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Is Marketing Ready for A Seat at the Table? 
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Is this really the right question?  
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Why do we assume that accountability 
is a one-way conversation?  
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“Prove” “Explain” “Validate” “Demonstrate” 

Why are these terms most overheard when 
describing interactions between Marketing 
and Finance?  

To me how it 
worked 

That it 
worked 

Your success 
using my terms 
instead of yours 

How this will 
show return on 
my investment 
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Collaboration! 

MASB is the opportunity to change the 
narrative between Marketing and Finance 

 FROM TO 
How much does this cost? How much more can we invest? 

 

Can you prove that it worked? Let’s figure out how we can do more 
 

Now we need to translate these 
results into real business metrics. 

What do you need to deliver more 
revenue? And how can we help? 
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More closely aligned than we realize. 
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Our core focus for this MASB Summit 
should be to activate the MASB Vision 

 
How can we create an 

ongoing venue for 
Marketing and Finance to 

meet? 
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With the economy still struggling to find its way, marketing 
accountability has moved from the category of “nice to have” to 
“must have,” and management and finance are becoming 
enthusiastic champions of the discipline. 
 
To get on the same page with the CFO, especially during tough 
economic times, the CMO needs to become the chief growth 
officer. The role of the CMO is not just about advertising any more 
and marketers can no longer hide from the numbers if they want a 
seat at the table and a role in developing their own budgets.  
ANA Study by Susan Burke 2012 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2012 q4 Member Benchmarking 

10 



2012 q4 Member Benchmarking 
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Did you increase sales year over year? 
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IBM @ ANA Masters of Marketing 2012 

Most CMOs are struggling in one vital respect — return on investment 
(ROI).  

Our research shows the measures used to evaluate marketing are 
changing.  

Nearly two-thirds of CMOs think return on marketing investment will 
be the primary measure of their effectiveness by 2015.  

1/2 of all CMOs feel insufficiently prepared to provide hard numbers. 
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CMO Beliefs 
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More from IBM @ ANA’s Masters… 
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When asked what they think 
marketing ROI is, 37% of 

respondents made no mention of 
financial outcomes.  
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What is Finance Up Against? 
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The new role of Finance: Business Insight 
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Maximizing 
growth 
opportunities 
requires direct 
and ongoing 
collaboration 
with Finance, 
in real time 
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Versus tactical 
liaisons 
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A chance to help Finance?  
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What makes an “A” Player in Marketing? 
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What makes an “A” Player in Marketing 
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An outside view from ITSMA 
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Thank you! 
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