
Office of CMO 
In the dynamic interplay of market forces, 
consumer expectations and regulatory 
landscapes, businesses’ roles have expanded 
beyond generating profit. Organisations today 
are expected to embrace ESG principles as a 
cornerstone of their operations, fostering brand 
credibility, driving competitive advantage and 
shaping a sustainable future. By aligning their 
core strategies with purpose-driven initiatives, 
companies are not merely adapting to change 
but leading it.
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Integrating ESG for brand leadership
Brand reputation is increasingly intertwined 
with ESG commitments. Organisations 
worldwide are adopting sustainable practices 
and amplifying these initiatives in the market, 
using ESG as a competitive differentiator. The 
most successful brands share foundational 
characteristics—simplicity, ambition, relevance 
and generosity—positioning themselves as 
aspirational and impactful. 

For instance, a pet care company has dedicated 
a substantial portion of its innovation budget 
to creating homes for pets, aligning its brand 
strategy with its purpose. Similarly, a global 
FMCG company seeks to balance purpose-
driven marketing across its diverse portfolio, 
highlighting the need for cohesive ESG 
integration at every level of the organisation. 
However, aligning ESG with brand strategy is  
not without its challenges. 

A significant question persists: Do consumers 
value sustainability enough to pay a premium? 
Globally, younger generations increasingly 
favour purpose-driven brands. Yet, in emerging 
markets such as India, economic disparities 
influence the pace of change. While urban 
consumers gravitate towards sustainability-
focused brands, rural markets require more 
foundational changes to overcome economic 
and social barriers. Despite these hurdles, 
companies with strong ESG profiles consistently 
enjoy premium valuations in financial markets, 
underscoring the economic viability of 
sustainable leadership.
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From data debt to differentiation
While ESG strengthens brand purpose, data 
has emerged as the cornerstone of operational 
differentiation. Effective data utilisation enables 
organisations to streamline operations, comply 
with regulations and personalise customer 
interactions. For example, the Digital Personal 
Data Protection Act (DPDPA) in India represents 
a compliance challenge and a competitive 
opportunity. Companies have proactively 
embraced this regulation, aiming to position 
themselves as pioneers in data governance. 

Yet, data is more than a regulatory obligation, 
it is a tool for innovation. An American 
multinational and technology company 
exemplifies this by emphasizing privacy 
and security, creating a unique value 
proposition that resonates with its consumers. 
Organisations must use data for immediate 
gains and address systemic issues, such as 
knowledge silos and outdated systems, to 
ensure long-term agility and relevance.
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Data-driven storytelling: From information to engagement
The next frontier of differentiation lies in the 
effective use of data storytelling. Organisations 
are adopting sophisticated data strategies 
to personalise customer experiences while 
maintaining simplicity. For example, an alcohol 
manufacturer’s marketing campaign analysing 
historical artworks for product placement 
showcased the power of data-driven storytelling 
to captivate audiences. 

Similarly, hyper-personalisation has become 
a hallmark of leading brands. A hotel brand’s 
data-driven customer engagement and a 

satellite television company’s innovative use 
of set-top box analytics demonstrate how 
organisations can utilise existing data to 
enhance user experiences. However, as data 
becomes increasingly central to business 
strategy, organisations must tread carefully, 
ensuring a balance between personalisation and 
privacy. 

The rise of conversational AI and multilingual 
capabilities also holds transformative potential, 
particularly in markets such as India, where 
inclusivity hinges on addressing linguistic and 
technological barriers. 

Insights from Coalesce 2024

Find your tangent to unleash the art of the possible

Insights from Coalesce 2024

Find your tangent to unleash the art of the possible

141



The strategic role of disruption Investing in human capital
Innovation and disruption are often two 
sides of the same coin. Leading organisations 
embrace disruption as a strategic opportunity 
to align ventures with their overarching brand 
philosophy. For instance, an energy drink brand 
successfully transitioned from a beverage 
company to an entertainment powerhouse by 
embedding its brand into the world of  
extreme sports. 

Governance plays a critical role in ensuring 
that such ventures remain aligned with 
organisational objectives. Companies that 
effectively integrate governance into their 
innovation processes can unlock new revenue 
streams while reinforcing their brand’s  
core values.

At the heart of every successful transformation 
lies a robust focus on people. Organisations 
that prioritise the 3Cs—capacity, capability 
and culture—create environments where 
innovation thrives. From training employees on 
sustainability principles to fostering a culture 
that celebrates both success and failure, 
businesses must align their workforce with their 
strategic objectives.
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The primacy of the customer Marketing as a unifying force
The customer remains central to business 
strategy, but assuming they always know what 
they want can hinder innovation. Real-time data 
and AI insights help organisations anticipate 
needs and create personalised solutions. Brands 
that combine customer focus with operational 
agility benefit significantly. For example, a UK 
airline’s ad suppression strategy improved 
campaign performance and showcased the 
ROI of data-driven efforts. With the rise of 
Generation Z, which values transparency and 
personalisation, businesses must humanise 
their messaging and prioritise emotional 
intelligence to connect with this audience.

As businesses navigate the complexities of ESG 
integration, data differentiation and customer-
centric innovation, marketing emerges as a 
critical unifying force. More than a functional 
role, marketing serves as the voice of the 
customer, influencing brand strategy, customer 
experience and organisational growth. 

Leading brands exemplify the strategic role of 
marketing in aligning business objectives with 
customer needs. By prioritising membership 
experiences over transactional models, an 
American financial services corporation has 
redefined customer loyalty, showcasing the 
power of marketing to drive differentiation and 
long-term value.
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The path forward for businesses is clear: 
embrace ESG as a strategic imperative, use 
data as a tool for differentiation and prioritise 
customer-centric innovation. By fostering 
collaboration, investing in human capital and 
integrating purpose into their operations, 
organisations can position themselves as 
catalysts for meaningful change.
In this era of heightened expectations, 
businesses that balance purpose with profit 
will thrive and lead the charge towards a 
sustainable, inclusive and prosperous future.

The way forward 
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