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EMEA INNOVATION
AND INSPIRATION SUMMIT
Exploring the role of the CMO as a
business accelerator, engagement
expert, and change leader
The hottest takeaways from this year’s event, from
Global SVP Digital Transformation at Bacardi, Sebastian
Micozzi and Virtual Marketing Professor, Mark Ritson
Mark Ritson
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About The CMO Club
• Founded in 2008
• The most innovative
and engaged
community of
senior marketing
leaders in the world
• 35+ global chapters
• 700+ members

THE CMO AS BUSINESS ACCELERATOR
New strategies to accelerate growth, build relationships, and reprioritise tech and tactics

Keep it simple – after a year of
disruption, bring it back
to the core marketing principles
• Who are you targeting?
• How will you position to them?
• What are your key marketing objectives?

“Strategies for growth don’t
need to be new. But they
do need to be designed
for the year ahead.”

The CMO is the chief
representative of the customer
• Connect the customer to the
top of the organisation
• Be the one who knows what the
customer is thinking and doing,
and bring that into the boardroom

“We’re the ones who are
connected to the market.
If we do that well, then we
can build relationship”

Put tactics in their place and prioritise
the three main marketing challenges
• Diagnosis – work out what’s going on
• Strategy – ensure it’s still sound
• Tactics – to deliver the strategy

“Comms is only about 8% of
the CMO challenge… If a CMO
is truly great at their job,
they’re working on product,
distribution, pricing and comms.”
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THE CMO AS A CHANGE LEADER
Being in the driving seat for change, enhancing the value of their role, and redefining their position

Visible leadership is more important than ever
• Remote working has caused
leaders to ‘dissipate’
• In time of crisis and rapid change, the
CMO must be a ‘Field Marshall’
• Remember what leadership really
is: making decisions and getting
the organisation to follow them

“It’s really important that
leaders become really visible
again, particularly if they’ve
melted into the background.”

Remember: You care more about your
brand than your customers do.
• Question how much customers really
want to engage with your brand
• Be realistic about how much customers care
about your thoughts on current events

“We wake up thinking about our
brand and what our brand needs
to say, the brand point of view
and the brand identity… But let’s
be clear. Consumers don’t”
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“It doesn’t matter what
we call [the role] – just
that we get on with it”

Stop debating the CMO title
• You don’t need to be the ‘Chief Growth
Officer’ or the ‘Chief Customer Officer’
• What you deliver matters more
than how you define yourself
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THE CMO AS ENGAGEMENT EXPERT
Deepening customer connections, building business-wide relationships, and realising brand identity

Be realistic about your brand’s place in the world
• What a brand says is less
important than what it does
• Acknowledge that customer
connections are generally shallow
• Stop looking from the point of view of
the company, and start looking from
the perspective of the customer

“If CMOs can be real about the
actual, little place that their
brand play in customers’ lives,
they can actually manage
their brands much better.”

Salience over brand identity
• The most important thing is being
noticed – and it doesn’t always
have to be for positive reasons
• Be humble and it enables you to
work smarter and harder

“Salience, coming to mind
in buying situations,
irrespective of what you’re
known for, is five times more
important to your business
than what you stand for.”
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“We underestimate the flexibility
of brand identity when cultural
change happens. Maybe we
can have more fun. Maybe we
can stretch it. Maybe we do
have more dynamism than we
give ourselves credit for.”

Let your brand be more flexible
• Don’t be afraid to take risks – as long
as you stick to your brand position
• If you keep doing the same stuff all the
time, will the world just pass you by?
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CMO Q&A
With Sebastian Micozzi and Mark Ritson

Q: How can CMOs turn the CFO from
a barrier into an advocate?
• Use qualitative data in video
format to wow the CFO
• Never summarise qual data –
share it in its raw form
• CFOs aren’t forcing you to go short term –
you just need to explain it to them properly

“Anything you do, make a video. We live in
a visual culture but then go to work and try
to talk people through things... we’re visual
storytellers. It’s what we’re supposed to do.”

Q: What tactics should CMOs focus
on in a world bored with digital?
• You cannot choose tactics
until strategy is done
• You need objectives, position, target
customers done before you can talk tactics

“[The CMO] doesn’t get paid to deal with
tactical questions… let people who earn
a lot less than you answer your strategic
brief with tactics. Tactics are beneath you.”

Q: Are the strategies of the marketing
greats still relevant today?
• We’ve learned more about marketing in the
last ten years than the decades before it
• Do you believe in sophisticated
mass marketing?
• There are few spaces where we still
rely on 40-year-old thinking

“We have to revisit the greats with some of
the new insights that we have. The world
is changing dramatically around marketers,
and how we understand the business
of marketing.”

Q: Boards are obsessed with short term
results. How do we invest in long term
branding when it is harder to prove results?
• Applying short-term ROI to annual
marketing budgets will see huge
amounts of missed revenue
• In a five-year view, put 60% in long
term brand building, 40% into short
term activation will make more
money – but not in years 1 and 2

“The fault isn’t the CFO. The fault is not the
boardroom. The fault is the CMO who cannot
explain this given we’ve got all the data
and all the knowledge to explain this. If you
explain it to a CFO, she goes ‘yeah, finally this
makes sense’”
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“What we are building here is for the people
that come after us, for a company that we
hope will be around for a long time.”
Sebastian Micozzi

thecmoclub.com
#CMOClub

