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Introduction 

Korn Ferry’s Global Marketing Center of Expertise surveyed over 480 
Chief Marketing Officers (CMOs) and marketing leaders from the Korn 
Ferry database of top U.S. companies. Exploring a wide variety of issues, 
including customer-centricity, digital transformation, the most important 
CMO competency and top challenges marketing leaders are facing when 
carrying out change agendas, the 2015 Marketing Pulse Survey sheds 
light on the key issues facing CMOs as they tackle today’s marketing and 
business challenges.

Through an aggregation of marketing leaders’ opinions on critical business 
issues impacting their companies and their jobs, this survey ultimately 
reveals a pulse of what is driving marketing decisions in the C-suite.

In today’s market, the need to create a more customer-centric and 
seamless brand experience is increasing the complexity of the marketing 
role. With the business environment, customers’ expectations and 
innovation cycle all growing in complexity, the need for marketing leaders 
to adapt to new and often unfamiliar environments, as well as serve as a 
catalyst for organization-wide change continues to grow. The Marketing 
Pulse Survey dives deep into the challenges characterizing the marketing 
landscape by revealing what is keeping CMOs up at night and the 
challenges that are impacting their roles and business strategies. 
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Nine in 10 marketing leaders agree that their organization is trying 
to become more customer-centric when it comes to their strategic 
initiatives and overall business goals. As a result, it comes as no surprise 
that creating sustainable and engaging customer relationships and 
improving the customer experience is what keeps most marketers 
up at night. Other pressing issues facing CMOs include the ability to 
demonstrate Marketing’s ROI and staying ahead and taking advantage 
of digital tools to create meaningful business insights. 

What keeps you up at night?

To what extent to you agree with the following statement: 
“My organization is trying to become more customer-centric when 
it comes to our strategic initiatives and overall business goals.” 

Ability to demonstrate marketing’s ROI

Aligning marketing with the overall 
business strategy

Staying ahead and taking advantage 
of the digital technology to create 
meaningful business insights

Creating sustainable and engaging 
customer relationships and improving 
the customer experience

24%
38%

15%

23%

Strongly agree

Agree

Disagree

Strongly disagree

My organization is already as 
customer-centric as it should be

44%

46%

7%

1% 2%
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Marketing leaders struggle to align the organization around the change 
agendas they were hired to drive.  Marketers also believe this inability 
to drive organizational change is the biggest contributing factor to 
low CMO tenure. Other factors contributing to low CMO tenure include 
an inability to directly connect marketing efforts to tangible business 
outcomes, and the inability by organizational leaders to provide a 
clear mandate for the CMO role. Taking a closer look at the obstacles 
preventing CMOs from carrying out change within their organizations, 
nearly half of marketing executives indicate that when addressing 
“digital disruption,” the board and/or CEO are aware of the potential 
impact, but are not actively addressing the changes. 

What do you feel is the biggest contributing factor to low CMO tenure 
when compared to other C-suite functions?

When addressing “digital disruption” with my company’s board 
and/or CEO, they are:

Inability to align the organization around a 
change agenda the CMO was hired to drive

Inability to leverage the right customer 
data to drive meaningful engagement

Inability to align marketing deliverables 
with CEO objectives

Inability by organizational leaders to 
provide a clear mandate for the CMO role

Inability to directly connect marketing 
e�orts to tangible business outcomes

4 6%

12%

37%

40%

Taking proactive steps to stay ahead of 
the changing digital landscape

Aware of the potential impact, but are 
not actively addressing the changes

Unconcerned of the risks/opportunities 
of digital disruption as it relates to our 
organization

41%

47%

12%
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A key component of CMOs’ digital transformation agendas is personalizing the 
customer experience, which an overwhelming majority of marketing leaders agree 
is a key priority for their organization. To do so, CMOs are engaging with customers 
via social and digital channels, developing “one view” of the customer approach and 
seamless messaging across different communication channels, and leveraging data 
analytics to differentiate product offerings. CMOs are also drawing upon a wide-
variety of marketing channels—primarily e-mail alerts, Facebook, online advertising, 
promotional events and the sales team—to further engage with customers. 
When leveraging social platforms, the top three strategies marketing leaders are 
employing include engaging via direct customer communication; leveraging social 
analytics to inform business strategy; and creating and implementing highly targeted 
ads and promotions. The responsibility of managing the post-purchase experience, 
according to marketing leaders, is held by the customer service department. 

To what extent do you agree with the following statement: 
“Personalizing the customer experience is a key priority 
for my organization.”

Strongly agree

Agree

Neither agree nor disagree

Disagree

Strongly disagree

30%

38%

19%

11%

1%

Which department within the organization is currently most 
responsible for managing the customers’ post-purchase experience? 

Marketing

Sales

Communications

Operations

Customer service

No one

Other

16%

16%

16%
38%

5% 8%

1%
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Please rank the steps which you are taking to personalize the customer experience 
in order of priority (1=highest; 4=lowest)

Please select all of the marketing channels that your organization uses to engage 
with customers: 
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74%

82%

63%

85%

59%

42%

76%

61%

78%

39%

74%

39%

75%

64%

34%

8%

103

19

168 132

Developing “one view of the customer 
approach” and seamless messaging 
across di�erent communication channels

Leveraging data analytics to personalize 
the customer experience and 
di�erentiate product o�erings

Engaging with customers via social 
and digital channels

Other

1

2

3

4
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When leveraging social platforms, the top three strategies marketing leaders are 
employing include engaging via direct customer communication; using social 
analytics to inform business strategy; and creating and implementing highly 
targeted ads and promotions. Despite these personalization and customer 
engagement initiatives, over half of marketing executives indicate the biggest 
hurdle they face when developing an integrated customer experience is aligning 
all facets of the organization. Other hurdles include creating consistent customer 
engagement across all sales and media channels and identifying and using the 
right insights to help all departments align with the customer vision. 

Please rank the following strategies in order of priority when 
leveraging social platforms.

What is the biggest hurdle when developing an integrated customer 
experience?

Leveraging big data

Creating consistent customer engagement 
across all sales and media channels

Identifying and using the right insights to help 
all departments align with the customer vision

Building a marketing team with the right     
talent to facilitate the customer experience

Managing the aftermarket experience

Aligning all facets of the organization to    
ensure seamless customer experience

Other

16%

13%

9%

53%

2%

2% 5%

Engaging via direct customer communication

Leveraging social analytics to 
inform business strategy

Creating and implementing highly targeted 
ads and promotions

Responding to customer complaints

Researching customer pain points

Other

Crowd sourcing ideas

1

2

3

4
5

6

7



8

Data is playing a critical role in marketing leaders’ efforts to foster 
meaningful customer relationships. In fact, the most sought-after 
specialized skill within the marketing function according to respondents, 
is analytical thinking, followed closely by a customer-centric approach. 

What is the most sought-after specialized skill within the marketing function?

Customer-centric approach

Brand building

Analytical thinking

Customer relationship management

Strategic planning

29%

10%

20%

27%

14%
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Seven in 10 CMOs agree customer data has inspired their marketing strategy 
to become more customer-focused  The survey found that leveraging data 
to learn more about and connect with customers has been the most effective 
application for analytics for CMOs, followed by measuring business outcomes 
of creative programs. Therefore, it’s not surprising that almost half of marketing 
leaders expect their company to increase its use of real-time predictive 
analytics by 25% this year to learn more about and connect with customers; 
nearly one-fourth predict a 26-50% increase.

To what extent do you agree with the following statement: 
“Customer data is influencing my company’s overall 
marketing strategy to become more buyer-led.” 

By what percentage do you expect your company to 
increase its use of real-time and predictive analytics this 
year to learn more about and connect with customers?

Up to 25% increase

26% to 50% increase

51% to 75% increase

Greater than 75% increase

I do not expect to increase 
use in this area

44%

23%

6%
5%

21%

Strongly agree

Agree

Neither agree nor disagree

Disagree

Strongly disagree

27%

44%

19%

9%

1%
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For your team, what has been the most effective application for analytics?

Measuring business outcomes of creative programs

Leveraging data to learn more about and connect 
with customers

Personalizing the customer experience

Predicting future trends

Other

28%

44%

17%

8%

3%



Korn Ferry’s Global Marketing Center of Expertise focuses on helping organizations 
attract, develop, and retain best-in-breed talent for Chief Marketing Officers and other 
senior marketing leaders. Located in key business centers around the globe, our team 
has worked in and with the world’s leading companies and has specialized knowledge 
of the nuances of different marketing roles and leaders. In conjunction with industry 
specialists, they partner with clients on the “upfront diagnosis” to connect the 
business mandate to the deliverables of the role and the definition of the specific 
candidate profile and success factors, including measurable leadership competencies. 
By aligning the business agenda with CMO success factors, we help you ensure that 
your CMO and senior marketers are the right leaders to drive your strategic goals. 
Beyond strategic search, they also partner with our Leadership Consultants across 
the talent management continuum to help clients identify their Marketing leaders’ 
potential, drive development, accelerate readiness, and energize transitions. We are 
the only firm that can help you identify internal and external CMO talent, measure 
Learning Agility, and develop, design, and align learning agile marketing teams.

Korn Ferry’s CMO Center of Expertise

About Korn Ferry
Korn Ferry is the preeminent global people and organizational advisory firm. We help 
leaders, organizations and societies succeed by releasing the full power and potential 
of people. Our nearly 7,000 colleagues deliver services through Korn Ferry and our 
Hay Group and Futurestep divisions. Visit kornferry.com for more information.  

11



12

Key Contacts

Amy Young – Atlanta

Ann Vogl –  Chicago

David Barnes –  Princeton

Deb Germaine – Boston

EJ Chae – Singapore & Seoul

Elaine Dinos – Atlanta

Elektra Mararian –  Singapore

Jacques Amey – Geneva

James Patteson – Washington DC

Jeff Hocking – San Francisco

Jennifer DeCastro – New York

Joanne Stroud – Chicago

John Kuper – Philadelphia

Josephine Chau –  Shanghai

Julie Forman – Montreal

Justin Ripley – Chicago

Katerina Zacharia – Los Angeles

Katherine Lee – New York  

Keith Feldman – San Francisco

Ken Bloom  – New York

Maria Elena Valdes – Mexico

Michele Phillips – Sidney

Oliver Dange – Frankfurt

Peri Hansen – Los Angeles

Philiep Dedrijvere– Amsterdam & Brussels

Richard Sumner – London

Yves Moyen – Sao Paulo

Zach Peikon – New York

Additional Key Contacts

Caren M. Fleit is a Senior Client Partner and Leader of Korn Ferry’s Global 
Marketing Center of Expertise. Based in New York, Ms. Fleit focuses on recruiting 
senior executives for marketing-driven and customerfocused companies, with a 
concentration on imageoriented retail, consumer goods and services businesses, 
and the B-to-B companies that partner with them.

Within this arena, her search assignments span the executive suite, with an emphasis 
on general management, senior marketing, senior sales and senior operations 
positions. She also leads senior marketing assignments across industry verticals.


