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INTRODUCTION
With an increasing number of technologies being added to the marketing 
toolkit, marketers are beginning to view technology as a key component of 
their overall strategy. Without question, marketers are at the apex of digital 
evolution. Functional marketing silos are going away, and data and applications 
are now being tightly connected for improved customer lifecycle management, 
omni-channel marketing and advanced marketing automation. And while 
these platforms are providing deeper insights into customer behaviors and 
engagements, marketers often lack connectivity across all platforms to gain a 
single, cohesive view of the customer. 

Marketers are challenged to improve the economics and value of random and disparate 
marketing technology investments across multiple platforms and solution areas. 
Proliferating marketing technology applications, digital engagement channels and 
customer-driven interfaces are spawning vast volumes of data and insight, which need to 
be integrated and unified across diverse silos and ever-growing digital data stacks without 
investing heavily in back-office data warehousing projects. 

The first and perhaps most critical step to establishing a long-
lasting digital strategy is to develop a fully integrated, cloud-based 
infrastructure that allows for flexibility and meets key goals for the 
business. Chief marketers are in need of consultation, guidance and 
direction when it comes to helping them specify, implement and adopt 
digital marketing technologies, strategies, practices and solutions. 

In addition, marketers are challenged to staff and resource digital 
marketing programs, integrate offline and online campaigns, as 
well as unify disparate marketing functions, data sources and go-
to-market processes. Now more than ever, marketing must be able 
to present an effective business case to senior management on how 
digital marketing technology investment and migration will drive 
business performance, increase customer lifetime value and retention, 
and create more adept and adaptive organizations. However, their 
technologies may be part of what is holding them back.

Only 9 percent of more than 200 global marketers surveyed by 
the CMO Council in its “Integrate to Accelerate Digital Marketing 

Effectiveness” study say they have a highly evolved digital marketing model with a proven 
and clear path of evolution. This compares to 36 percent who report a random embrace 
of marketing point solutions (many cloud-based) that are not well integrated or unified. 
And according to 63 percent of respondents, management’s interest in digital marketing 
migration has much to do with its potential to increase marketing performance and 
ROI through more efficient digital media channels and better customer engagement. 
In addition, 49 percent of marketers believe management is also responding to the 
preference of customers for digital media consumption and live, on-demand interaction 
with brands and companies.

“Once new technology is 
chosen, it may be difficult 

to integrate new data or 
cross-functional data into the 
company’s pre-existing legacy 
systems. You’re often dealing 
with manual data input, and 

you may be lacking processes 
with respect to how data is 
entered and structured. It’s 

been extremely challenging to 
integrate data into our new 

systems as we get them.”

—Julie Derry,  
Senior Director of Digital 
Commerce, See’s Candies
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DRIVING DEPLOYMENT ACROSS A SHIFTING LANDSCAPE

Determining the optimal way to go to market has never been more challenging. A 
multitude of new media channels and online/mobile avenues of market access are 
fragmenting media buys. Channels of distribution are multiplying, requiring broader, 
more diverse and customized marketing support. Sophisticated customer information 
gathering and database marketing techniques are seeing big shifts of marketing 
resources into areas that allow for improved behavioral targeting and personalization 
to optimize response and revenue potential.  

Market pace and velocity require more efficient and intimate online customer 
engagement, quicker product uptake and viral affirmation through social and 
shared interest networks, as well as greater prominence and cost-effective prospect 
acquisition through websites and contextual search optimization, web content delivery 
and pervasive mobile connectivity with customers.  

Digital customers now demand targeted, relevant and meaningful engagement 
at every turn. As more customers consider defection from brands because the 
information, content, services, promotions and engagements lack relevance and 
resonance, marketers must look to data-driven strategies that deliver the right 
message to the right customer at the right time—and in the right channel. Marketing 
must forge and reinforce the ties between technology, customer data and the 
customer experience. 

A NEED FOR CONSOLIDATION

According to a review of customer data-centric software listed on Capterra, more 
than 3,000 marketing technology products, platforms and point solutions are being 
deployed across some 30 application areas. These include email marketing, website 
monitoring and analytics, CRM, social media monitoring, social networking, web 
data extraction, customer experience/loyalty/satisfaction, search marketing, social 
media marketing, campaign execution, lead management, mobile marketing, contact 
centers, customer feedback, display advertising, affiliate marketing, personalization, 
shopping, instant chat, etc. 

Even while a major consolidation of this fragmented market is underway, many new 
innovative products are still coming to market. Acquisition-hungry software vendors—
such as Adobe, Salesforce, IBM, SAP, Microsoft and Teradata—are stitching together 
many different point solution providers to create suites of offerings. But the challenge 
of easily unifying multiple data streams collected by these diverse applications (and 
third-party data services) remains challenging without the use of powerful marketing 
middleware to collectivize and create a richer, 360-degree view of the customer. 
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To address this need for more consolidated technology platforms to help unify the 
view of customer data across touchpoints, the CMO Council partnered with Tealium 
on this study, entitled “Quantify How Well You Unify,” to gain a better view of 
the challenges and best practices emerging as marketing leaders strive to be more 
strategic in their acquisition and utilization of marketing technologies. The findings are 
based on a quantitative survey (fielded during the third quarter of 2014) of more than 
150 marketers, as well as qualitative interviews with marketing leaders at Wells Fargo, 
Charles Schwab, Disney ABC Television and more. Participants hail from B2B, B2C and 
hybrid companies, with more than half of respondents holding CMO, VP, SVP and 
Head of Marketing titles. The study highlights the challenges and benefits of unifying 
marketing technologies and data, in addition to underscoring the performance gains 
made by early adopters and best-practice leaders.

ADDITIONAL OBSERVATIONS FROM THE STUDY INCLUDE:

• Technology is now an essential part of the modern marketing strategy, but the rapid 
increase in technology options is causing problems—applications and customer data 
are more fragmented than ever.

• Most CMOs do not have a marketing technology strategy; those who do are likely 
to contribute more to overall revenue, ROI, customer engagement, etc.

• CMOs who own the marketing technology strategy have greater business impact 
than CMOs who delegate the responsibility.

• CMOs who successfully manage and integrate technology are achieving measurable 
business and operational gains on their investments (greater returns, smarter spend, 
fewer resources, process efficiency, speed to market, reduced costs, greater revenue, 
etc.).

• CMOs who are good at integrating marketing technologies are seeing better 
business upside (more visitors, customer acquisitions, conversions, transactions, 
retention, upsell/cross-sell, repeat purchase, affinity, etc.).

• CMOS who have successfully integrated their technologies are achieving measurable 
improvements in personalizing customer interactions and delivering better customer 
experiences across all digital channels.

• The most successful companies have a comprehensive marketing technology 
strategy and are taking steps to better deploy, manage and integrate their 
technologies.

• The most successful companies extend their marketing technology beyond 
marketing to include sales, product development, etc., and they generate a 
significantly higher business impact.
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KEY FINDINGS
Marketing has reached a bit of a crossroads with respect to technology integration. 
There is no doubt that marketers recognize the value of various technologies to 
their companies in order to derive deeper insights about customer preferences and 
behaviors, and many have experienced great successes due to the implementation of 
these technologies. The concept of big data has grown to become more than just a 
marketing buzzword as more and more marketers are making technology investments 
to access data that will improve their view of the customer. However, gaps still exist 
in how marketers can actually turn this data from numbers into actual insights that 
help the business. In fact, a recent Gartner study found that through 2015, 85 percent 
of Fortune 500 organizations will be unable to exploit big data for competitive 
advantage.

Still, the recognition of the importance of these technologies is undeniable. In fact, 78 
percent of respondents to the “Quantify How Well You Unify” survey indicated that 
they have technology strategies either in place or in development, and 67 percent 
say that these technologies are either essential or very important to their businesses. 
Part of the problem, however, lies in the lack of alignment between the technology 
strategy and overall business goals and strategies. 

This lack of alignment may prove to be problematic on a number of levels, particularly 
as marketers continue to add more technologies to the mix as new platforms become 
available. Eighty-one percent of respondents indicated that they have as many as 10 
different marketing-related technologies or cloud solutions implemented, but only 16 
percent feel that their technology strategies and business strategies are tightly aligned. 
And while marketers are gaining better data and information about their customers 
across different technology platforms, it is becoming more and more difficult to 
create a single, cohesive view of the customer without having these technologies 
connected—the information is there, but piecing it all together to paint one clear 
picture remains a challenge.

However, those who have a formal roadmap for digital marketing technology 
integration and data unification are showing real promise in the form of improved 
business and marketing performance. When we looked more closely at those who 
have this strategy in place, we found that half report they are achieving more 
targeted, relevant and efficient customer engagements compared to 22 percent who 
do not have this strategy in place. In addition, 39 percent of this group is achieving 
greater return and accountability for their marketing and advertising spend compared 
to only 19 percent of those without a formal strategy. The unfortunate reality, 
however, is that only 44 percent of respondents say they have this strategy  
in place.

Julie Derry, Senior Director of Digital Commerce from See’s Candies, advises 
against implementing more technologies than a company really needs due to the 
overwhelming nature of integrating these platforms and then making them work 
together. “There’s a bit of risk involved in getting way more technology than you need 
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given the size of your organization,” she says. “Once new technology is chosen, it 
may be difficult to integrate new data or cross-functional data into the company’s 
pre-existing legacy systems. You’re often dealing with manual data input, and you 
may be lacking processes with respect to how data is entered and structured. It’s been 
extremely challenging to integrate data into our new systems as we get them.”

When asked to name the top struggles they are facing relative to the use of new 
marketing technologies, respondents indicated that integrating and centralizing 
increasingly fragmented data is their top challenge (54 percent), followed by figuring 
out which technologies to select (48 percent) and having sufficient talent and 
resources to manage them (48 percent). Also high on the list were prioritizing and 
selecting the right solutions (46 percent) and making a business case for marketing 
technology spend (39 percent). However, this difficulty in making a business case is 
likely caused by the fragmentation of data, which leads to an incomplete view of 
the customer and difficulty proving ROI to senior management. This is evident in the 
fact that only 19 percent of respondents have an underlying data framework that 
integrates and unifies their marketing technologies.

Still, the importance of integrating the marketing technology strategy within the 
overall business goals and strategy cannot be overstated. This study found that 30 
percent of CMOs who say they are both managing and integrating this strategy pretty 
well or extremely well are achieving measurable business and operational gains. Of 
this group, 51 percent are seeing gains in the form of greater revenue contributions, 
40 percent are seeing greater campaign process, outcome and impact, 38 percent are 
seeing greater website performance, and another 36 percent are seeing more leads 
and opportunities provisioned.

Those with integrated technology strategies are also able to achieve more 
personalized engagements with customers across channels. In fact, 59 percent report 
being able to achieve more relevant, efficient and targeted customer engagements, 
and 20 percent are seeing more profitable and enduring customer relationships.

BUILDING A CASE FOR TECHNOLOGY INVESTMENTS

Thirty-seven percent of respondents have a separate budget dedicated to marketing 
technologies, and 20 percent are working toward this. Sixty-two percent of marketers 
are planning to spend less than $500,000 on these technologies this year, with 24 
percent planning to spend in excess of $1 million. And while nearly 40 percent of 
respondents indicate they are struggling to make a business case for marketing 
technology investments, these investments are nevertheless on the rise, with 73 
percent anticipating increases, 4 percent expecting decreases and 22 percent 
expecting no change.

The struggle to make a business case for these technologies may lie in marketing’s 
ability to prove tangible ROI. While 46 percent say these technologies are producing 
ROI, 54 percent say that they either are not producing ROI, they aren’t sure, or they 
are still working to determine the ROI from marketing technologies.
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Looking specifically at CMOs, we found that 60 percent of respondents report that 
the CMO holds responsibility for marketing technology specification, adoption 
and use, which appears to bode well for business impact. Of the CMOs who own 
this strategy, 42 percent indicate that their marketing technology investments are 
producing tangible business value compared to 4 percent of CMOs who do not own 
the strategy. The remaining marketers are unsure or say these investments are not 
producing tangible business value.

Those who are seeing tangible value from these investments are primarily gauging 
success through revenue contributions (74 percent), campaign process, outcome 
and impact (58 percent), website performance (55 percent), leads and opportunities 
provisioned (52 percent), and customer conversion and revenue optimization  
(49 percent).

When asked where marketing technologies are being deployed, 53 percent of 
respondents said that they are being used to further data analytics, insight and 
intelligence, which reveals a gap between intent and execution. Less than one-third 
(29 percent) of respondents are actually measuring the value of these investments 
based on customer insight and personalization. Other key areas where technologies 
are being deployed include email marketing and mobile (67 percent), website 

optimization and personalization (63 percent), and search and 
social (60 percent).

With regard to how marketing technologies are impacting the 
economics of the business and ROI of marketing spend, 66 percent 
indicated that technologies are enabling more targeted, efficient 
and relevant experiences, and more than half (54 percent) said 
they are achieving greater return and accountability of marketing 
spend. However, another important gap is identified in that while 
marketing is looking to revenue increases as a key performance 
indicator for technology, only 32 percent are looking at how these 
technologies are enabling them to reduce operational costs.

CREATING FUNCTIONAL ALIGNMENT

While 60 percent of respondents report that the CMO owns the marketing technology 
strategy, IT is the owner within 29 percent of respondents’ companies. And while 
relationships between marketing and other key functions within the business are 
critical to the successful implementation and execution of these technologies, 
it is somewhat alarming to find that only 3 percent of respondents feel they are 
doing extremely well at extending their marketing technologies to embrace other 
departments and functional areas of the business. Fifty-four percent of respondents 
indicate that they are working on these relationships, but this lack of alignment is 
likely to blame—in part—for the less-than-optimal ability to justify the business case 

“You need to have not only 
technologies and people who 

are data-savvy, but also people 
who can actually understand 

the business and make that 
connection.”

—Karly Wang,  
SVP of SMB Database  

Marketing, Wells Fargo
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for these investments, as well as the lack of alignment between the technology strategy 
and overall strategic business goals. 

Karly Wang, Senior Vice President of SMB Database Marketing for Wells Fargo, highlights 
how important it is to have functional relationships with people who are able to extract 
insights that allow the company to enhance the customer experience. “You need to have 
not only technologies and people who are data-savvy, but also people who can actually 
understand the business and make that connection,” she says. “These employees have to 
be devoted to figuring out how these solutions will help our customers.”

Greater functional relationships in support of these technologies should incorporate 
groups like IT, sales, customer support, operations, etc. These cross-functional relationships 
are critical to getting a fuller picture of the value and ROI of these investments, as well as 
gaining a better understanding of customers.

CONCLUSION

Today’s marketers bring disciplined development and cross-functional harmonization to 
what is an ever more crowded, data-producing landscape. In order to accomplish this, the 
marketing planning process requires better data integration and analytics, more accurate 
forecasting and predictive modeling, higher levels of marketing group participation and 
accountability, and the deployment of closed-loop campaign performance dashboards. 
This will be driven by a wider embrace of marketing automation platforms, processes, 

continuous business activity monitoring and intelligence gathering 
across all customer touchpoints, interactions and transactions.  

As marketing technologies continue to proliferate, it will be the 
responsibility of marketing to adopt and integrate technologies in a 
way that demonstrates tangible business value in order to continue 
making a strong case for these often hefty investments. It is certainly 
beneficial to have new technologies in place that provide better 
customer data and allow for greater business value creation, but the 
key is to turn this data into insights that can truly make a difference 
for customers and—ultimately—the business. 

This will require having the right talent, platforms and processes in place to not only 
integrate technologies effectively, but also to connect and unify them in order to gain 
a more cohesive view of the customer and drive more meaningful engagements that 
translate into increased revenue and customer loyalty. It will also necessitate the ability 
to build and implement a marketing technology strategy that is linked and aligned with 
the overall goals of the business. For many marketers, this will be the challenge moving 
forward, but the good news is that marketers are already making progress in this journey.

Steven Bushong, Senior Vice President of Marketing Operations at Disney ABC Television, 
perhaps said it best: “This process is really about tying everything together in a way that 
is seamless and frictionless for the user…We want to be able to accumulate information 
and data that will allow us to make better business decisions and continue along a path of 
continuous improvement. We want to industrialize our tools, and that’s going to be really 

“We want to be able to 
accumulate information and 

data that will allow us to 
make better business decisions 

and continue along a path of 
continuous improvement.”

—Steven Bushong, SVP of 
Marketing Operations, Disney 

ABC Television
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DETAILED FINDINGS

Q1. Do you have a formal marketing technology strategy and build-out 
program to further business goals?

Yes

No

In development

Not sure

44%

22%

34%

1%

44%

22%

34%

1%

Q2. How tightly aligned is your marketing technology strategy to 
your business strategy?

Tightly aligned

Well aligned

Working to better align

Not well aligned

Not sure

16%

28%

44%

11%

2%

2%

16%

28%

44%

11%



11© Copyright CMO Council. All Rights Reserved. 2014

QUANTIFY HOW WELL YOU UNIFY  TM  |  REPORT

Q3. How many marketing-related technologies, cloud-based services and 
 applications have you embraced or started to implement?

Less than five

Five to 10

11–15

16–20

20–30

More than 30

Not sure

33%

48%

10%

2%

1%

2%

4%

Q4. In what areas are you mostly deploying digital marketing technologies?  
(Please select top five)

Email marketing and mobile messaging

Website optimization and personalization

Search and social marketing

Data analytics, insight and intelligence

Lead acquisition, scoring, nurturing and qualification

Content creation and syndication

Online and mobile advertising

E-commerce channel growth and development

Campaign execution and go-to-market

Customer feedback, listening and experience

Customer engagement, service and support

Mobile application development

Public relations and media analytics

Brand asset management

Channel empowerment and localization

Other

67%

63%

60%

53%

41%

34%

31%

30%

25%

24%

23%

14%

14%

11%

7%

2%
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Q5. How important are new marketing technologies to your marketing group’s 
overall effectiveness and performance?

Essential

Very important

Growing in importance

Mixed experiences

Not very important

No value to us

29%

38%

22%

10%

1%

1%

29%

38%

22%

10%

1% 1%

Q6. In what ways are marketing technology investments impacting the economics 
of your business and the ROI of your marketing spend?

More targeted, efficient and relevant customer 

Greater return and accountability of marketing/ 
advertising spend

Increased productivity and output of marketing teams 

Improved rate of conversion, closure and deal value

Measurable improvements in time-to-market and cost 
reduction

More profitable and enduring customer relationships 

Higher quality and incidence of business opportunities

Stronger brand affinity and attachment; more third-
party validation and referral

Not much impact to date 

New sources of revenue and lead flow from online and 
mobile channels

Greater value for LOB leaders, sales teams and channel 
partners

Other

66%

54%

29%

26%

24%

23%

21%

20%

14%

14%

7%

3%



13© Copyright CMO Council. All Rights Reserved. 2014

QUANTIFY HOW WELL YOU UNIFY  TM  |  REPORT

Q7. Who has primary ownership and responsibility for marketing technology 
 specification, adoption and use in your organization? (Select all that apply.)

CMO or lead marketing executive

CIO and IT group

Direct reports managing digital 
marketing functions 

Digital marketing group/task force

Head of marketing operations

Head of interactive marketing

Head of e-commerce

Chief digital officer 

Other

60%

29%

18%

17%

16%

14%

6%

4%

6%

Q8. What complexities or challenges are you facing relative to the use of new 
 marketing technologies? (Please select top three)

Integrating and centralizing increasingly 
fragmented data

Figuring out what to select and how to 
integrate

Having sufficient talent and resources to 
run applications

Prioritizing and selecting the right 
solutions

Making a business case for marketing 
technology spend

Dealing with the diversity of new choices 
and channels

Getting marketers trained and using new 
technologies

Other

54%

48%

48%

46%

39%

34%

26%

5%
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Yes

No

Working on this 

Not sure

Extremely well

Pretty well

Working on this

Not very much

Not sure

Not at all

Q9. How well have you extended your marketing technologies to embrace other 
departments and functional areas, including sales, channels, customer support, 
telemarketing, product development, store operations, merchandising, etc.?

Q10. Do you have an underlying data framework that integrates and unifies 
   marketing technology deployments?

3%

25%

54%

15%

2%

1%

19%

30%

50%

2%

25%

1%2%

54%

15%

3%

19%

30%

50%

2%
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Under $500,000

$501,000 to $1 million

$1 million to $5 million 

$5 million to $10 million

More than $10 million

Yes

No

Lobbying for this

Not sure

Q11. Do you have a separate budget for your marketing technology spend?

Q12. How much do you expect to invest in marketing technology this calendar                                                 
 year?

37%

42%

20%

1%

62%

15%

16%

5%

3%

37%

42%

20%

1%

62%

15%

16%

5%

3%
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No change 

Increase by less than 5 percent

Increase by 5–10 percent

Increase by 10–20 percent

Increase by 20–30 percent

Increase by more than 30 percent

Decrease by less than 5 percent

Decrease by 5–10 percent

Decrease by 10–20 percent

Decrease by 20–30 percent

Decrease by more than 30 percent

22%

12%

27%

18%

10%

6%

1%

1%

1%

1%

0%

Q13. How much do you see it increasing or decreasing next year?

Yes

No

Working on this 

Not sure

Q14. Are your marketing technology investments producing tangible business 
   value?  

46%

5%

39%

10%

46%

10%

39%

5%
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Revenue contributions

Campaign process, outcome and impact

Website performance

Leads or opportunities provisioned

Customer conversion and revenue 

Incidence of inquiries and site visits

Quality and value of data and knowledge

Operational cost reductions

Level of customer insight and personalization

Search prominence

Customer retention

Quality and incidence of customer engagement

Social brand ranking 

Other

Q15. If yes, what measures, metrics or KPIs do you use? (Select top five)

74%

58%

55%

52%

49%

38%

36%

32%

29%

28%

25%

13%

7%

4%
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Chief Marketing Officer

Director of Marketing

VP of Marketing

Head of Marketing

General Manager, Marketing

Director of Digital

SVP/EVP of Marketing

Director of Insights

VP of Marketing and Sales

VP of Marketing Operations

VP of Customer Experience

VP of Corporate/Marketing Communications

VP of Digital Marketing

Corporate/Marketing Communications

Other 

Q16. What is your title?

21%

15%

11%

6%

5%

4%

3%

2%

2%

1%

1%

1%

1%

1%

24%

CEO

President

VP of Marketing

CMO

Head of Marketing/GM

SVP of Marketing

COO

Other

Q17. To whom do you report?

36%

10%

10%

9%

8%

4%

3%

20%
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$50 million or less

$51 million to $100 million 

$101 million to $250 million

$251 million to $500 million

$501 million to $750 million

$751 million to $1 billion

$1.1 billion to $5 billion

Greater than $5 billion

Q18. How large is your company by revenue (USD)?

38% 

7%

9%

7%

3%

4%

17%

15%
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Q19. What best describes your company’s industry sector?

ANSWER %

Information technology 17%

Professional services 12%

Retail 8%

Travel and hospitality 6%

Banking 5%

Telecommunications 4%

Energy 4%

Electronics and miscellaneous technology 3%

Media and publishing 3%

Media agency 3%

Manufacturing 3%

Automotive 2%

Education 2%

Healthcare 2%

Insurance 2%

Pharmaceuticals 2%

Consumer durables 2%

Wholesale/distribution 2%

Aerospace and defense 1%

Entertainment 1%

Government 1%

Transportation 1%

Capital markets 1%

Packaged goods 1%

Other 12%
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United States

Europe

Canada

India

Africa

Latin America/Caribbean

Middle East

Japan

Other Asia-Pacific Country

Q20. What is your company type?

Q21. In which region is your company headquartered?

63%

18%

7%

3%

2%

1%

1%

1%

5%

B2B

Hybrid

B2C

47%

32%

20%

47%

20%

32%
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United States

Europe

Canada

Latin America/Caribbean

China

Japan

Middle East

India

Africa

Other Asia-Pacific Country

Q22. In which regions does your company operate? 

81%

60%

50%

41%

34%

33%

33%

31%

22%

20%

Q23. How large is your staff/team?

Less than 10

10–30

31–50

51–100

101–200

201–300

More than 300

41%

20%

11%

11%

7%

4%

5%
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EXECUTIVE PERSPECTIVES

Anthony Bowen 
Director of Digital Media 
and Search Marketing 
Cablevision

Steven Bushong 
Senior Vice President,  
Marketing Operations 
Disney ABC  
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Anthony Bowen 
Director of Digital Media 
and Search Marketing 
Cablevision

EXECUTIVE PERSPECTIVE FROM  
ANTHONY BOWEN

Based in New York, Cablevision is a leading telecommunications 

operator that offers its customers Internet, phone and television services. 

Cablevision currently has five different websites and has built-in support 

initiatives that include instant chat and interactions with live sales agents. 

As Director of Digital Media and Search Marketing, Anthony Bowen strives 

to have one tactical strategy that will help all marketing teams meet  

their goals. 

Cablevision serves customers via a multicultural site, a small-business site, 
a customer-driven site for the general market, a corporate site and a site 
for existing customers to log in and use bill pay and support tools. Bowen 
and his marketing teams have created a symbolic digital umbrella that 
strives to encompass all of the data coming from these sites to better serve 
their clients and customers. 

The company utilizes at least five different vendors who provide in-house 
CRM systems that focus on audience targeting and local geo-cloud 
marketing, with daily reports being delivered. As Cablevision’s customer 
base increases, Bowen also sees their vendor base expanding.

“By doing analytics with one vendor and campaign management with 
another, we’re really creating a cloud technology that can integrate all of 
these different digital tactics into one unified platform,” he says.

Marketing technology has allowed Cablevision to differentiate its brand 
and customer subscriber experience from other telecommunications 
companies. 

“We’re able to utilize the technology to speak to specific audiences,” 
Bowen says. “When you’re actually able to speak to a specific audience 
or send them specific content, it sets you apart from other businesses that 
only focus on acquisition-based messaging.”

Cablevision’s IT teams focus on all of the company’s websites and analytics. 
This type of IT integration is critical for reporting and optimization because 
Bowen wants customers to have a unified user experience whether the 
customer is on desktop computer or migrates from desktop to tablet to 
smartphone. 

“As mobile starts to shift in the direction of analytics and how people are 
utilizing devices for search, it sets the roadmap for having a responsive 
site,” he says. “We are working to ensure that our sites are as responsive 
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as possible. When customers visit one of our retention-driven sites, 
for example, we can identify who they are and target those customers 
with retention messaging, cross-sell messaging, upsell messaging, video 
learning tools and self-help channels.” 

Cablevision’s IT and marketing teams have collaborated on a call center 
tool that can be used to pull customer information by telephone number 
or by household. Support teams can see exactly who the customer is and 
what type of product they have. They can also see what type of service 
they have and how long they’ve been customers.

However, on the analytics end, Bowen notes that one main challenge 
involves having access to unified reporting. Most of the service providers 
used by Cablevision run on different platforms and don’t provide easy and 
fast reports that can be reviewed across the board. 

“We need a platform that can integrate all of the reporting into one place, 
allowing us to have a much more cohesive picture of how everything is 
working,” he says. 

Adometry by Google is one technology that gives Cablevision a look  
at the digital attribution model. These insights help the company know 
what efforts create lift and enable them to zero-in on touchpoints, identify 
frequent conversions and note how often to send customers messages 
within a page search, social landscape or email. 

“Once that framework is set and you have an understanding of that 
attribution, the next step is having a technology platform that can actually 
take the learnings you’ve gained from the study and implement them 
across the board to help drive the digital strategy moving forward,” he 
says. “Our tactical strategy is all about re-targeting and re-marketing. You 
have to work alongside your CRM partner to pass along your data and 
define the segments of the audience.”
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Steven Bushong 
Senior Vice President, 
Marketing Operations 
Disney ABC Television Group

EXECUTIVE PERSPECTIVE FROM  
STEVEN BUSHONG

Disney ABC Television Group (DABC) broadcasts television shows to tens 

of millions of people every day across the U.S. and is a part of The Walt 

Disney Company’s global entertainment and news television properties. As 

Senior Vice President of Marketing Operations, Steven Bushong and his 

team engage with fans and audiences across a wide mix of owned, earned 

and bought media, often targeting specific Nielsen demographics. The 

company also pulls info from social networking to gauge programming 

monitoring sentiment and buzz around the shows and characters. Disney 

ABC consistently measures how campaigns perform and how they’re 

produced with an overall focus on high-quality content and improved ROI.

Disney ABC allocates about 2 percent of its marketing budget on 
marketing technology-related spend, and Bushong says he is able to 
justify that amount through productivity, increases in effectiveness and the 
efficiencies that they have been able to deliver.

“We try to tie our modeling back to the Nielsen ratings to see the 
effectiveness in marketing ROI,” Bushong says. “We then leverage our 
model to help us make decisions around allocation.” 

Bushong’s marketing operations team works with both IT and content 
creation teams within other networks of The Walt Disney Company to 
innovate and create best practices for communicating with the company’s 
audience. They have also created a state-of-the-art content creation 
platform that allows them to respond quickly to changes in storylines and 
messages while flexing capacity throughout the year.

“We also have technologists on our team who are really passionate about 
the quality of marketing content we create,” he says. “This is one of the 
things that allows us to remain at the forefront of our industry in this area 
because they understand marketing, our business and our cadence.”

The goal of the company’s marketing efforts is to drive viewership of its 
shows and audience engagement. The company’s television shows are 
marketed through either owned or paid media or earned platforms to 
create awareness and drive intent to view. 

“My role is a relatively new one in the industry—managing the people, 
processes, technologies and finances that go into our content creation,” 
he says. “I manage our ‘content factory.’” 

Disney ABC has a very detailed and longstanding marketing technology 
strategy that encompasses content, acquisition, creation, transformation 
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and delivery. They also have a very tactical approach to social platform 
measurement to determine how they are engaging the audience on social 
platforms. 

The broadcasting company is in the process of striving to improve 
communication with its audiences. Most real-time interactions take place 
within a small team that initiates conversations, monitors social media 
and responds to comments, and they are able to communicate with the 
audience as they watch shows.

To enable more contextually relevant advertising and messaging for 
their marketing communications, the company conducts A/B testing and 
focus group testing to gather insights around how they can improve the 
relevance of their content. 

“We have a very robust approach to data management and analysis that 
helps us understand the effectiveness of different media types at different 
moments in time during the life of a television show,” he says. “We use 
that to manage our marketing ROI more than anything else.”

Because the company’s marketing teams create so much content, a third-
party application is used to manage production workloads. They company 
was also one of the first adopters of MRM technology for campaign 
planning and management.

One rising challenge is the ability to bring these disparate tools together 
and develop a common platform that allows all of their systems to work 
well together. 

“When it comes to the volume that we have in marketing for content 
production, our teams have had a hard time keeping up,” he says. 
“We’re currently reviewing all of our technology components and will be 
upgrading over the next year. The process is really about tying everything 
together in a way that is seamless and frictionless for the user.”

Disney is constantly looking for new tools that will allow them to do 
things that aren’t already being done. 

“Since the time of Walt Disney all of our business segments have been 
innovation leaders in their respective industries,” Bushong says. “We are 
continuing that legacy.”

He adds, “As we go through the actions of doing our work, we want 
to be able to accumulate information and data that will allow us to 
make better business decisions and continue along a path of continuous 
improvement. We want to industrialize our tools, and that’s going to be 
really hard to do. But as long as we continue to tell a good story and 
quickly spin up the content in the format that’s required, then we can  
be successful.”
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Julie Derry 
Senior Director,  
Digital Commerce 
See’s Candies

EXECUTIVE PERSPECTIVE FROM JULIE DERRY

Headquartered in California, See’s Candies has more than 200 retail shops 

and a thriving online presence. To better cater to tasters who love their 

candies but don’t live in California, See’s has been able to successfully 

develop a presence beyond the West Coast. This sizable potential US 

marketplace leaves room for further expansion and investment as the 

retailer’s main goal is to drive traffic into its stores and have people taste 

their candies. As Senior Director of Digital Commerce, Julie Derry manages 

the e-commerce and contact center channels, which are the fastest-

growing areas of the business.

See’s Candies’ customer experience journey starts with understanding 
the company’s target customers. Once this understanding is achieved, 
marketing teams then work with third parties to decide which segments 
they are going to target in their marketing efforts.

“We’re in the process of implementing point-of-sale for retail,” she says. 
“Once we have that information, our next step will be to centralize our 
customer data and gain holistic view of who our customers are.” 

At the customer record level, See’s Candies knows whether a customer fits 
a specific persona and can tailor email campaigns based on each particular 
segment. 

As See’s Candies has limited technical capabilities, the company is 
currently re-platforming its processes. Despite this limitation, however, 
See’s has a very prominent social media presence. With well over a million 
Facebook fans and a significant following on Pinterest, the brand has 
managed to create a very loyal customer base. 

“While we have seen some great successes with social, we’ve not yet 
gone down the Twitter path because we know there’s a significant 
customer component to that, and we’re just not ready to address it yet,” 
she says.

See’s Candies plans to launch the Demandware platform and integrate a 
new POS. These initiatives will help the company streamline both online 
and pick-up orders. 

“This new POS will solve a lot of usability challenges that we currently 
have,” Derry says. “Digitally, we’re going to be able to map out all of 
the capabilities we want available to our customers to create the best 
experience. This new technology will further establish us as a differentiator 
in the market.”



29© Copyright CMO Council. All Rights Reserved. 2014

QUANTIFY HOW WELL YOU UNIFY  TM  |  REPORT

See’s uses different technologies for clickstream analysis and to get direct 
customer feedback from various pages on the website. While Derry 
describes the company as data-rich, she says the company is information-
poor in that they are still learning how to access and centralize all of the 
data they have.

See’s uses specific metrics to justify investments in marketing technologies. 
Their main metrics look at ROI and the time frame in which they receive 
net returns. While areas like social media have proven difficult to monetize 
and quantify in terms of revenue, Derry has found a solution to this 
problem.

“There are industry benchmarks from other companies who’ve seen 
the benefit of new platforms and technologies, and you can apply that 
benchmarking in creating your own investment plan,” she says. “It 
provides a good guide to know how you are stacking up against  
other companies.”

For others who are implementing and deploying new marketing 
technologies, Derry recommends developing a true understanding of what 
their needs are and investigating the right-size solution for a company’s 
needs. Otherwise, this process can be overwhelming as there are so 
many options available. Furthermore, it’s important to understand how 
to integrate these systems once they are acquired so that you benefit the 
most from them.

“There’s a bit of risk involved in getting way more technology than 
you need given the size of your organization,” she says. “Once new 
technology is chosen, it may be difficult to integrate new data or cross-
functional data into the company’s pre-existing legacy systems. You’re 
often dealing with manual data input, and you may be lacking processes 
with respect to how data is entered and structured. It’s been extremely 
challenging to integrate data into our new systems as we get them.”

Despite these challenges, Derry is determined to master the integration of 
marketing technology in order to better support the  
customer journey. 

“You really need to understand your culture, your organization and what 
it’s going to take to deliver the experience that the customer wants from 
a technology standpoint,” she says. “You also need to know what assets 
will be needed to promote it so that you can get the buy-in and support 
that you need to follow through.”
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EXECUTIVE PERSPECTIVE FROM LARRY HANBACK

Charles Schwab is a global investment services firm that has more than 300 

branches and approximately 1,200 financial consultants. The firm’s formal 

marketing technology strategy has been in place for many years and is 

based primarily on varying degrees of specificity. As marketing continues 

to change at an accelerated rate, Vice President of Marketing Operations 

Larry Hanback is looking at a more holistic approach to integrating 

technology into their marketing plans. 

Charles Schwab mixes homegrown and third-party solutions to create 
a unique hybrid of technologies that serve both the needs of internal 
organizations and those of their clients. Hanback leads the Marketing 
Operations team within Charles Schwab’s central marketing organization 
and focuses on three main areas: strategy integration, planning and budget 
support. However, when it comes to the actual deployment of marketing 
efforts, several teams are involved.

“The marketing technology and operations teams are focused on 
leveraging and deploying a mix of process and technology to support 
the marketing efforts we have in place,” Hanback says. “We also have a 
services team and technology partners that we work with.”

Many of the firm’s technology solutions, such as its CRM system, are 
internally developed and customized to fit the organization’s needs, but 
an array of different service providers are used as well. Some of their 
technology solutions are localized deployments and only provide selective 
support. For this reason, the company has worked to align its internal and 
external solutions to make the data they gather more interconnected.

“We get into some content management solutions, both internally 
and externally, and some technologies go further out into the actual 
distribution of marketing materials to clients,” he says. “This can be 
anything from behavioral targeting systems to re-targeting efforts.”

The company already works with dozens of different marketing 
technologies, and as the number of these applications increases, the 
amount of data that the company needs to capture increases as well. 
The firm consistently checks its data silos and determines how to cross-
connect them or consolidate them into more centralized data warehouses. 
This also involves asking themselves which technologies they need to be 
directly involved in, how the current technologies they have in place either 
facilitate what they want or can be expanded to support their objectives 
moving forward, and where changes need to be made.

Larry Hanback 
Vice President,  
Marketing Operations 
Charles Schwab
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“We are getting increasingly better about creating alignment across all 
of the different technologies we use,” he says. “Our technology partners 
have been working over the past couple of years to break down some of 
the silos and make the data a little more interconnected. Although we have 
made some strides in this area, I think we are pretty early in the integration 
of the different activities and channels in terms of how cross-connected the 
data is within the various systems.”

Charles Schwab is currently exploring the use of cloud-based solutions, but 
data sensitivity and protecting proprietary customer information are critical 
concerns.

“Safeguarding customer information is hugely important in this business, 
and there’s a high degree of sensitivity around the information we have,” 
he says. “There are multiple Salesforce deployments inside the firm, and 
we continue to look at other examples like that.”

On a broad behavioral level, the company’s goal is to capture insights to 
understand the needs of its customers. Over the last several years, Charles 
Schwab has made investments in its lead management infrastructure, 
which have greatly impacted their ability to capture information and 
respond to customers and prospects in a much shorter time frame. 

“We’re trying to leverage this information to customize the content 
that comes back to the client,” Hanback says. “We see a certain set of 
behaviors over a core block of people that we serve, and that indicates 
what subjects they’re interested in. As a result, we can work to ensure that 
we provide the information that meets their needs.” 

With respect to challenges that the company has faced, Hanback says that 
collecting data, synthesizing it and extracting insights from it has posed 
one issue for the firm. In addition, the investments required to make the 
changes they want have been sizable.

“It’s one thing to have all of the information, but it’s quite another thing to 
be able to convert it into something that you can use to make a difference 
for customers,” Hanback says. “There’s also a bit of a legacy infrastructure 
in place at Schwab, and we have to be mindful about how we upgrade 
that, but that’s an ongoing challenge.”

Hanback notes that getting these insights has been critical for enabling 
teams to help clients, make them happier and open up more business 
opportunities.

“Our sense is that marketing technology—and the appropriate deployment 
of that technology—have definitely helped us achieve various business 
goals and objectives that we have set,” he says. “As a result, we’ve been 
able to increase client satisfaction, drive incremental assets to the firm and 
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EXECUTIVE PERSPECTIVE FROM KARLY WANG 

Wells Fargo is a leader in international banking, investment, mortgage, 

insurance, and consumer and commercial financial services. Ranked 

fourth in assets and first in market value in the United States, Wells Fargo 

supports almost 35 million business households. Knowing that today’s 

corporate environment is recognizing the value of customer insights, 

Karly Wang, Senior Vice President of SMB Database Marketing, and her 

team pride themselves on knowing their customers and increasing their 

understanding of how to create effective digital marketing interactions. 

The SMB Database Marketing team resides within the small business credit 
community of Wells Fargo. Mostly familiar with small business owners, 
Wang and her team decide what types of marketing campaigns to offer 
and whom the campaigns should target, in addition to managing the 
overall approach. 

Wells Fargo defines small businesses as companies with up to $20 
million in revenue. But within that market exists an area of massive 
fragmentation. 

“Our main goal is to acquire new customers in a fast and cost-effective 
manner,” Wang says. “It’s about understanding the customer’s needs in 
order to provide effective communications that enable us to cross-sell and 
upsell more effectively.” 

Because of legacy requirements and how Wells Fargo operates as a 
business, there’s never a situation in which only one team is responsible 
for marketing efforts. And because of the importance of data, their efforts 
to gain customer insights are managed by a centralized team.

“When it comes to data analysis, we leverage the data framework in the 
company but maintain our own technical environment, which is managed 
by our centralized team,” she says. “This system allows our teams to 
answer questions on how to address specific problems and decide which 
strategies are best to use in individual segments.”

When making technology decisions, Wang and her small business team 
most often go with an enterprise approach. To this end, there are more 
than 90 different lines of business with teams who specialize in all kinds of 
technology to enable their marketing programs.

Wells Fargo has made large investments into its customer experience 
strategy and plans to continue these investments in the future. As a result, 
they have built a repository of data from customer interactions, which sets 
them apart from other banks.

Karly Wang

Senior Vice President, SMB 
Database Marketing 
Wells Fargo
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“That’s not to say there isn’t room for improvement; there is a huge 
amount of room for improvement, and it’s an ongoing process,” Wang 
says. “If you talk to our technologists, they would tell you that they’re 
extremely busy, and there’s still a long list of things they could do to 
improve the customer experience.” 

To enhance the customer experience, Wells Fargo uses many big data 
applications and analytics tools to manage mobile and online experiences. 
As a financial institution, one major aspect of the customer experience is 
data security, and it consumes a substantial part of the bank’s technology 
focus.

“It’s not about how cutting-edge our technology is but about how to 
keep our customers’ information safe and make our tools safe for our 
customers to use,” Wang says. “We have to protect our customers but 
also hold ourselves to the value that we promise them.”

Before the bank had consumer data and insights, marketers had to work 
hard to identify insights from the data, make sure computer algorithms 
were running sensibly, and learn how to integrate insights from the data 
into the business. For this reason, she says it is important to have people 
on staff who can understand the data and extract actionable insights to 
enhance the customer experience moving forward.

“You need to have not only technologies and people who are data-savvy, 
but also people who can actually understand the business and make that 
connection,” she says. “These employees have to be devoted to figuring 
out how these solutions will help our customers.”
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Anonymous 
Global Vice President of 
Web and Digital Marketing 
Anonymous Investment Firm

ANONYMOUS EXECUTIVE PERSPECTIVE

One global investment management firm with whom we spoke for this 

report has more than 100 online and mobile sites and provides financial 

content in more than 40 different countries. The firm’s primary area of 

expertise involves supplying advisors and financial professionals with B2B 

product data and financial information. The company’s websites are not 

created for lead generation but are instead intended to be self-service 

tools for its advisors. The company has been able to align marketing 

and technology teams to enable marketing to better understand how to 

leverage technology to create the greatest impact from their efforts.

The firm has a centralized view of technology versus marketing spend, 
which makes its marketing technology foundation different from other 
companies in this space.

“We don’t really get a formal budget,” says the firm’s Vice President of 
Web and Digital Marketing. “I take my plan to the centralized PMO and 
talk about what I’d like to do and what the investment would be, but that 
doesn’t mean it’ll get approved. Everything is aggregated in a different 
way that doesn’t silo the business.”

Marketing holds accountably for its own projects, but there is some 
degree of dialogue with IT. However, the company doesn’t have a holistic 
view of the marketing and technology aspects of the business. As a result, 
business cases for marketing efforts are built based on efficiency. While 
all of the countries seem to have different wish lists for capabilities that 
they would like to see, if a technology solution can be built that will work 
for 20 countries rather than just one, they can achieve a greater level of 
global efficiency.

As a historically B2B company, the firm’s institutional funding is based 
on building personal relationship with customers and making sure that 
business needs are met on a 24/7 basis, and web analytics certainly play  
a role in that.

“We have web analytics, and we look at that level of engagement, but 
it’s more about providing information that the financial advisors need 
before meeting with the client,” he says. “We work with a lot of different 
companies to provide the capabilities we need.”
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SPONSOR CONTRIBUTION

For marketing executives, technology has turned into the classic  
double-edged sword: so helpful, yet—increasingly—so problematic.

Now more than ever, marketing technology is seen as a key component of 
any effective marketing strategy, ushering in new ways to acquire, convert 
and retain more customers.

Albeit a key enabler of differentiation, competitive advantage and 
customer centricity, technology has also become a big problem: It involves 
too many siloed applications, too much fragmented customer data 
and the inability to effectively integrate it all together. One of the most 
startling data points from this new study is that a surprising 54 percent of 
marketers are not sure whether their marketing technology investments 
are producing tangible business value. Considering the billions spent on 
technology each year, there’s an imperative for marketing leaders to not 
only drive the strategy for investment, but also to ensure that their spend 
delivers results against their key business drivers.

At Tealium, we have long believed in the power of marketing technology 
and have embraced the mission of making it easier for marketers and 
their IT counterparts to leverage any technology necessary to accomplish 
their business goals. It is also our belief that when marketers own their 
marketing technology strategies, amazing things happen. This belief 
was the impetus behind commissioning an economics survey with the 
CMO Council. Our goal was to better understand the attitudes of senior 
marketers toward technology and to be able to draw clear economic 
distinctions between those who embrace technology and those who 
continue to keep it at arm’s length. The differences are stark: 

• Forty-two percent of CMOs who own their marketing technology 
strategy have greater business impact than those delegate.

• Fifty percent of those with a formal strategy are able to achieve more 
targeted, efficient and relevant customer engagements.

• Nearly one-third of CMOs who manage and integrate technology 
extremely well or pretty well are seeing tangible business value, with 51 
percent of those achieving greater revenue contributions.

Given this insight, it’s clear that marketing executives must be more 
proactive in thinking about how to better manage and connect their 
disparate technologies to maximize their investments. If they want to 
achieve a unified approach to marketing (i.e., the ability to drive real-time 
customer interactions across channels), it’s an absolute must. 

As you begin to understand the power and impact of marketing 
technology, let me offer one tip: Start with the right foundation.  
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Enterprise tag management is widely recognized as that unifying 
technology and data management platform. Tealium’s tag 
management solution is being used by hundreds of major brands, such 
Cathay Pacific Airways, Domino’s Pizza, Hanesbrands, Kimberly-Clark 
Corp., Lamps Plus, Lincoln Financial Group and many more to harness 
the power of technology and data to take strategic, impactful action.

Thank you for reading this report. We hope you find it useful in 
unlocking your marketing potential.

Tracy Hansen

CMO 
Tealium
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MARKETWIRED 

Marketwired is a leader in the evolving category of social communication, with 
a client base that spans Fortune 500 companies, advertising and PR agencies, 
government, educational institutions and non-profit organizations around the 
world. Our solutions, powered by our innovative social intelligence engine 
Sysomos, are the choice of nine of the top 10 on Interbrand’s list of the 100 
best global brands. We help clients make sense of social media conversations 
in 186 languages, and we offer translation services for our distribution clients 
in 55 languages. An innovator since our founding in 1983, we’ve changed 
the way companies do business with breakthroughs like social media releases, 
embedded multimedia, SEO-enhanced press releases, and the ability to create 
content shaped byreal-time social media insights. Learn more at  
www.marketwired.com.

QUALTRICS

For a long time, the only people with access to Qualtrics survey software were 
our closest friends and a bunch of Scott’s MBA students. It was our research 
clients who pushed us to open up the system and gave us the feedback 
needed to make it both the easiest to use and most sophisticated research 
suite on the market. Learn more at www.qualtrics.com.

SMARTLING

Smartling’s mission is to make the world’s content multilingual. By putting 
the entire translation workflow in the cloud, Smartling enables businesses 
to reach global markets more quickly, accurately and cost-effectively than 
ever before. Through its Software as a Service solution, Smartling removes 
barriers for companies going global by streamlining the process of delivering 
multilingual content to customers anywhere in the world. Founded in 2009 
and headquartered in New York City, Smartling is privately held and backed by 
First Round Capital, Harmony Partners, ICONIQ Capital, IDG Ventures, Tenaya 
Capital, U.S. Venture Partners and Venrock. For more information,  
visit www.smartling.com.

SOFTCOPY

Softcopy is a software development company in South Africa that offers 
a suite of software products to suit every business’s needs. Specializing in 
research analysis, the company’s flagship Insight software provides enough 
complexity to be used by professional data analysts on a daily basis and the 
functionality is simplistic enough to be used by anybody on an ad hoc basis. 
Learn more at www.softcopy.co.za.

AFFILIATE PARTNERS
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Tealium is the leader in real-time unified marketing solutions, helping brands 
seamlessly integrate their siloed applications and data and drive more profitable 
interactions across all digital touchpoints. Tealium’s open platform for tag 
management and data enrichment enables marketers to bring order to chaos 
and build better customer experiences. Founded in 2008, Tealium was recently 
named to the Inc. 500, which recognizes the fastest-growing private companies 
in America. The company’s award-winning solutions are used by hundreds of 
global enterprises, including Cathay Pacific Airways, Domino’s Pizza, Hanesbrands, 
Kimberly-Clark Corp., Lamps Plus, Lincoln Financial Group, Party City, Univision 
and Wet Seal. For more information, visit www.tealium.com.

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 7,500-plus members control more than $400 billion in aggregated 
annual marketing expenditures and run complex, distributed marketing and 
sales operations worldwide. In total, the CMO Council and its strategic interest 
communities include more than 35,000 global executives in more than 110 
countries covering multiple industries, segments and markets. Regional chapters 
and advisory boards are active in the Americas, Europe, Asia-Pacific, Middle East, 
India and Africa. The council’s strategic interest groups include the Coalition to 
Leverage and Optimize Sales Effectiveness (CLOSE), Mobile Relationship Marketing 
(MRM) Strategies, LoyaltyLeaders.org, CMOCIOAlign.org, Marketing Supply Chain 
Institute, Customer Experience Board, Digital Marketing Performance Institute, 
GeoBranding Center and the Forum to Advance the Mobile Experience (FAME).  
For more information, visit the CMO Council at www.cmocouncil.org.
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