
MARKETING

What’s new and not 
in our world of 
relentless change? peterfisk.com

RECODED



Making sense of 
fast-changing 

markets

Unlocking the 
new power of 

marketing

Marketers really can 
change the 

world

peterfisk.com

MARKETING
RECODED





How do you see your future?
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More change in the next 10 years

than in the last 250 years

and the next 100 years will be more like 20000 years
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Every market is being shaken-up
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Changing consumer agendas
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Accelerating CHANGEIncreasing UNCERTAINTYHow did the pandemic change our world?

Online shopping
10 years in 8 weeks

Netflix v Disney+
7 years v 5 months

Remote working with Zoom
20x growth in 3 months

Digital health consultations
10x growth in 15 days
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Increasing UNCERTAINTYReliance’s Mukesh Ambani
peterfisk.com



Increasing UNCERTAINTYIndia’s Reliance becomes Jio

peterfisk.com





peterfisk.com



Example: $145bn disruption to financial servicesWhat does the mean for education?

+genius 

A world of relentless changeConnecting technologies
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Unlocking the power of networks
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Increasing UNCERTAINTYHow will you embrace the megatrends?
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Ageing world

Increasing UNCERTAINTYHow will you embrace the megatrends?

From young to old …
45% increase in over-60s by 2030
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Ageing world

Booming Asia

Increasing UNCERTAINTYHow will you embrace the megatrends?

From young to old …
45% increase in over-60s by 2030

From west to east …
Asia’s $10 trillion new middle class
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Ageing world

Cognitive Tech

Booming Asia
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Ageing world

Cognitive Tech

Dense Living

Booming Asia

Increasing UNCERTAINTYHow will you embrace the megatrends?

From young to old …
45% increase in over-60s by 2030

From automation to intelligence …
AI will drive $15 trillion sales by 2030

From towns to megacities …
45 megacities, 33 of them in Asia

From west to east …
Asia’s $10 trillion new middle class
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Ageing world

Cognitive Tech

Dense Living

Earth Renewal

Booming Asia

Increasing UNCERTAINTYHow will you embrace the megatrends?

From young to old …
45% increase in over-60s by 2030

From automation to intelligence …
AI will drive $15 trillion sales by 2030

From towns to megacities …
45 megacities, 33 of them in Asia

From crisis to circularity …
+35% food, +50% energy by 2030

From west to east …
Asia’s $10 trillion new middle class
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The future isn’t what it used to be
FUTUREHISTORY

Unpredictable
Predictable

Stability
Efficiency

Optimisation

Agility
Innovation
Experimentation
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Now is the time to dare … to reimagine

peterfisk.com



Enlightened progress

Futuristic growth

Market creating

Human ingenuity

Dynamic ecosystems

Sustained transformation

Extraordinary leaders

Profit machine

Uncertain survival

Marginal competition

Technology obsession

Passive hierarchies

Incremental change

Good managers
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Musk’s Master Plan
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Musk’s Master Plan Part 1
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Musk’s Master Plan Part 2
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Musk’s Master Plan Part 3
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Musk’s Master Plan Part 3
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Increasing UNCERTAINTYPingAn’s market revolution
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Brand Customer 
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Process
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value
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Product 
system

Service
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how you service your customers
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how you connect your offerings to your 
customers

10 types of innovation
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Profit 
model
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Where is innovation most common?
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Profit 
model
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Where is innovation most valuable?
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10 types of innovation
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Increasing UNCERTAINTYHaier’s market revolution
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Zhang Ruimin, HaierIncreasing UNCERTAINTYHaier’s transformational journey



peterfisk.com



Zhang Ruimin, Haier

Increasing UNCERTAINTYHaier'



What do today’s best marketers do?
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What do today’s best marketers do?
Tactical, analytic, scientists
Supporting the sales activity

Creative, intuitive, strategists
Shaping the business future

Building awareness, driving
engagement and sales

Building brands, driving 
innovation and growth
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What do today’s best marketers do?
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Old world New world

What do today’s best marketers do?

Objective
• Sales revenue
• Market share
• Brand awareness

• Value creation
• Profitable growth
• Customer advocacy

1

Strategy
• Incremental
• Product-centric
• Sales plan

• Innovative
• Customer-centric
• Growth plan

2
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Objective
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• Market share
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Strategy
• Incremental
• Product-centric
• Sales plan

• Innovative
• Customer-centric
• Growth plan
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Insights
• Periodic
• Segmented
• Hindsight

• Realtime 
• Personalised
• AI and Foresight

3

Brands
• Identity
• Product-centric
• Heritage, ownership

• Idea
• Customer-centric
• Aspiration, community

4
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What do today’s best marketers do?

Objective
• Sales revenue
• Market share
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• Personalised
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3

Brands
• Identity
• Product-centric
• Heritage, ownership

• Idea
• Customer-centric
• Aspiration, community

4

Organisation
• Cost centre
• Product managers
• Fixed roles

• Profit centre
• Market innovators
• Agile teams

5

Talent
• Creatives
• Agency dependent
• CMO on the fringe 

• Strategists
• Innovators
• CMO is future CEO

6
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Engagement7

Communication8

• Transactional “push”
• Funnel, standard
• Segmented

• Relational “pull”
• Experiential, collaborate
• Personal

• Periodic, campaign
• Brand-driven
• Controlled

• Realtime, socialised
• Consumer-driven
• Curated
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What do today’s best marketers do?
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• Creatives
• Agency dependent
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Engagement7

Communication8

Offering9

Channels10

• Transactional “push”
• Funnel, standard
• Segmented

• Relational “pull”
• Experiential, collaborate
• Personal

• Periodic, campaign
• Brand-driven
• Controlled

• Realtime, socialised
• Consumer-driven
• Curated

• Products and services
• Standardised
• Corporate

• Enabling Experiences
• Human centred
• Ecosystem

• Accessible, locational
• Omnichannel
• Responsive

• On demand, mobile
• Delivered to you
• Flywheel
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What do today’s best marketers do?
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• Creatives
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• Strategists
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Engagement7

Communication8

Offering9

Channels

Pricing

Mindset
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11

12

• Transactional “push”
• Funnel, standard
• Segmented

• Relational “pull”
• Experiential, collaborate
• Personal

• Periodic, campaign
• Brand-driven
• Controlled

• Realtime, socialised
• Consumer-driven
• Curated

• Products and services
• Standardised
• Corporate

• Enabling Experiences
• Human centred
• Ecosystem

• Accessible, locational
• Omnichannel
• Responsive

• On demand, mobile
• Delivered to you
• Flywheel

• Product-driven
• Standardised
• Transactional

• Customer-driven
• Personalised
• Relational eg subscribe

• Builds brands
• Communicates them
• Drives sales

• Creates the future
• Catalyses innovation
• Drives growth

Old world New world Old world New world
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Business needs marketers more than ever



Market
Navigators

Business needs marketers more than ever
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Market
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Business
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Business needs marketers more than ever
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Business needs marketers more than ever

Market
Navigators

Business
Innovators

Growth
Pioneers
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How are we doing in Latin America?
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Gamechangers Latin America 2022

CAMPOSOL, PERU CARIUMA, BRAZIL CREHANA, PERU ELENAS, COLOMBIA

FRUBANA, COLOMBIA KAVAK, MEXICO MERCADO LIBRE, ARG NATURA & CO, BRAZIL

NOTCO, CHILE NUBANK, BRAZIL RAPPI, COLOMBIANUVOCARGO, MEXICO
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How will you change your world?
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Have an inspiring purpose1
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Why

How

What

Have an inspiring purpose1
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Reframe from the outside in2
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© Peter Fisk 2018
www.theGeniusWorks.com

Reframe from the outside in2

CustomerBusiness
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Solve important problems3
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Solve important problems3
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Start from the future back4
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© Peter Fisk 2022

Start from the future back4

Future back

Now fo
rw

ard

What is the 
future we want

to create? 
5 years

Redefine 
how to move 

forwards
today
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Disrupt yourself5
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Disrupt yourself5

Disrupt
yourself

Personal
Growth

New self

Old self

© Peter Fisk 2022
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Accelerate ideas to action6
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Better view of 
the future

Smarter ways to 
innovate

Faster ability to 
implement

Accelerate ideas to action6

© Peter Fisk 2022
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Increasing UNCERTAINTYIncreasing UNCERTAINTYHave the courage to be more7
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What’s your future potential?Have the courage to be more7

The courage to 
TRY

The courage to 
TRUST

The courage to 
TELL
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Business needs marketers more than ever

Market
Navigators

Business
Innovators

Growth
Pioneers
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Increasing UNCERTAINTYHow will you create a better future?



Be bold
Be brave

Be brilliant
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Peter Fisk

Peter Fisk is a global thought leader - author, futurist, speaker - whose career was 
forged in a superconductivity lab, accelerated by managing supersonic brands, 
shaped by working with some of the world’s best companies in Europe, North 
America and Asia, evolved by leading a digital start-up, and formalised as CEO of 
the world’s largest marketing network. 

He works with business leaders to reimagine their markets and strategies for a 
better future. He brings together the best in strategy and innovation, brand and 
customer thinking to drive smarter, sustainable growth. 

Peter leads GeniusWorks, an innovative business accelerator, based in London, and 
is professor of leadership, strategy and innovation at IE Business School in Madrid, 
where he is responsible for executive programs. He also works independently and 
with other business schools. He was Thinkers50 Global Director, founded and hosts 
the annual European Business Forum, and publishes the monthly ”Fast Leader” 
magazine. 

He has over 30 years of practical business experience, working with over 300 
companies and 55 countries … from Adidas’ growth into new markets to Asahi’s 
consumer-centric innovation, Cartier’s redefined luxury and Coca Cola’s growth 
strategy, McKinsey’s leadership development to Microsoft’s new approach to 
strategic innovation, P&G’s direct to consumer strategy and Pfizer’s future 
scanning, Santander’s customer centricity and Sompo’s digitally-minded leaders, 
Takeda’s patient-centric healthcare and Tata’s growth as a global business. 

Peter's first book “Marketing Genius” fused the brains of Einstein and Picasso to 
ask how would they do business today, and was translated into 35 languages. His 
next 8 books explore the renaissance creativity of Leonardo da Vinci, in “Creative 
Genius”, how to innovate with purpose for positive impact, in “People Planet Profit”, 
and learning from the world’s most innovative companies, in “Gamechangers”. 

His new book “Business Recoded” challenges leaders to have the courage to create 
a better future, harnessing the opportunities of a post-pandemic world, through 7 
shifts built on deep dives with 49 of the world’s most inspiring business leaders 
today. It is shortlisted for CMI Business Book of the Year, and was reviewed by the 
Financial Times with “Wow. The book you have to read now”. Find out more at

www.peterfisk.com
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