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Decreasing Marketing 

influence



Losing a seat at 

the table?



Stakeholders 

becoming louder



Generational shift



The impact of 

technology



The role of 

Marketing 

remains…



…but the bar is 

raised



From consumers…



…to society



From listening…



…to embracing 

future-forward 

disruption



Interim Findings
The role of Marketing



2016: Window on 

the world



One version of the 

truth



In 2023…

CIOCTO CDOCIAO



We need one version 

of the future

link it to shared 

utopia/dystopia in 

voiceover



Purpose 

translation link it to 

aspirational role 

company in 

voice-over



link it to 

commitment to 

change in voice-

over



Leveraging the 

brand as a 

vehicle for 

transparency 



Integrating the 

thinking 
CEO:

CMO:

link it to 

integrated 

strategy in 

voiceover



Partnering with 

HR on the 

employer brand



Indeed’s CMO & 

CFO relationship

“Trust & close collaboration allows us to be more flexible with our 

investment approach, so we can fund opportunities in real time 

and iterate along the way.”

-Sean McSherry, SVP & Head of Finance

Bit of a blend 

example still



Joining forces with 

Finance around 

storytelling



Marc: Kate Metzinger



Adecco example? (Check Eva)



Stakeholder 

innovation

YALE > marc



Innovating against 

unmet needs



Driving how 

people…

Raising

 awareness

Enabling 

behavior change

Building 

engagement

THINK DOFEEL



Volvo educating 

children on safety

THINK



Volvo educating 

industry on safety

THINK



Oatly engaging 

consumers to join the 

movement

FEEL



Oatly boldly engaging 

the industry

FEEL



Lush inspiring 

consumers to 

switch to 

shampoo bars

DOWe use Lush twice 

now, so we need 

another example



…After which the 

industry quickly 

followed

DO



Marketing is paramount in all 5 
required foundational pillars

1. Utopian Vision of emerging future

2. Aspirational role for the business

3. Holistic Strategy for Value Creation

4. Commitment to real change

5. Safe space



From having 

or losing a 

seat at the 

table…



…to becoming a 

driving force

Placeholder of 

personal story where 

Mkt really made an 

impact



…to becoming a 

unifying force

”Unifying CMOs” 
• Mutual relationship with C-suite peers
• Budget is better protected
• 48% longer tenure
McKinsey study



CEO & CMO

Marc you had a specific 

picture here in mind 

right? From Meta? 



If not now... 

WHEN?

If not me… WHO? 



Let’s rewrite the 

stories we tell 

ourselves…



Over to you!

Take XX minutes to discuss in groups 

of 3…

• Stories of interventions where you did 

this successfully? What were the 

critical enablers? 

• Stories of interventions where this 

didn’t work out? What were the critical 

barriers? 



Thank you!
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