CMO Mission-Critical Priorities (MCPs)

Leading a Future-Fit

MCPs

Marketing Organization

Only 14% of CMOs influence
enterprise growth strategy

Building Al-Powered
Marketing Operations

Only 30% of CMOs report
mature Al readiness despite

Adapting to the New Rules of
Customer Engagement

2 in 3 consumers say brands
produce too much Al slop in

Driving Brand-Led Growth

60% of business leaders do not
consider brand strategy as a
primary factor when setting

decisions spending 15.3% of their budget their marketing content, o
o : . growth priorities
on Al initiatives making them less trusting of
brand messaging.
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