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CMO Mission -Critical Priorities (MCPs)

Leading a Future -Fit 
Marketing Organization

Only 14% of CMOs influence 
enterprise growth strategy 
decisions

M
C

P
s Building AI -Powered 

Marketing Operations
Adapting to the New Rules of 

Customer Engagement
Driving Brand -Led Growth

Only 30% of CMOs report 
mature AI readiness despite 
spending 15.3% of their budget 
on AI initiatives

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

◉
Reset CMO Leadership and 
Marketing’s Role

◉
Renegotiate and Strengthen C -
Level Alliances

◉
Update Roles and Structure for 
Strategic Value

◉ Drive Acquisition and Growth

◉
Lead Marketing and Enterprise 
Transformation

◉ Set Marketing’s AI Strategy

◉ Identify and Prioritize AI Use Cases

◉ Build Operating Model and Data 
Foundations

◉ Reprioritize Investments in Partners 
and Tech

◉ Scale AI Governance and Value 
Creation

◉
Assess Impacts of AI on Customer 
Behaviors

◉
Adapt Customer Journeys and 
Segmentation

◉
Optimize Content for 
Discoverability and Relevance

◉
Transform Channel and Media 
Strategy

◉
Measure and Optimize Customer 
Engagement

◉ Redefine Brand’s Role in the AI Era

◉
Reformulate the Brand for Humans 
and Machines

◉
Launch and Activate the Brand 
Growth Engine

◉
Monitor and Operationalize Brand 
Trust

◉
Communicate the Impact of Brand 
on Growth
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2 in 3 consumers say brands 
produce too much AI slop in 
their marketing content, 
making them less trusting of 
brand messaging.

Page 
Purpose

• Build credibility with your client/prospect by sharing what Gartner knows are the top MCPs facing 
other C -Level executives in this role. 

• Use to identify the client/prospect’s MCP in their own words, asking about major 
milestones/challenges to test if this is truly their MCP

Tips from 
Top 

• Introduce each MCPs briefly. Don’t read but provide 15 second context to each MCP. 

• Hypothesize which MCP is most applicable to the client/prospect based on internal and external 
research. Industry, business model, and CXO persona

• Transition into diagnosis to capture the MCPs and challenges in the client/prospect’s voice.

• Once captured, select one of the MCPs and ask if further insights in that space would be valuable. if 
no, use as opportunity to better understand their MCP.

Talking 
Points

At Gartner, we analyze  millions of data points and hold thousands of conversations with Chief Marketing 
Officers just like you. One of the outputs of that analysis is an objective understanding of the top critical 
priorities your peers are focused on in 2026 and beyond. 

MCP #1: Leading a Future -Fit Marketing Organization
The first one you see on the slide is Leading a Future -Fit Marketing Organization. As AI reshapes 
marketing and growth expectations rise, many CMOs are being asked to drive transformation while 
maintaining operational performance. We're seeing leadership teams question whether traditional 
structures, skills, and roles are equipped for what's ahead, while leading organizations appear to be 
redefining marketing's strategic contribution. 

MCP #2: Building AI -Powered Marketing Operations
The second one is Building AI -Powered Marketing Operations. Many organizations are investing 
aggressively in AI, yet leadership teams often struggle to connect that spending to measurable business 
outcomes. Traditional approaches frequently emphasize technology adoption first, while leading 
marketing organizations seem to be placing greater focus on operating models, decision -making, 
governance, and value realization. 

MCP #3: Adapting to the New Rules of Customer Engagement
The third one is Adapting to the New Rules of Customer Engagement. Customer discovery and decision 
making are increasingly influenced by AI, while trust and human validation are becoming more important. 
We're observing that many engagement strategies still reflect older customer behaviors, raising 
questions about whether conventional personalization and channel approaches will remain effective in 
the future. 

MCP #4: Driving Brand -Led Growth
The fourth one you see on the slide is Driving Brand -Led Growth. As AI changes how organizations are 
discovered and evaluated, brand is becoming more important to differentiation, trust, and growth. Many 
executive teams continue to view brand primarily through a marketing lens, yet we're seeing growing 
interest in understanding how leading organizations connect brand strategy more directly to business 
performance and enterprise growth. 

Sample 
Probing 
Questions

Select a few to guide your diagnosis 

• Given (business challenge from prep) I feel like the (MCP) must be top of mind. What are your 
thoughts? 

• Which is currently demanding most of your attention, time and budget? 

• Is that what your manager or board are holding you and your team accountable for? 

• How's your performance going to be measured by your CEO and board over the next 24 months as 
you…?

• What would you say would stop you from achieving …?

Transition I’d love to take the opportunity to bring one of these critical priorities to life in a bit more detail, so that 
you have a better understanding of how CPOs like you leverage Gartner. Given your focus on XYZ, I 
thought we could talk about [MCP] 
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