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Introductory message 

Marketing: an organisation’s growth engine and often the first port of call for finding efficiencies. More 
than ever this year, marketing leaders are being pulled in both directions, with AI being a major catalyst. 
When asked what they see as the biggest opportunity for GenAI this year, the top two answers from 
marketing leaders were ‘Improving operational efficiency’ (71%) and ‘Improving customer experience’ 
(64%), with ‘’performance’ and ‘growth’ the two biggest budgetary priorities. 

‘Leveraging AI’ is therefore unsurprisingly the most pressing issue marketing leaders claim to be facing in 
their role, up from #5 last year. Yet, despite all the talk of AI, it’s the soft skills that leaders value most, 
with ‘strategic thinking’ the #1 rated skill deemed most useful for their role, followed closely by 
leadership and problem solving. And it’s ‘developing talent and culture’ which is called out as the skill set 
that most needs to be improved. 

It’s this intoxicating mix of technology and the human that makes marketing such an exciting industry. A 
dichotomy? Not at all. Humans have always relied on technology. It’s what sets us apart from other 
species. We’ve always been enhanced by it, marketing has always been at the forefront of it and AI is no 
different. Except this time it’s happening just that little bit faster and promises that little bit more. 

Here, we explore what’s driving CMOs and Senior Marketing Leaders. We look at what’s different, what’s 
changed and what‘s to come. 
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Years of Experience
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Gender

10% 36% 25% 17% 13%

5 or less 6 – 10 11 – 15 16 – 20 20+

Years of experience

Female …

Male CMO, 

24%
Female …

Male SML, 

25%

Gender

Female CMO Male CMO Female SML Male SML

Have more than 15 years of experience30%

The survey was completed in October 2025 by 53 Chief Marketing Officers (CMOs) 
and 69 Senior Marketing Leaders (SMLs) in the UK



Industry

2%

4%

9%

11%

12%

30%

31%

GPS

LSHC

ER&I

FS

Professional Services

Consumer

TMT

Industry
Annual Revenue Last Year

12%

11%

10%

11%

21%

8%

13%

3%

7%

3%

Less than £5 million

£5-£10 million

£11-£25 million

£26-£99 million

£100-£500 million

£500 million - £1 billion

£1-£5 billion

£5.1-£10 billion

£10-£49 billion

More than £50 billion

Annual revenue last year
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B2B, 18%

B2C, 23%

Mix of both 

B2B and 

B2C, 59%

Company characterisation 

B2B B2C Mix of both B2B and B2C

Representation was gained across industries, type and size of organisation



Executive Summary: CMO Insights 2026 - The new growth playbook
This report captures the strategic pulse of 122 of the UK’s leading Chief Marketing Officers (CMOs) and Senior Marketing Leaders (SMLs), revealing a function at a pivotal juncture. 
Leaders are navigating a complex landscape defined by technological disruption, economic pressures and a profound shift in required skills. The following themes distil the core 
challenges and opportunities that are shaping the future of marketing leadership.

The speed of change is rapid and continuing to seek external perspectives and reference points to maintain momentum and course alignment is required

The AI imperative
CMOs view AI as their #1 priority this year to achieve both productivity gains 
and increase growth through improved customer experience…

Artificial Intelligence is no longer a peripheral topic; it's the central focus. "Leveraging AI" has vaulted 
from the #5 to the #1 most pressing issue facing marketing leaders in just one year. This urgency is 
driven by the belief that AI is the key to unlocking critical business opportunities, with leaders prioritizing 
its use for improving operational efficiency (71%) and enhancing the customer experience (64%).

The Strategist’s rise
This has an impact on the skills they need in the organisation, with an increased 
focus on ‘strategic thinking...

There has been a fundamental shift in the skills valued at the highest levels of marketing. "Strategic 
thinking" has officially dethroned "leadership" as the #1 most useful skill for senior marketers. This 
indicates a move away from traditional management and toward a greater emphasis on analytical 
foresight, problem-solving, and the ability to chart a clear path through ambiguity.

The value paradox
To justify budgets, this strategic thinking needs to be supplemented with robust 
measurement frameworks showing the ROI of marketing…

While budgets are trending upwards—with 53% of marketers expecting an increase next year—
marketing investment remains a small fraction of the overall company budget for many. A 
significant 71% of marketing departments receive less than 30% of the total company budget. This 
paradox amplifies the pressure to justify every pound spent and focus on value, ROI and measurement, 
making "Performance" the undisputed #1 budget priority for both CMOs and SMLs.

The culture clash
The impact of this shift to more of a strategy and insights-led function, and 
away from operations, will require a marketing culture shift…

The pivot to a strategy-led function demands a cultural evolution. While CMOs align with the CEO (43%), 
their teams remain embedded in operational work with Operations (22%) and Finance (18%). This 
disconnect requires the entire marketing function to shift its mindset from execution to strategic 
influence, embedding the data-driven thinking now prized by leadership.

The influence gap
The adoption of AI and CX, which require cross-functional collaboration, increases 
the need for marketers to gain and use influence across the organisation…

CMOs and their leadership teams are focused on different C-suite relationships. While CMOs are 
building their primary strategic partnership with the CEO (43%), their SMLs are working most closely 
with Operations (22%) and Finance (18%). This divergence highlights an ongoing challenge: to prove 
marketing's value, leaders must learn to speak the language of every part of the business, from high-
level growth vision to on-the-ground operational and financial impact.

The calm in the storm
Despite the increasing pressures, marketers are able to find time to improve 
their work life balance. 

Despite mounting pressures, marketing leaders are finding a healthier equilibrium. A remarkable 71% 
now report having a healthy work-life balance, a dramatic increase from 56% the previous year. The 
improvement is especially pronounced for women, with 75% agreeing, compared to just 42% in the prior 
year, suggesting a positive cultural shift toward sustainability in a demanding field.



T H E  C M O  P R O G R A M M E

L E A D I N G  Y O U R  B O A R D

6



• AI is the top concern: "leveraging AI" has rapidly become the 
#1 most pressing issue for marketing leaders, a significant 
jump from its #5 ranking in the previous year.

• Strategic skills are paramount: strategic thinking is now 
ranked as the single most useful skill for senior marketers, 
overtaking "leadership" from the prior year.

• Divergent strategic partnerships: CMOs prioritise their 
connection with the CEO, whereas senior marketing leaders 
(SMLs) work most closely with operations and finance 
leaders. 

• The budget paradox: while marketing budgets are generally 
on the rise, nearly a quarter of companies still allocate a low 
percentage of the overall company budget to the marketing 
function, creating a tension between expectation and 
investment.

• Performance is the core focus: despite other pressures, 
both CMOs and SMLs rank performance as their #1 budget 
priority for the upcoming fiscal year.

Key findings

7

1. Frame AI strategically: position AI investments 
as essential drivers for the top two business 
opportunities identified by leaders: improving 
operational efficiency (71%) and improving 
customer experience (64%).

2. Build a strong business case: justify budget 
requests by linking all marketing activities 
directly to performance metrics and ROI, 
speaking the language of your finance and 
operations partners.

3. Develop strategic influence: double down on 
honing strategic thinking and communication 
to effectively influence the board and 
demonstrate marketing's value beyond a cost 
centre.

Recommended actions
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Q. Who is your most important strategic partner in the organisation outside Marketing?  (CMO vs SML)

43%

17%

15%

8%

8%

4%

4%

2%

Chief Executive Officer

Chief Sales Officer

Chief Operating Officer

Chief Information Officer

Chief Technology Officer

Chief Financial Officer

Others

Chief Supply Chain Officer

22%

18%

18%

18%

16%

6%

1%

1%

Operations (Senior Operations…

Finance (Senior Finance Leader)

IT (Senior IT Leader)

Technology (Senior Technology…

Sales (Senior Sales Leader)

Other (Please list)

Human Resource (Senior HR Leader)

Supply Chain (Senior Supply Chain…

CMO SML

SMLs work most with operations and finance 
compared to CMOs who connect most with CEOs

8

Interesting gap between how 
CMOs and SMLs perceive the 
importance of CFO/Finance
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 Leveraging AI

 Economic conditions

 Customer acquisition and/or retention

 Pricing when considering the cost-of-…

 Changing consumer expectations and…

Digital transformation

 Data privacy and compliance

 Personalisation of customer experience

 Decreased marketing budgets

 Availability of talent

 Societal and environmental concerns

12%

13%

12%

9%

10%

6%

9%

8%

7%

6%

7%

11%

12%

10%

12%

10%

8%

9%

8%

7%

8%

4%

 Leveraging AI

 Economic conditions

 Customer acquisition and/or retention

 Pricing when considering the cost-…

 Changing consumer expectations…

Digital transformation

 Data privacy and compliance

 Personalisation of customer…

 Decreased marketing budgets

 Availability of talent

 Societal and environmental concerns

SML CMO
Rank Frequency

Q. What do you think are the most pressing issues you’re facing in your role today?

Leveraging AI and economic conditions are top concerns

9

A general consistency in views 
between CMOs and SMLs
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Q. What do you think are the most pressing issues you’re facing in your role today?

AI has taken on heightened urgency this year 

1 0

2025 rank 2026 rank

Economic conditions 1 1 Leveraging AI

Digital transformation 2 2 Economic conditions

Changing consumer expectations and preferences 3 3 Customer acquisition and/or retention

Customer acquisition and/or retention 4 4 Pricing when considering the cost-of-living crisis/inflation

Leveraging AI 5 5 Changing consumer expectations and preferences

Pricing when considering the cost-of-living crisis/inflation 6 6 Digital transformation

Personalisation of customer experience 7 7 Data privacy and compliance

Data privacy and compliance 8 8 Personalisation of customer experience

Decreased marketing budgets 9 9 Decreased marketing budgets

Societal and environmental concerns 10 10 Availability of talent

Availability of talent 11 11 Societal and environmental concerns

‘Leveraging AI’ moves 
from #5 most 

pressing issue to #1
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13%

16%

13%

9%

9%

10%

5%

8%

5%

6%

6%

16%

8%

13%

10%

11%

8%

12%

6%

8%

3%

4%

 Strategic thinking

 Leadership

 Problem solving

 Technology

Communication

 Data analysis and analytics

 Creativity

 Project management

 Functional marketing knowledge

 Storytelling

 Interpersonal skills

SML CMO

Total ranked skills Skills ranked by SMLs vs CMOs

Q. What skills are most useful for your current role?

Strategic thinking is ranked as the most useful skill 
by CMOs

 Strategic thinking

 Leadership

 Problem solving

 Technology

Communication

 Data analysis and analytics

 Creativity

 Project management

 Functional marketing knowledge

 Storytelling

 Interpersonal skills 1 1

Soft skills dominate 
the top list of most 

useful skills

Ranked Frequency
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Q. What skills are most useful for your current role?

Strategic thinking has overtaken leadership as the 
most useful skill

2025 rank 2026 rank

Leadership 1 1 Strategic thinking

Strategic thinking 2 2 Leadership

Communication 3 3 Problem solving

Data analysis and analytics 4 4 Technology

Interpersonal skills 5 5 Communication

Creativity 6 6 Data analysis and analytics

Functional marketing knowledge 7 7 Creativity

Problem solving 8 8 Project management

Project management 9 9 Functional marketing knowledge

Storytelling 10 10 Storytelling

Technology 11 11 Interpersonal skills
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23%

27%

21%

12%

7%

2%
4%

2% 2%

0-10% 11-20% 21-30% 31-40% 41-50% 51-60% 61-70% 71-80% 81-90%

Q. Approximately what percent of your company’s overall budget comes to the marketing (or equivalent) function?

Marketing is a low budget priority for nearly a 
quarter of companies

1 3

71% of organisations’ marketing budgets 
are <30% of the overall company budget

29% of organisations’ marketing budgets 
are >30% of the overall company budget
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27% 26%

40%

4%
2%

Increase by 10% or

more

Increase by less than

10%

Stay the same Decrease by less than

10%

Decrease by 10% or

more

Q. Compared to your current fiscal year, how much do you expect your organisation’s marketing or equivalent annual budget to change in the next fiscal year?

Marketing budgets are on the rise 

1 4

53% of marketers expect budgets to 
increase next year

6% of marketers expect budgets to decline 
next year



N = 121

20%

17%

17%

12%

13%

8%

6%

2%

4%

0%

19%

19%

16%

15%

9%

9%

5%

4%

1%

2%

Performance

Growth

Customers

Innovation

Cost

Talent

Resilience

Regulations

Reconfiguration

Other

SML CMO

Budget priorities ranked by SMLs vs CMOs

Performance

Growth

Customers

Innovation

Cost

Talent

Resilience

Regulations

Reconfiguration

Other

Ranked Frequency

Q. What are your top 3 budget priorities for the next fiscal year? (please place in order of importance)

Both CMOs and SMLs rank performance as top priority

1 5
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N = 121

• AI is the top concern: "leveraging AI" has rapidly become the 
#1 most pressing issue for marketing leaders, a significant 
jump from its #5 ranking in the previous year.

• Strategic skills are paramount: strategic thinking is now 
ranked as the single most useful skill for senior marketers, 
overtaking "leadership" from the prior year.

• Divergent strategic partnerships: CMOs prioritise their 
connection with the CEO, whereas senior marketing leaders 
(SMLs) work most closely with operations and finance 
leaders.

• The budget paradox: while marketing budgets are generally 
on the rise, nearly a quarter of companies still allocate a low 
percentage of the overall company budget to the marketing 
function, creating a tension between expectation and 
investment.

• Performance is the core focus: despite other pressures, 
both CMOs and SMLs rank performance as their #1 budget 
priority for the upcoming fiscal year.

Key findings

1 7

1. Prioritise talent development: aggressively 
invest in hiring for data and analytics roles 
while simultaneously creating structured 
upskilling programmes for your existing team 
in analytics and performance marketing.

2. Champion AI adoption: launch pilot programs 
for GenAI that target clear, measurable 
outcomes in efficiency or customer 
engagement to build momentum and prove 
value.

3. Establish clear metrics: implement robust, 
shared dashboards that clearly communicate 
marketing’s ROI and contribution to business 
goals, helping to alleviate pressure and prove 
impact.

Recommended actions
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20%

20%

19%

17%

12%

8%

6%

19%

13%

18%

16%

13%

11%

11%

The role will become more data-driven, with a focus

on analytics

There will be increased pressure to demonstrate

marketing's impact on revenue

There will be greater focus on incorporating AI into

marketing

The role will play a large part in digital transformation

and technology adoption

There will be greater emphasis on personalisation

The role will change because new legislation or

regulations

There will be a greater need to prioritise sustainability

and social responsibility in marketing and brand…

SML CMO

Ranked perception of change in role in the next two years by SMLs vs CMOs​

Q. How do you perceive your role will change in the next two years? 

SMLs feel more pressure to show marketing’s impact 

1 8

Data and technology (AI) will 
increase in importance as cost 

pressures remain
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Q. What do you think is driving this change in your role? 

Overwhelmingly CMOs said AI and technology while SMLs tended 
to point to AI as well as budgets and economic conditions 

“The rapid advancement of AI and automation. Also, the shifting of 
customer expectations for personalization will play a role. Lastly, the 
pressure from the board to prove marketing ROI.”

“Tightening marketing budgets, ongoing challenging trading conditions 
and disruption to the business model will necessitate increased 
adoption of AI”

CMOSML

“Increased marketing budget and footfall”

“Competition and the changing ways of marketing”

“The rapid advancement of AI and automation. Also, the shifting of 
customer expectations for personalisation will play a role. Lastly, the 
pressure from the board to prove marketing ROI”

“Changing economic and real world conditions changing how businesses 
work”

“Squeeze on costs and pressure to deliver full funnel comms with same/ 
less budgets” 

“The increasing use of AI and the way people interact with companies 
and brands”

“We are focusing more on artificial intelligence to enhance productivity 
and reduce cost”

“There is more pressure to produce more effective campaigns in less time”
1 9
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Q:Please estimate how your company’s fiscal year 2024 US marketing budget is allocated across the 
following categories. 

69%

59%

54%

56%

46%

4%

1%

74%

70%

70%

58%

51%

6%

2%

Improving operational efficiency

Improving customer experience

Developing insights

Content creation

Market segmentation

I don’t believe it presents an 

opportunity

Other (Please list)

SML CMO

Q. What do you see as the biggest opportunities of generative AI for your role?

GenAI to improve efficiency and customer experience 

71%

64%

61%

57%

48%

5%

2%

Improving operational efficiency

Improving customer experience

Developing insights

Content creation

Market segmentation

I don’t believe it presents an opportunity

Other

2 0

Efficiency is still the main driver of GenAI initiatives. 
However, as capability matures, there’s a gradual shift to 

effectiveness and customer experience benefits
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Q. What do you see as the biggest opportunities of generative AI for your role?

Massive increase in seeing opportunities from GenAI

2025 rank 2026 rank

Content creation 1 1 Improving operational efficiency

Improving operational efficiency 2 2 Improving customer experience

Improving customer experience 3 3 Developing insights

Developing insights 4 4 Content creation

Market segmentation 5 5 Market segmentation

I don’t believe it presents an opportunity 6 6 I don’t believe it presents an opportunity

Content was seen as the obvious first use case for GenAI 
but capability is starting to increase and broadening 

from this initial view
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Data & analytics

Strategy

Creative

Technology

Brand Management

Project Management

Social Media

20%

20%

15%

16%

14%

9%

7%

19%

16%

20%

14%

13%

9%

9%

Data & analytics

Strategy

Creative

Technology

Brand Management

Project Management

Social Media

SML CMOTotal rank on hardest skills to recruit for​

Total rank on hardest skills to recruit for SMLs vs CMOs​

Q. What do you find are the hardest skills to recruit for? 

Data and analytics roles are the most difficult to fill but 
CMOs also find creative skills hard to recruit for

2 2

CMOs value creative 
skills highly 
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Q. What do you find are the hardest skills to recruit for? (ranked) 

Data and analytics has overtaken strategy as hardest 
skill to recruit for

2025 rank 2026 rank

Strategy 1 1 Data & analytics

Data & analytics 2 2 Strategy

Creative 3 3 Creative

Technology 4 4 Technology

Brand Management 5 5 Brand Management 

Project Management 6 6 Project Management 

Social Media 7 7 Social Media
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55%

55%

44%

36%

31%

30%

39%

40%

12%

9%

12%

19%

2%

4%

3%

3%

1%

2%

2%

2%

Operations (e.g., budgeting, resource,…

Planning (e.g., annual, quarterly,…

KPI/Metric planning and measurement

Tech integration

61%

54%

52%

51%

40%

25%

30%

31%

30%

37%

9%

14%

9%

12%

15%

2%

0%

5%

4%

4%

3%

2%

3%

2%

3%

Marketing strategy

Growth strategy

Brand/Creative Strategy

Customer/Social Strategy

Product/Portfolio Strategy

45%

45%

40%

36%

30%

34%

27%

36%

19%

13%

23%

21%

4%

5%

6%

6%

2%

3%

3%

2%

Brand identity (visual and language)

Creative/Content production

Design thinking/Product design

Experience design and mapping

I have a full mastery of this type of work I’ve led this work but have not mastered it I’ve contributed to this but not led it

I’ve seen this work presented but not  contributed to it No experience

Q. Which best describes your level of experience in each of the following marketing areas?

Both CMOs and SMLs perceive high competency 

2 4
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37%

37%

37%

36%

35%

36%

31%

29%

16%

17%

21%

26%

9%

7%

7%

6%

3%

4%

3%

3%

Activation (e.g., e-commerce, channel planning, ad bid)

Optimisation (e.g., send time, next best offer/offer arbitration,…

Orchestration (e.g., omnichannel, personalisation, automation,…

Targeting (e.g., metadata, ad buying, trigger/tag management)

41%

37%

35%

33%

32%

40%

17%

18%

14%

7%

10%

8%

2%

2%

3%

Behavioral/market insights (e.g., segmentation, behavior pathing,

voice of customer)

Data warehousing (e.g., sales data, customer/first party, identity

resolution)

Analytics + attribution (e.g., modeling/predictive analytics, pricing,

machine learning/AI)

44%

44%

38%

34%

31%

34%

14%

17%

22%

4%

4%

4%

4%

3%

2%

Earned media (e.g., PR/comms, ratings + reviews, social)

Paid media (e.g., events, OOH, social, linear, affiliate)

Owned media (e.g., POS/on-site, e-commerce/ sales, mobile,…

I have a full mastery of this type of work I’ve led this work but have not mastered it I’ve contributed to this but not led it

I’ve seen this work presented but not  contributed to it No experience

Q. Which best describes your level of experience in each of the following marketing areas?

Opportunities to develop analytical and channel skills 

2 5
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43%

42%

38%

36%

36%

34%

30%

30%

27%

27%

34%

31%

38%

33%

38%

35%

31%

36%

35%

42%

16%

21%

18%

19%

17%

26%

30%

26%

26%

21%

5%

5%

3%

7%

8%

2%

5%

5%

10%

7%

2%

1%

2%

5%

1%

3%

4%

3%

2%

2%

Improving customer insights with advanced data + analytics tools and processes

Establishing growth and margin objectives through sales, service, and pricing optimisation

Communicating the financial value of marketing across the C-suite

Operationalising generative AI in marketing

Optimising audience engagement through personalisation

Balancing between upper-funnel/lower-funnel marketing investment and activation

Implementing new design-led products and experiences

Optimising martech capabilities against business needs and ROI

Maintaining cultural relevance in a polarised world

Partnering with other functional leaders to creatively solve problems

Top priority High priority Medium priority Low priority Not a priority

Q. On a scale of 1-5, how much is your marketing (or equivalent) function prioritizing each of the following over the next 12 months?

Many competing priorities with analytics & AI top

2 6

Strong requirement for 
robust data across all 

top priorities
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77%

76%

74%

73%

69%

69%

69%

66%

62%

61%

Improving customer insights with advanced data + analytics tools and processes 

Communicating the financial value of marketing across the C-suite 

Optimising audience engagement through personalisation 

Establishing growth and margin objectives through sales, service,…

Balancing between upper-funnel/lower-funnel marketing investment and activation 

Operationalising generative AI in marketing 

Partnering with other functional leaders to creatively solve problems 

Optimising martech capabilities against business needs and ROI 

Maintaining cultural relevance in a polarised world 

Implementing new design-led products and experiences 

Top/High priority

Q. On a scale of 1-5, how much is your marketing (or equivalent) function prioritising each of the following over the next 12 months?

Data and analytics prioritised

2 7
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• Personal skill gaps: leaders from both groups feel they most 
need to improve their capabilities in analytics, technology, 
and growth strategy to be prepared for their next role.

• The influence challenge: a key struggle is the ability 
to effectively influence senior leadership. While confident in 
strategic leadership, this upward management remains a 
development area.

• Work-life balance is improving: 71% of leaders now agree 
they have a healthy work-life balance, a notable 
improvement from last year. This is especially true for 
women, where agreement jumped from 42% to 75% year-
over-year.

• CMO focus on culture: when asked what skillset they most 
need to improve, CMOs uniquely prioritised developing 
talent and culture.

• Readiness for the top job: overall, marketing leaders 
feel 66% prepared to take on the top CMO role, highlighting 
a confidence gap that needs to be bridged through 
experience and skill-building.

Key findings

2 9

1. Commit to continuous learning: create a 
personal development plan focused on closing 
skill gaps in technology and data analytics. Stay 
current using top-rated sources like industry 
publications and LinkedIn.

2. Master upward management: proactively build 
relationships with the C-suite and refine your 
influencing skills to better manage 
stakeholders and advocate for marketing's 
strategic role.

3. Lead by example: prioritise the development of 
your team to build a strong talent pipeline and 
foster a positive culture, while also setting a 
healthy standard for work-life balance.

Recommended actions
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Q. Before starting your current role, what were you most apprehensive about? 

CMOs and SMLs both worried about having the skills especially related to 
technology but SMLs also worried about operations, culture and fit

“Being up to the rapidly changing environment” 

“My current leadership role has an incredibly broad mandate of which 
Marketing is just one piece, therefore operating competently across 
this breadth is the biggest challenge”

“I was most apprehensive about the need to implement new 
technologies to support our strategic goals”

“If I had the right skills”

“That I would not be capable of handling such a big role and it might 
be too much for me”

“How to keep work life balance”

“Before starting my current role, I was most apprehensive about 
how quickly I would adapt to the new work environment and 
expectations. Every organisation has its own culture, systems, 
and way of doing things, and I wanted to make sure I could 
integrate smoothly and add value early on”

“I was most apprehensive about fitting in with a new team and 
proving myself quickly”

“I worried about meeting expectations and adjusting to a different work 
culture”

“Aligning creative vision with measurable business outcomes”
3 0

Scope of elevated role of 
the CMO and its broad 

remit is daunting, with many 
SMLs having to step outside 
their functional specialism 

to lead the function

CMOSML
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22%

49%

17%

11%

1%

Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

24%

49%

13%

13%

1%

21%

49%

23%

8%

0%

Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

SML CMO

Q. On a scale of 1 (strongly disagree) to 5 (strongly agree), please rate the following statement: “I feel I have a healthy work-life balance”.

71% agree they have a healthy work-life balance, with 
more SMLs agreeing than CMOs

3 1

CMOs claim to have a 
healthier work-life balance 

which may be because they 
do, or because they have a 
higher tolerance threshold
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22%

49%

17%

11%

1%

Strongly

Agree

Agree Neutral Disagree Strongly

Disagree

13%

43%

26%

17%

1%

Strongly

Agree

Agree Neutral Disagree Strongly

Disagree

2026 2025

Q. On a scale of 1 (strongly disagree) to 5 (strongly agree), please rate the following statement: “I feel I have a healthy work-life balance”.

More CMOs and SMLs are finding better work-life 
balance this year compared to last year 

3 2

Stronger work/life boundaries 
and increased flexible working 
cultures have contributed to 

this trend, but it is not 
experienced uniformly across 

the industry

71% say they have a healthy 
work-life balance 

12% say they do not have a 
healthy work-life balance 

56% say they have a healthy 
work-life balance 

18% say they do not have a 
healthy work-life balance 
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25%

41%

22%

10%

2%

19%

56%

13% 11%

0%

Strongly Agree Agree Neutral Disagree Strongly

DisagreeMale Female

12%

53%

22%

14%

0%

15%

27%

33%

21%

3%

Strongly Agree Agree Neutral Disagree Strongly

Disagree

Male Female

Q. On a scale of 1 (strongly disagree) to 5 (strongly agree), please rate the following statement: “I feel I have a healthy work-life balance”.

More women this year agree they have a balance 
(75% vs 42%)

2026 2025

3 3

66% of men vs 75% of women feel 
they have a healthy work-life balance

12% of men vs 11% of women feel they 
don’t have a healthy work-life balance

65% of men vs 42% of women feel 
they have a healthy work-life balance

14% of men vs 24% of women feel they 
don’t have a healthy work-life balance
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62%

57%

52%

45%

42%

42%

40%

33%

31%

27%

5%

2%

Industry publications & blogs

Email updates/newsletters

LinkedIn

Talking to colleagues

Instagram

Networking events

Market research reports

X (Twitter)

Facebook

TikTok

I don’t stay up-to-date as much as I’d …

Other

65%

57%

56%

49%

34%

41%

37%

29%

31%

25%

4%

3%

58%

57%

47%

40%

53%

43%

45%

38%

32%

30%

6%

0%

Industry publications & blogs (i.e.…

Email updates/newsletters

LinkedIn

Talking to colleagues

Instagram

Networking events

Market research reports

X (Twitter)

Facebook

TikTok

I don’t stay up-to-date as much as I’d …

Other

SML CMO

Q. How do you stay up-to-date on the latest marketing trends?

Industry sources and LinkedIn most popular but 
surprisingly 5% say they don’t stay up-to-date

3 4
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57%

14%

14%

0%

14%

I find it challenging because I don’t have enough time 

I find it challenging because there is too much information

I don’t feel I need to 

I don’t know which sources to trust 

Other

Q. Why don’t you stay more up-to-date?

Lack of time is by far the biggest barrier to staying up-
to-date

3 5

Deliberately carving out 
time to keep up-to-date is 

essential 
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4%

3% 3%

13%

6%

10%

12%

15%

22%

12%

0-10% 11-20% 21-30% 31-40% 41-50% 51-60% 61-70% 71-80% 81-90% 91-100%

Q. On a scale of 0-100%, how prepared are you feeling to take on a CMO or equivalent role in marketing? 

Marketing leaders overall feel 66% prepared for 
the top role

3 6

Almost 1 in 3 (29%) 
marketing leaders do not 
feel prepared for the top 

role in marketing
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55%

55%

50%

48%

47%

43%

43%

32%

33%

32%

33%

40%

32%

38%

10%

7%

14%

14%

10%

21%

14%

1%

2%

2%

2%

1%

2%

2%

2%

2%

2%

2%

2%

2%

2%

1%

2%

1%

2%

1%

1%

1%

 I can effectively communicate the value

marketing drives for the overall enterprise.

I can successfully balance short-term gains

with long-term strategic growth goals.

I have a clearly articulated vision for the

growth and legacy I can deliver.

I can successfully leverage my influence

across a wide array of marketing…

I am prepared to lead all functions within the

marketing domain.

I can effectively influence enterprise-wide

leadership beyond the marketing domain.

I can effectively speak for the customer with

data and insights in key business decisions.

Strongly Agree Agree Neutral Disagree Strongly Disagree Not sure or N/A

Q. On a scale of 1-5, please indicate the extent to which you agree or disagree with the following statements: 

Being able to effectively influence leadership is a struggle

3 7



N = 121

88%

87%

87%

82%

81%

81%

75%

I can successfully balance short-term gains with long-term strategic growth goals.

 I can effectively communicate the value marketing drives for the overall enterprise.

I am prepared to lead all functions within the marketing domain.

I have a clearly articulated vision for the growth and legacy I can deliver.

I can successfully leverage my influence across a wide array of marketing relationships.

I can effectively speak for the customer with data and insights in key business decisions.

I can effectively influence enterprise-wide leadership beyond the marketing domain.

Strongly agree/Agree

Q. On a scale of 1-5, please indicate the extent to which you agree or disagree with the following statements: 

High level of confidence in achieving goals and 
communicating the value of marketing

3 8

Whilst communication to 
outside of the marketing 

function was in high 
confidence, influence was not 

as highly scored 



N = 121

26%
22%

21%
21%

18%
14%

13%
12%
12%

12%
12%
12%

11%
11%

10%
10%
10%
10%

9%
9%

8%
7%

6%
5%

Analytics + attribution (modeling/predictive analytics, pricing, machine learning/AI)

Strategy (growth, brand, customer experience)

Behavioral/market insights (segmentation, behavior pathing, voice of customer)

Customer/Social Strategy

Orchestration (omnichannel personalisation, automation, social listening)

Creative/Content production

Data warehousing (sales, customer/first party, identity resolution)

Operations (budgeting, resource, promotion management)

Design thinking/Product design

Planning (annual, quarterly, campaigns, sponsorships)

Paid media (events, OOH, social, linear, affiliate)

Earned media (PR/comms, ratings + reviews, social)

Q. Which of the following marketing capability areas do you feel you most need to improve to be prepared for your next role?

Opportunity to improve analytics and tech skills

3 9

Data literacy skills such 
as analytics and insight 

capabilities score 
among the top gaps 
among respondents
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9%
7%
7%

6%
6%

5%
5%

4%
4%
4%

4%
4%

4%
3%
3%
3%
3%
3%
3%

2%
2%
2%

1%
1%

9%
6%

8%
8%

6%
3%

4%
2%

4%
4%

3%
4%

3%
3%
3%

4%
5%

4%
3%

2%
4%

6%
2%

3%

Analytics + attribution (modeling/predictive analytics, pricing, machine learning/AI)

Strategy (growth, brand, customer experience)

Growth strategy

Tech implementation

Behavioral/market insights (segmentation, behavior pathing, voice of customer)

KPI + Metric planning and measurement

Marketing strategy

Planning (annual, quarterly, campaigns, sponsorships)

Customer/Social Strategy

Brand identity (visual and language)

Design thinking/Product design

Orchestration (omnichannel personalisation, automation, social listening)

Owned media (POS/on-site sales, mobile, email, content platforms)

Operations (budgeting, resource, promotion management)

Product/Portfolio Strategy

Brand/Creative Strategy

Creative/Content production

Data warehousing (sales, customer/first party, identity resolution)

Paid media (events, OOH, social, linear, affiliate)

Experience design and mapping

Activation (e-commerce, channel planning, ad bid)

Targeting (metadata, ad buying, trigger/tag management)

Optimisation (send time, next best offer/offer arbitration, experimentation)

Earned media (PR/comms, ratings + reviews, social)

SML CMO

Q. Which of the following marketing capability areas do you feel you most need to improve to be prepared for your next role?

CMOs and SMLs both feel they need to improve 
analytics, tech skills and growth strategy

4 0
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37%

36%

36%

32%

31%

30%

30%

25%

22%

21%

Setting vision and delivering against a strategic roadmap

Building relationships and influencing across the organisation

Driving creative innovation for brand and product

Executive-level communication and speaking to the C-suite

Leading organisational change and transformation

Delivering operational excellence

Developing talent and culture

Predicting market movements and disruptors

Exhibiting strong executive engagement and presence

Demonstrating the financial impact of marketing

Q. Which of the following areas would you consider your top skills? Please select your top 3. 

Strategy, relationship-building and creativity top skills

4 1

Being able to 
demonstrate and tell 
the story behind the 

numbers is a key skill of 
marketing leaders that 

is lacking
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13%

12%

12%

11%

10%

10%

9%

9%

7%

7%

7%

13%

12%

13%

9%

10%

13%

8%

8%

8%

Leading organisational change and transformation

Setting vision and delivering against a strategic roadmap

Driving creative innovation for brand and product

Building relationships and influencing across the organisation

Delivering operational excellence

Developing talent and culture

Executive-level communication and speaking to the C-suite

Predicting market movements and disruptors

Exhibiting strong executive engagement and presence

Demonstrating the financial impact of marketing

SML CMO

Q. Which of the following areas would you consider your top skills? Please select your top 3. 

CMOs more confident in communications while SMLs 
lead change and transformation

4 2

The top three skills 
which differentiate 

CMOs from SMLs are 
vision-setting, 

building relationships 
across the 

organisation and 
executive 

communication
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37%

36%

36%

33%

31%

30%

28%

25%

23%

22%

Leading organisational change and transformation

Setting vision and delivering against a strategic roadmap

Demonstrating the financial impact of marketing

Developing talent and culture

Predicting market movements and disruptors

Executive-level communication and speaking to the C-suite

Exhibiting strong executive engagement and presence

Driving creative innovation for brand and product

Delivering operational excellence

Building relationships and influencing across the organisation

Q. Which of the following skillsets do you feel you most need to improve to be prepared for your next role? Please select your top 3.

Room for improvement in leading change and setting a 
vision but also for proving value of marketing 

4 3

Marketing leaders are anticipating 
significant change, reflecting the 

most pressing issues of 
‘Leveraging AI’ and ‘Economic 

conditions’
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13%

12%

11%

11%

10%

10%

9%

9%

8%

7%

12%

7%

13%

9%

14%

9%

7%

6%

15%

8%

Leading organisational change and transformation

Executive-level communication and speaking to the C-suite

Demonstrating the financial impact of marketing

Predicting market movements and disruptors

Setting vision and delivering against a strategic roadmap

Exhibiting strong executive engagement and presence

Driving creative innovation for brand and product

Delivering operational excellence

Developing talent and culture

Building relationships and influencing across the organisation

SML CMO

Q. Which of the following skillsets do you feel you most need to improve to be prepared for your next role? Please select your top 3.

CMOs want to improve on developing talent and culture

4 4

CMOs see talent and 
culture aligned to 

strong vision as key 
enablers to tackling 
the change ahead 
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