
Strategies for
Success in the
Boardroom &
Beyond
If you're ready to take your
marketing career to the next level
and become a successful CMO,
this guide is for you.

The CMO Playbook:



This ebook will provide you with a
roadmap to becoming a CMO,
focusing on the strategic skills you need
to master. It will cover: 

Chapter 1: Strategic Planning

Chapter 2: Preparing for Board
Meetings

Chapter 3: Financial Acumen

Chapter 4: Talent Management

Chapter 5: Relationship Building

Chapter 6: CPD to Stay Competitive

What to
expect from
this ebook:



Marketing is a dynamic and exciting
field to be a part of and one that offers
many opportunities for growth,
however, it's no easy ride to the top.
One of the most desired positions in
marketing is the Chief Marketing
Officer (CMO) role. Gaining a seat at
the table and being responsible for
leading your business growth you can
understand why - but it’s not an easy
job and it's certainly not easy to prove
you're up for the job. 
 
Many marketers struggle with the
transition from tactical marketing to
strategic business leadership, making it
difficult to gain the trust and respect of
upper management and lead their
teams to success. If this is the blocker
you're facing then this guide is going to
be your best friend.

any successful CMO
makes effective
business decisions
and leads their team
to success.

Having a complete guide
of the key skills to master
when working towards
the CMO role, can help
you gain new leadership
skills, contribute more to
your strategic skills and
increase your overall
bottom line. 
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As a senior marketer looking to advance to the CMO level, developing strategic
planning skills is a critical step in your career progression. Strategic thinking
involves anticipating the future and devising plans that align with your
organisation's overall business strategy.

the key strategic skills that are critical for success as a CMO:

Business Acumen:
CMOs need to have a deep understanding of their organisation's business model,
including its financials, sales channels, and operations. They should be able to
identify opportunities for growth and develop strategies to capitalise on them.
 
Data Analysis
CMOs should be highly skilled at analysing data to inform decision-making of short
term and long term decisions for the business. This includes understanding metrics
such as customer acquisition cost, lifetime value, and churn rate, and using this data
to optimise marketing strategies and campaigns.
 
Brand Management
CMOs are responsible for shaping their organisation's brand and ensuring that it
resonates with their target audience. This involves developing messaging and
creative that align with the brand's values and objectives, monitoring the brand's
performance, and making adjustments as needed.
 
Cross-Functional Collaboration
CMOs need to work closely with other departments within their organisation.
Departments include the sales, product development, and customer support teams.
This requires excellent communication and collaboration skills, as well as the ability
to understand the priorities and goals of these other departments.

Ultimately, a successful CMO must have a deep understanding of the business and
sales models. This knowledge allows you to make strategic informed decisions about
where to invest your resources and how to allocate your marketing budget for
maximum impact.

Chapter 1: 
Strategic planning
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familiarise yourself with the marketing strategy:

To make sure you’re on track, go back to the business’s marketing strategy and
remind yourself of the organisation's strategy and goals. Look for areas where
marketing can help to drive growth and develop plans to support those objectives.
Regularly review your plans and adjust them as necessary to ensure that you stay on
track.
 
To summarise, strategic planning is a critical skill for any senior marketer looking to
advance to the CMO level. To develop this skill, you need to have a deep
understanding of your organisation's business model and goals, as well as the
competitive landscape in which you operate. You should also be able to collaborate
effectively with other departments and balance short-term and long-term priorities.
By honing your strategic planning skills, you will be well-positioned to succeed as a
CMO and drive your organisation's growth and success.
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unlock your
potential &
transform
your
marketing



Preparing for board meetings is a critical aspect of becoming a successful CMO.
You’ll be expected to sit in on, input and present in board meetings, so
understanding how they work and the function of a board meeting is crucial. Just
because you’re not a CMO yet doesn't mean you can’t start preparing:

Understand the board's perspective:

Before presenting to the board, it's important to understand their perspective. What
are their goals and objectives? What metrics do they care about? What are their
concerns? Understanding the board's perspective will help you tailor your
presentation to their needs.

Prepare a concise and compelling presentation:

Board members are busy people, so your presentation should be concise and to the
point. Start with a clear and concise summary of your marketing initiatives and then
provide details to support your recommendations. Use visuals to illustrate your points
and make the presentation more engaging.

Focus on the business impact:

Board members are primarily concerned with the business impact of your marketing
initiatives. Make sure you can clearly articulate the impact your marketing is having
on the company's bottom line. Use metrics to support your claims and show how
your initiatives are contributing to the company's success.

Chapter 2: 
preparing for Board Meetings
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Be prepared to answer questions:

Board members are primarily concerned with the business impact of your marketing
initiatives. Make sure you can clearly articulate the impact your marketing is having
on the company's bottom line. Use metrics to support your claims and show how
your initiatives are contributing to the company's success.

Align with the company's overall strategy:

Board members want to see how marketing is aligned with the company's overall
business strategy. Make sure you can clearly articulate how marketing supports the
company's goals and objectives.

By following these tips, you can effectively present to the board and gain buy-in for
your ideas.

05 | Fabric Academy | Roadmap to becoming a CMO



Chapter 3: 
Financial Acumen
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As a CMO, it is essential to have a deep understanding of financial metrics and be
able to make data-driven decisions that optimise marketing spend and drive
revenue growth. Some of the key financial skills that are critical for success as a
CMO include:

ROI Analysis:

You need to be able to calculate the return on investment for marketing campaigns
and initiatives. This involves understanding the costs associated with each campaign
and the revenue generated as a result. By analysing ROI, CMOs can determine
which campaigns are most effective and allocate resources accordingly.

Revenue Growth:

CMOs should be able to identify opportunities for revenue growth and develop
strategies to capitalise on them. This involves analysing sales data, identifying trends,
and developing marketing strategies that align with the organisation's growth
objectives.

Budgeting:

CMOs should be able to develop and manage budgets effectively. This involves
understanding the costs associated with various marketing channels and initiatives
and making decisions about where to allocate resources to achieve the best ROI.

Profitability:

CMOs should have a deep understanding of their organisation's profitability metrics,
such as gross margin and net profit. They should be able to identify opportunities to
improve profitability and develop strategies to capitalise on them.



Profitability:

CMOs should have a deep understanding of their organisation's profitability metrics,
such as gross margin and net profit. They should be able to identify opportunities to
improve profitability and develop strategies to capitalise on them.

Financial Reporting:

CMOs should be able to communicate financial information effectively to other
members of the executive team and board of directors. This involves presenting
financial data in a clear and concise manner and using data visualisation tools to
make complex financial information more accessible.

 
By developing financial acumen, CMOs can optimise marketing spend, drive
revenue growth, and maximise profitability. You should be able to work closely with
the CFO and other members of the executive team to ensure that marketing
initiatives align with the organisation's financial objectives. In summary, financial
acumen is a critical skill for any CMO looking to drive their organisation's growth
and success.
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Chapter 4: 
Talent Management

As a CMO, one of your key responsibilities will be to attract, develop, and retain top
marketing talent in the business. This requires a combination of leadership skills,
people management skills, and a commitment to fostering a culture of growth and
development within your team. Some of the key skills and strategies for effective
talent management as a CMO include:

Attracting Top Talent:

CMOs should be able to develop and implement effective recruiting strategies that
attract the best and brightest marketing talent to their organisation. This involves
developing an employer brand that resonates with top candidates, leveraging social
media and other digital channels to reach potential candidates, and working with HR
to streamline the recruiting process.

We have a free talent persona guide where you’ll find talent persona templates and
prompt cards to help guide you when recruiting for the right talent, including
running a talent persona workshop and creating questions for your surveys.
Download yours here.
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Developing Existing Talent:

CMOs should be able to provide opportunities for professional development,
mentoring, and coaching to help their team members grow and develop in their
roles. This includes identifying areas where team members can improve, as well as
providing access to CPD budgets that help team members build new skills and
expertise. 

We’ve created a downloadable CPD log template to help you keep track of your
team’s professional development. Download yours here.

Retaining Top Talent:

CMOs should be able to create a culture of growth and development within their
team that encourages top talent to stay with the organisation for the long term. This
involves providing competitive compensation and benefits packages, creating a
positive and supportive work environment, and recognising and rewarding top
performers for their contributions.

By developing effective talent management skills, CMOs can attract, develop, and
retain the best marketing talent to the business. Talent management is a critical skill
for any CMO looking to build a successful and sustainable organisation.
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Chapter 5: 
Relationship building

As a CMO, one of your key responsibilities is to build strong relationships with key
stakeholders, including customers, suppliers, and partners. This requires a
combination of strong interpersonal skills, strategic thinking, and a deep
understanding of the needs and motivations of these different groups. Some of the
key skills and strategies for effective relationship building as a CMO include:

Customer Relationship Management:

CMOs should be able to develop and implement effective customer relationship
management strategies that build trust and loyalty with customers. This includes
developing a deep understanding of customer needs and preferences, developing
personalised marketing campaigns that speak directly to these needs, and providing
exceptional customer service and support. This skill relates back to all the data and
insight gathered from your integrated marketing strategy.

Partner Relationship Management:

CMOs should be able to develop and maintain strong relationships with key partners,
such as suppliers, distributors, and other stakeholders. This involves identifying key
partners that can help drive business growth, negotiating favourable terms and
contracts, and working closely with partners to develop joint marketing campaigns
and other initiatives.

Strategic Alliances:

CMOs should be able to identify and develop strategic alliances and partnerships
that can help drive business growth. This includes identifying potential partners that
share common goals and values, negotiating mutually beneficial agreements, and
developing joint marketing campaigns and other initiatives that benefit both parties.
 

By developing effective relationship building skills, CMOs can build strong, mutually
beneficial partnerships and collaborations that drive business growth and success.

10 | Fabric Academy | Roadmap to becoming a CMO



Chapter 6: 
Continuous Professional Development (CPD)

As a CMO, it is essential to have a continuous learning mindset and actively seek
new ways to enhance your skills and stay updated with the latest trends. Once you
have identified your training needs and developed your L&D plan, it's time to select
a training provider. Choosing the right provider is critical to the success of your
training plan, and there are several factors you should consider when making your
selection.
 
To stay current with the latest marketing trends, you should attend industry events,
such as conferences and seminars, where you can learn from industry experts and
network with other professionals in your field. You can also take online courses or
CPD certifications to expand your skillset and gain new knowledge. These courses
can cover a variety of topics, such as strategy, digital marketing, data analytics,
branding, and communication.
 
Mentorship is another important component of CPD. Finding a mentor who is a
seasoned professional can provide you with guidance, advice, and insights into the
industry. Your mentor can help you identify areas for improvement, provide
feedback on your performance, and offer advice on how to advance your career.
Seek mentorship opportunities within your organisation or through industry
associations to find the right fit for you.
 
Overall, CPD is an ongoing process that requires commitment and dedication. By
staying up-to-date with the latest marketing trends, attending industry events,
taking courses or certifications, reading relevant books and articles, seeking
mentorship, and building relationships with other marketing professionals, you can
position yourself for success as a CMO and continue to grow and evolve in your
career.
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conclusion

Strategic Planning

Preparing for Board Meetings

Financial Acumen

Talent Management

Relationship Building

CPD to Stay Competitive

Becoming a CMO is a challenging but rewarding journey that requires dedication,
hard work, and a willingness to learn and grow. By following the steps and
milestones outlined in this guide, you can increase your chances of success and
position yourself for a CMO role. Remember to focus on developing strategic skills
and making sure you are always anticipating the future and devising plans that
align with your organisation's overall business strategy. With perseverance and a
growth mindset, you can achieve your goal of becoming a successful Chief
Marketing Officer.

To recap, in this ebook, we covered the following:
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why Fabric is the right training
provider for you: 

Throughout this comprehensive guide, we have explored the various steps and
key skills involved in the journey towards becoming a successful CMO. However,
we know that translating these concepts into actionable strategies within your
current job role can be challenging.

As a marketing L&D partner for businesses worldwide, Fabric has a proven track
record of creating strategic and commercially-minded marketers who are
leading their businesses to dominate markets and exceed ambitious growth
goals.

In just 12 weeks, you and your marketing team will be empowered with the best
methods to build a high-level marketing strategy and a series of detailed
execution plans. By developing you and your team through a shared learning
experience, you'll create a common process to drive growth, maximise budgets,
and harness the power of purpose within your organisation.

Remember, becoming a CMO is not just about reaching a title - it's about
making a meaningful impact, driving business growth, and shaping the future of
marketing. With perseverance, dedication, and our support, you can turn your
aspirations into reality.

Fabric has already helped marketers progress into the CMO role from across
the globe and now, we want to help you next.
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Our programme runs four times per year, in January, April,
June and September. 

To discuss how Fabric can work for you  
email hello@fabric-academy.com

Find out more at 
fabric-academy.com/courses/your-course

transforming your 
career with fabric

mailto:hello@fabric-academy.com
https://www.fabric-academy.com/courses/your-course


WHAT OUR customers 
say ABOUT US:

100%80%
of learners would
recommend our course

“I really enjoyed the course with the Fabric, underpinning
strategic processes across the whole marketing
spectrum, specifically across identifying customer
personas. I recommend for those looking to engage with
foundations of marketing theory in a practical, structured
way."

“The course provided a deep dive into marketing strategy,
taking you though the journey from idea generation to
completion. I feel as a result of the course, I have a much
stronger grasp on strategy and would gladly recommend
it to marketers of any level.”

of learners absolutely
loved the Fabric
programmeData collected as part of an NPS

survey Data collected as part of a CSAT
survey

Amy, Marketing Executive -  Darlington Building Society

Naomi, Campaign Manager - Itsu



Become the
strategic and
commercially
minded
marketer
you’ve always
wanted to be

fabric-academy.com

https://fabric-academy.com/

