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Marketing Job Transformation 2024-2030
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BUSINESS AS USUAL:
Organizations operate
with a familiar logacy

porspective of customaers,

PrOCeRsiy, Mmetnics,
business modals, and
technology, believing
that it remaing the
solution o digital
robovance.

THE SIX STAGES OF
DIGITAL TRANSFORMATION

PRESENT AND ACTIVE:
Pockets of
experimentation

ang drving digital literacy
and creativity, albeit
disparately, throwghout
the anganization while
aiming to improve and
amplify specific touch-
points and procoswrs.

FORMALIZED:
Exporimentation
becomes mtentional
while sxecuting at maore
promising and capable
levels, Initiatives bocome
bolder and, as a result,
change agents soek
executive support for
OW IESOUICES

and technology.

STRATEGIC:

Individual groups
recognize the strength

in collaboration as their
rescarch, work, and
shared insights contribute
1o new sirategic
roadmaps that plan for
digital translormation
ownership, offoris,

and invesiments.

CONVERGED:

A dedicated digital
transformation team
forms to guide strategy
and operations based
on busingss and
customer-ceniric gl}i:|
The now infrastructure
of the organiration takes

shape as rolos, exportise,

maodels, processos, and
!.:.'!TE'T"L o !’.IJDFH:I!'I
transformation

mamn sonliodil] ol

s 4
' o=
INNOVATIVE AND
ADAPTIVE:
Digital transiormation
becomes a way ol
business as oxecutives
and SUAleQIsts recognuD
that change is constant
A niw ecosyatemn s
established to idennty
and act upon tlechnology

and market trands in pilat
and, eventually, at scale

The Six Stages Of Digital Transformation, From Business As Usual To Innovative And Adaptive.
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Japan 2024 Ad Spend by Category
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Promotional 22.0%
+1.0%

23T ¥

Traditional 30.4%
+0.9%

Category

Internet Ads
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EXAMPLE
VAN LANSCHOT KEMPEN VALUE CREATION MODEL

INPUIT BUSINESS MODEL

n VAN LANSCHOT
KEMPEN

OuTPUTS D OUTCOMES?

elbectual copltal
w A
T

—
wh"\fﬂ AND Lﬁt‘oﬁo
— _.-:—"'"/

Values
Entrepreneunal spirt — Soecialisation
Craftemanship — Dadicatien — Discrotien

Manufactured capital®
Esitarigy, waitir. afficass, (T, T pisr 1

Source: Van Lanschot Kempen 2021 Annual Report

Van Lanschot Kempen's value creation model, showcasing inputs, business model, outputs, and
SDG contributions.
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Value Creation Diagram
\ 4

This slide is 100% editable.
Adapt it to your needs and capture
your audience's aftention.

This slide is 100% editable.
Adapt if to your needs and capture
your audience's attention.

This slide is 100% editable.
Adapt if to your needs and capture
your audience's attention.

This slide is 100% editable.
Adapt it to your needs and capture
your audience's aftention.

Value Creation Diagram Showing Key Stages.

£1-. UTILRA LB ETFUSICLY . BEOBER A I L U5 BRI TAL. BENERs 5
MF BY—rTF 1 TN RBE N TWBEBILZL AlF oy fRy P RETOZEZS b D

ERICL Y, 24RRIS6SADRIEY H— hAKRL . YERH - BRINHIL A 8 2 1o THER T e
roTuwp el

7 1) T— R —EZIB~DFZ 1 BB ¥ BT

AIBHTIC L 2AET O RDEE

21) T—R—#%(2202445(2492,50018 )L (#937JkF) OiisRMciE L. 20274 % 125,000
BRIV (#975kF) ~ORRAFREATWSREL, Lol ABKOERL RIS, 7)) T—
R—DVEE7 DR & WRSHEEAMRAR 2, L T3 3831 [341[38]



&: The Creator Economy Market Map

Content creation
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Off-platform monetization tools
Subscriptions

=substack nl

o% pLavook [ Launch
@nlg7aes % Supercast
special fanfouse

Fan interactions
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ANYONE @ Strydal QuestBook ?'?9}?

Merchandise

fan
CALA fotecfe Lo

'é} Printify <> spreadshirt %@ samcart

Administrative tools
Analytics & operations

*linktree Stir o collective koji

MAY FARM widIQ ¢4 Snipfeed

ChannelMeter MOF
& StreamBee I e

o?ngm O ConvertKit s Sounder

Community management

& LAYLO SHOT L Circle
’ [

{; commsor <@ Beacons

'-"= community GENEVA

@ disciple NORBY @ vibely
mighty networks Ol’bit

Ad platforms

#paid TONGAL *INFLUENCECO & GRIN
( Creatoria Heepsy Captiv8 -*
upfluence N€®REACH hecto.

[ T popularpays JOOES ) v suere

N, 3 @)
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A talenthouse RedCircle =

Created by You. Powered by

&2 CBINSIGHTS

The creator economy market map displays an ecosystem of tools and platforms.
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Conversion

Key Creator Metrics:

& Link clicks (CTR) & Sales

2 Subscriptions < Return on ad spend

< Leads for repurposed

2 Discount code influencer-generated
redemptions content

Creator Content Types:

2 Product reviews

2 Testimonials

< Product offers and
promotions

grin.co

Key Creator metrics and content types for conversion.
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Facebook Ads Performance

Impressions

14,827,849

$5.66867

Clicks by Campalgn

wavy

Clicks

84,377

0.00569 %

Spend CPC & CTR by Date
M
$B4,054.25
cPC —
$0.99617 May 2
| e
Best Campaigns by CTR Best Campaigne by Purchase ROAS

Performance Summary

Total

A Facebook Ads Performance Dashboard Showing Key Metrics.
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i vmeonn Dashboard Q Insights Histary Q ® @
Overview @ Recent project m L P A e iz
1
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Dashboard Interface for UXBoost Al, an Al-Powered Website Audit Tool
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aventi::

Al-Powered

Supply Chain
Analytics

Dlgltal. Optimization
Transformation
& Al/ML in

Action

Improved
Decision
- Making

Predictive
Maintenance

Data Security

Chatbots & Virtual
Assistants

Digital transformation and Al/ML in action across various business applications.
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