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ABSTRACT
This paper presents a new framework called the ‘new Marketing DNA. Technology is revolutionizing marketing more than ever, particularly in data management and communications. The DNA aims to be a truly integrative model of marketing to unite our discipline. The metaphor facilitates different combinations of marketing components, practically and theoretically.
INTRODUCTION
This paper presents focuses on the disruptive impact of technology on marketing practice in the 21st century, and points to a new framework for marketing management called the ‘new Marketing DNA’.  Recently, authors have once again pointed to a significant gap between theory and practice in our discipline (e.g. Reibstein et al., 2009; Rust et al., 2010; Verhoef and Leeflang, 2009). This paper aims to add to this debate.
BACKGROUND LITERATURE
This section discusses two major areas of marketing that technology has completely revolutionized; data management and marketing communications. 
Impact of Technology on Data Management

Technologies have revolutionized the role of data in marketing. CRM is now more powerful than ever, being based on advanced web and offline analytics data, drawing on sophisticated data mining and modeling capabilities and producing real ‘customer insight’. The ‘real time’ nature of data has been another revolutionary development facilitated by technology, where access to data for marketing executives is made possible through user-friendly ‘dashboards’. Overall, this progression has led to a growth in the employment of people who can analyze data, such as marketing analysts and latterly web analysts. 
Prior literature has certainly discussed the importance of data management in marketing. According to Dwyer et al. (1987), marketing is improved by obtaining, unobtrusive, high quality information about the customer. Other authors such as Jayachandran et al. (2005), Reichheld and Sasser (1990), and Payne and Frow (2005) have emphasizes the importance of ‘data-driven’ marketing. We contend that a better understanding is required of the many complex analytical tools and dashboards that organizations today are using to gather, manage and analyze data. The focus should be on technology as an enabler rather than a driver. 
Impact of Technology on Marketing Communications
The Internet has given new impetus to direct marketing approaches and delivered ‘power’ into the hands of the consumer through approaches like mobile marketing and online social networking. How do organizations use social media, for example, to carry out CRM? Tools like Facebook and Twitter have revolutionized the whole notion of customer engagement (Verhoef et al., 2010).

The notion of the ‘value proposition’ is also a key one where organizations and customers become co-producers of mutual value (Verhoef et al., 2010). We contend that more research is required on developing and delivery of value propositions, where relatively little is known about how customers engage in the co-creation of value (Payne et al., 2008). 
Prior literature on marketing communications emphasizes the importance of communication with customers and the role of value in marketing (Verhoef et al., 2010; Anderson et al., 2006; Payne et al., 2008). However, more research is required on defining ‘value’ and on how organizations now engage with customers (and vice versa) across new interactive media. 
Development of Marketing
This paper proposes that marketing management has seen a paradigm shift over the last decade, based on the disruptive role of technology. In practice, new concepts and ideas are replacing time-worn concepts such as the marketing mix (4/7Ps). In fact, the marketing mix was not designed as a truly integrative model of marketing. In truth, finding such a model is a challenge, with marketers seemingly preferring to focus on niche areas within the discipline. 

METHODOLOGY
This paper presents qualitative research undertaken over two years to determine the very nature of marketing. Interviews were carried out with 70 senior marketing managers. 
FINDINGS
Marketing

The consensus of what marketing is as described by respondents focused on ‘the customer’ and ‘technology’. One respondent in particular mentioned the two-way nature of marketing, where ‘marketing is the link between us and the customers – they communicate with us as well as us with them’.  Regarding technology, respondents emphasized its importance but cautioned that it is only an enabler; ‘technology has made communication and managing information easier – it’s all about getting closer to customers’. 
Customer-led Marketing

For organizations, a key term seems to be ‘customer insight’. A senior marketing executive stated that ‘marketing is about building customer insight’. Thus, the role of gathering, managing and analyzing information on customers was reported as a predominant marketing activity in organizations, as the further quotes exemplify.
Value-driven Strategic Marketing

There is a definite focus on marketing’s role in providing added-value to customers. As one marketing manager stated, ‘if we want to be successful we have to offer the full package to customers – if we relied solely on our product we’d be dead’. This infers a long-term approach to marketing, based on relationships with customers, as further quotes illustrate.
Channels

In the multi-channel age, respondents spoke about channels as a key issue in marketing. One marketing executive reported that ‘we struggle to integrate what we do across channels, so it’s a real problem for us as we know the customer could be getting a better service’. Another marketing executive again stated the importance of managing customers across channels, where ‘we know that online affects offline and vice versa so if we have an offer in-store we know that it will drive customers to our website and to have it ready for that’.

Data-driven Marketing

Many respondents spoke about marketing and ‘information’ or ‘data’ in the same sentence. Again, the term ‘customer insight’ came up, where one marketing manager asserted, ‘information on customers that we gather and analyze in-house drives all our marketing decision’. The challenge of managing data was also raised; ‘Yeah, of course customer data, and data on the market and competitors, is important in our marketing, but we just find that there is so much to manage and bring together from different areas’. In response, the importance of ‘dashboards’ was underlined; ‘Dashboards have been essential for us in making sense of a mass of data’

Online and Offline Integrated Marketing Communications

A final area delineated from the qualitative data relates to marketing communications. One respondent states; ‘communications with customers are vital, but are far more effective when based on reliable customer-data, which can be very complex actually’. The multi-channel nature of marketing communications is also recognized; ‘We communicate with customers across the range of channels, and are actually finding the push for interaction no matter what the channel is a challenge. I mean, how can we actually use Twitter to do marketing?!’

THE ‘NEW MARKETING DNA’
Based on the empirical findings, we propose a new framework for the theory and practice of marketing management; a ‘new Marketing DNA’ (see Figure 1). It is posited that one of the failings of the marketing discipline is the lack of a generic, overarching model to map the discipline both theoretically and practically.
The ‘DNA’ metaphor was chosen due its applicability to marketing, where marketing is different in each and ever organization, yet the constituent strands and or components may be similar and mutually dependent. Likewise, for research purposes it allows components to be taken for specific in-depth investigation, which serves to improve the DNA as a whole.
CONCLUSION
To provide a short summary of the ‘new Marketing DNA’, it is contended that it better represents and caters for the disruptive and pervasive nature of technology in marketing (Rust et al., 2010). It also goes some way to providing a truly integrative model for the 21st century marketing discipline as a whole.
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FIGURE 1
THE ‘NEW MARKETING DNA’
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