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AGENDA

• ABOUT THE FORBES MARKETING 
ACCOUNTABILITY INITATIVE POWERED BY MASB

• KEY FINDINGS FROM THE MARKETING 
ACCOUNTABILITY REPORT

• CALL TO ACTION TO THE INDUSTRY
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FORBES-MASB PARTNERSHIP

Project 
The Forbes Marketing 

Accountability Initiative Powered 

by MASB

Project 

Objective

Expected

Outcome

Greater Awareness, Adoption, 

and Participation in MASB 

Membership by Marketers

Issue

Addressed

Broader Adoption of Marketing 

Accountability Standards and 

Practices

Improve Awareness, Reach, 

Membership, and Impact of 

MASB with CMOs and the 

Marketing Community

2017-2018When

Strategy

Partner with Forbes CMO 

Practice to jointly develop 

and promote research, 

standards and fully 

participating membership 

services to CMOs of 

Global 5000 organizations 

and raise the profile of 

MASB standard setting, 

metrics and research in 

the marketing community 

overall.
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FORBES-MASB MILESTONES (July 2017 to Present)

V

Execute 

Outreach 

& Research

II

Formal 

Agreement

III

Develop 

Research

& Offerings

VI

Future 

Offerings and 

Programs

I

Define 

Partnership*

IV

Launch

the Market

Marketing 

Accountability Report

Forbes Powered by 

MASB Partnership

The Marketing 

Accountability Journey

Forbes CMO Summit 

Presentation

Forbes –MASB NY 

CMO Event

Press Announcement

Articles in Forbes.com (SAM, MASB)

Joint Publication of 

Research/Papers

Certification Program

Forbes Powered by 

MASB Web Site

Joint Social Media

May CMO Event in 

NYC

CMO Outreach, Engagement, Memberships
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Growth - Support big growth strategy, trade-off, and 
growth investment decisions with facts vs. gut 

intuition
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Teamwork - Collaborate with other business 
units to allocate capital, investment and budget 

to optimize growth and ROI

Financial Viability  - Communicate and quantify 
how marketing investment contributes to 
enterprise value and growth investment

Transparency - Data and metrics to provide staff, 
solution providers and the marketing services supply 
chain clear criteria, incentives and performance goals

THE PROBLEM WE SOLVE: MAKE MARKETING MORE ACCOUNTABLE 

“Most marketers lack the externally validated 

standards for measurement of media, brand and 

attribution needed to better connect marketing 

investment to business outcomes. “There are 

many layers to marketing performance. It takes 

a complex portfolio of measures.  Leadership 

tends to be overly obsessed with sales 

attribution and cost of acquisition without 

factoring important factors like brand 

perceptions, brand preference, or trust.”

David Edelman, CMO Aetna

“Developing a collective understanding of 

how business functions work together to 

contribute to growth  is important 

because growth has become a team 

sport. Thinking like a shareholder 

requires teamwork. You need to partner 

with IT, sales, compliance, service and 

product to drive sustainable growth—

quality relationships. 

Denise Karkos, CMO TD Ameritrade

Without consensus measures of the value they 

create, CMOs face big credibility gaps and 

enterprise value creation suffers. MASB 

research found that most organizations fail to 

achieve these growth results because they fail 

to agree on a set of clearly defined, common 

sense, externally validated standards for 

measuring marketing performance. The linkage 

between marketing metrics and financial 

outcomes needs further development”

Deborah Wahl, the Vice Chair of the Association 

of National Advertisers

“Metrics create value because they 

facilitate teamwork and help us define 

collective goals. Only when we have 

commonly agreed upon and externally 

validated metrics for marketing’s 

contribution to enterprise value will we 

be able to work with the marketing 

services supply chain as a team, not 

suppliers.” 

Elissa Fink, CMO Tableau
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WEB PRESENCE: THE FORBES MARKETING ACCOUNTABILITY INITIATIVE
Powered by
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MEDIA AMPLIFICATION: FORBES.COM
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GAIN EXECUTIVE 

BUY-IN ON THE 

FINANCIAL IMPACT 

OF MARKETING ON 

FIRM VALUE

DEFINE SPECIFIC 

PERFORMANCE 

IMPROVEMENT 

PRIORITIES AND 

QUANTIFIABLE GOALS
BENCHMARK 

WHERE YOUR 

ORGANIZATION 

STANDS AGAINST 

PEERS AND BEST-

IN-CLASS

PURSUE INCREMENTAL 

GAINS SUPPORTED BY 

PEER VALIDATION, 

COACHING AND 

PRACTICES

ONGOING TRACKING 

OF  FINANCIAL 

IMPROVEMENT AND 

RISING THRESHOLDS 

OF PERFORMANCE
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2-BENCHMARK

3-ROADMAP

4-IMPROVE

5-MEASURE

CONTINUOUS IMPROVEMENT IN MARKETING PERFORMANCE 

TEAMWORK 
TOWARDS 

COLLECTIVE 
GROWTH 
GOALS

1-BUY-IN

THE MARKETING ACCOUNTABILITY JOURNEY
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AGENDA

• ABOUT THE FORBES MARKETING 
ACCOUNTABILITY INITATIVE POWERED BY MASB

• KEY FINDINGS FROM THE MARKETING 
ACCOUNTABILITY REPORT

• CALL TO ACTION TO THE INDUSTRY
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CORE FINDINGS FROM THE MARKETING ACCOUNTABILITY RESEARCH

1. MARKETING INVESTMENTS AND ASSETS MAKE A SIGNIFICANT CONTRIBUTION TO ENTERPRISE VALUE –
IN MANY CASES OVER 50%

2. THERE ARE 18 WAYS MARKETING ASSETS DRIVE ENTEPRISE VALUE

3. THE COMPLEXITY AND COMPOSITION OF THE MARKETING INVESTMENT AND ASSET PORTFOLIO HAS 
EXPANDED TO 20 CATEGORIES

4. CMOS PERCEIVE THEIR INVESTMENTS IN SOCIAL, MOBILE AND DIGITAL MEDIA ARE OUT PERFORMING 
TRADITIONAL MARKETING CHANNELS

5. MARKETING HAS BECOME A TEAM SPORT - CMOS MUST TAKE ON SIX SPECIFIC ROLES TO EFFECTIVELY 
MEASURE, MANAGE AND GROW ENTEPRISE VALUE 

6. MARKETERS THAT INVEST MORE IN MEASURING AND MANAGING MARKETING PERFORMANCE ARE 
CREATING MORE VALUE

7. HIGHLY ACCOUNTABLE MARKETING ORGANIZATIONS ARE BUILDING 12 ORGANIZATIONAL 
COMPETENCIES

8. WITHOUT CONSENSUS MEASURES OF THE VALUE THEY CREATE CMOS FACE BIG CREDIBILITY GAPS AND 
GROWTH SUFFERS
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FINDING 1: MARKETING INVESTMENTS AND ASSETS MAKE A SIGNIFICANT 
CONTRIBUTION TO ENTERPRISE VALUE – IN MANY CASES OVER 50%
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FINDING 2: THERE ARE 18 WAYS MARKETING ASSETS DRIVE 

ENTEPRISE VALUE
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BRAND

ASSETS

BRAND  

PREFERENCE

ORGANIZATIONAL 

MEASUREMENT 

CAPABILITIES

ORGANIZATIONAL 

KNOWLEDGE 

SHARING

MARKETING 

CAPABILITY

MARKETING 

EFFECTIVENESS

MARKET 

INTELLIGENCE AND 

ANALYTICS

INTER -

DEPARTMENTAL 

CONNECTEDNESS

DIGITAL CHANNEL 

PERFORMANCE

CHANNEL 

INVESTMENT 

PERFORMANCE

SUPERIOR 

CUSTOMER 

EXPERIENCE

PRODUCT & 

SERVICE

QUALITY 

PERCEPTIONS OF 

INNOVATION

EMPLOYEE TALENT, 

LEADERSHIP AND 

CULTURE

CUSTOMER 

SATISFACTION

SALES AND SERVICE 

EFFECTIVENES

STRONG CUSTOMER 

RELATIONSHPS

GROWTH 

MOMENTUM

STRATEGIC VALUE DRIVERS

QUALITY AND 

INNOVATION

BRAND 

EQUITY

CUSTOMER   

EQUITY

ORGANIZATIONAL 

COMPETENCE

GROWTH 

PLATFORMS

INVESTMENT 

EFFECTIVENESS

THE FINANCIAL CONTRIBUTION OF MARKETING TO THE ENTERPRISE
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FINDING 3: THE COMPLEXITY AND COMPOSITION OF THE MARKETING 
INVESTMENT AND ASSET PORTFOLIO HAS EXPANDED TO 20 CATEGORIES
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• THE MARKETING INVESTMENT PORTFOLIO HAS EXPANDED TO 
20 PRIMARY MEDIA, MARKETING, CHANNEL & TECHNOLOGY 
CATEGORIES

• UNDERSTANDING WHERE TO REALLOCATE INVESTMENT 
RESOURCES AND HOW AGGRESSIVELY TO SHIFT TO 
EMERGING DIGITAL INVESTMENTS HAVE EMERGED AS THE 
TOP SHORT TERM CMO PRIORITIES 

• PROVIDING FACTS TO HELP CEOS AND BOARDS UNDERSTAND 
WHAT BETS TO MAKE TO SUPPORT DIGITAL 
TRANSFORMATION AND INNOVATION STRATEGIES IS THEIR 
TOP LONG TERM CHALLENGE

• MANAGING THIS PORTFOLIO REQUIRES HIGH DEGREES OF 
MARKETING ACCOUNTABILITY AND A DEEPER 
UNDERSTANDING OF THE ECONOMIC CONTRIBUTION OF 
MARKETING INVESTMENT TO ENTERPRISE VALUE.
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FINDING 4. CMOS PERCEIVE THEIR INVESTMENTS IN SOCIAL, MOBILE AND 
DIGITAL MEDIA ARE OUT PERFORMING TRADITIONAL MARKETING CHANNELS
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FINDING 4. CMOS PERCEIVE THEIR INVESTMENTS IN SOCIAL, MOBILE AND 
DIGITAL MEDIA ARE OUT PERFORMING TRADITIONAL MARKETING CHANNELS



CONFIDENTIAL 16

FINDING 5: MARKETING HAS BECOEM A TEAM SPORT - CMOS MUST TAKE ON SIX 

ROLES TO EFFECTIVELY MEASURE, MANAGE AND GROW ENTEPRISE VALUE 

SIX ROLES THE CMO PLAYS IN CREATING ENTERPRISE VALUE
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5% higher levels of performance 
from their marketing 

investments across 11 
categories of investment

5%

7.5% better growth outcomes 
across 27 measures of business 
performance at every stage of 

the journey

The research revealed that high-performing marketers that invest in marketing accountability and data-driven 
marketing approaches are achieving better returns on marketing investments and superior levels of growth 
performance. Marketers who pursue higher levels of marketing accountability are achieving 5% better returns on 
marketing investments and over 7% higher levels of growth performance. 

7.5%

FINDING 6: MARKETERS THAT INVEST MORE IN MEASURING AND MANAGING 
MARKETING PERFORMANCE ARE CREATING MORE VALUE
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5% HIGHER LEVELS OF PERFORMANCE FROM THEIR MARKETING 
INVESTMENTS ACROSS 11 CATEGORIES OF INVESTMENT
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7.5% BETTER GROWTH OUTCOMES ACROSS 27 MEASURES OF BUSINESS 
PERFORMANCE AT EVERY STAGE OF THE JOURNEY
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The research identified 12 
common organizational 
capabilities that high 
performance marketers are 
developing to leverage the 
data, systems and marketing 
services partner relationships 
they have to evolve their 
marketing performance 
measurement systems to a 
best-in-class model and 
improve marketing 
accountability. 
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FINDING 7: HIGHLY ACCOUNTABLE MARKETING ORGANIZATIONS ARE 
BUILDING 12 ORGANIZATIONAL COMPETENCIES
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FINDING 8: WITHOUT CONSENSUS MEASURES OF THE VALUE THEY CREATE 
CMOS FACE BIG CREDIBILITY GAPS AND GROWTH SUFFERS
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AGENDA

• ABOUT THE FORBES MARKETING 
ACCOUNTABILITY INITATIVE POWERED BY MASB

• KEY FINDINGS FROM THE MARKETING 
ACCOUNTABILITY REPORT

• CALL TO ACTION TO THE INDUSTRY
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SIX QUESTIONS EVERY CEO NEEDS TO ASK ABOUT GROWTH
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MEASURE TWICE 
CUT ONCE


