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#1 CMO priority
Increase confidence in 

marketing’s ability to drive 
growth and meaningfully impact 

our business

Source: CMO agenda 2025



Three important questions
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How much do analytics actually influence marketing decisions?

What do advanced marketers do differently?

What should you fix first?

01
02
03



Study Makeup 
& Methodology

103 Private Sector Senior Marketers from 
North America

Online Survey, 
Fieldwork: Aug-Nov 2025

$250M and above, mix of sectors, senior 
manager and above, mix of roles



Data limits decision-making capabilities
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The hardest questions for analytics to answer are

36%
Say data is trustworthy 
as presented

20%
Say customer data is 
fully unified

Marketers rely more heavily on

Platform metrics and A/B testing 68%

…less heavily on

MMM 56%, Incrementality testing 51%, and MTA 47%

Balancing short- vs. long-term priorities 51%

Forecasting marketing outcomes 49%



Data is usually consulted but decisions are not yet 
data driven or validated
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Q: Data decision making…
N=103 Senior Marketers

How data support decisions

29%

47%

19%
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Decisions are traceable
to data-supported

rationale

Decision-making is
weighted toward data

Decision-makers
sometimes / informally

consult data

Reactive or ad hoc



Advanced Marketers (AM) have aligned measurement 
with business strategy
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Q: How well is your company's marketing measurement strategy aligned with its overarching business strategy? (Select one)
N=103 Senior Marketers
*Advanced Marketers = Small Base

46% 45%

10%
0%

80%

20%

0% 0%
0%

20%

40%

60%

80%

100%

Significantly: marketing
measurement strategy is

aligned to evaluate business
strategy achievement

Moderately: we accomplish it
sufficiently, but it could be

better

Minimally: we recognize the
need but struggle to

accomplish it

Not at all

Total Advanced Marketers (N=30)*

Alignment between measurement and business strategy



Governance is more established among AM
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Q: Which of the following best describes your company's governance of customer or marketing-related data at your company? (Select one)
N=103 Senior Marketers
*Advanced Marketers = Small Base

State of data governance 

0%

3%

33%

63%

4%

10%

46%

41%

0% 10% 20% 30% 40% 50% 60% 70%

None: no customer or marketing-related data governance in place

Minimal: governance is ad hoc or reactive. No formal processes

Partial: some governance is in place, but it's not comprehensive or
widely adopted / supported by leaders, but priority might slip when

org is constrained

Significant: dedicated governance structures are in place. It is
comprehensive and widely adopted. Leaders maintain its priority

Total Advanced Marketers (N=30)*



AM has significantly stronger trust in their data
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Q: Which of the following best describes the level of trust your company has in the quality of its marketing -produced data or insights to inform 
decisions? (Select one) N=103 Senior Marketers
*Advanced Marketers = Small Base

Level of trust on data and insights

0%

0%

30%

70%

1%

13%

50%

36%

0% 20% 40% 60% 80%

None: we have very little trust in our data

Minimal: data needs substantial work before it
can be trusted

Partial: data is generally good, but it needs a lot
of explanation or context before it can be trusted

Significant: Data is trustworthy as presented

Total Advanced Marketers (N=30)*



Data unification is less of a problem among AM
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Q: Which statement best describes your company's customer data unification and ability to analyze customer journeys? (Select one)
N=103 Senior Marketers
*Advanced Marketers = Small Base

State of data unification 

0%

20%

43%

37%

5%

36%

38%

20%

0% 10% 20% 30% 40% 50%

Customer data is siloed - we don't have customer journey visibility

Customer data is partially unified - we have partial customer journey
visibility.

Customer data is mostly unified - we can construct a reasonably
comprehensive view of individual customer journeys

Customer data is fully unified - we have actionable customer journey
views across nearly all channels

Total Advanced Marketers (N=30)*



AM are much more likely to have established 
collaboration between marketing and finance
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Q: Which of your company's department(s) compute customer lifetime value (CLV)? (Select one)
N=103 Senior Marketers
*Advanced Marketers = Small Base

Other CLV Stakeholders: 
• Strategy & Insights
• Sales
• Data & Analytics

Who owns CLV calculation?

7%

0%

3%

7%

30%

53%

6%

1%

13%

13%

33%

35%

0% 10% 20% 30% 40% 50% 60%

Other (please specify)

IT

We don't compute CLV

Finance

Marketing

Collaboration between Marketing and Finance

Total Advanced Marketers (N=30*)
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