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The CMO Impact Playbooks
Effective C-Suite Partnering
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Stakeholder Value: 
Opportunity or Risk?
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Overperformance:
Revenue & Value



Drivers of
Humanized Growth

HUMANIZED
GROWTH



CMO Impact
Opportunity



CMO: Unique  
Perspective & Skills



CMO: Growth &
Value Creation

83%
CEOs see Marketing 
owning the growth 
agenda



Growth
Stakeholder
Value
Impact
Engagement

# of Classes:                  5      1 

CMO: 
Growth Orientation

CEO CMO



Increased 
CMO influence 
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CMO Impact



Increased 
CMO Tenure

+48%



Increasing Impact
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From 
Only Customers …

Customers



To 
All Stakeholders
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Raising
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Unleash
Da Vinci Leadership

HUMANIZED
GROWTH



Da Vinci Growth
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Da Vinci Growth
Leadership

BEHAVIORS
How you deliver outcomes

  
Acting Strategically
• Filters all key decisions with business purpose 
• Applies analytical rigor to decision-making
• Prioritizes and ringfences strategic initiatives 
• Addresses ST challenges in the context of LT strategy

Leading Change 
• Provides the roadmap to a future-fit state
• Drives systemic transformation 
• Navigates trade-offs with transparency and grace
• Mobilizes a coalition of change leaders

Building Talent 
• Expresses Servant Leadership
• Develops capability for stakeholder engagement
• Ensures representation of key stakeholder perspectives
• Promotes partnering and empowering all levels 

Collaborating and Influencing
• Proactively engages with stakeholders for a win-win
• Fosters interdependence internally and externally
• Invests in relationships and team, mentors 
• Listens to understand

Driving Results
• Creates reciprocal stakeholder value
• Defines shared holistic KPIs for stakeholder impact
• Tracks progress and adjusts accordingly
• Promotes and enables innovation for growth

ATTITUDES
How you think and feel

   
Authentic
• Approachable, Humble 
• Empathetic
• Vulnerable, Transparent 

Open–minded
• Curious, Growth mindset, Adaptable
• Inclusive, Interested in diverse perspectives
• Ecosystem mindset
• Creative, Imaginative 
 
Courageous
• Unapologetic, Principled, High integrity
• Grounded in reality
• Bold, willing to make big bets
  
Optimistic 
• Can-do mentality
• Positive outlook
• Trusting

Future-focused 
• Visionary with clarity
• Intentional
• Resilient

ATTITUDES

BEHAVIORS

PURPOSE

Courageous

Open-
minded

Optimistic

Authentic

Future-
focused 

Driving
Results

Leading
Change

Collaborating 
& 

Influencing

Building 
Talent

Acting 
Strategically

What you 
love

What the 
world 
needs

What 
you are 
good at

What you can 
monetize
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VisioningCourageous



VisioningSystemic
Transformation



Reflection 

In silence, reflect:

1. What partnering has worked 
best for you and Why

2. Where can you have more 
influence?

3. What gets in the way & key 
interventions?

5 min



Connect

Email: 

impactstudy@instituteforrealgrowth.com


