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Why This Guide Exists

This guide exists because too many talented marketers hit a ceiling.
They crush their KPIs as tactical heroes but can't break into the C-suite.
Why? Because being a great marketer doesn't automatically make you
CMO material.

If you're reading this, you probably already know how to run campaigns
and build brands. But that's not enough anymore. Today's CMOs need
to be business leaders first and marketers second.

These aren't theoretical concepts. These are real lessons learned the
hard way - sometimes through success, often through failure. Take

what's useful, and ignore the rest.
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1. Ditch the Marketing
Bubble

Most marketers love talking about brand awareness, engagement rates,
and click-throughs. Nobody in the C-suite cares.

Harsh but true: If you can't connect your work directly to revenue,
you're just the “arts and crafts department” and a cost center in the
eyes of your CEO and C-suite partners.

Try this instead:

e Stop leading with marketing metrics. Start with business results.
e Sitin on finance meetings, even when you're not invited.
e Learn how your company actually makes money.

o Talk less about campaigns and more about contribution to the bottom
line.

Budget meetings go differently when you can explain exactly how
marketing drives gross margins. Executives respect what they can
measure.



2.Learn the Money Side or Stay Invisible

The marketers who get their budgets approved are the ones who speak finance fluently.
Period.

Do this now:

Take a finance person to lunch. Ask dumb questions. Take notes.
Figure out your company's unit economics.
Practice explaining your marketing plan in terms of CAC, LTV, and ROI.

Stop saying “brand building” and start saying short- and long-term profitable “revenue
acceleration.”

Marketing budgets grow when you can show how every $1 spent returns multiple dollars
in customer lifetime value. Numbers beat adjectives every time.




3. You're Building
Teams, Not
Campaigns

Being the best marketer in the room won't get you to CMO. Being the
best at building marketing teams will.

Start here:

e Spend more time hiring and coaching than doing the actual
marketing work.

e Let your team make mistakes. It's how they'll grow.

o Give away your best projects. Your job is to develop people, not do
everything yourself.

e Hire people who scare you a little with their talent.

Putting off firing an underperformer is the fastest way to tank team
morale and results. Hard decisions separate managers from leaders.




4. Own the Whole Damn Customer
Experience

Too many marketers think their job ends when someone becomes a lead. That's old-
school thinking.

Fix this fast:

« Spend time with actual customers. Not focus groups. Real people using your product.
o Sit with your customer service team once a month. Listen to calls.

« Track retention and referrals as obsessively as you track new leads.

o Break down the walls between marketing, sales, and customer success.

The best marketing insights often come from support tickets, sales calls,and a properly-
run Net Promoter Score (NPS) program not where the real feedback lives.
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5. Act Like an Executive Before You Are One

Brilliant marketers get passed over for CMO roles because they couldn't act like an
“executive.”

Work on this:

» Be brief. No one at the executive level has time for your 20-slide deck.

« Have opinions. "l need to research that” is sometimes necessary, but not always.
» Make decisions with incomplete information. You'll never have all the data.

» Stop asking for permission. Start informing about your decisions.

What is the difference between director-level updates and executive-level updates? About
15 slides and 20 minutes. Brevity signals confidence. Less really is more here!




The Brutal Truth
About CMO Readiness

If you want to know if you're ready,
ask yourself:

v/ Can | explain our company's P&L and how marketing affects it?
v/ Have | built a team that delivers results without my daily involvement?

v Do | regularly contribute to conversations about overall business
strategy

v/ Am | as focused on keeping customers as acquiring them?
v/ Can | communicate clearly and confidently with other executives?

v/ Am | making decisions based on business impact, not just marketing
metrics?

If you answered no to any of these, that's your growth area.



What to Do Right Now

Don't wait for someone to tap you for a CMO role. Start acting like one today:

« Join the business conversations, not just the marketing ones
« Build relationships with your counterparts in finance, sales, and product
« Practice talking about marketing in terms of business results and impacts, not activities

o Make one hard decision this week that prioritizes long-term growth over short-term
metrics

The CMO title often just makes what you're already doing official. The people who get
promoted are the ones already operating at the next level.




Want help figuring out
your specific path to
the CMO role?

Strategy sessions are available to
map out your next moves.

Limited spots each month.

— Book your 15 minute strategy and
consultation call with Alan today


https://calendly.com/alan-gonsenhauser/15-minute-strategy-call
https://calendly.com/alan-gonsenhauser/15-minute-strategy-call

