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Whether you’re a seasoned CMO or an aspiring one, you’re probably no stranger to endless 
conversations related to CMO turnover. A global survey by the Fournaise Marketing 
Group revealed that 80% of CEOs don’t trust, or are unimpressed with, their CMOs. 

But we’ve found that modern CMOs have found a way to win the hearts and minds of their 
teams and customers, and continually create impact.  

So what separates modern marketing leaders from traditional CMOs—the “mad men and 
women” of the ‘90s and early 2000s?  

Well, we’ve discovered three factors that help leaders evolve into the “modern CMO” role: 
data, roles, and content.  

The first factor is data. The rise of artificial intelligence, data accessibility, and big data are 
changing the way we interact with teams and customers. Think about the data scientist 
profession, for example--it barely existed 10 years ago!  Now it’s an essential ingredient to 
every modern marketing team.  

Modern CMOs must adapt and restructure teams—and be willing to fail—in the drive for higher 
growth. And the numbers prove it: a study published in a 2012 issue of The Harvard Business 
Review revealed that big data-driven companies can average a 6 percent increase in profits and 
a 5 percent increase in productivity.  

Also, the data revolution is creating new roles for marketing leaders as well as their teams. 
Marketing operations, data scientists, and digital marketing strategist roles barely existed 5 
years ago. 

Data-driven, democratized decision-making is also pushing the boundaries of traditional and 
formal organization design. Collaborative decision-making is replacing top-down or “shoot 
from the hip” decision-making. The days of deferring to the smartest or most seasoned person 
at the table are disappearing quickly.   

If you have not yet read Ray Dalio’s book, Principles, he provides a cautionary tale about radical 
transparency in this new reality. His team uses an iPad app called “Dots.” During daily meetings, 
employees use the app to rate each other across over 100 attributes on a 1-10 scale. Yes, you 
heard it correctly. That’s a daily practice.  
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That approach may be too extreme for you. But what WILL you do to stand out from leaders 
who only bring the good news to their boss? Regardless of where your culture falls on the 
transparency spectrum, you need to get in the habit of telling your CEO the bad news first.  

Lines of responsibility across marketing and sales are disintegrating. Many companies now 
expect marketing teams to drive transactional sales growth, and Sales no longer owns that role 
exclusively. A few years ago, GE Solutions, for example, split marketing into ‘upstream’ and 
‘downstream’ groups. The upstream group focuses on product development, and the 
downstream group focuses on working with the sales teams.  

In another development, several big brands are doing away with the CMO role. GE Power did it. 
Coca-Cola now has a “Chief Growth Officer.” And one of my clients, a healthcare technology 
firm, is completely changing their CMO’s lines of responsibility. Today, that healthcare CMO is 
shifting focus away from a pure marketing role to a Customer Experience leader, where 
marketing plays a key role and oversees every stage of the customer buying and servicing touch 
points. 

The third modern CMO quality is the mastery of content. CMOs adapt their content strategies 
to a whole new editorial board: Social media algorithms. Those editors “work” for Facebook, 
Google, Amazon, and Oath (which is the parent company of Yahoo and AOL). They are the 
major ad platforms who are serving up content to your audience based on their behavior and 
buying preferences. Goodness knows how much information Amazon has about me—the Prime 
and streaming video aficionado that I am! 

As we enter this bull market and enjoy robust, unfettered customer interactions and economic 
conditions, we need to accept a hard truth: we are no longer in total control of our brand, 
message, and customer conversations.  Modern CMOs are capable of living in a world of 
ambiguity and uncertainty. 

Remember, it is possible to think and thrive as a modern CMO—and your success, if not 
survival, depend on it. If you can incorporate the consistent use of data to make important 
strategic decisions, they will help you define the ideal roles required to satisfy customers and 
stakeholders. And, finally, you will be able to produce a dynamic content strategy that can 
withstand a wide variety of robo-editors. 
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