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They Are Forging a Path to Tomorrow Amid
Significant Challenges

Pressures Abound for CMOs
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@ Changing Prolonged

Proving Mlsssmn and Budget
Marketing's cope Constraints
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Source: Gartner
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Key Issues

1. What are the major trends affecting CMOs?
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Three Key Trends for CMOs in 2022

Journeys Evolve
as Pandemic

o ET E
Preferences
Persist

CMOs Cede CMOs Lose
Accountability for Resources as
Digital Initiatives | Budgets Shift to
as CEOs Focus on Enterprisewide

Digital Growth Digital
Investments
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Journeys Evolve

as Pandemic
Channel Preferences
Persist
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of CMOs changed their
channel priorities in 2021.
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Expect Evolving Consumer Engagement Patterns

to Endure Post-Pandemic

Shopping Behavior Change Anticipated in the Next Three to Six Months
Percentage of Consumers

100% B Increase
- W No Change
EEEEEE:S
0% Consumers expect pandemic
73% shopping behaviors to stick.
Onlinevia Order online  Online via Order via In store Curbside
mobile phone and pickup  computer  third-party pickup

in store

n =255 U.S. consumers
Q: Thinking about the frequency with which you shop in each of the following ways today, how, if at all, do you anticipate it to change in the next three to six months?

(excludes those who do not shop in that way)
Source: Gartner Consumer Community (March 2021)

Gartner
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Similar Disruptions Have Shifted B2B Buyer

Journeys

Proportion of B2B Procuring by Channel Over Time
Mean Proportion

l Through Websites [l Through Salespeople Through Other Online Channels Through Other Offline Channels

Today 24% 23%

A=12 points

V =4 points

2023 22% 16%

0% 50% 100%

n = 191 respondents involved in B2B procuring

Q: What proportion of B2B procuring takes place through each of the following channels today? By 2023?
Source: 2020 Gartner B2B Digital Commerce Survey

Note: Percentages may not add to 100 due to rounding.
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CMOs Cede
Accountability for
Digital Initiatives
as CEOs Focus on
Digital Growth
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of CEOs plan to use the
pandemic as an opportuni
to redesign the business.
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Digitalization Is Seen as a Key Growth Driver for

Enterprise Organizations

Business Priorities 2021/2022 — Technology
Percentage of Mentions Within Category

Rise in scaling
conventional
e-business-style
efficiency CEOs prioritize
e-business and
efficiency in their quest

Digitalization

E-Commerce and
Omnichannel

= 2021 CEO survey

Digital Transform/Grow 290,  (n=329) for profitable growth.
= 2020 CEO survey
Technology (n = 269)
Innovation/General
0% 15% 30%
n = 305; 298, All Respondents
Q: To start, please tell us about your organization’s top 5 strategic business priorities for the next 2 years (2021/2022)
Source: 2021 Gartner CEO and Senior Business Executive Survey
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CMOs Cede Accountability for CX, Innovation and

Digital Commerce to Other C-Suite Roles
CEOs’ Top Focus Areas for CDOs

Only 43% of organizations indicate that they currently
have a CDO in place.

Efficiency, Prodgctlwty Operational Excellence
and Automation
Cost Management Profitability
Digital/Tech Change Rescaling/Scalability

n = 465, All Respondents
Q: What is the number 1 issue you or your CEO is pushing each of your executives to focus on, within their respective functional specialism?
Source: 2021 Gartner CEO and Senior Business Executive Survey
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Polling Question 1 of 2 How to participate in our polling

If you are in full screen mode — click Esc

How would you characterize The poll question is on the “Vote” tab.

marketing’s role within the Please click the box to make your selection.

enterprise over the last 24 months? Upon voting you will see the results.
Thank you!

A. Marketing has more influence now than it did Ask 2 question Attachments Rate this Details
before the pandemic

Q. Polling Question

B. Marketing has about the same influence as it did (please choose 1 answer)

before the pandemic

C. Marketing has less influence than it did before A Answer
the pandemic & Anewer
C. Answer
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CMOs Lose
Resources as
Budgets Shift to
Enterprisewide
Digital Investments
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of CEOs intend to increase
spending on digital capabilities,
but intend to increase
marketing spend.

18 © 2021 Gartner, Inc. and/or its affiliates. All rights reserved. Gartner is a registered trademark of Gartner, Inc. and its affiliates. Ga rtner®



Pandemic-Driven Budget Cuts Have Put Marketing

Budgets in the Doldrums

2021 Marketing Budgets

Mean Percentage of Company Revenue Shown

14% 12.1%
11.4% =<7 11.3% 91, 11.0%
= —Linear
7% 6.4%
0%

2014 2015 2016 2017 2018 2019 2020 2021

n = 400 Marketing leaders (2021); 342 (2020); 342 (2019); 618 (2018); 350 (2017); 375 (2016);
424 (2015); 363 (2014), excluding Don't know
QO04a. What percentage of your revenue is allocated to your total marketing expense budget for

the current fiscal year?
Source: 2021 Gartner CMO Spend Survey
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Investment Increases
Year-Over-Year Change

90%
== Digital
Capabilities
= \larketing
10%

2017 2018 2019 2020 2021

n = 465, All Respondents

Q: Compared to fiscal year 2020, how will your organization’s investments in the following
business areas change in fiscal year 2021?

Source: 2021 Gartner CEO and Senior Business Executive Survey

Gartner



All Industries Are Feeling the Pinch — Even Those

That Experienced Positive Business Performance

Percentage of Revenue Allocated to Marketing 2020 vs. 2021
Mean Percentage of Budget Shown

= 2020 Survey = 2021 Survey
14%

i 12.7%

%

0
0% Total E Consumer Products | Financial services Healthcare Retail Travel and Hospitality Media Manufacturing IT & Business Services Tech Products
While no industry achieved a double-digit budget in 2021,
consumer products sustained the lowest budget cut, while
respondents from travel and hospitality reported a reduction
n = 400 marketing leaders (2021); n :_342 (2020). Bases sizes vary by industry. _ from 10.2% of company revenue in 2020 to 5.4%.
Q. What percentage of your revenue is allocated to your total marketing expense budget for the current fiscal year?

Source: Gartner CMO Spend Survey, 2021
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Key Issues

2. What are CMOs' top priorities?
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Top Priorities for CMOs in 2022

Executing
Adaptive

Rebuilding the Reasserting
Marketing Engine Marketing’s
for Flexibility in a §j Orchestrator Role

Changing to Avoid Further
Environment Loss of Influence

Strategies That
Prove Marketing’s

Value to the
Enterprise
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Rebuilding the Marketing Engine for Flexibility in a
Changing Environment

Rising Innovation
Mandate

\ YW 4
N -
20):

Adaptive Planning
Mandate

&

Evolving
Customer Needs

oo
ofm

-
AR

Increasing
Collaboration
Requirement

G«

Changing Targets
and Goals

Source: Gartner
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Reasserting Marketing’s Digital Orchestrator Role
to Avoid Further Loss of Influence
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Source: Gartner
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The CMO’s biggest challenges will
come from
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Executing Adaptive Strategies That Prove
Marketing’s Value to the Enterprise

CMOs need a more agile planning approach that adapts to fast-moving business priorities and reflects their
participation in cross-functional networks.

Sanning MQTXTXT)M

Trigger A Trigger B Trigger C
Monthly Deviation Shift in strategic
metrics review from goal assumptions

Outcomes 2

Gartner

Cross-
ST Communicate 2
Network

Source: Gartner
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Cross-Functional
Collaboration Is Key
to the CMO’s Success
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Polling Question 2 of 2 How to participate in our polling

If you are in full screen mode — click Esc

How effective is your marketing The poll question is on the “Vote™ tab.

organization at linking marketing Please click the box to make your selection.

investments to business goals? Upon voting you will see the results.
Thank you!

A. We a|WayS demonstrate a C|ear and Ask s question Attschments Rate this Details

unambiguous link between marketing
investments and business goals Q. Polling Question

B. We are sometimes able to link marketing (please choose 1 answer)

investment with business goals

A. Answer
C. Our measurement capabilities are nascent, B Answer
meaning we infrequently link marketing C. Answer
iInvestment to business goals

D. Answer

D. We are not able to link marketing investment
to business goals

Gartner
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Key Issues

3. What actions should CMOs take to set their teams up for success?

30 ©2021 Gartner, Inc. and/or its affiliates. All rights reserved. Gartner is a registered trademark of Gartner, Inc. and its affiliates. Ga rtner®



Actions CMOs and Their Teams Should Take Now
to Be Successful in 2022

Build Holistic
Measurement

Prepare for the Redefine the

Future of Hybrid CMO’s Role as the
Marketing Organization’s

“Chief Connecting

Based on the
Varying
Dimensions of
Marketing Value

Officer”
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Prepare for the Future of Hybrid Marketing

x
&‘I Marketing Strategy

CMOs must take an adaptive, agile
approach to marketing strategy,
budgeting and planning.

°.02 Digital and Traditional
oce-o Digital and Traditiona R _ .

o530 Channels Digital Experience
CMOs need to adopt an integrated, CMOs should create a diversified
channel-agnostic, hybrid approach digital experience portfolio that
to marketing activation. shapes customer journeys.

Source: Garther

Gartner
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Marketing must accelerate the
enterprise’s ability to prioritize
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Redefine the CMO’s Role as the Organization’s
“Chief Connecting Officer”

Employees

Channels I : ] Brand
A A
Customers \ / Partners

O
®& S m
CMO as CCO
(Chief Connecting Officer)

Source: Gartner
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Look for Opportunities in the Collaboration Zone

B Provided Most Support B Most Hindered Response

16% Collaboration Zone
' -— -—— -— -—— -— -—— -— -—— -— -—— -— -—— -— -—— -— -—— -— -—— -— -—— -— -——
| 12%
|

-l 10% 10%

9% 1

6%

10% 10% 10%

8%
8%

0%
| IT CEO Communications PR 1 Supply Chain R&D Sales

h----------------------

n = 350 digital marketing leaders

Q: Which of the following roles/functions provided the most support for the marketing organization's response to disruptive events in 2020?
Q: Which of the following roles/functions most hindered the marketing organization's response to disruptive events in 2020?

Source: 2021 Gartner Digital Marketing Survey.
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Build Holistic Marketing Measurement

Hierarchy of Marketing Metrics

Decisions Supported Role Supported Granularity
BUSINESS Business Strategy CEO, CMO and CFO Low
Outcomes
Strategic Levers
and Macro Marketing Strategy CMO Low
Performance
Operational Levers Marketing Planning and Marketing Management Medium
and Diagnostics Campaigns
Tactical Levers and Campaign and Content Campaign Managers, High
Optimization Optimization Analysts and Specialists J

CMOs must bridge measurement gaps, making a clear and unambiguous connection between marketing's investments,
activity and enterprise value.

Source: Gartner
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Prepare for the future of hybrid marketing
by defining how online and offline channels work
symbiotically and taking an integrated approach to
budgets, planning and activation.

Redefine the CMO’s role to be the
organization’s “Chief Connecting Officer,” linking
channels, experiences, employees and partners
around a shared customer focus.

Build holistic marketing measurement,
focusing on return on investment and return on
objectives shared with other stakeholders across
the organization.
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Ask your questions

9 Ask a question Attachments Rate this Details

Ask a question

Type your question here...

P
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The World’s Most Important Gathering Discover an essential view into the technologies

of CMOs and Marketing Executives™ and trends that are shaping modern marketing
strategies.
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Find out more about the CMO Leadership Vision in 2022

through these additional resources:

Gartner.

Chief Marketing
Officer Leadership
Vision 2022

3 Strategic Actions for Success

Accelerate Growth in 2022

Explore top CMO challenges, trends,
priorities and key actions for the upcoming
year

Download Now

Gartner.

Gartner for Mar keters

The Role of Marketing
in Digital Transformation
and Innovation

Marketing Innovation- Your Path To

Growth

Find out how to invest in marketing innovation

and justify ROI

Download Now
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