence. We need targeted and intelligent 

systems plus big creative ideas to encompass a whole enterprise. We need nudge theory plus 

emotional engagement. Better targeting means better creative and assumes better insight. But data 

does not equal insight. Insight requires creativity. So we need a different kind of creativity in the 

context of the data – creativity which views data as a means to produce real insight. 

Long-term data exercises tend to lead to automation. We cannot automate creativity. This is still the 

realm of the human being. With short-term data gain come long term creative requirement. This 

means long-term balance and a shift in operation. 

Companies will continue to outsource creative ideas. The nature of creativity will have to adapt to the 

enterprise view. Great insight equals better creativity. The future requires the mad men to understand 
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and work better with the maths men. Because building sustainable differentiation and advantage in a 

market still means creating both emotional and logical bonds with customers, providing great 

opportunities for both data scientists and creatives within the marketing world. It is unlikely that data 

will ever overthrow creativity. Rather, the two lenses are vital to success in today’s and tomorrow’s 

world. The future is about being equally valued and working together. 

Discussion from the floor 

For the motion: 

• Because these data are the quickest to measure, the emphasis will be on category domination. 

The contributor was very concerned that data scientist will dominate but feared this is already 

the case. 

He believes it is ridiculous to describe companies such as Google as democratising. Power is 

still in the hands of very few people. Only eight years ago there was an incredible crash on the 

Stock Exchange because of data scientists. Yet we still believe in what they can do.  

The contributor agreed with the motion but wished it was not so. 

• The contributor works in a creative company, but it is in media and it is increasingly 

automated. People in advertising and media prefer to work automatically with technology. 

• We are all thinking of data as numbers. But data science can be an incredibly powerful way of 

understanding the voice of the consumer. Behavioural and transactional numbers can work in 

parallel to provide incredibly rich data 

Against the motion: 

• There is a growth in the hunger for data in client companies and a huge rush to acquire the 

latest marketing automation tools. CMOs are investing huge amounts of money on these 

tools. It is very difficult to integrate all the data and a very hungry beast has been created. The 

big challenge is not so much in creativity but in content. But you cannot automate content. 

The contention of the contributor was that the demand for content drives demand for 

creatives. You cannot rely on data alone. 

• You can have all the data in the world, but you must have strategy. Someone has to sit down 

and write this. Dot.com companies and banks used data but nevertheless went bust. 

Technology is a tool. Today, statistics are done by computer but you have to understand them. 

Marketing is much more than advertising and promotion. 

• The magic of interpretation happens because of creatives. There is a balance but there is a 

danger of going too far in data analysis. 

• We know customers’ addresses and we know who buys what where, but we still have to 

persuade people to buy. We need the human element for persuasion. 

Analysis of words and expressions used in social media (e.g. love and mother in connection 

with Marmite) is providing data which have to be analysed, but can be used creatively.  

• Creatives have always been in the minority. The contributor believes this is a good thing and 

stated ‘Long may they live’! 

Undecided: 

• The contributor contended that the motion is very misleading. Putting data scientists and 

creatives into two camps is its downfall. Marketers are interlocutors between the two 

disciplines. Data science should be following creativity. It is not one or the other. 
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Summing up 

Summing up for the Opposition, Eva Eisenschimmel accepted the inexorable rise in automation and 

data volume. There is a huge marketplace for talent and tools. The desire for measured performance is 

given. But marketing must measure the most important thing i.e. value, not just the easiest numbers.  

Technology and data are tools. The beast needs feeding: who uses the tools? Content is king and 

content development cannot be automated. Marketing cannot be simply about analysing and 

predicting behaviour: it must be about changing behaviour. Marketing will always require art and 

science. Consumers are irrational and emotional. We need maths men and mad men – logic and 

magic. The combination of data and content is the best recipe for bottom line success. 

Summing up for the Motion, Adam Freeman considered whether marketing is an art or science, and 

accepted that people are at the heart of our business. Nevertheless he cited a case where an algorithm 

was more successful than journalists in providing different stories for different people. 

He contended that the world is changing and data are the currency for success. The debate is now 

framed in a different context. He cited Amazon‘s product launch strategy. This is presented as a one-

page document, with the strategy 'make it real and see what happens’. There is no research!  A new 

definition of creativity is needed allowing for creativity in using data.  

The result 

 The motion was defeated. 

Next debate 

The next debate will take place on Monday 16th March 2014 sponsored by JICREG. For more details 

contact Doreen Blythe, Debating Group Secretary, e-mail: doreen.blythe22@btinternet.com 

 


