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About the
report

Outside looking in: the CMO struggles to get in sync
with the C-suite is an Economist Intelligence Unit
report, sponsored by SAS.
The Economist Intelligence Unit bears sole
responsibility for the content of this report. The
ﬁndings do not necessarily reﬂect the views of the
sponsor.
The paper draws on two main sources for its
research and ﬁndings:
l A global survey—conducted in July 2012—of
389 executives. The respondents are based in
Western Europe (40%), North America (27%),
Asia-Paciﬁc (24%), Latin America (6%), Middle
East/Africa (2%) and Eastern Europe (1%); a
total of 42 countries are represented.
Respondents include marketing and nonmarketing professionals from 19 industries,
such as ﬁnancial services (14%), consumer
goods (11%), IT/Technology (8%) and
manufacturing (8%).
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l A series of in-depth interviews with senior
executives from major companies and other
experts listed below.
Steve Cannon, CEO, Mercedes-Benz USA
Leontyne Green Sykes, CMO, IKEA US
Brett Henry, vice-president commercial and
marketing, Abacus International
John McDonald, vice-president marketing,
Americas, British Airways
Greg Welch, consultant, Spencer Stuart
We would like to thank all interviewees and survey
respondents for their time and insight.
The report was written by Rob O’Regan and
edited by Gilda Stahl.
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Introduction

❛❛
The CMO occupies
the perfect chair
to serve as the
disciple for the
customer
internally.
❜❜
Greg Welch, consultant,
Spencer Stuart
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Chief marketing ofﬁcers (CMOs) have a problem. It
is not their average tenure, which according to
Spencer Stuart, a global executive search ﬁrm, is
actually trending up after years of lagging behind
more-established C-suite positions. It is a problem
of perception. Nearly two decades after the CMO
title ﬁrst nudged its way into the C-suite, many
organisations still have trouble deﬁning the CMO’s
role and responsibilities.
Part of the issue may be that the CMO oversees
what is arguably the broadest and most dynamic
mix of disciplines among all C-suite positions. The
scope of the CMO’s role ranges from traditional
marketing functions such as brand advertising,
market research and communications to emerging
areas like customer analytics and social media.
While this far-reaching portfolio presents an
opportunity for CMOs to increase marketing’s
inﬂuence across the organisation, it also highlights
their greatest challenge: getting everyone to agree
on marketing’s priorities.
A global Economist Intelligence Unit survey,
sponsored by SAS, found that many organisations
are misaligned on marketing’s mandate,
particularly its contribution to areas outside of the
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function’s traditional purview, such as product
development, retail and customer service.
Leadership teams are especially out of sync, with
gaps between the CMO and the rest of the C-suite
spreading uncertainty across the entire
organisation.
“The reality is that a CMO must satisfy a number
of audiences: consumers, customers, management,
shareholders, regulators and board directors,” says
Greg Welch, a consultant with Spencer Stuart.
“When you take this into account, combined with
the fact that the CMO role often varies by industry,
it is not surprising that you see a disconnect when
asking about top priorities.”
Filling these gaps in perception is not easy;
some are deeply rooted in an organisation’s culture
and processes. But the CMO has a potentially
critical ally in its quest: the voice of the customer.
For many marketing leaders, success will be
determined by their ability to align the marketing
function—and the entire organisation—around
delivering a superior customer experience across
all engagement channels. “The CMO occupies the
perfect chair to serve as the disciple for the
customer internally,” says Mr Welch.
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1

A disconnect between the CMO
and the C-Suite

l Cross-functional contribution. Who beneﬁts
the most from marketing programmes? CMOs
believe marketing is delivering signiﬁcant
business value to product development,
followed by customer service and sales. Among
the rest of the C-suite, those rankings are
reversed, with sales seen as the primary
beneﬁciary of marketing initiatives.
l Return on marketing investment (ROMI). Half
of CMOs say marketing can track the value of
marketing investments across different
functions and channels, but fewer than 40% of
non-CMOs in the C-suite believe marketing has
this capability. The two sides also disagree on
which metrics are best for tracking ROMI: the
majority of the C-suite likes customer
satisfaction, while sales leads are the top metric
for CMOs. And while 55% of CMOs say their

For any leadership team, forging consensus on
strategic priorities is a critical step towards
building a successful business. However, our survey
uncovered a disconnect between CMOs and the rest
of the C-suite over marketing’s priorities. Nonmarketing executives—including the CEO, CFO, CIO,
other functional heads and board members—see
marketing’s top priority as driving revenue, by a
wide margin over ﬁnding new customers (30% to
19%). For CMOs, however, marketing’s priorities
are creating new products/services and customer
acquisition; driving revenue ranks third.
More troubling, perhaps, is that no single
objective captures a clear majority as a marketing
priority, even among the CMOs themselves. These
and other results suggest that for many
organisations, marketing’s mandate is muddled at
best:

Q

No consensus on marketing’s top priority
(% respondents)
CMO/head of marketing
Driving revenue growth

19

Entering new markets
14

30

15

Creating new products and services

22

9
Retaining existing customers

7

8

Finding new customers
Improving your organisation’s reputation

C-suite

20

21

18
18
Source: Economist Intelligence Unit survey, July 2012.
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Q

Who is the voice of the customer?
(% respondents)
CMO/head of marketing
Board member
10
Chief Customer Ofﬁcer
Chief Executive Ofﬁcer
Chief Strategy Ofﬁcer

C-suite

11
11

2

14
12

6

2

CMO

27

13

Head of sales

27

A shared responsibility across mutlple roles

11

33

24
Source: Economist Intelligence Unit survey, July 2012.

Q

Who should be the voice of the customer?
(% respondents)
CMO/head of marketing
Board member
5
Chief Customer Officer

23

8
Chief Executive Officer

4

C-suite

12

6

Chief Strategy Officer

12

3
CMO

26

Head of sales

11

A shared responsibility across mutlple roles

11

32

24
23
Source: Economist Intelligence Unit survey, July 2012.

marketing investments outperformed those of
their peers over the past year, just 41% of the Csuite agrees.
l Customer insight. More than two-thirds (67%)
of CMOs say their company has a clear
understanding of its customers’ tastes and
needs, but just over half of their C-suite peers
agree (52%). More than a quarter of CMOs
believe they are the “voice of the customer” at
their organisation, while only 13% of other Csuite executives see the CMO in this role.
l Customer engagement. According to CMOs, the
most effective channel for customer
engagement is e-mail. The rest of the C-suite
views face-to-face interaction as the best
engagement channel.
l Internal barriers. Asked to list the barriers that

5
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most impede marketing’s ability to deliver more
value to the organisation, three emerge among
C-suite respondents: marketing’s limited ability
to demonstrate return on investment (ROI);
difﬁculties in hiring skilled marketing talent;
and marketing’s inability to turn data into
actionable insights. CMOs’ top three barriers
are: hiring and retaining talent, the lack of a
strategic role for marketing and a limited ability
to demonstrate ROI.
Reviewing these results, one can see the
conundrum: CMOs believe they are constrained
because the rest of the organisation does not
consider marketing to be strategic; the C-suite
believes marketing has not earned the right to be
more strategic because it is ineffective at
demonstrating the value of its investments.

Outside looking in The CMO struggles to get in sync with the C-suite

2

❛❛
The ability to
inﬂuence
someone, less
with marketing
speak but in terms
of how we are
contributing to
the business, is a
critical skill.
❜❜

CMOs are swimming upstream

CMOs’ perceived constraints reﬂect how they view
their own role within the organisation. More than
one-quarter of C-suite executives believe the CMO
should play a leading role in developing a customer
engagement strategy, but only 17% of CMOs see
themselves as the leader of customer engagement.
Seventy percent of CMOs believe they should play a
lead or key role in selecting new markets to enter,
compared with 56% of their C-suite peers.
Incredibly, one-ﬁfth of CMOs say they are only
consulted on marketing strategy, but don’t take
the lead (and 3% say they play no role at all).
What’s going on here? Many CMOs say they are
not getting the support they need from the rest of
the C-suite, which apparently doesn’t feel their pain.
But even more seem to be questioning their own
abilities: fully half of all CMOs say their ability to play

Q

How CMOs view their role in formulating
marketing strategy
(% respondents)

Leontyne Green Sykes, CMO,
IKEA US

A leading role 53
A key player

25

Consulted

20

No role

3

Source: Economist Intelligence Unit survey, July 2012.
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a more strategic role is limited by a lack of relevant
skills among marketing executives. And nearly half
(46%) say there is a disconnect over what marketing
should be delivering. Twenty-eight percent of CMOs
say a lack of senior management support for
marketing investments impedes marketing’s ability
to deliver more value; only 17% of other C-suite
executives agree with that assessment.
If nothing else, these results indicate that CMOs
need to do a better job convincing their C-suite
colleagues that marketing is a signiﬁcant
contributor to business value. Perhaps this is why
CMOs view communications skills and teambuilding as two of the three most important skills
they need to succeed (along with customer
insight). Eighty percent of CMOs see
communications expertise increasing in
importance (compared with 59% of the C-suite)
and 69% say team-building will become more
valuable. CMOs rate these types of internal
organisational skills higher than functional
expertise, even in emerging areas such as social
media and data-driven analytical capabilities.
Team-building and general communications
capabilities speak to a need for CMOs to have a
broad base of skills, beyond traditional marketing
expertise, that allows them to work smoothly with
multiple constituents across the entire
organisation.
“The ability to work cross-functionally is
extremely important,” says Leontyne Green Sykes,
CMO of IKEA US, a home-products company that
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Rebooting around customer experience
Chief marketing officers (CMOs) stand a better chance
of increasing their internal influence—and changing
lingering doubts about marketing’s strategic
contribution to the business—if marketing can
consistently deliver insights and tools that benefit
others across the organisation, from salespeople to
call centre agents to merchandising teams.

❛❛
Every single
customer
experience is a
brand moment of
truth. If we create
an aspiration
through our
advertising, and a
customer walks
into a store that
does not deliver
on that promise,
that reﬂects on
marketing.
❜❜
Steve Cannon, CEO, MercedesBenz USA
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At Mercedes-Benz USA, aligning the
organisation around a superior customer
experience has been the focus of Steve Cannon
since he took over as CEO in January 2012. The goal
is to close the gap between the Mercedes-Benz
brand promise—“the best or nothing”—and the
company’s overall customer satisfaction ratings,
which Mercedes-Benz benchmarks against all
luxury brands, not just other automakers in its
category.
Investments in customer experience
programmes have been large—such as the

designs and sells ready-to-assemble furniture.
“One of the reasons we have been successful is that
we are partnering with other parts of the business.
The ability to inﬂuence someone, less with
marketing speak but in terms of how we are
contributing to the business, is a critical skill .”
Ms Green sees a general trend towards
marketers who bring a more balanced mix of
functional, business and analytical skills to the
table. “In the past, we were much more structured
as specialists,” she explains. “But we now have
more general marketers than specialists. Even if
you are developing creative, you still need to
understand the business and the impact of what
you are doing on our overall objectives.”
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formation of a dedicated customer experience
team—and small—like providing Mercedes-Benz
dealers with iPads equipped with custom apps
and videos. “By putting those interactive tools
into the hands of our dealers’ sales staffs, they
can do a better job articulating the product and
brand promise,” says Mr Cannon. “It is not about
the new technology—it is about the impact of the
technology on the customer experience.”
Even though the group’s general manager (GM)
reports directly to Mr Cannon, he believes strongly
that marketing must take the lead in driving the
customer experience across all touch points. “It
is all marketing, all the time,” he says. “Every
single customer experience is a brand moment
of truth. If we create an aspiration through our
advertising, and a customer walks into a store that
does not deliver on that promise, that reﬂects on
marketing.”

Other emerging skills are more tangible,
particularly across the broader marketing
organisation. Abacus International Pte Ltd, a
Singapore-based provider of travel solutions and
services in 31 Asia-Paciﬁc markets, is investing in
new training programmes for its product marketing
teams, with an emphasis on hard skills such as user
interface design, search engine optimisation and
business process engineering.
“A lot of these skill sets were not out there ten
years ago,” says Brett Henry, Abacus’s vicepresident of commercial and marketing. “Having
an industrial engineer who can uncover real
customer problems and translate them into a
product offering is how business is done now.”
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❛❛
We are focusing
more resources
than we ever have
before on the
customer
experience.
❜❜
Steve Cannon, CEO,
Mercedes-Benz USA
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Closing the gaps—with customer
insights as the bond

Mr Henry’s example underscores the opportunity
for CMOs to close the gaps of perception about
marketing that our survey uncovered. The key lies
in connecting customer insights to strategic
business innovation across all channels and
functions.
There is plenty of work to be done. C-suite
executives give generally lower ratings than CMOs
on their ﬁrms’ customer-friendliness, including
their organisation’s use of social media and mobile
channels to reach and engage with customers
effectively. There is little agreement about who is
and who should be the voice of the customer, with
none of the seven choices garnering more than
one-third of responses. More CMOs see the head of
sales ﬁlling this role than they do themselves. And
nearly as many CMOs say a “chief customer
ofﬁcer”—a relatively obscure title—should own the
voice of the customer.
Some organisations are creating new groups to
drive home the importance of a customer-driven
approach to business. Mercedes-Benz USA, for
example, has spent much of the past year
integrating its customer experience initiatives
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under a centralised group that reports directly to
CEO Steve Cannon. Previously, customer experience
programmes were fragmented across the
organisation, which resulted in a lot of inefﬁcient
spending.
“We discovered that we were sending out 5
million surveys a year,” says Mr Cannon, who
served as the company’s CMO for ﬁve years before
being elevated to the role of CEO in January 2012.
“Everyone had good intentions, but there are not
enough resources anywhere to analyse these data,
transform them into intelligence and turn that
intelligence into actions.”
Creating a dedicated group charged with
optimising the customer experience across the
entire organisation sent a clear message to the
company’s 22,000 employees and 358 independent
dealers that customer experience was at the top of
the strategic agenda.
“The customer experience is ﬁrst and foremost,”
says Mr Cannon. “We are focusing more resources
than we ever have before on the customer
experience.”
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❛❛
Marketing has
only just begun to
mine the universal
behavioural
insights that exist
about customers.
❜❜
John McDonald, vicepresident marketing,
Americas, British Airways
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Tying insights to outcomes

Of course, creating effective cross-channel
integration requires CMOs to break down the silos
that exist between functional groups within many
organisations. If marketing can provide a more
comprehensive view of how a customer interacts
with the business as a whole, it stands to gain more
credibility and more inﬂuence in driving strategic
change.
At IKEA, for example, the marketing team is
using customer analytics to help shape the
company’s strategic business plan. “The ability to
share insights has become a large contributor to
the marketing organisation being able to drive and
inﬂuence business decisions,” says Ms Green Sykes.
“The business planning process is much more
integrated than it was previously, and we are
driving that integration.”
Previously, functional teams worked on their
own parts of the strategic plan, then met to bring
them together. “Sometimes they ﬁt and sometimes
they did not,” notes Ms Green Sykes. “What we
realised is in order to make great strides, we all
needed to be based off the same key objectives
regardless of function or responsibility.”
The biggest challenge with this process,
according to Ms Green Sykes, is ensuring that every
group has visibility into the customer and market
data that marketing is collecting. This is one area
in which CMOs and their C-suite colleagues seem to
agree: Both groups gave high marks to investing in
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customer relationship management (CRM) as a way
for marketing to drive business value. Respondents
from across the C-suite also believe investing in
customer analytics will be the most important
contributor to the business in three years.
For all the talk about data-driven customer
insight, marketers are just starting to understand
how they should be using the growing repository of
information they are collecting through digital
media and other channels. “Marketing has only just
begun to mine the universal behavioural insights
that exist about customers,” says John McDonald,
vice-president (VP) of marketing for the Americas
at British Airways (BA).
BA is taking its own steps towards mining
customer insights through its Know Me
programme. Launched in February 2012, Know Me
is a company-wide effort to enhance the customer
experience through deep insights about existing
customers’ preferences and behaviours. The airline
has spent the better part of the past decade
integrating its systems to support the effort; a data
warehouse now stores 200 separate data sources
from different parts of the business to provide a
more granular view of the customer, based on the
information they have volunteered. As important
are the tools that provide staff—from gate agents
to cabin crews—with access to the information in
order to personalise customer experiences.
“We’re bringing together a single customer view
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❛❛
Translating
insight about
customer
behaviour into
commercial
opportunity is
massively
important.
❜❜

so that every part of the business can recognise the
individual and cater to his or her speciﬁc needs,”
says Mr McDonald. “Translating insight about
customer behaviour into commercial opportunity is
massively important .”
These types of investments are critical to
helping marketers demonstrate how data-driven
insights create value for the business. The
marketing team at IKEA, for example, has used
consumer insights to open new doors of

John McDonald, vicepresident marketing,
Americas, British Airways
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collaboration with the company’s sales, product
development, logistics and other teams.
“Three years ago, we were very inward-focused,”
notes Ms Green Sykes. “When we started looking at
things from the consumer perspective, there wasn’t
a strong commitment at ﬁrst. But when we started
showing how we could take these insights,
translate them into strategies and then measure
the impact from a sales growth or store visit impact,
we started getting much more alignment.”
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5
Key takeaways
l CMOs and the rest
of the C-suite are
misaligned on
marketing’s priorities.
l Many organisations
are constrained in
their ability to create
a consistent, multichannel customer
experience.
l Success will be
determined by the
CMO’s ability to align
the marketing
function around
delivering a superior
customer experience
across all channels.
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Conclusion

The role of marketing was once easily deﬁned:
create effective mass-market advertising to
increase brand awareness and loyalty. It was vague
enough to allow marketing leaders to justify
investments in “the brand” despite a lack of
quantiﬁable results.
This approach no longer works in today’s datadriven, personalised, customer-centric
environment. The mass market has been parsed
into discrete customer segments that require
increasingly targeted messaging. Customers expect
to be served through multiple channels, with a
consistent experience across each.
The transition is proving difﬁcult for many CMOs
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and their marketing teams. Many organisations
remain in operational silos, which limit their ability
to share data and insights and create a consistent
multi-channel customer experience. And cultural
perceptions of marketing’s role, as our survey clearly
shows, continue to inhibit its strategic ambitions.
To address this challenge, CMOs and senior
leadership teams need to increase their
commitment to investing in the skills, tools and
processes required to become more customercentric and insight-driven. Only then will
marketing be in sync with the rest of the business
and in a better position to serve as a catalyst of
business growth.
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Appendix:
survey
results

Percentages may not add to 100% owing to rounding or the ability of respondents to choose
multiple responses.

To whom does your CMO or most-senior marketing executive report?
(% respondents)
Chief Executive Officer
64

Chief Operations Officer
18

Chief Sales Officer
5

Chief Strategy Officer
3

Chief Information Officer
3

Chief Financial Officer
0

Other
6

How strategic a role does the CMO play in your organisation?
Rate on a scale of 1 to 5 where 1 = Highly strategic and 5 = Not at all strategic.
(% respondents)

1 Highly
strategic

2

3

4

5 Not
strategic

The CMO’s role
23

12
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39

29

8

2
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What role does the CMO (or the most senior marketing executive) play in your organisation with regard to the following activities?
Select the most appropriate response for each activity.
(% respondents)
A leading role

A key player

Consulted

No role

Don’t know

Formulating business strategy
18

57

21

31

Formulating marketing strategy
56

27

15 2 1

Formulating pricing strategy
23

39

25

11 1

Developing new products/services
19

44

28

81

Developing customer engagement strategy
24

46

24

51

Shaping customer service
17

42

31

10 1

Selecting new markets to enter
18

39

29

12

2

Deciding on new IT investments
6

20

40

31 2

Deciding on new marketing investments
36

40

19

4 1

Connecting customer-facing functions
19

44

27

8 2

Over which areas do you expect the CMO’s influence to increase in the next 3 years?
Select all that apply.
(% respondents)
Brand marketing
50

Digital marketing (online, mobile, social)
48

Product marketing
45

Channel marketing
41

Customer service
40

Market research
34

Product development
33

Public relations
32

E-commerce
31

Website development
30

Sales
26

Merchandising
15

Retail
12

Pricing strategy
23

13
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Please indicate the extent to which the following are obstacles to the CMO playing a more strategic role in your organisation.
Rate on a scale of 1 to 5 where 1 = A significant obstacle and 5 = Not an obstacle.
(% respondents)
1 A significant
obstacle

Lack of C-level support for the CMO
8

2

3

22

4

33

5 Not an
obstacle
21

16

Current marketing executives lack the relevant skills
8

32

32

19

9

Under-investment in supporting systems and technology
10

27

39

18

7

Under-investment in talent acquisition, training, and retention
11

33

38

13

6

Disconnect over what marketing should be delivering
9

30

35

19

7

The C-suite conception of marketing is not as a strategic function
10

24

36

19

11

What skills are most important for CMOs to have?
Select the top three.
(% respondents)
Customer insight
42

Communications expertise
41

Creativity
31

Industry expertise
31

Team building
29

Data-driven analytical capability
27

General business acumen
25

Technical expertise
21

Line-of-business knowledge
19

Advertising/agency experience
13

Social media expertise
7

Pattern recognition
2

Visual/design aesthetics
1

14
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Which skills needed by the CMO are gaining or losing importance?
Rate each skill on a scale of 1 to 5, where 1 = Significantly increasing and 5 = Significantly decreasing.
(% respondents)
1 Significantly
increasing

2

3

4

5 Significantly
decreasing

Advertising/agency experience
6

33

33

21

7

Technical expertise
11

29

41

17

3

Team building
22

41

30

6 2

Communications expertise
24

45

27

4

Creativity
17

40

33

9 1

Data-driven analytical capability
25

35

32

7 1

Customer insight
28

36

29

51

Industry expertise
14

38

37

9 2

Line-of-business knowledge
12

36

42

9 1

General business acumen
18

36

38

7 2

Pattern recognition
10

31

49

8 2

31

9 1

Social media expertise
16

44

Visual/design aesthetics
7

28

46

17 2

How effective is your organisation’s CMO in the following areas?
Rate on a scale of 1 to 5 where 1 = Excellent and 5 = Poor.
(% respondents)
1 Excellent

2

3

4

5 Poor

Don’t know

Establishing a clear business case for new marketing investments
10

34

37

13

4 2

Delivering customer insights that drive business value
11

38

32

14

3 2

Delivering measurable ROI for marketing expenditures
11

28

36

16

6

3

Collaborating across functions to improve business performance
11

37

34

13

4 2

Building relationships with customers
16

35

31

13

2

3

Differentiating the value of your brand from your competitors
19

35

32

11 2 1

Indicate the extent to which you agree or disagree with the following statements.
Rate on a scale of 1 to 5 where 1 = Strongly agree and 5 = Strongly disagree.
(% respondents)
1 Strongly
agree

2

3

4

5 Strongly
disagree

Our company is a customer-centric business
19

41

30

8

3

Our company has a clear understanding of our customers’ tastes and needs
13

43

37

71

Our organisation has the data, tools and process in place to react quickly to changes in customer behaviour or other customer dynamics
9

30

37

19

5

We are using social media effectively to engage customers with our brand
7

25

39

19

10

We are using mobile media to effectively reach customers wherever they wish to engage with our brand
9

25

33

21

12

We are able to track the value of marketing investments across functions
6

30

38

21

5

We are able to track the value of marketing investments across channels
9

15
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30

35

20

6
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In your opinion, to which areas of your business does your marketing function deliver significant business value?
Select all that apply.
(% respondents)
Sales
59

Customer service
51

Product development
49

Merchandising
31

Research and development
19

Operations
18

Finance
17

Human resources
14

IT
8

Don’t know
3

What are the primary internal barriers that impede marketing from delivering more value to your organisation?
Select up to three.
(% respondents)
Lack of a strategic role for marketing in the organisation
38

Hiring and retaining skilled marketing talent
36

Inability to turn data into actionable insights
33

Limited ability to demonstrate ROI/accountability of marketing investments
32

Disagreement about the role of marketing
28

Difficulty in mining “big data” for customer insights
25

Lack of senior management support for marketing investments
21

Misalignment between marketing investments and business objectives
16

Lack of transparency across customer touch points
15

Sharing insights quickly across the organisation
13

Other
1

What should the marketing function’s top priority be at your organisation?
(% respondents)
Driving revenue growth
30

Finding new customers
17

Improving your organisation’s reputation
16

Creating new products and services
13

Entering new markets
13

Retaining existing customers
10

16
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To which area has marketing contributed most in the past year?
(% respondents)
Improving your organisation’s reputation
22

Retaining existing customers
22

Creating new products and services
17

Driving revenue growth
15

Finding new customers
13

Entering new markets
13

Who is considered the “voice of the customer” at your organisation?
(% respondents)
Head of sales
31

It’s a shared responsibility across multiple roles
21

CMO
18

Chief Customer Officer
12

Board member
8

Chief Executive Officer
8

Chief Strategy Officer
3

Who in your opinion should be the voice of the customer?
(% respondents)
CMO
28

It’s a shared responsibility across multiple roles
23

Head of sales
17

Chief Customer Officer
13

Board member
7

Chief Strategy Officer
6

Chief Executive Officer
5

17
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What are your company’s most effective channels for customer engagement?
(% respondents)
Face to face
59

Email
46

Corporate website
39

Call centre
25

Mobile devices
24

Traditional media (print, TV, radio)
21

Social media
19

Online media (e-commerce website or 3rd-party websites)
18

Direct mail
9

What do you expect the most effective channels will be 3 years from now?
(% respondents)
Face to face
50

Social media
47

Mobile devices
35

Online media (e-commerce website or 3rd-party websites)
34

Corporate website
31

Email
27

Traditional media (print, TV, radio)
14

Call centre
12

Direct mail
5

How would you describe your company’s ability to track customer engagement across different marketing channels?
(% respondents)
Superior: Our customer data is integrated across channels and can be shared and mined effectively for insights
18

Average: We are making good progress integrating different channels and data sources to gain a more comprehensive view of the customer
61

Lagging: Our customer channels are siloed, giving us little transparency across different touch points
21

18
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In what areas should marketing focus investments in order to contribute most to your business now?
(% respondents)
Customer relationship management (CRM)
51

Brand advertising
40

Collaboration tools
28

Customer analytics
27

Training employees
24

Direct marketing
24

Reputation management
17

Marketing automation tools
17

Social media
15

New hires
14

Mobile application development
13

Web optimisation tools
8

In what areas should marketing focus investments in order to contribute most to your business in 3 years?
(% respondents)
Customer analytics
41

Customer relationship management (CRM)
38

Social media
29

Mobile application development
22

Brand advertising
22

Reputation management
21

Training employees
21

Direct marketing
20

Marketing automation tools
19

Collaboration tools
18

New hires
16

Web optimisation tools
9

19
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Which performance metrics does your organisation employ to track Return On Marketing Investment (ROMI)?
Select all that apply.
(% respondents)
Customer satisfaction
50

Sales leads
40

Customer engagement
34

Revenue from expenditures
33

Brand awareness
33

Profit from expenditures
31

Sales conversion
31

Business analytics
28

Customer retention
23

Referrals
21

Customer lifetime value
15

Other
2

How effective is your company’s marketing function in each of the following areas?
Rate on a scale of 1 to 5 where 1 = Very effective and 5 = Very ineffective.
(% respondents)
1 Very
effective

2

3

4

5 Very
ineffective

Don’t know

Aligning marketing strategy with overall business objectives
10

36

37

12 2

2

Finding new customers
7

33

40

14

3

2

Increasing the cost effectiveness of marketing investments
8

26

42

17

4

3

Proactively identifying new ways that marketing can add business value
8

31

36

19

4

2

17

4

2

12

4

2

Connecting customer feedback to new product/services creation
7

31

39

Retaining existing customers
12

34

36

Engaging customers across multiple platforms
6

32

37

18

4

3

8

3

Tracking customer value across multiple platforms
5

23

35

26

Linking customer engagement across business functions
5

27

41

21

4

2

Please indicate the extent to which you agree or disagree with the following statements.
Rate on a scale of 1 to 5, where 1 = Strongly agree and 5 = Strongly disagree.
(% respondents)
1 Strongly
agree

2

3

4

5 Strongly
disagree

Don’t know

Our company can clearly demonstrate marketing’s contribution to top-line revenue growth
7

29

37

19

6

2

7

2

Marketing can show direct linkages between our customer engagement and our financial performance
9

31

35

16

We have fully integrated digital media into our marketing mix and have built proven models for digital media measurement
6

19

35

28

11 1

We have established metrics/dashboards for tracking and measuring customer engagement
8

20

28
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How would you rate your company’s performance in the last year compared with that of its peers?
Rate on a scale of 1 to 5 where 1 = Significantly ahead and 5 = Significantly behind.
(% respondents)
1 Significantly
ahead

2

3

4

5 Significantly
behind

Don’t know

Performance of marketing investments
7

34

40

12

3

4

Overall financial performance
16

32

42

8 11

Which of the following best describes your title?

What are your organisation’s global annual revenues
in US dollars?

(% respondents)

(% respondents)

Board member
4

$100m to $499m

30

CEO/President/Managing director

$500m to $999bn

23

CFO/Treasurer/Comptroller

$1bn to $4.9bn

26

$5bn to $9.9bn

5

$10bn or more

16

25
4

CIO/Technology director
2

CMO/Head of marketing
28

Other C-level executive
9

SVP/VP/Director
28

What are your main functional roles?

In which region are you personally located?

Select up to three.
(% respondents)

(% respondents)
Western Europe

Marketing
40

North America

59

Strategy and business development
27

34

Asia-Pacific

General management
24

32

Latin America

Sales

6

18

Middle East and Africa

Finance

2

12

Eastern Europe

Operations and production

1

12

Supply-chain management
10

Risk

In which country are you personally located?

8

(% respondents)

IT

United States of America

R&D

7
19

Australia
11

Germany
10

Netherlands, Denmark
9

Canada, United Kingdom

7

Customer service
6

Information and research
5

Procurement
5

Legal

8

3

India

Human resources

7

2

Mexico, Hong Kong

Other

2

Brazil, Singapore, Thailand, Argentina, Colombia, Indonesia,
Switzerland, China, France, Italy, Malaysia, South Africa, Spain,
Turkey, United Arab Emirates

1

1
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What is your primary industry?
(% respondents)
Financial services
14

Consumer goods
11

IT and technology
8

Manufacturing
8

Professional services
8

Healthcare, pharmaceuticals and biotechnology
7

Retail/Wholesale
7

Energy and natural resources
7

Automotive
5

Construction and real estate
5

Chemicals
4

Telecoms
4

Agriculture and agribusiness
3

Education
2

Entertainment, media and publishing
2

Transportation, travel and tourism
2

Aerospace and defence
1

Government/Public sector
1

Logistics and distribution
1

22
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Whilst every effort has been taken to verify the accuracy of this
information, neither The Economist Intelligence Unit Ltd. nor the
sponsor of this report can accept any responsibility or liability
for reliance by any person on this white paper or any of the
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information, opinions or conclusions set out in the white paper.
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