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With the modern marketing executive’s skillset rapidly  

expanding, Brian Kardon, the CMO at Fuze, a business  

analytics company, was recently asked what attributes leaders 

must possess if they want to succeed. Kardon replied, “You 

have to be able to repeatedly nail your messaging, it’s one of 

the first things that sets you apart.”

A company’s story is the thread that connects the entire  

customer experience. Corporate messaging is the one thing 

that is omnipresent across all communication channels,  

vehicles, touchpoints and conversations that make up the 

customer journey. That’s why the ability for CMOs to develop 

and deliver a clear, compelling and consistent message – 

inside and outside of their organization – matters more today 

than ever before.

Your story must be meaningful, memorable and motivational. 
Internally and externally. 
Bruce Goldberg, who was the CMO at the International  

Securities Exchange and previously held marketing positions 

at Procter & Gamble, Frito-Lay and Pizza Hut, once said, 

“CMOs are the prime movers of their brands’ perception.  

They are the custodians of their brand in all areas and how  

all constituencies — customers, employees, the media,  

regulators — view their company.”

Goldberg knew that corporate messaging development and 

delivery is all about creating positive perceptions. And the 

perception customers have of your business is based on the 

interactions they have with your company. In fact, according 

to a leading customer service firm, Customer Think, up to 70 

percent of your company’s brand perception is based on the 

interactions they have with your employees. That’s why it is 

critical every employee buys into the story and has the skills 

required to bring it to life in the customer experience.

Moving forward, if CMOs are going to deliver the right  

message at the right time, online and offline, they will have  

to design, implement and manage communication strategies 

and processes that infuse a consistent corporate message 

across all customer touchpoints – many of which are owned 

by stakeholders inside your company.

That’s why customer-centric messaging has become the 

critical link between online and offline aspects of the customer 

journey. Jacqueline Hernández, CMO, NBC Universal, said  

it best when she stated, “If you position your company to be  

a customer-centric organization, then you have infinite  

possibilities to connect with them. We know that customers 

are on multiple devices and multiple channels at different 

times of the day, and the CMO in particular has the chance to 

be the storyteller who delivers the right message at every point 

of connection.”

Creating a customer-centric culture is the CMO’s responsibility. 
According to the 2015 CMO Report by Forrester Research, 

“CMOs’ responsibilities won’t grow beyond those of a ‘chief 

marketer’ unless [they] step up to lead the shift to customer 

obsession.” The report goes on to say, “Until recently,  

marketing executives have focused only on the direction of the 

marketing organization. But in 2015, the expectation is that 

marketing leaders will work with human resources executives 

and CEOs to align hiring, training and recognition objectives 

with customer-oriented outcomes. CMOs will have a broader 

impact on the direction of the entire enterprise.”

Owning the end-to-end delivery of the corporate story is one 

trend CMOs will not be able to side step. It is now a business 

imperative to make sure every stakeholder involved in the 

customer experience deeply understands what the corporate 

message is, why it matters and how to activate it across critical 

customer conversations and channels. That means — every 
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employee and partner that plays a role in the customer  

experience — must deeply understand the company’s  

promise and messaging.

Getting the entire organization “on message” is no longer a luxury.  
Your story in now omnipresent. Always in front of your target 

audience and customer. So, make no mistake about it — your 

ability to deliver a clear, compelling and consistent story — will 

be the difference between winning and losing the customer 

experience battle. That’s why leading CMOs, marketing  

executives and business leaders are investing in the  

resources and processes required to deliver a consistent  

corporate message — inside and outside of the organization.

More Information:
To learn more about bringing a consistent corporate story to 

life in the customer experience visit:  

www.itsonmessage.com/pov

To contact James O’Gara: jogara@itsonmessage.com
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