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What is a Growth CMO?
What is a growth CMO? A new breed of people-centric marketers that are driving change in
the industry by building the right cultural foundation, revamping the capability toolbox, and
driving outcomes for their marketing organizations. They represent the voice of the market at
the executive table, bridge silos with their CTO or CIO, and champion omnichannel experiences
across the organization. These force multipliers are aligning objectives, integrating tactics, and
developing talent to build a responsive organization for the fast-paced customer-centric world.
Leading marketers, “growth CMOs,” are making this happen.
Join us over the next few pages to explore the insights gathered from over 150 CMOs and heads
of marketing as they share their thoughts about what it takes to be successful in this new world.
Learn, as we did, from the experience of those who live in the trenches but with an eye into the
future, as they strive to achieve personal and organizational success. Find out how to be different,
stronger, and more effective – and what better than to learn from your fellow practitioners.
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The DNA of a Growth CMO

// Executive Summary:
A CMO’s mission is to create profitable growth. CEO’s demand it. CMOs strive for it.
But…it’s complicated.
CMOs are drowning in a deluge of transformation: the speed, scope and magnitude of change
is overwhelming to even the most sophisticated and seasoned marketers. And “seasoned”
doesn’t offer much assistance. The attributes that earned CMOs their position are not sufficient
to drive growth and will not produce the desired results of tomorrow. Without a clear
understanding and focused roadmap of which traits do enable a marketing leader to drive
profitable growth, CMOs will struggle to sustain success.
In the massive marketing shifts brought on by technology, SoMoLo (Social Mobile Local) and
increasingly Co (Commerce), CMOs got disrupted.
CMOs need to adapt and evolve in order to survive.
The partnership between SAP, The CMO Club and Human 1.0 conducted research with more
than 150 CMOs, and discovered thirteen dimensions that define the DNA of a new breed of
CMO: The Growth CMO. These thirteen dimensions were distilled down to four critical
DNA elements:

1

Develop New Talent

2

Advance Omnichannel Capabilities

3

Promote A Data-Driven Culture

4

Create Market Centricity

Marketing leaders who embrace these four attributes and a plan of action to get adept at them
will be the standout marketers of tomorrow, the Growth CMOs.
Growth CMOs are adroit at “modern marketing”.
For CMOs, decoding the new DNA footprint isn’t a luxury, it’s a necessity. In order to navigate
the epic transformations within modern marketing – CMOs must develop a new playbook
of practices or risk obsolescence. The time is now to be proactive, intentional and eager to
embody the four DNA dimensions of a Growth CMO.
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// The New Reality
“The stone age didn’t end because we ran out of stones.
It ended because something better came along.”
- Peter Shankman

There’s never been a more exciting time—or a more
challenging one—to be a CMO. In an unprecedented
ascent, marketing has now become the lynchpin of an
organization’s success. A CMO’s role, to relentlessly
generate, communicate and sustain value for a business
in the form of profitable growth, is the lifeblood of
an organization. The challenge that most marketing
leaders face is managing the speed and complexity of
large-scale, disruptive transformations that continually
redefine reality and revamp what is required for
success.
For marketers, this will not change in the foreseeable
future. Dynamic change is the new reality. Digital
capabilities and technologies have put customers in
control, placed companies into a transparent fishbowl
and created troves of data and ever-evolving channels
in which to create, share and communicate. Generating
profitable growth within this cacophony of change
is exponentially more challenging as the abundance
of information across a proliferation of channels has
created a shortage of customer and prospect attention.
Knowing where to focus precious time, energy and
effort is an elusive mandate. For CMOs, flourishing in
this new reality requires a radically new approach and
genetic makeup. The DNA of leading CMOs will be
built around leveraging data-driven insights, building
an omnichannel approach, developing new and diverse
talent and putting the customer at the heart of the
organization.

// Enter, The Growth CMO
“Outcome-driven execution and adaptive organization
cultures and marketing capabilities, aligned with
fast-paced changes in the industry, are critical for
leading growth.”
- Carol Godfrey, CMO at Southwire Company

As a torrent of change is upon marketing leaders, many
CMOs are trying to span an ever increasing skill-set.
A study conducted via a partnership between SAP,
The CMO Club and Human 1.0 to profile a Growth
CMO sheds powerful light into the right skills and
dimensions on which to focus.
One finding of the study is that 90% of CMO’s focus on
being talented across a multitude of marketing areas. In
reality, this approach impedes a CMO’s ability to achieve
the marketing outcomes that they deemed as important.
In other words, CMOs are trying to go too broad and be
all things to all people and becoming less effective as a
result. A better approach is to focus on a few things at
which to excel and get depth vs. breadth. Said another
way, “CMOs need to learn to be bad [at some things]”
per Madhur Aggarwal.
“To do two things at once is to do neither.”
- Publilius Syrus

The study, conducted via partnership between SAP, The
CMO Club and Human 1.0, gathered insights from over
150 CMOs and heads of marketing to define success
in the world of modern marketing. Thirteen dimensions
were captured as the DNA, or defining dimensions, of
the Growth CMO. Regression analysis revealed that,
of the thirteen dimensions, four of them created the
true essence of a Growth CMO’s DNA. In other words,
focus spent on developing deep capabilities in these
four dimensions creates a Growth CMO. A blueprint has
emerged. It is a feasible and focused blueprint.

Four DNA components that create the new breed of CMO were culled from a more comprehensive list of thirteen.
The thirteen dimensions hone a CMO’s development and depth as the evolution to a Growth CMO is underway.
Most importantly, the blueprint for a CMO’s journey is most critically dependent on four essential DNA dimensions.
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The DNA of a Growth CMO Defined
The Four Essential Elements

1

Develop New Talent
Attracting, hiring, retaining,
developing and leading a
diverse and broad range of
marketing talent to cover the
expansive landscape that is
marketing today.

3

Advance Omnichannel Capabilities

2

Creating a consistent presence,
adaptive content and unified
end-to-end customer experience
across multiple channels and
customer touch-points.

Promote A Data-Driven Culture
Catalyzing a culture that
values and leverages
data-driven insights for
better decision-making,
deeper customer intimacy
and improved marketing
outcomes.

Create Market Centricity

4

Advocating for the “voice of the
market” (customers, prospects,
partners…) and rallying the
organization around external
requirements so that the market
is at the heart of the organization.

Thirteen DNA Dimensions
Outcomes

Capabilities

Culture

Focus on Customer
Engagement

Develop New Talent

Trust and Be Trustworthy

Leverage Data-Driven Insights

Maximize Social
Connectedness

Create Market Centricity

Practice Agile Marketing

Incorporate Technology
Commit to Measurement
Advance Omnichannel
Capabilities

Promote a Data-Driven Culture
Always Be Learning
Establish Risk Intelligence
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1

Develop New Talent

Identifying and defining the dimensions is step one.
More instructive and helpful is to outline steps to build
proficiency in these four DNA dimensions and to share
real-world successes that demonstrate Growth CMO’s
in action. Attracting, hiring, retaining, developing and
leading a diverse and broad range of marketing talent
to cover the expansive landscape that is marketing
today.
There is no one CMO, or human being, on the planet
who can embody all the skills required to deliver
the breadth of what is marketing today. Growth
CMOs recognize a key dependency to success: their
teams. Team is defined as an eclectic combination of
employees, contractors, agencies and influencers.
Diversity is key.

Johnson Controls Inc.,
Kim Metcalf Kupres, CMO
Growth By the Numbers:
Stock price up over 86% over past 5 years
Kim Metcalf Kupres, highlights the importance
of having an outcome mind-set in the marketing
organization. She believes that marketing needs
to understand the connection to the business
strategy and objectives. Otherwise, there will be a
tremendous number of activities, but people won’t
know what they are trying to accomplish. Marketing
needs to have a unified vision of what success is,
and all initiatives should be connected to that vision.
In Action:
Business Resource Groups

Building and leading teams with a diversity of
backgrounds, expertise as well as age, race and
gender, produces superior outcomes. One specific
example is the inclusion of millennials to provide
the voice of the largest demographic group in the
workforce.
A hallmark of a Growth CMO is their ability, agility and
willingness to create a uniquely talented and diverse
team, build cohesion around shared goals and mutual
interests, and lead them to collectively produce amazing
marketing outcomes.

Employees are empowered to advance their careers
and reach their full potential through Business
Resource Groups. Here, team members collaborate,
develop skillsets, network, manage projects, problem
solve and grow. Everyone in the organization is
encouraged to participate in this familial online
setting that cultivates a cross-functional talent
pool ready to be tapped for future leadership
opportunities.

CMOs Developing New Talent

38%

Attract
Millennials

25%

Retain Valuable
Employees

29 %

Develop
Storytellers

23 %

Nurture Brand
Ambassadors

What is your Talent Retention Rate
Less than 6 months

1-3 years

5+ years

Frequency of Team Development / Collaboration
1-2 times/year, ad hoc

Quarterly

On-going + proactive

Do you Have a Mentor or Coaching Program
No

Limited

Yes | Company-wide
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Advance Omnichannel Capabilities

Integrated marketing efforts across online and offline
customer touch-points is the Holy Grail for marketers.
Omnichannel marketing and omnichannel commerce
are emerging capabilities that use multiple approaches
to develop a 360-degree view of—and connection to
—the customer. These areas were clearly called out by
the study as unsolved challenges.
Embarking on the omnichannel journey is essential, as
customers will defect from brands that cannot provide
a seamless, integrated interaction. Growth CMOs take
the initial step of mapping the decision process for selfeducated prospects who interact with a company all the
way through purchase. Customer journey maps enable
the synchronization of channels and experiences to
create a unified and consistent customer experience.

Understand the customer
decision journey

Growth By the Numbers:
Year over year revenue up 14%
“The ‘truths’ of working life may be exactly what is
stopping us from looking at things through a new
lens. We experienced this ourselves recently—
the ‘truth’ of product innovation is that you do not
release it until it is 100% perfect. We turned that on
its head and invited users of our on-demand video
conferencing service, jamvee™ to be part of the
development process. The end result was a more
creative solution than we’d imagined.”
Source: New World Blog, It’s not what you know that gets you into trouble,
it’s what you ‘know for sure’, Julie-Woods Moss

In Action: Integrated communications among all
channels just got easier

CMO Advancement of
Omnichannel is in its Infancy
Maintain consistency
between the online
and offline customer
experience

Tata Communications,
Julie-Woods Moss, CMO

Employees are empowered to advance their careers
and reach their full potential through Business
Resource Groups. Here, team members collaborate,
develop skillsets, network, manage projects, problem
solve and grow. Everyone in the organization is
encouraged to participate in this familial online
setting that cultivates a cross-functional talent
pool ready to be tapped for future leadership
opportunities.

9%

22 %

How Complete is your Customer Journey Map
Historical

Behavioral

How Connected is your End-to-End Customer Experience
Marketing + Sales
Marketing + Sales
+ Customer Service

Predictive

Organization-wide

How Many Degrees is your Customer View
90 degrees

180 degrees

360 degrees
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Promote A Data-Driven Culture

It’s been said that we are data rich and insight poor.
Growth CMOs promote the use of data to drive
significantly improved outcomes.

“A-market-driven culture needs to be complemented by
a data-driven one.“Employees need to have sufficient
authority to make decisions, and those decisions need to
be based on data and facts.”
- Ted Smyth, EVP of corporate affairs at McGraw Hill

Here’s how the waterfall unfolds…

60%

Research conducted via partnership
between SAP, The CMO Club and Human
1.0 found that six out of 10 CMOs say
their teams have access to data.

2X

Marketing organizations with access to
data are almost twice as likely to have a
CMO driving the customer experience.

3X

Organizations that excel in superior
customer experience produce three
times more net income than their
competitors who lack in customer
experience excellence per Bain and
Satmetrix.

The root of all things good is data. Data drives insights,
insights drive customer intimacy and customer intimacy
fuels incremental financial success.

Which Type of Customer Data are you Using
Historical

Behavioral

Predictive

40%

80% +

Percent of Customers Profiled
10%
Extent of Application for Data-Driven Insights
Few campaigns

Many campaigns

Across marketing + beyond
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Create Market-Centricity

“Change is inevitable, Growth is intentional.”
- Glenda Cloud

Market centricity needs to start with an unbending
commitment from the C-suite to rally around an
outside-in view of the world. This is the first domino
that must be solidified for a market-driven culture to
take root. Growth is not possible without customers
being placed at the heart of an organization’s ethos and
actions.
CMOs indicate that there is a large chasm that needs to
be crossed to “culturally” ingrain market centricity into
the broader marketing organization and beyond. While
80% Of CMOs consider a primary responsibility to be
customer and market advocates in the C-suite and for
the company, only 50% monitor their customers and a
paltry 20% track their competitors and prospects. With
the plethora of tracking tools and capabilities readily
available to CMO’s, this result is surprising. Listening
and learning is the first step to knowing customers –
the foundation of any marketing approach.

80% 80%

Gap

Gap
Gap

Gap

50% 50%
20% 20%
CMOs Say
80% say customers are most
important part of CMO role

FTSE, Larry Black,
Global Head of Marketing
Growth By the Numbers:
16.84% increase in stock price over past 2 years
Larry Black at the FTSE Group, appreciates the
importance of understanding your market,
better than most. Their indices have shaped
the growth of ETF’s and are at the center of
investment behavior for so many businesses
and individuals. Larry believes that companies
need to move toward a trust model within their
organization to facilitate the forging of trust with
their customers, who rely on FTSE’s work for their
financial well-being.
In Action:
In September, 2014, FTSE launched the Frontier
Markets Index Series, targeted at frontier markets
with a “formal stock market, few restrictions on
capital repatriation and low occurrence of failed
trades.” It’s intended to be used as the basis for
new exchange-traded products. “David Wickham,
director of global emerging markets and frontier
markets equity at HSBC Global Asset Management,
says FTSE’s addition to the roster of frontier market
indices isn’t likely to be the last as investors are
looking to get their hands on any new frontier
market product.”
Source: FTSE’s New Frontier Indices Take Aim at MSCI Standard,
WSJopportunities.

CMOs Do
50% Monitor Customers
20% Monitor Competitors

How are you “Listening” to your Customers
Captured ad hoc

Captured frequently

Captured on-going

Many channels

All channels

Internal + External factors

Customer priorities

Breadth of Listening
Two channels
Basis for C-Suite Decision Making
Internal priorities
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// All Four DNA Dimensions in Practice
Viking Cruises: Richard Marnell, CMO
Viking Cruises has experienced growth well beyond the
industry norm. Richard Marnell, CMO of Viking Cruises,
knows what resonates with their target customers. They
continue to expand and enhance their fleet with features
their customers love (like balconies and outdoor dining).
Even with their record-breaking expansion, Viking
expects near capacity to sold-out ships, even during
what used to be their slowest months. They’re even

venturing into the ocean liner market, to fill a niche of
smaller sea-faring vessels offering greater access into
smaller inlets. Adaptability, foresight, data analytics and a
customer driven culture is helping Viking to lead the way
in thought-provoking adventure cruising.
The following highlights the four DNA elements in action.

1

Develop New Talent
Cultivate dream team to drive results
Example: Align internal skillsets with outsourced
partnerships to improve booking experience.
Results in speed, accuracy, increased capacity
& happy customers.

2

Advance Omni-channel Capabilities
Achieve momentum through touch-point consistency
Example: From awareness (Downton Abby ads,
mailers, travel industry magazine reviews), to
booking (travel agents and internal team), to the
entire on-ship staff, alignment creates the ultimate
experience.

3

Promote A Data-Driven Culture
Utilize data to align target clientele to
purchase drivers
Example: Value pricing includes excursion,
meals, alcohol, Wi-Fi, culture curriculum
and more.

4

Create Market-centricity
The customer is the heart of success
Example: Well-educated and sophisticated
retirees seek on-board education coupled with
experiential excursions full of expiration and
discovery

According to Mamell, “the ability to use datadriven insights, quick-response technologies, and
a learning organization plus creativity as marketers
will separate the growth CMOs from others.”

Over a 14 Year Period

31% Viking Growth
11% Industry Growth

// Conclusion
CMO business value is created via profitable growth
delivered in measurable results. Although the marketing
world is in constant motion and upheaval, the disruption to
CMOs presents an opportunity to gain a stronger foothold.
The secret: embrace the four DNA dimensions.

Today, a mere ten percent of CMOs focus on growth
elements. When they do, 90% report improved marketing
outcomes in at least two areas. Growth CMOs have proven
that the way to success is through disruption. Even the most
successful Growth CMOs recognize opportunities for continual
improvement. Where are you on the journey of being a Growth
CMO who consistently delivers profitable growth?
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