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INTRODUCTION

Over the last six months, I have hosted over 50 CMO Club dinners around the world. One
of the top challenges I have heard CMOs express – regardless of industry and company
size – is the alignment and integration of Big Data, marketing attribution, and omni-channel
measurement and optimization. Brands are using more channels than ever to market their
products and services. These channels are becoming increasingly measureable, and are
producing several orders of magnitude more data than even five years ago. This has made
accurately measuring and optimizing one’s overall marketing ecosystem enormously complex.
Based on this growing challenge, I asked Bill Muller, CMO of marketing attribution software
company Visual IQ, to partner with The CMO Club on a study focusing on the challenges and
priorities CMOs face around Big Data, marketing attribution, and omni-channel strategies.
Building Bridges to the Promised Land: Big Data, Attribution & Omni-Channel – a CMO
Perspective does not disappoint. The study provides numerous best practices for marketing
organizations to adopt to facilitate leveraging Big Data for improved attribution and omnichannel success. I’m thrilled that The CMO Club was able to contribute to such a meaningful
piece of research.
Enjoy the Study!
Pete Krainik

Founder & CEO
The CMO Club
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Study Methodology
In October 2013, The CMO Club, in partnership with Visual
IQ, sent a series of email invitations to CMOs and heads of
marketing to participate in an online survey. Invitations were
sent to 1,042 unique individuals, and during a three-week
period, 223 responded (21.4% response). Participation was
anonymous, though participants had the option of disclosing
their name and company; 37 respondents chose to do so (16.6%).
Respondents to the survey represent organizations that make significant annual investments in
digital marketing: the vast majority (86.7%) spends greater than $5 million, while 39.9% spend
greater than $50 million.

Respondents represent organizations across the broad spectrum of 14 diﬀerent vertical
industries, none of which account for more than 12% of total responses. One of those 14
industries includes “Other” – representing just 4% of responses.
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Study Objectives & Key Definitions
The objective of this study is to establish baselines for the current state of CMOs and their
respective organizations within the following areas:
• The methodologies they use to measure the performance of
their overall marketing ecosystem.
• How they rate their ability to eﬀectively measure and optimize
that performance (implement an omni-channel strategy).
• Where the steps required to implement an omni-channel
strategy fall within their existing list of priorities.
• What they view as the leading obstacle(s) to implementing an
omni-channel strategy.
By establishing these baselines, this study will help CMOs and their organizations judge where
they stand on a scale of omni-channel readiness, adoption, and sophistication. It will also help
the overall marketplace gain a clearer picture of the maturity of omni-channel as an in-market strategy.
For the purpose of this study, the below key terms are defined as follows:
Omni-channel marketing is a strategy of informed engagement in which brands plan, execute,
measure, and optimize their eﬀorts through every marketing touchpoint experienced by their
target audience, with the goal of optimizing the performance of those eﬀorts in a way that is
distinct from the optimization of any one media channel or device.1
Algorithmic (advanced) marketing attribution is a process that applies sophisticated
mathematical models to data associated with all the attributes of all the marketing touchpoints
experienced by the universe of converters and non-converters exposed to your marketing eﬀorts
across all channels. The result is an objective, science-based allocation of fractional credit for
producing a desired marketing outcome to each of those marketing touchpoints and attributes.
This process then delivers a set of specific media buying recommendations across all channels
for improving overall marketing ecosystem performance.
Big Data is high-volume, high-velocity data about an organization’s customers and prospects,
typically housed in multiple disparate locations where specialized systems or platforms are
responsible for specific functions and associated data. This volume, diversity, and complexity
of data requires cost-eﬀective, innovative forms of processing to enable enhanced insights and
decision -making.

It is important to define these terms because the implementation of an omni-channel
strategy requires that Big Data be accumulated through the tracking of a brand’s marketing
performance and the subsequent processing of that Big Data through a marketing attribution
process that delivers performance insights and optimization recommendations across all
channels and tactics.
The content contained within this study speaks to the levels of methodologies, skills,
confidence, priorities, and obstacles in each of these areas – these “Bridges to the Promised Land.”
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Executive Summary
When CMOs dream, it is often about a Promised Land – a place where they can measure the
impact of all the marketing touches experienced by every individual who is exposed to their
organization’s marketing eﬀorts – across all channels, campaigns, tactics, and devices. In this
land, they can then translate that measurement into individualized optimization strategies to
maximize the performance of their overall marketing ecosystem.
The Promised Land CMOs dream of is, in actuality, what the marketplace has come to call
omni-channel marketing. However, the findings of the survey that’s at the heart of this study
indicate that there are two distinct “bridges” that CMOs and their organizations still need to
build to get to that Promised Land.

The First Bridge
The first bridge that needs building is the harnessing of Big
Data. At its core, omni-channel marketing is a Big Data exercise.
Experience has shown that even mid-size marketing
organizations can generate more than 100 million marketing
impressions (touchpoints) per month and that each impression
has dozens of individual attributes (characteristics like size, publisher,
keyword, etc.). To inform an omni-channel strategy accurately,
marketers must compare the performance produced by every
possible touchpoint/attribute combination of converting and nonconverting prospects. Given the magnitude of these numbers, it is
easy to see that this creates a Big Data conundrum.
In responding to the survey, CMOs list “Harnessing of Big Data”
as their highest priority (tied for #1) over the next 12 months
(see Question #9). In addition, CMOs list “Customer data and
customer interaction data is unavailable or spread across many
diﬀerent ‘data silos’” as their largest obstacle in attempting to
implement an omni-channel strategy (see Question #10).

The Second Bridge
The second bridge to build is the implementation of advanced
(algorithmic) cross channel marketing attribution to process
organizations’ Big Data. Without objective science applied to
marketing performance data, skewed, subjective results are
produced – which are ill-suited for informing an omni-channel
strategy.
To get started with advanced attribution, marketers must
first identify all the sources of their organization’s marketing
performance data. That data must be collected and rules
Copyright © 2014 Visual IQ, Inc.
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must be established for a shared format and shared key
performance indicators (KPIs). The data then needs to be
normalized using those rules, and marketing attribution models
applied to the normalized data to uncover cross channel, cross
campaign, and cross tactic performance insights across an
organization’s entire marketing ecosystem.
Yet the survey reveals that only about 5% of organizations have
implemented algorithmic marketing attribution (see Question
#1). Moreover, when CMOs were asked how they feel about
their capabilities, skills, and confidence in deriving the level of
insights and optimization typically produced by organizations
that practice advanced marketing attribution, more than
80% rate themselves as “Fair” or “Poor” in these areas (see
Questions #2 - #8).

Road Work Ahead
Overall, some work needs to be done before CMOs can
reach the Promised Land. This is largely because the
implementation of an omni-channel strategy is contingent
upon an organization’s ability to leverage advanced marketing
attribution, and that doing so is feasible only when they can
first collect all of their disparate data sources and then harness
all of the resulting Big Data.
The good news is that marketing attribution solutions address
the Big Data challenge every day – paving the roadway so
brands can smoothly get from Point A to Point B. These
solutions identify, collect, normalize, and integrate marketing
performance data from many disparate sources, locations, and
formats. This enables marketers to analyze all of their data in
one place, at one time, in an “apples-to-apples” fashion. 2 It
also eliminates the need for CMOs to build the internal skillset
—or devote in-house resources — to perform the heavy lifting of
all their Big Data for this purpose. 3

Mapping the Route
Throughout the pages of this study, the results of each survey
question will be detailed, and specific best practices will be
discussed as the findings map to specific implementation
strategies or tactics.
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FINDINGS SECTION 1:

MEASUREMENT METHODOLOGIES

8

Question 1
“Assuming that most of your prospects experience multiple marketing touches
prior to converting, what methodology do you use to measure the eﬀectiveness of
your overall marketing ecosystem?”

The findings from Question #1 reveal that the vast majority of respondents (84.6%) are either
not measuring their cross channel marketing performance at all, or are measuring it using
anecdotal, subjective rules such as first-touch, last-touch, or some other set of rules they
established (such as even-weighting, etc.).
This finding speaks directly to the low level of omni-channel adoption seen today, as it cannot
be accurately implemented unless algorithmic marketing attribution is utilized (just 4.8%).
Given these findings, along with the responses to subsequent questions (that demonstrate
a high incidence of failing to harness Big Data and encountering challenges in collecting
marketing performance data from many disparate sources), it would follow that CMOs and
their organizations use the above flawed techniques to measure performance across channels
because they have yet to implement an alternative.
With algorithmic attribution, however, sophisticated mathematical processes and models, as
well as machine-learning technology, are applied to marketing performance data. It enables
the data to “tell the story” of how much credit each marketing touch earned toward a given
transaction. Ultimately, it produces an objective set of metrics that quantify how every channel,
campaign, and tactic contributed to an organization’s overall marketing objectives.
Copyright © 2014 Visual IQ, Inc.
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FINDINGS SECTION 2:

CAPABILITIES, SKILLS & CONFIDENCE

10

Question 2
“How would you rate your ability to quantify the impact of one channel’s
performance on another (e.g., online display advertising’s impact on search
marketing)?”

The findings from Question #2 reveal that most respondents are less than satisfied with their
ability to assess the impact of one channel’s performance on another channel – 69.8% rated
their ability to do so as “Fair” or “Poor.” This is not surprising given the high percentage of
respondents who are not utilizing advanced attribution.
On the other hand, 4.8% of respondents rate their ability in this area as “Very Good” – the
same percentage that is utilizing advanced attribution as their cross channel measurement
methodology (see Question #1). This makes sense since the ability to quantify the impact
of one channel’s performance on another is one of the most fundamental deliverables of
advanced marketing attribution.

Copyright © 2014 Visual IQ, Inc.

11

Question 3
“To what degree are the key performance indicators (KPIs) that you use to
measure performance (impressions, conversions, ROI, etc.) common across all of
your channels?”

Given the small percentage of respondents who have yet to implement algorithmic marketing
attribution (as revealed in Question #1), it is not surprising to see that only 10.1% of all those
surveyed report using the same KPIs across all their channels.
An omni-channel strategy requires the coordinated the use of an organization’s marketing
channels in concert to achieve a shared set of KPIs. In fact, one of the first steps in the
implementation of advanced marketing attribution is for a brand to work with its attribution
solution provider to define a common set of KPIs across all its marketing channels, and devise
methodologies for converting disparate KPIs to one or more shared KPIs. Only in this way can
they achieve an apples-to-apples analysis of how every channel, campaign, and tactic impacts
overall performance.
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Question 4
“Assuming there is an optimal mix of marketing touches (channels, campaigns, and
tactics) for converting specific audience segments, how would you rate your ability
to measure which combination of touches will generate the greatest performance
from each segment?”

The findings from this question show that 68.3% of respondents rate their ability to measure
their optimal combination of tactics as “Fair” or “Poor.” Only a small percentage of
respondents rate their ability as “Very Good” (6.7%).
An omni-channel strategy is driven by the ability to deliver relevant content to targeted
audience segments via the tactics (channel, frequency, creative, etc.) that are most eﬀective at
generating the conversion outcomes that map to an organization’s goals for those prospects.
However, not all prospects are alike. The reality is that prospects can be grouped into a variety
of audience segments based on their demographic composition and behavior. This includes
indicators regarding the products and/or services for which the prospects are currently “in-market.”
The combination of tactics required to produce the optimal performance from each of these
diﬀerent audience segments can diﬀer. Considering that, the first step is to identify that optimal
combination of tactics for each segment. This is accomplished through the harnessing of Big
Data, and the application of advanced marketing attribution to that data.
Once brands normalize their performance metrics to a shared set of KPIs, integrate data from
all the channels to which prospects are being exposed, apply advanced attribution models
to the data, and overlay audience segment data to the resulting cross channel metrics, they
can accurately measure the eﬀectiveness of tactic combinations required to maximize the
performance of each audience segment.
Copyright © 2014 Visual IQ, Inc.

13

Question 5
“Assuming there is an optimal mix of marketing touches (channels, campaigns, and
tactics) for converting specific audience segments, how would you rate your ability
to tailor your combination of touches to specific audiences?”

This query is an extension of Question #4. It focuses on an organization’s ability to adjust the
combination of tactics used for each audience segment (after first determining the optimal set
of tactics needed to drive the conversion performance for each segment). The vast majority of
respondents (77%) rate their ability to tailor their tactic combinations as either “Fair” or “Poor.”
This finding is not surprising, for without first knowing the optimal combination of tactics
required to produce maximum performance for each audience segment, it’s impossible to
tailor an organization’s eﬀorts to produce that performance. In addition, without knowing
the impact that each tactic has on the performance of all other tactics, marketers can’t
be confident that changes they make will have the desired outcome. Moreover, there can
certainly be organizational obstacles to implementing optimization strategies, such as: channel
management by silo, conflicting objectives between departments, or pre-contracted minimum
spending requirements for specific tactics.
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Question 6
“How confident are you in your organization’s ability to quantify the impact of
oﬄine stimulation channels (e.g., broadcast, call center, direct mail, etc.) on online
response channels (e.g., email, search marketing, online display advertising, etc.)?”

Similar to Question #2, this query identifies, at a more granular level, the degree to which
CMOs feel confident about their ability to quantify the impact of specific oﬄine stimulation
channel types with specific online response channels. Only 25% of respondents indicate that
they are “Very Confident” or “Completely Confident” about doing so.
Interestingly, when analyzing the cross channel measurement methodologies utilized by that
25% (their response to Question #1), the vast majority (78.3%) is basing that confidence level
on subjective first-touch, last-touch, or rules-based methodologies. In other words, they are
using self-fulfilling prophesies based on rules they established, rather than algorithmicallyproduced metrics where unbiased data provides objective insights.

Copyright © 2014 Visual IQ, Inc.

15

Question 7
“How confident are you in your organization’s ability to quantify the impact
of online stimulation channels (e.g., online display advertising, search engine
marketing, email, etc.) on oﬄine response channels (e.g., call center, brick-andmortar stores, etc.)?”

This question focuses on CMOs’ ability to quantify the impact of online stimulation channels
on oﬄine response channels (the converse of Question #6). Only 23.1% of respondents feel
either “Very Confident” or “Completely Confident” about their ability to do this.
The same observation cited in Question #6 applies here: that the vast majority of this group
is basing that confidence on subjective first-touch, last-touch, or rules-based methodologies,
rather than algorithmically-produced metrics where unbiased data provides objective insights.
Many undoubtedly recognize that the measurement methodologies they currently use are
flawed, and as a result, they have a low level of confidence in the accuracy they provide.
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Question 8
“How confident are you in your organization’s ability to identify the combination of
channels and tactics that produce your highest value customer segments?”

The results from this question reveal that only a small percentage of CMOs are relatively
confident about their ability to customize eﬀorts to reach their highest value customer
segments. Only 15.3% of respondents report being “Very Confident” or “Completely Confident”
about their ability to do so. This finding once again speaks to the current low adoption rate
of advanced marketing attribution, which if implemented would enable CMOs to perform this
analysis, and help drive an omni-channel strategy.
For example, a CMO may have a goal to maximize the number of new customers acquired.
However, he may also want to focus on the total lifetime value (LTV) of a customer. By
establishing the LTV for each customer, and identifying the specific segment into which each
customer fits, a CMO can identify the highest value customer segments, and build the targeting
of these segments into their omni-channel strategy.
However, in order for these values to be calculated, marketers must first be able to connect
post-conversion data – the data that attaches financial values (from an order management or
CRM system) to the conversion actions that are recorded via marketing response channels.
This adds another dimension to the marketing attribution process, requiring it to perform its
analyses at an additional level of granularity in order to identify the optimal combination of
tactics to produce the greatest long-term monetary value – rather than just conversions or firstorder sale size.
Copyright © 2014 Visual IQ, Inc.
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FINDINGS SECTION 3:
PRIORITIES
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Question 9
“What are your marketing priorities for the coming year?
Very important

Slightly
important

Neither
important or
unimportant

Slightly
unimportant

Very
unimportant

Don’t know or
doesn’t apply

Marketing automation

11.5%

6.3%

29.8%%

25.5%

25.5%

1.4%

Mobile commerce/
mobile advertising

28.4%

39.4%

25.5%

4.3%

1.0%

1.4%

Social commerce/social
advertising

9.5%

35.1%

39.4%

14.9%

1.0%

0.0%

Omni-channel execution

8.2%

7.2%

35.6%

31.7%

15.4%

1.9%

13.9%

24.0%

41.8%

18.8%

1.4%

0.0%

Marketing attribution

8.7%

27.4%

37.5%

24.5%

1.4%

0.5%

Globalization of
marketing eﬀorts

6.7%

6.3%

23.6%

32.7%

26.0%

4.8%

28.4%

29.3%

31.7%

6.3%

3.4%

1.0%

5.3%

37.5%

36.5%

17.8%

1.9%

1.0%

Content creation

Harnessing Big Data
Linking online and oﬄine
performance

The results of Question #9 indicate that CMOs identify “Mobile commerce/mobile advertising” and
“Harnessing Big Data”a as their two highest priorities for the next 12 months. Both categories are
considered “Very Important” by 28.4% of respondents.
The significant priority that CMOs place on harnessing Big Data – contrasted with the relatively low
priority they place on implementing marketing attribution (just 8.7% rating it “Very Important”) –
illuminates a clear disconnect. Referring back to the definition of Big Data on page 5, a proportion of
the Big Data that CMOs are trying to utilize from disparate sources, systems, and platforms is collected,
normalized, connected, and turned into actionable insights by using advanced marketing attribution.
This data includes the attributes of all the marketing touchpoints experienced by an organization’s
customers and prospects across all channels, campaigns, and tactics; demographic and behavioral
data associated with those customers and prospects; their monetary transaction data; and other vital
data relating to the marketing ecosystem. Harnessing this data is an absolute prerequisite for CMOs
seeking to implement an omni-channel strategy. However, by placing such a low priority on advanced
marketing attribution, CMO’s clearly do not associate it with solving their Big Data challenges. See
more on this topic on Question vv10.
The fact that CMOs identified “Mobile commerce/mobile advertising” as its other top priority speaks
to the importance of adding another dimension into the analysis mix, namely, “device.” As marketers
continue to invest in this area, they will need to determine the optimal combination of tactics for each
audience segment, identify which devices produce the optimal performance, and pinpoint which tactics
work best for each device.
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As CMOs pursue mobile commerce and mobile advertising, it will quickly become apparent to them that
performance data will need to include an indication of the device type (phone, tablet, PC, etc.) through
which stimulation and response occurred. Only then will they accurately be able to quantify the impact
of device type on performance. Once this impact is measured, findings can be used to drive omnichannel strategies across channels, tactics, and audience segments. This is the most complete and
holistic form of omni-channel marketing possible.
Overall, the findings from this question underscore the point that’s been made throughout the study:
harnessing Big Data is a bridge that is currently still being built within many organizations. Without it,
marketers will not be able to accurately and successfully address most of their other “Very Important”
priorities, such as “Marketing attribution” (8.7%), “Omni-channel execution” (8.2%), and “Linking online
and oﬄine performance” (5.3%).
It is important to note that this study fully acknowledges that CMOs have likely identified “Harnessing
Big Data” as a priority in order to address a number of other business challenges (data storage, CRM,
and business intelligence), and not purely for the pursuit of improved marketing measurement.
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FINDINGS SECTION 4:
OBSTACLES

21

Question 10
“Which of the following obstacles stand in the way of you implementing an omnichannel strategy (whereby data is leveraged to create personalized, contextually
relevant customer experiences across all channels) within your organization?”

The findings from Question #10 indicate that when it comes to implementing an omni-channel
strategy, CMOs overwhelmingly agree on the obstacles that get in their way. The vast majority
report their eﬀorts are thwarted by availability of/access to data (85.6%), lack of tools or
technology (84.6%), and an inability to measure cross channel performance (82.2%).
CMOs may want to consider implementing algorithmic marketing attribution as a way to
eliminate all three of these top-ranked obstacles to omni-channel marketing. As detailed within
Question #9, algorithmic attribution process can collect/create marketing interaction data that
is “unavailable or spread across many diﬀerent ‘data silos’” and turn it into accurate insights.
Algorithmic marketing attribution technologies are the “tools and technologies required,” and
are also the means by which organizations can “measure cross channel performance or ROI.”
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These top-ranked obstacles verify the two bridges mentioned earlier in this study that are in
various stages of construction: the accessing, integrating, and processing of Big Data; and the
application of advanced marketing attribution technology (tools) to the data to derive insights
that inform an omni-channel strategy.
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Conclusions
The findings of this study tell a clear story. In large part, marketing organizations are still a few
mile markers away from the Promised Land where they will benefit from robust omni-channel
strategies. To get there, CMOs should focus their organizations’ eﬀorts on the challenges
identified in this study. Below are four key recommendations on how to address those challenges:
1. Seek out partners who have proven people, processes, and technologies for collecting
and integrating multiple, disparate sources of marketing performance data. Harnessing
the resulting Big Data will enable the foundational infrastructure required to execute omnichannel marketing to be built. First, data must be normalized to a common format and
to a shared set of KPIs. Only then can CMOs truly assess the performance of all of their
channels and tactics in an apples-to-apples manner.
2. Identify an objective, science-based attribution technology to accurately measure cross
channel performance, and generate media spend optimization recommendations that
will directly inform an omni-channel strategy. This approach will enable organizations to
capitalize on accurate data to quantify cross channel impact and synergies. It will also
eliminate the need to assess marketing performance via rudimentary means, such as
channel silos; or biased, rules-based methodologies.
3. Research and engage with vendors that can provide accurate demographic and behavioral
data about the customers and prospects who are exposed to your marketing eﬀorts, both
online and oﬄine, without the sharing of PII (Personally Identifiable Information). This data,
coupled with cross channel marketing performance data will enable marketers to identify
the optimal mix of channels and tactics necessary to maximize performance for each
specific audience segment. This is critical since the optimal mix across the entire universe
of prospects is rarely the same for every audience segment. This step will help deliver the
personalized component of an omni-channel strategy.
4. Identify technologies and processes that enable the inclusion of data that indicates the
device type on which certain marketing touches occurred. This will help address the
challenges posed by today’s multi-device world, where prospects interact with brands on a
variety of devices throughout their customer journey – smartphones, tablets, laptops, etc.
Often, they start their brand experience on one device, and complete it on another. Only
when an omni-channel strategy can follow prospects across devices can it be considered
complete.
In acknowledging disparate data and lack of adequate tools as leading obstacles, as well
as defining Big Data as a top priority, the CMO community clearly realizes what is required
before they can implement omni-channel strategies at their organizations. Advanced marketing
attribution technology is one component in enabling marketers to overcome these challenges
without the need to build their own in-house analytics or model-building expertise, or take on the
heavy lifting involved in Big Data management. Look for adoption of advanced marketing attribution,
and implementation of omni-channel marketing strategies to increase across the marketplace as
the bridges needed to achieve success approach completion on a brand-by-brand basis.
Copyright © 2014 Visual IQ, Inc.
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End Notes
See Taking Cues From the Customer: “Omni-Channel” and the Drive For Audience
Engagement, A Winterberry Group White Paper, June 2013 for an exploration of the definition of
Omni-Channel.
1

See The Forrester Wave™: Cross Channel Attribution Vendors, Q2 2012 and The Forrester
Wave™: Interactive Attribution Vendors, Q2 2012 for the industry’s most recent analysis of the
marketing attribution provider marketplace by Forrester Research.
2

See Visual IQ’s Exploring the Art & Science of Marketing Attribution regarding myths and
misconceptions around the implementation of marketing attribution.
3
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About Visual IQ

Driving Brilliant Cross Channel Performance TM

Visual IQ produces the world’s most powerful cross channel marketing attribution software
products. As a pioneer in the space, the company has been oﬀering products since 2006. Its
SaaS-based IQ Intelligence Suite reveals cross channel performance insights hidden deep
within companies’ marketing data, providing actionable recommendations and optimized media
plans to improve marketing eﬀectiveness. These recommendations enable marketers and
agencies to adjust their advertising strategies and tactics to significantly increase marketing
ROI across their entire marketing mix – both online and oﬄine. The functionality behind
these products combines a powerful, user-friendly interface with multi-dimensional fractional
attribution science and predictive analytics that clearly and accurately show marketers where
opportunities exist for improvement.
Visual IQ was named a leader in both interactive attribution and cross channel attribution by
a leading market research firm in 2012, a finalist in the Best Sales & Marketing Intelligence
Software category of the 2013 and 2014 CODiE Awards, and a finalist in the Most Influential
Agency/Vendor category of the 2013 Digital Analytics Association Excellence Awards. The
company is a member of the Advertising Technology, Data, Public Policy and CFO Councils of
the IAB, as well as on the Standards Committee of the Digital Analytics Association.
For information about Visual IQ’s products, contact us by email at info@visualiq.com, by phone
at 888-376-0602, or by visiting our website at www.visualiq.com.
Additional Visual IQ research is available here.

ccma

Join the Cross Channel Marketing Attribution Professionals
group on LinkedIn here.

PROFESSIONALS
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About The CMO Club
The CMO Club – for Senior Marketing Executives only – is a 700+ member organization
designed to connect members for peer based learning, and inspire professional and personal
growth. The unique purpose of The CMO Club is to bring Heads of Marketing together in an
environment of openness and collaboration that enables them to excel at what they do and
solve their biggest CMO challenges. The CMO Club hosts dinners and events, shares reports
and research from marketing industry leaders, and leverages the first online engaged CMO
community network.
For membership information, email membership@thecmoclub.com, call 323-388-8204, or visit
www.thecmoclub.com.
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