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Source:  Spencer Stuart:  https://www.spencerstuart.com/research-and-insight/cmo-tenure-study-progress-for-women-less-for-
racial-diversity, study is based on the analysis of the tenures of CMOs from 100 of the most-advertised U.S. brands as of Dec. 31, 
2020.

https://www.spencerstuart.com/research-and-insight/cmo-tenure-study-progress-for-women-less-for-racial-diversity
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Stephen Diorio

◼ Managing Director, The Revenue Enablement 

Institute

◼ Director, Forbes Marketing Accountability 

Initiative

◼ Fellow, MASB

◼ Senior Fellow Customer Analytics Initiative, The 

Wharton School

◼ Master Degree, Marketing and Finance The 

University of Chicago - Booth School of Business
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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

Excerpt MASB 2018 Winter Summit Presentation
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FINDING 5: MARKETING HAS BECOME 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

Excerpt MASB 2018 Winter Summit Presentation
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FINDING 8: WITHOUT CONSENSUS MEASURES OF THE VALUE THEY CREATE 
CMOS FACE BIG CREDIBILITY GAPS AND GROWTH SUFFERS

7

Excerpt MASB 2018 Winter Summit Presentation
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Soon To Be Release



THE REVENUE OPERATIONS MATURITY MODEL

COMMERCIAL 

ARCHITECTURE

COMMERCIAL 

LEADERSHIP

COMMERCIAL 

ASSET 

MANAGEMENT

COMMERCIAL 

OPERATIONS

COMMERCIAL 

INSIGHTS

COMMERCIAL 

ENABLEMENT





ALIGNING REVENUE TEAMS AND THE SYSTEMS, OPERATIONS AND 

PROCESSES THAT SUPORT THEM ACROSS THE ENTERPRISE

The Pressure To Eliminate Revenue, Margin and Price Leakage Across the Revenue Lifecycle





Chief 

Financial 

Officer

Chief 

Technology 

Officer

Product 

Management

Business 

Unit

Customer 

Success

Head of 

Sales

Chief 

Marketing 

Officer "CXO" Alliance

RevOps 

Leader

1 Executive Committee l l  l  l  l l

2
Enterprise Growth Strategy (Top Down 

Targets )
l   l l

3 P&L (Bus iness  Unit) l  

4
Owned Digi ta l  Infrastructure 

(Customer Facing Technology)
    l l l

5 Revenue Enablement Technology   l  l

6 Customer Engagement Data  (1Party)  l l l l l

7 Customer Analytics    l  l

8 E-Commerce (DTC Sa les )   l l l

9 Marketing Communications l l

10 Digi ta l  Media l l

11 Traditional  Media l l

12 Marketing Strategy l l l

13 Brand Strategy l l

14 Content     l

15 Events   l l

16 Segmentation and Targeting   l l 

16 Coverage Model   l 

17 Compensation and incentive des ign l l

18 Sales  Forecast l l l  l

19 Sales  Management l l  l

20 Sales  Force Des ign (Architecture) l l  

21 Terri tory and Quota Planning l l  

22 Customer Relationships  l  l  l

23
Partner Channel  Relationships  

(Strategy)
l l  l

24 Customer Care (Service) l l l 

25 Customer Experience (CX) l l l 

26
Product Des ign - Innovation Agenda 

(4P) 
l

27 Pricing (4P) l

28 Product Portfol io Strategy (4P) l

29 Promotions  (4P) l l l

SPAN OF CONTROL 11% 13% 18% 7% 10% 43% 43% 70% 89% 54%

Functional Growth Drivers

Status Quo Executive Functions New Leadership Roles
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