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Today’s CMO is being called upon to break 
down the barriers within the retail business 
structure and work directly with the entire 
C-level to create a single direction for the 
company.



CMOs are increasingly being called upon to drive the entire brand philosophy, requiring 
them to work directly with all of the decision makers in the company.

The Rapid Rise Of The CMO 

Marketing, and specifically the role 
of the CMO, has really moved from 
being an operational function (buying 
advertising, hosting events, setting 

brand standards) into a highly strategic and 
valued one. While some studies still point to 
skepticism from the CEO on the value of the CMO, 
our members tell us that their level of access, 
partnership, and engagement with the CEO has 
dramatically changed and improved as their role 
has evolved. Now that it is standard operating 
procedure for the CMO to speak in the language 

of the business, to lead with data and to report measures, and to define 
where and how marketing has translated the brand into business, there 
is a new level of respect and responsibility. I think we will see this 
continue. As marketing continues to own the customer experience and 
be the keeper of customer intelligence and engagement, marketing will 
continue to grow in importance.

Owning The Customer Experience
Marketing has started to take the lead in requesting, researching, and 
even implementing technologies that are directly tied with customer 
experience and engagement. It is not unusual to see the CMO or the 
marketing team taking the lead on analytics technologies, including 
everything from social listening/analytics to mobile engagement channels. 
The most successful advancements in technology have happened when 
the marketer and the CIO partner on defining the strategy, identifying 
the technology, and then making a joint decision that allows the IT 
team to best implement and get the new platforms up and running (and 
connected to existing systems) quickly. These roles allow the marketing 
team to focus on filling these channels with connected and relevant 
content. Regardless of the individual roles, to be sure, technology vendors 
will be hearing a couple new voices on those pitch calls — and don’t be 
surprised to see the CMO sitting in on the meetings.

What we hear from our members is that it is not a single channel 
or single technology that has changed the job; it is this entire trend of 
bi-directional engagement between customer and company. Technology 
has enabled customers to heighten their expectations, firmly believing 
that every face-to-face engagement be just as personalized and intimate 
as every digital, mobile, social, and even traditional engagement.

You would find few companies that would admit to NOT being 

“customer centric." I’d even dare to say that if we had asked that 10 
years ago, most would say, "Of COURSE we focus on the customer." The 
reality today is that it isn’t just about aspiring to be customer-centric. 
Customers demand centricity, or they choose to spend elsewhere. This 
requires new engagement platforms, but also new investments into 
areas like customer analytics, and for the more advanced brands, 
predictive analytics/propensity modeling. Now we are investing in 
technology to deploy new, engaging, exciting, and thrilling experiences 
and content … and spending on the data and the data systems that 
identify who wants which experience, when, and in what channel.

CMOs: The Business Silo Busters
Considering that functional silos are consistently identified as being 
the TOP problem faced by marketers, it really is no surprise that 
marketing has been forced to take on this silo-busting title. So much 
of what we need to operate efficiently — insights into service, into 
supply chain, into finance, into customer lifetime value, into customer 
data — has been siloed into traditional functional operations. We need 
to reach the data, but we also need to reach the feedback. Oftentimes, 
the most critical data about customer experience might be held in an 
operations “bucket” as store-level feedback and might never reach the 
marketer in a traditional structure. So marketing, in order to optimize 
everything from loyalty programs to working to solve the shopping 
cart abandonment issue online, must develop a far more robust and 
connected customer experience that is powered by customer intelligence 
and data. The problem is we tried doing this with MARKETING data. 
However, getting other data, including structured and unstructured 
data like social media insights, was really hard. Now we have learned 
we need to put in the hard work, gather the relevant data from across 
the silos, and include unstructured data in order to deliver on being 
customer-centric.

We asked over 600 marketers what technologies they are planning 
on investing in during the next 12 months. The vast majority will be 
looking at making significant strides in customer data analytics with 
a heavy dose of mobile investigation. While mobile is top of mind, it is 
still not the top concern. That honor goes to data … and to be more 
specific, not the aggregation or “warehousing” of that data, but looking 
to turn that data into insight, intelligence, and analytics through 
inter-departmental communication and sharing of ideas. The CMO is 
an important cog in the retail business machine, but in order for that 
machine to run efficiently, all of the pieces must work together.
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The CMO Council
The Chief Marketing Officer (CMO) Council is the only global 
network of executives specifically dedicated to high-level 
knowledge exchange, thought leadership, and personal 
relationship building among senior corporate marketing 
leaders and brand decision makers across a wide range of 
global industries. The CMO Council's 6,500+ members control 
more than $350 billion in aggregated annual marketing 
expenditures and run complex, distributed marketing and 
sales operations worldwide.

The Global Retail Marketing Association
The Global Retail Marketing Association (GRMA) is recognized 
as the premier association for retail CEOs, CMOs, and 
executive decision makers. The hallmark of the GRMA is its 
annual Executive Leadership Forum. An invitation-only event, it 
combines the retail industry’s top CEOs and senior marketing 
and advertising executives from the world’s leading retail 
chains for the purpose of education, inspiration, best practices 
exchange, and intimate networking opportunities.
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he retail CMO 
is being chal-
lenged to 
become the 

new “silo buster” within 
the company. CMOs still 
have a responsibility to 
get customers in the door 
or online, but at the same 
time they 
are being 

charged with trying to think about what is going 
to happen in the industry and what investments 
are needed now. Because if we falter on making 
those investments, we will be “x” amount of time 
behind our competition. The CMO is working 
directly with most members of the C-Suite, to 
the point where we have seen instances in retail 
where the CTO and CIO now report directly to the 
CMO.

The role, and possibly even the name, of the 
CMO may be changed or evolved over time. We 
are not only seeing the absolute requirement for people to work 
together, but also for the CMO to be a silo buster, ensuring that 
customer service as well as the employee experience is superior. 
You have the emergence of the customer experience officer. This 

is a newly designed role to focus on the strategy that goes into 
the customer experience that is all encompassing. There is so 
much for these new executives to learn, not only from the CMO 
but also from within the organization.

There is a real concern as the CMO is diving into all aspects of 
the retail business that there will be friction among the various 
departments. On an individual case-by-case basis you will hear 
different opinions on the level of friction. We talk to retailers who 
have implemented this new role for the CMO, and they continue to 

struggle to get their positions in order. We hear 
in some of our evaluation forums or our surveys 
that there is still a struggle. It always revolves 
around the culture. Ultimately the CMO and 
other C-Suite executives, and the chief cultural 
officer as well, must be willing to work together 
toward one common ideal for the good of the 
company and its customers. The companies 
that are moving forward and are successful, 
not only this year or this quarter but for years 
to come or in years past, have felt that we need 
to have certain requirements and disciplines, 
but the overall goal is to work together with a 

common purpose, not a siloed one. 
The CMO going forward has to be someone who has the brand and 

the customer as their number one priority. Nobody should have those 
types of requirements or understanding better than the CMO.

CMOs: Breaking Down The Silo Barriers
If the role of your CMO hasn't changed recently, you may be making a big mistake.

We have seen 
instances in 
retail where 
the CTO and 

CIO now report 
directly to 
the CMO.

by Stephanie Fischer and Ed Carroll

T

Contributing Organizations

n

Ed Carroll,
senior advisor,
GRMA

Stephanie Fischer, 
president and CEO,
GRMA



MOs are not who they used to be in the C-Suite. They 
are now working hand-in-hand with every department 
in the retail business and are influencing decision 
making as never before. They work directly with 

the CEO to steer the omni-channel focus and drive customer 
engagement to benefit the bottom line. At the recent GRMA 
(Global Retail Marketing Association) Forum, we noticed several 
things coming from CMOs and CEOs alike: 

1. The retail ecosystem must understand and appreciate 
that our diverse customer and employee base wants to 
CONNECT with us, and so, we must invest in empowering 
technology and relevant data to listen in real time in order 
to realize the abundant opportunities to contribute to a new 
prosperity “community” around the globe.

2. The role of the CMO is definitely evolving as an integral 
partner at the future leadership table. The position will be 
responsible for ensuring that every customer experience 
is positive. This “silo buster” will require a firm and 
passionate mindset for building a relevant database, 
making authentic connections with the customer and 
company employees, and operating as the chief cheerleader 
of a re-energized and higher-purpose contributing culture.

3. The unbelievable power and passion of the Millennials 
must be first recognized, listened to, and appreciated as a 
culture shaping opportunity NOW. Here GRMA takes a look 
at what CEOs, CMOs, and analysts are saying about the 
changing retail environment and how marketing and the 
CMO are affected through discussions with its highest level 
members.

Bob Moran — President 
& CEO of PetSmart
The CMO and CEO must 
stay true to your company’s 
vision. Remember what 
you’re all about and 
build your strategies on 
technology and today’s 
customer. But don’t let 
technology define you.

Maintain a healthy 

disrespect for the status quo. Empower your teams to seek out 
that one more thing. Because there’s usually a better way, and if 
you don’t find it first, your competitors will.

Lastly, remain aggressively nimble and seek change. We know 
that retail is changing, and those who don’t change with it will 
become irrelevant.

Linda Rottenberg — CEO and co-founder of Endeavor, 
named one of “America’s Best Leaders” by U.S. News 
& World Report and one of 100 “Innovators for the 21st 
Century” by Time Magazine.
Innovation is not an option — large corporations will have to 
innovate; otherwise agile start-ups will eat their lunch and steal 
market share. Corporations can innovate in several ways:

•	 Return to your entrepreneurial roots, as Burberry and 
Starbucks have done.

•	 Acquire smaller companies with entrepreneurial energy.
•	 Create entrepreneurial arms that mentor startups and 

absorb their innovative ideas.
•	 Invest time and resources into “intrapreneurs.”
It’s the employees, stupid — your customer is no longer 

#1; your employees are. To maintain a healthy and profitable 
business, you have to attract and retain top talent. And it’s not 
just about compensation anymore — particularly for Millennials. 
Studies show that employees want jobs that have meaning, and 
they want to know how their role fits in with the larger mission 
of the company. Many are even willing to take pay cuts if they 
feel they are making a difference. Give them “Psychic Equity” or 

personal ownership of their 
work; authentically happy 
employees become your best 
brand ambassadors.

No more commandments 
— top down edicts are 
not working anymore. 
Leadership is now about 
gathering ideas from 
diverse sources and 
communicating directly 
with all employees via 
channels like Twitter and 

The Evolution Of The CMO —
Moving Into A Whole New World

C
by Stephanie Fischer
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The GRMA Leadership Forum allows CMOs, marketers, and c-level 
executives to discuss market trends and real-world business solutions.



Salesforce’s Chatter. CEO of GE, Jeff Immelt, uses Chatter to 
communicate directly with 300,000 employees. And you can 
no longer hide in the C-Suite because job titles don’t matter 
anymore. Tony Hsieh, the CEO of Zappos is referred to as “Chief 
Happiness Officer.” The CEO of Matrix Group, a D.C.-based 
marketing agency, calls herself “Chief Troublemaker.” Authority 
will come from the strength of employees' ideas, not from their 
job titles.

Tom Davenport — professor in management and 
technology at Babson College, visiting professor at Harvard 
Business School, co-founder and research director of the 
International Institute for Analytics, and a senior advisor 
to Deloitte Analytics.
The key is at the simplest level; our data must be clean, common, 
and integrated. Many organizations are moving toward data that 
is accessible in a data warehouse. This allows for innovation 
from data scientists as they are able to look at ALL of the data, 
instead of what appears to be important at the moment and is 
focused on the now. The following are examples of Big Data that 
have a major impact on Retail Marketing Optimization:

1. Social/mobile locational data: There is a line to be drawn 
here when considering the “creepiness-factor,” but the 
potential to know the trends of customer movement in a 
shopping mall or shopping center offers a better picture 
for store layout.

2. Video data (security video): Heat maps can be created to 
show customer trends in the store.

3. External data (weather, economics) for consumer demand 
estimation.

4. Internet data for protests, security threats.
We must take the approach of “Testing and Learning” in order 

to confirm what works, and sometimes more importantly, what 
doesn’t. Take a business idea, experiment and analyze, then know 
and decide what action to take.

The idea of being a company that thrives on Big Data and 

analytics is just that, an idea, but it is shaping the way retail 
businesses are marketing themselves and their products each 
and every day. It’s certainly an opportunity worth pursuing and 
solving because whoever does will greatly impact the bottom line.

Jill Braff — EVP of digital commerce of HSN
At HSN, we are defining boundaryless retail, a consistent 
experience across all screens, customized by how and where the 
customer is engaging with us.

We are in a new era of retail where the consumer has control. 
Our customer wants to purchase whenever and however she 
wants through TV, online, or mobile. We’re truly a 360-degree 
content network of experiences and platforms that provides a 
retail experience for her that is personalized to her life, when 
and where she wants.

It’s about delivering digitally on the promise of great content 
and a thriving community, and driving contextual commerce.

Marc Kielburger — Co-founder of 
Free The Children and Me To We
Your company has the ability to retain and inspire your staff, 
engage your new generation of customers, and help your company 
become more profitable — all while changing the world by 
listening first and often and aligning your brand with something 
they all believe in. How much sweeter is success when you 
have your team and your clients/consumers feeling like they’ve 
contributed to something BIGGER, something they believe in?

•	 Listening first and often: Really listening to your customers, 
asking questions to learn as much as you can about them, 
opens the doors to testing variables in the market.

•	 Aligning your brand as something your customers and 
employees believe in: “It’s not who you are, but what you 
believe in. Engage their [consumers' and employees'] hearts 
and you will win their loyalty.” What a strong statement, 
especially when you relate it to employee engagement. It’s 
so important to make sure employees understand what you 

"At HSN, we are defining boundaryless retail, a consistent 
experience across all screens, customized by how and 
where the customer is engaging with us. ... It’s about 

delivering digitally on the promise of great content and a 
thriving community, and driving contextual commerce."

Jill Braff — EVP of digital commerce of HSN
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are trying to do. Position your company as a vision that 
they can be a part of. In other words, “Meaning is the new 
money” and consumers want to know that your company is 
doing good for the greater good.

“Minga” means coming together to work for the benefit of all. This is 
something that is lacking in today’s workplace. Calling a “Minga” in 
your workplace is another big idea that can revolutionize your company. 
Making your people a part of the process and part of the solution, part 
of something larger than themselves, is something to strive for. This 
generation cares more than you know, and if you want to reach them you 
have to care, listen, and have authentic conversations with them.

Nader Mousavizadeh — CEO Oxford Analytica, columnist at 
Reuters, and former special assistant to UN Secretary-General 
Kofi Annans 
The Certainty of Uncertainty in the Archipelago World: Power, Capital, and 
Ideas are all fragmenting, creating a much more diverse and distributed 
global landscape. For executives and leaders, understanding this new 
map of the world and navigating each market and each constituency on 
its own terms will require a very different and more nimble mindset, one 
that understands that certainty is a mirage. Leadership in this age of 
volatility requires three key factors: macro diligence — integrating an 
understanding of the macroeconomic, political, and policy factors that 
affect businesses and investments; planning for 
the long term; and boldness.

What kind of Conflict? What kind of Capitalism? 
and What kind of Citizen-Consumer? These 
are the three questions driving the changing 
face of politics and economics around the 
world. Demographics, Education, Technology, 
Prosperity, and Globalization have combined to 
challenge radically how we think of the three Cs 
— and understanding their future is critical to 
succeeding in a changing marketplace.

The Changing Purpose of Power in the 
21st Century: Power in today’s world that is 
neither legitimate nor accountable will not 
last long. Leaders in government, business, 
and society are being held to a different 
and much more intense standard in an age of technology and 
transparency. The bar for the legitimate exercise of power has been 
raised — and legitimacy today has to be earned and re-earned, 
whether you are an executive, a political leader, a general, or even 
the Pope. As power further shifts from hierarchies to networks of 
citizens, new structures of power will develop.

Don Hamblen — Group Vice President, Chief Marketing Officer 
at Roundy’s Supermarkets, Inc. since August 2012.  Former SVP 

of customer marketing at Family Dollar, CMO for Sears, brand 
manager for Procter & Gamble.
The shift from legacy media advertising to communication via branded 
stories in social media is becoming scalable.

Customer experience and relationships are prerequisites for your 
branded storytelling. Your customers will tell stories that resonate and 
make an emotional connection with their communities.

Tom Koulopoulos — Named one of the industry’s most 
influential consultants by InformationWeek, author of nine 
books and founder of Delphi Group. Mr. Koulopoulos’ most 
recent book is Cloud Surfing.
Invention is not Innovation. Change is primarily driven by new behavior 
and not new technology. Being able to project the trajectory and evolution 
of new technology does not predict the future.

Generational differences and attitudes will disrupt conventional 
thinking about every aspect of how we work, live, and play.

Marco Bertini — assistant professor of marketing at London 
Business School. He leads the popular pricing strategy elective in 
the MBA, Executive MBA, and the Sloan Fellowship curricula and 
teaches in the Customer Focused Marketing and Market Driving 
Strategies weeklong executive education programs.

An initial increase in sales provides a “high” 
to the company, but the customer soon 
grows habituated and the effect wanes. The 
company must then offer more aggressive 
promotions or discounts to customers in 
order to get the same initial effect. It is 
therefore extremely important for modern 
retailers to strategize their promotions 
effectively so as not to fall into this cycle.

Retailers should understand and use the 
principles of “Smart vs. Dumb” promotions 
when developing their marketing strategies 
in order to mitigate the risk described above. 
While “Dumb” promotions focus on making 
sure that sales increase, “Smart” promotions 
are dynamic and represent a much healthier 

way to entice customers. Examples include:
•	 Dumb promotions do not consider the psychological effect on the 

customer; Smart ones consider psychology as a critical component.
•	 Dumb promotions employ a “play it by ear” approach; Smart 

promotions have a controlled rollout and a defined exit plan.
•	 Dumb promotions are “stand-alone”; smart promotions seek to 

integrate a full marketing mix where possible.
•	 Dumb promotions are ambiguous; Smart promotions use exclusivity 

to distance the brand from its competitors

"The CMO and CEO 
must stay true to your 

company’s vision. 
Remember what 

you’re all about and 
build your strategies 

around technology and 
today’s customer."

Bob Moran — President & CEO of PetSmart
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Smart discounting is not bad nor destroys a brand; in fact, it can be 
an important “conversation starter.” Marketing professionals must take 
the time to strategically think about promotions from multiple levels and 
consider the ultimate impact on the business.

Doug Rushkoff — author, CNN commentator, 
media & technology theorist
Shift your notion of brand from dehumanizing to rehumanizing. Brands 
can no longer serve as long-distance imitations of human relationships, 
but instead must become the social currency through which genuine 
human connections are forged between consumers and employees and, 
ultimately, all stakeholders.

The “conversation” with the consumer is over. Nonfiction peer-to-
peer communication has replaced top-down communication between 
companies and consumers. This means companies have to join and 
empower the nonfiction, nonmythical peer-to-peer conversation 
already in progress and emerge as the true expert community. That’s 
why employees (not consumers) are the new culture on which retail 
brands, in particular, must focus. In a real-time, always-on society, 
employees are always on the front lines, whether a company has a 
“social media strategy” or not.

Indeed, we are in “Present Shock,” which makes it hard to enact any 
of this, especially with shareholders and CEOs looking for short-term 
instead of long-path results. Yet I see CMOs as the ones responsible for 

creating the change in the corporate cultures they serve. So the sorts of 
questions I’d like to ask are:

1. Are CMOs currently seen as the champions of company culture or 
mere publicists? How do we change that?

2. Many companies are more intent on hiding behind brand mythology 
than sharing their processes. Are CEOs rightfully embarrassed 
by their companies? Do we need to help them find and implement 
processes to be proud of?

3. Do you see a shift in the power of branding from pure mythology 
to attributes?

4. How do fast-growing retail brands find employees to represent 
them? Lego has failed; BestBuy is failing; Uniqlo seems to be 
succeeding, as is Apple. Is this casting, training, or what? Is 
communication to consumers and prospective employees all part 
of the same thing?

5. How do big corporate retail brands compete today with local 
merchants? Is the perception and reality of corporate extraction 
from communities becoming a problem?

Each of these analysts, CMOs, and CEOs has a unique view into the 
changing world of retail and its effect on the role of the CMO and how 
marketing is perceived. This is an ongoing process which has no end in 
sight as consumers become ever more connected and more knowledgeable 
about the product, the manufacturer, and the retailer. n
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The roles are reversing. The technology-
enabled consumer has irrevocably 
changed the way we buy. The information 
available about the decision process 
literally trails behind the consumer 
as they move throughout the buying 
process. This is a dream come true for 
marketers — and potentially a nightmare 
for the technology team chasing the end 
of the rainbow. 

The reality is that consumers 
require marketers  to transform the 
trail into manageable consumer-
specific information and then engage 
in relevant, timely messaging to each 

consumer. Meanwhile, the IT team is tasked with making 
that information available with technology ... or  just ignored 
in the one-project search.

With many options to address this task, marketers can be 
led astray by point-specific technology solutions, which may 
distract from strategic views and prioritization of customer 

information. IT is equally challenged to prioritize and 
manage the data-capture process  and associated tools, with 
fewer resources and tighter purse strings.

The opportunity that lies ahead is to join forces, starting 
with the recognition of the value of this new customer insight 
information, cherish it as a "rich asset" (under a role such as 
chief data officer) and work in collaboration to bring together 
"data-driven" insight. A few guiding principles:

•	 Jointly	 identify	 requirements	 and	 work	 towards	 an	
agreed prioritization.

•	 Identify	critical	data	and	technology	gaps.
•	 Ensure	 details	 of	 budget,	 ownership,	 and	 data	

strategy are addressed.
•	 Work	together	on	delivering	the	results.	

The results of this proverbial union, while it may break the 
mold and be a challenge at times, are required to build a 
solid go-forth strategy. 
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Island Pacific is a leading provider of software solutions and services that help retailers understand, create, manage, 
and fulfill consumer demand. Our solutions build strong, long-lasting relationships with customers, as well as improve 
a retailer’s efficiency and effectiveness.

As retailers expand their businesses to include multiple distribution channels, the complexity of managing inventory 
and meeting customer demands can place tremendous pressure on their business processes and technology infra-
structure. To meet demanding consumer expectations, retailers must deliver on the customer’s terms. Island Pacific’s 
Omni-Channel Server (OCS) provides a real-time, accurate, consistent view of all available stock in multiple channels, 
which means having the right product, in the right place, at the right time. We have developed and deployed software 
solutions that enable retailers to manage their entire scope of operations. Our omni-channel operations include point 
of sale, customer relationship management, vendor relationship management, merchandising, demand forecasting, 
planning, replenishment, allocation, and event planning. islandpacific.com
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Acuative provides IT/network solutions to help retailers enhance the shopping experience in their stores while also cut-
ting costs and increasing revenue. By leveraging a unique combination of retail expertise, round-the-clock availability 
and extensive technical resources, Acuative enables retailers to take full advantage of technology that helps capture, 
engage, and convert shoppers into buyers at all of their stores. Acuative simplifies the entire IT/network life cycle, 
helping to harness powerful technologies in new and existing channels without compromising customer experience 
due to unnecessary downtime or availability issues. Leading retailers rely on Acuative for seamless multilocation sup-
port programs for planning, system design, product procurement, deployment, monitoring, and on-site maintenance 
for a wide variety of technology system investments.

Solutions include 24/7/365 technical services for wall-to-wall store support of voice, data, and other technology 
systems, digital signage/kiosk/content management, hosted cloud telephony, and wireless last-mile access, backed 
by service level agreements. acuative.com/retail.aspx

Teradata is the world's largest company focused on integrated data warehousing, Big Data analytics, and business 
applications. Our powerful solutions portfolio and database are the foundation on which we've built our leadership 
position in business intelligence and are designed to address any business or technology need for companies of all 
sizes.

Only Teradata gives you the ability to integrate your organization's data, optimize your business processes, and 
accelerate new insights like never before. The power unleashed from your data brings confidence to your organization 
and inspires leaders to think boldly and act decisively for the best decisions possible. Learn more at teradata.com.
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