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CMO
PULSE Korn Ferry’s Global Chief Marketing Officers
s URVE Y Practice surveyed more than 200 marketing

leaders, including 67 CMQOs, on a variety of topics
to understand their perspective on the role and
the major trends impacting the marketing function.
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of CMOs do not feel that there is a believe there is

ready-now successor for their role a comprehensive
4 succession plan.

Top strategic CMOs spend |
priority. the most~ .
time on.

Customer

centricity 6 7 0/
34% of CMOs cited customer o
centricity as their top Driving strategy
strategic priority, but only OrdrVIRG revenue

10% of CMOs spend the

time
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Most valuable CMOs are
career experience. Business drivers

of CMOs said their role is very

Tra nSformation 78% important when their firm is

41% of CMOs said working developing its strategy
at a company going
through a transformation

Top two areas in greatest 907 of CMOs said they report to
(o

need of transformation their boards

Digital marketing and Performance
marketing (38%)

About Korn Ferry

Korn Ferry is a global organizational consulting firm. We help clients synchronize strategy and talent to drive superior performance.
We work with organizations to design their structures, roles, and responsibilities. We help them hire the right people to bring their
strategy to life. And we advise them on how to reward, develop, and motivate their people. © Korn Ferry 2019. All rights reserved.



