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Abstract

Many discourses predict the end of marketing following the changes in the digital age.
Thus, this article aims to study the impact of digital transformation on the marketing
function. The digital transformation is analyzed as a management fashion
(Abrahamson, 1996), and via the role of experts, key actors to the production and
dissemination of management fads. A qualitative thematic study was therefore
conducted via NVIVO including 16 in-depth interviews of experts — high level
consultants and specialists in digital marketing transformation —, and 12 conferences. It
makes it possible to consider different scenarios for the evolution of the marketing
function, depending on whether the focus is (1) more on expertise or integration of
responsibilities, and (2) more on the customer journey (customer centricity) or brand
management (brand centricity).
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