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Mission

- To collect and disseminate the opinions of top marketers in order to predict the future of markets, track 

marketing excellence, and improve the value of marketing in firms and society.

- The survey is an objective source of information about marketing and a non-commercial service 

dedicated to the field of marketing. 

Survey operation
- Founded in August 2008, The CMO Survey is administered twice a year via an Internet survey. 

Questions repeat to observe trends over time and new questions are added to tap into marketing trends 

- The February 2018 survey is the 20th administration of The CMO Survey.

Sponsoring organizations
- Sponsors support The CMO Survey with intellectual and financial resources. 

- Survey data and participant lists are held in confidence and not provided to survey sponsors or any 

other parties.



Survey Methodology
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Survey sample
- 2796 top U.S. marketers at for-profit companies

- 362 responded for a 12.95% response rate

Survey administration

- Email contact with four follow-up reminders

- Survey in field from January 9-30, 2018

- 98.3% of respondents VP-level or above

Results interpretation

- M = sample average; SD = sample standard deviation

- B2B = Business-to-Business firms; B2C = Business-to-Consumer firms

Two other reports are available at cmosurvey.org/results

- The Topline Report: Results reported at the aggregate level

- Results by Firm and Industry Characteristics: Results reported within sectors, size, and Internet sales

https://cmosurvey.org/results


Survey Topics

4

Topic1: Marketplace Dynamicséééééééééééé........5-15

Topic 2: Firm Growth Strategiesééééééééééé...........16-24

Topic 3: Marketing Spendingééééééééééééé.........25-39

Topic 4: Financial and Marketing Performanceééééééé...40-43

Topic 5: Social Media Marketingéééééééééé...............44-57

Topic 6: Mobile Marketingéééééééééééééééé...58-63

Topic 7: Marketing Jobsééééééééééééééééé..64-70

Topic 8: Marketing Organizationéééééééééé...............71-73

Topic 9: Marketing Leadershipéééééééééééééé...74-78

Topic 10: Marketing Analyticsééééééééééééééé...79-91

Topic 11: The CMO Survey Award for Marketing Excellenceéé..92-94



Topic 1:

Marketplace Dynamics



Marketplace Growth Spending Performance Social Media Mobile Jobs Organization Leadership Analytics

Marketer outlook on the U.S. economy 

remains positive 
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Figure 1.1. How optimistic are you about the overall U.S. economy on a 0-100 

scale with 0 being least optimistic and 100 most optimistic?

B2BProduct 68.1

B2BServices 68.4

B2CProduct 68.5

B2CServices 72.6
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Marketer economic optimism accelerates 

over the last quarter
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Figure 1.2. Are you more or less optimistic about the overall U.S. economy compared to last quarter? 
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Marketer economic outlook varies by 

industry
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Figure 1.3. Are you more or less optimistic about the overall U.S. economy compared to last quarter? 
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Customer outcomes generally expected to 

improve; price shows largest increase
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Figure 1.4. Forecasted customer outcomes in next 12 months (% of respondents)
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Customer outcomes generally expected to 

improve
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Table1.1. Forecastedcustomer outcomes by industry

Industry 

Acquisitionof 

new 

customers

Customer 

purchase 

volume

Purchaseof

related 

products&

services

Customer 

retention

Entry of new 

customers 

into market

Price per unit

Overall 72.6% 70.4% 63.4% 52.7% 47.5% 37.1%

Banking/Finance/Insurance 68.8% 71.0% 71.9% 50.0% 53.1% 40.6%

Communications/Media 71.4% 47.6% 76.2% 42.9% 57.1% 23.8%

Consumer Packaged Goods 80.0% 76.0% 68.0% 40.0% 56.0% 40.0%

Consumer Services 63.6% 81.8% 45.5% 45.5% 54.5% 36.4%

Education 83.3% 66.7% 66.7% 83.3% 66.7% 16.7%

Energy 80.0% 60.0% 40.0% 60.0% 80.0% 40.0%

Healthcare 78.6% 75.0% 60.7% 60.7% 39.3% 39.3%

Manufacturing 69.0% 69.8% 45.2% 51.2% 23.8% 44.2%

Mining/Construction 50.0% 100.0% 0.0% 50.0% 50.0% 50.0%

Service Consulting 64.9% 66.7% 61.4% 49.1% 43.9% 26.3%

Retail/Wholesale 73.1% 69.2% 57.7% 46.2% 42.3% 50.0%

Tech/Software/Biotech 79.5% 79.5% 81.8% 68.2% 61.4% 40.9%

Transportation 92.3% 69.2% 76.9% 53.8% 53.8% 30.8%
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Customer priorities expected to shift to 

service

Figure 1.5. Customersõ top priority in next 12 months (% of respondents)
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Sector differences in customer priorities

Table 1.2. Customersõ top priority in next 12 months (% of respondents)

Customer Priority 
Overall  

Average

B2B

Product

B2B

Services

B2C

Product

B2C

Services

Excellent Service 27.5% 26.2% 31.0% 12.5% 40.4%

Superior Product Quality 25.2% 31.1% 21.0% 30.4% 14.9%

Trusting Relationship 19.0% 14.6% 22.0% 16.1% 25.5%

Low Price 16.0% 15.5% 13.0% 23.2% 14.9%

Superior Innovation 12.4% 12.6% 13.0% 17.9% 4.3%
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Fewer companies using channel partners to 

go to market
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Figure 1.6. Percent of companies using channelpartnersto reach market

(% of respondents)*

* Question asked irregularly. Full time series available shown.
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Channel partner purchase volume 

expected to improve in next year
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Figure 1.7. Forecasted channel partner outcomes in next 12 months (% of respondents)*

* Question asked irregularly. Full time series available shown.
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Most channel partner indicators forecasted 

to improve
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Table 1.3. Forecasted channel partner outcomes in next 12 months (% of respondents)*

* Question asked irregularly. Full time series available shown.

Partner Outcome
Overall  

Average

B2B

Product

B2B

Services

B2C

Product

B2C

Services

Increased partner purchase 

volume
70.1% 80.7% 64.9% 57.1% 72.2%

Increased partner purchase of 

related products and services 
50.3% 64.3% 37.8% 48.6% 35.3%

Increased partner price per unit 32.0% 40.4% 27.0% 25.7% 27.8%

Increased partner power in 

relationship
23.3% 14.0% 25.0% 34.3% 27.8%




