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More than any other year since we began this report, 2020 has 
underlined just how valuable the influence of Chief Marketing 
Officers can be—especially in moments of intense challenge. In 
confronting those challenges, the world’s most influential CMOs 
showed us that influence is a resource: one to be built steadily, 
drawn down judiciously and wielded with both courage and vision.

Nearly every expectation they might have had going into this year 
was upended abruptly. Yet these CMOs adapted swiftly, and used 
their influence to meet the moment with ingenuity, creativity and, 
often, remarkable passion. We saw six standout areas: 
 
 

 

1. TAKING CARE OF EMPLOYEES
Crisis management begins at home—and when Covid-19 hit, 
companies turned inward, looking after their own employees in 
order to lay a solid foundation for their public response.

• At Target, Rick Gomez accelerated the company’s plan to 
raise its minimum wage to $15/hour and introduced new 
healthcare benefits including free virtual doctors’ visits.

• Verizon’s Diego Scotti made it a point of pride to avoid layoffs, 
instead committing to an ambitious program to retrain its own 
workers and support digital training more broadly. 
 
 
 

INTRODUCTION

The World’s Most Influential CMOs 2020
Resolute Leadership in Transformative Times

3

2822 
CMOs are new 
to the list

CMOs were on
the 2019 list

New vs. Returning Top 50 Influential CMOs

Uniquely understanding both consumers and customers, 
driving corporate growth agendas, and representing  
and making clear what companies stand for are core  
to CMOs’ influence.

That’s what the Forbes World’s Most Influential CMOs 
list assesses each year. Using social media as a proxy 
for influence, and working with research partners 
Sprinklr and LinkedIn, we present the list for 2020.

It’s our eighth annual special report that assesses 
measures of influence—defined as the impact a chief 
marketer's actions and words have on his or her 
internal organization's motivation and performance, 
corporate brand perception, broader marketing and 
advertising trends and, ultimately, corporate financial 
performance, including stock price—while this year 
also evaluating influence as impact on corporate, 
industry or community response to the Covid-19 
pandemic and the racial-justice movement.

This report, with its many examples and data 
visualizations, demonstrates that CMOs have not  
only helped their brands weather trials, they have  
also shown how marketing can support an effective 
business and community response to moments of 
extreme challenge. Indeed, it has been a year of 
resolute leadership in transformative times.

JENNY ROONEY

Communities Director and 
Chair of the CMO Network 
Forbes
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INTRODUCTION

The World’s Most Influential CMOs 2020 
Resolute Leadership in Transformative Times

2. RETHINKING CUSTOMER EXPERIENCE
Many companies responded to the pandemic by developing 
entirely new forms of customer service and experience, 
seemingly overnight.

• Denny’s added grocery staples as a takeout option—just one 
of the ways John Dillon helped to extend the value of its 
“Denny’s On Demand” app as takeout became newly crucial.

• Salesforce’s Stephanie Buscemi introduced a resource 
center and event series aimed at helping organizations 
navigate the transition to distributed work.

3. SPEAKING TO COMMUNITIES
As many companies restructured services or retooled 
production lines to produce urgently needed medical supplies, 
marketers let communities know about these commitments.

• Dara Treseder showcased the efforts of 3D printing startup 
Carbon, which rapidly retooled to produce more than 270,000 
face shields and one million testing swabs each week.

• Lego’s Julia Goldin showed the value of an established 
philanthropic practice when she announced the company’s 
$50 million donation to children’s charities, which included 
extended support for long-time charitable partners who faced 
additional community needs due to the Covid-19 crisis.

4. ADDRESSING SYSTEMIC RACISM
As a national wave of Black Lives Matter protests drew 
increased attention to systemic racism, many CMOs drove 
symbolic or substantive commitments to racial justice.

• McDonald’s Morgan Flatley released an ad that featured 
Black victims of police violence, showing the power of naming 
names: Alton Sterling. Atatiana Jefferson. George Floyd.

 
 

• Kevin Warren and UPS renewed the call for states to pass 
hate crimes legislation, and urged the US Congress to pass 
the Emmett Till Antilynching Act.

5. DIGITAL TRANSFORMATION
Covid-19 dramatically accelerated the process of digital 
transformation, providing a unique opportunity for CMOs 
to demonstrate the payoff from their steady, thoughtful 
investments in digital service and marketing.

• OkCupid’s Melissa Hobley used the company’s data-driven 
culture and interface to help people find new ways to 
connect —and yes, date!—through the internet.

• Vineet Mehra introduced a new set of partnerships that 
allow the Walgreens Boots Alliance to deliver highly 
personalized customer experiences in areas ranging  
from beauty to prescriptions.

6. MANAGING THE CRUNCH
In the many industries that saw significant revenue drops, 
CMOs used creativity to bridge budget gaps with clever 
campaigns that made smart use of existing assets.

• Fernando Machado’s marketing team at Burger King added 
a “catch the QR code” game to TV ads, bringing fresh life  
to previously filmed footage.

• Cisco’s Gerri Elliott launched the #LifeOnWebex tag to 
showcase all the ways people used the company’s platform 
to stay connected under social isolation.

In all these ways and more, CMOs used their influence to do 
what they do best: tell stories. They told stories of courage and 
resilience, of creativity and innovation, of possibility and hope. 
At a time when people are hungry for stories that point toward 
a hopeful future, they offered just that—and they did it with the 
ingenuity and creativity that are the hallmarks of lasting influence.

4

CMO INFLUENCE

CMO influence is defined as the impact a 
Chief Marketing Officer’s actions and words 
have on his or her internal organization's 
motivation and performance, corporate 
brand perception, broader marketing 
and advertising trends, and, ultimately, 
corporate financial performance, including 
stock price. In this year’s special report we 
also assess influence in terms of visibility 
on the corporate, industry, or community 
response to Covid-19 or the Black Lives 
Matter movement.



Where in the World are the Most Influential CMOs?

London, United Kingdom
Paris, France
Munich, Germany
Wolfsburg, Germany

EUROPE

INDIA

Mumbai, India

Atlanta, GA
Auburn Hills, MI
Boston, MA
Chicago, IL
Cincinnati, OH
Dallas, TX
Denver, CO
Detroit, MI

Los Angeles, CA
Los Gatos, CA
Louisville, KY
Memphis, TN
Miami, FL
Minneapolis, MN
Mountain View, CA
New York, NY

San Francisco, CA
San Jose, CA
Santa Monica, CA
Seattle, WA
St. Louis, MO
Stamford, CT

UNITED STATES
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*Departure announced or pending

 # NAME BRAND  # NAME BRAND

1 Phil Schiller* Apple 26 Ryan Bonnici G2

2 Stephanie McMahon World Wrestling Entertainment 27 Jackie Lee-Joe* Netflix

3 Fernando Machado Restaurant Brands International 28 Brie Carere FedEx

4 Jens Thiemer BMW Group 29 Melissa Hobley OkCupid

5 Olivier François Fiat Chrysler Automobiles 30 Jennifer Sey Levi Strauss & Co.

6 Julia Goldin Lego 31 Kieran Hannon Openpath

7 Ann Lewnes Adobe 32 Stephanie Buscemi Salesforce

8 Lorraine Twohill Google 33 Jill Baskin The Hershey Company

9 Chris Capossela Microsoft 34 Diego Scotti Verizon

10 Marc S. Pritchard Procter & Gamble 35 Sally Susman Pfizer

11 Alicia Tillman SAP 36 Sara Spivey Braze

12 Magali Noé CNP Assurances 37 Kevin Warren UPS

13 Leslie Berland Twitter 38 Michelle Peluso IBM

14 Mayur Gupta* Freshly 39 Ravi Santhanam HDFC Bank

15 Lynne Biggar Visa 40 Heidi Browning Pearson National Hockey League

16 Ana Andjelic* Mansur Gavriel 41 Morgan Flatley McDonald’s

17 Jochen Sengpiehl Volkswagen AG 42 Meredith Verdone Bank of America

18 Raja Rajamannar Mastercard 43 Vineet Mehra Walgreens Boots Alliance

19 Antonio Lucio* Facebook 44 John Dillon Denny’s

20 Andrea Zahumensky KFC 45 Jen Rubio Away

21 Minjae Ormes Visible 46 Nick Ragone Ascension

22 Joy Howard Dashlane 47 Rick Gomez Target 

23 Dara Treseder* Carbon 48 Gerri Elliott Cisco

24 Mo Katibeh AT&T Business 49 Deborah Wahl General Motors

25 Nancy Daniels Discovery 50 Marcel Marcondes Anheuser-Busch
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CMO PROFILES

Phil Schiller become an Apple Fellow in August 2020.

Phil Schiller is going out on top. With the August announcement that he is leaving the role of SVP of 
Worldwide Marketing for the position of Apple Fellow, Schiller turns the page on an Apple career that 
dates back to 1987, when he first joined the company’s product marketing team. 

Marketing leadership that defined an era
After a few years at other tech firms, Schiller rejoined Apple in 1997, when Steve Jobs resumed his 
leadership of the company. The two worked hand-in-hand on some of the most important product 
launches in the past two decades: The iMac, which vaulted Apple back into contention after years of 
decline. The iPod and iTunes store, which transformed the music industry. The iPhone, which launched 
the smartphone industry. The iPad, which brought us into the era of tablet computing. And the App Store 
– which Schiller will continue to helm – which changed the way software is purchased and monetized.

A year for the books
With all that under his belt, Schiller might be forgiven for coasting through his last year in charge of 
Apple’s marketing operations. Instead, he reinvented the company’s flagship event, the WorldWide 
Developer Conference, so that this staple of the tech industry calendar could proceed in a new form 
during Covid-19 isolation. He announced a newly affordable, smaller iPhone just as consumers were 
scaling back spending. And most important, he helped roll out an Apple-Google partnership to enable 
contact tracing via smartphones, in a crucial measure to limit Covid-19 transmission.

A theory of all devices
It’s a fitting wrap for two decades spent marketing groundbreaking devices, and showing consumers 
exactly why they needed every one of them. “They are all computers,” Schiller told Wired’s Steven Levy 
five years ago. “Each one is offering computers something unique and each is made with a simple form 
that is pretty eternal.” 

SVP OF WORLDWIDE MARKETING
APPLE

Phil Schiller
01

1 in 6 mentions 
of the Top 50 CMOs

includes a reference to a product or technology 
that Schiller helped to launch or popularize.

How Apple and Phil Schiller Drive Conversation
Top keywords in mentions of top 50 CMOs that touch on an  

Apple-related product or technology.

vice

o�er

group

industry
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CMO PROFILES

WWE’s Stephanie McMahon has been the face of one of the 
most controversial decisions of the Covid-19 era: the decision to 
proceed with WWE matches, including the flagship Wrestlemania 
event, in the midst of a pandemic.

Returning to the air
After the state of Florida declared the WWE an essential service, 
the WWE returned to the air. In her many interviews on the 
subject, McMahon has stressed the safety measures that are now 
in place: Matches are broadcast live without a crowd, wrestlers 
are tested regularly, and the WWE has implemented a nightly 
cleaning protocol. As McMahon and team moved forward with 
this plan, multiple wrestlers tested positive for Covid-19, others 
were laid off, and media coverage noted the lack of health 
insurance for those who remained. 

Staying on air
“We consider it a privilege and, in some regards, a responsibility 
to be able to provide this entertainment value for our fans,” 
McMahon told Sports Illustrated. “[T]his is all voluntary, and 
our superstars have said the same...This is an unprecedented 
time in our world, and we’re taking every possible precautionary 
measure that we can and doing everything we can to provide  
an entertainment experience for our fans.”

Fernando Machado started the year with a promotion: 
The Burger King CMO became CMO of Restaurant Brands 
International, which also includes Popeye’s and Tim Hortons.

Adapting to Covid-19
At Burger King, Machado’s innovative approach to advertising 
continued through a range of Covid-related initiatives. Two 
weeks after France closed all restaurants and fast-food outlets, 
BK France released a video letting customers know how they 
could make the famous Whopper at home. 

Machado’s team aimed to connect with students. For two 
weeks in April, BK tweeted out an academic challenge every 
day. By solving an equation like “Grand Teton + Mt. Elton – Mt. 
Whitney”, students unlocked a promo code they could redeem 
for a free Whopper.

Bringing new life to old footage
Machado’s team reached the same audience through the power 
of gaming. With lockdown making ad shoots nearly impossible, 
BK made a new TV spot from pre-existing footage. The twist? 
A QR code bounced around the screen, giving viewers who 
managed to “catch” it with their cell phones a code for a free 
Whopper. Even in the face of serious challenges like forced 
closures and takeout-only restrictions, Machado was able to 
maintain the brand’s signature sense of humor.

CHIEF BRAND OFFICER
WORLD WRESTLING ENTERTAINMENT

GLOBAL CHIEF MARKETING OFFICER 
RESTAURANT BRANDS INTERNATIONAL

Stephanie McMahon Fernando Machado
02 03

To help students stay on track while studying from 
home, Burger King ran a week-long campaign 
that offered free Whoppers to customers who 
answered the academic question of the day.

Burger King Offers 
Fuel for Learning

Source: youtube.com/burgerking
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CMO PROFILES

As the CMO of Fiat Chrysler Automobile (FCA) since 2011, Olivier 
François is responsible for some of the world’s most iconic vehicle 
brands, including Jeep, Ram Trucks, and Alfa Romeo.

An ear for the customer
François leaned on FCA’s successful tradition of working with 
musical artists when it came to marketing during Covid-19. When 
the pandemic inspired longtime FCA partner OneRepublic to 
record the song “Better Days”, the company licensed the song 
immediately. At the beginning of April, FCA rolled out a new 
ad campaign featuring the track, and offered zero-percent 
financing to car buyers who might hesitate to purchase during 
an economic downturn.

Winning hearts and minds
It was just one more feather in the cap for François, who scored 
a coup earlier this year by landing Bill Murray for a Super Bowl 
spot referencing his iconic movie, “Groundhog Day.”

“Social-media campaigns live by the day, but TV campaigns 
live by the month or week,” François told Forbes earlier 
this year. “We want to be the winner of each few days of 
messaging not by winning market share necessarily but by 
winning hearts and minds.”

GLOBAL PRESIDENT OF FIAT BRAND &  
CHIEF MARKETING OFFICER 
FIAT CHRYSLER AUTOMOBILE

Olivier François
05

Jens Thiemer joined BMW at the beginning of 2019, bringing 
years of experience in automobile marketing honed in more 
than a decade at Daimler. He soon unveiled the company’s first 
rebrand in 22 years: a simplified version of the company’s iconic 
century-old logo, redesigned for a digital-first world.

Supporting customers with content
As Covid-19 shook the marketing world, Thiemer and team 
dedicated resources to developing content that provided much-
needed inspiration and entertainment. A new Changing Lanes 
podcast, which usually features automotive topics, spent four 
weeks on a “Creators of a different beat” series that spotlighted 
innovators in a range of fields. The company also debuted a 
fictional podcast, Hypnopolis, authored by an award-winning sci-
fi author. The series, which Thiemer positioned as “cinema for 
the ears”, did not explicitly market the company’s products, but 
rather reflected its thinking on the future of transportation.

Showcasing exceptional leadership
The company extended its content strategy, working with CNN’s 
commercial content agency on a six-part branded documentary 
series titled “The Art of Leadership” that showcased the lives of 
exceptional leaders. Thiemer framed the series as an expression 
of BMW’s core values: “We see it as one of our missions... to 
enable and nurture transformation.”

SVP CUSTOMER & BRAND 
BMW GROUP

Jens Thiemer
04

BMW met the hunger for lockdown  
entertainment with Hypnopolis, a podcast set in 
an imagined future.

BMW Looks To 
The Future

Source: youtube.com/bmw
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Julia Goldin was well prepared to bring support and a little bit 
of fun to Lego lovers around the world. To create a sense of 
connection among children isolated by the pandemic lockdown— 
and offer support for the parents of the nearly 80% of children  
out of school—Goldin and team launched #letsbuildtogether. 

Connecting kids (and fans) around the world 
Reaching out across a range of social channels, #letsbuildtogether 
responded to the demand for at-home activities by showing 
parents how Lego could keep kids busy. The campaign 
showcased a range of Lego products for each age group along 
with some suggested activities. 

Providing emergency support
The benefits of Lego’s child-oriented strategy extended beyond 
those lucky builders. The company also announced a $50 million 
donation to relief and learning programs for children, topping up 
the company’s usual philanthropic giving so that it could support 
additional initiatives and provide sustaining funds for long-
time charitable partners. As Goldin said in a recent Bloomberg 
interview: “We are committed to having a positive impact on 
children and the world they will inherit.”  

EVP & GLOBAL CHIEF MARKETING OFFICER
LEGO GROUP

Julia Goldin
06

Topic Visibility: CMO visibility on Covid-19 or Black Lives Matter (whichever is greater)

Target’s Rick Gomez was 2x
as influential as the average 
CMO and 2x as visible in the 
conversation on Covid-19

Twitter’s Leslie Berland was 
more than 4x as influential as 
the average CMO and 9x as 
visible on Black Lives Matter

Lego’s Julia Goldin is 
more than 8x as influential 
as the average CMO 

CMO Influence & Topic Visibility
How each CMO scores on both general influence and topic visibility.

Note: Outliers have been trimmed, so a handful of high-scoring CMOs are not shown.

10
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CMO PROFILES

After over a decade leading Google’s marketing, Lorraine Twohill 
started 2020 with a splash: a heartwarming Super Bowl ad sharing 
the real-life love story of a Google employee’s grandparents.

An expansive response to Covid-19
Twohill and team quickly pivoted to coordinating with the WHO 
to ensure accurate Covid-19 information on Google; purging 
misinformation from YouTube and blocking ads exploiting the 
pandemic; offering free video conferencing for educational users; 
and extending remote work provisions to contractors as well as 
employees (after some criticism). They spotlighted Google’s $100 
million contribution to Covid-19 relief, emergency funding for news 
organizations, and $1 billion in ad grants for nonprofits.

Reassessing inclusion and representation
Twohill underlined the company’s intention to improve the 
diversity of its advertising team and presence. At Cannes Lions 
Live, she said it had been a mistake to focus her diversity 
efforts only on hiring, rather than the larger picture of retention, 
promotion, and inclusion. She also noted that while Google had 
audited its own creative work and increased its representation of 
African-American people, even this extended representation did 
not sufficiently reflect the breadth of the community. 

CHIEF MARKETING OFFICER
GOOGLE

Lorraine Twohill
08

Data-driven marketing is the hallmark of Ann Lewnes’ leadership 
at Adobe. Her approach to the pandemic has built on her 
track record of launching successful initiatives in her 14 years 
at Adobe. During this crisis, Adobe committed $6 million to 
organizations providing essential services, which included $1 
million for projects designed by Adobe’s creative partners. 

Supporting frontline workers…creatively
One such project invited people to “Draw Along” with Adobe 
illustrator Kyle Webster as he worked on a project to 3D print 
face shields for health care workers. Under Lewnes’ guidance, 
Adobe also launched the #honorheroes campaign, which 
created a platform for expressing gratitude towards healthcare 
workers, delivery drivers, supermarket staff, and other essential 
workers. It’s all part of Adobe’s characteristic approach to solving 
real-world problems by harnessing extraordinary creativity.

EVP & CHIEF MARKETING OFFICER
ADOBE

Ann Lewnes
07

Adobe’s Honor Heroes campaign celebrated 
frontline service workers through the work of 
artists from around the world. 

Adobe Celebrates 
Frontline Workers

Source: youtube.com/AdobeSystems/Adobe
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For Marc S. Pritchard,a 37-year Procter & Gamble employee and 
Chief Brand Officer since 2014, 2020 provided ample occasion 
to put his vision of the company—“a force for good and a force 
for growth”, as he described it to Forbes in 2019—into practice.

A force for good in the Covid-19 crisis
Pritchard’s Covid-19 response addressed gaps in public health 
messaging. A pro-social distancing TikTok campaign drew 
nearly 17 billion views and triggered P&G pledges to anti-hunger 
charities. The company followed up with a “Masks On” campaign 
in its home state of Ohio, and its many sub-brands undertook 
Covid-19 efforts—from producing and donating hand sanitizer to 
converting to mask production.

Stepping up to support Black Lives
P&G was focused from the pandemic’s earliest days on its impact 
in Black communities. Under the banner of the #SteppingUp 
hashtag, the company launched free initiatives like laundry 
services for frontline workers and online childbirth classes 
for expectant parents in the Black Community. In early June, 
Pritchard announced a plan to increase the diversity of its 
workforce, invest in Black-owned agencies and suppliers, and 
review how Black people are represented in its advertising.

CHIEF BRAND OFFICER
PROCTER & GAMBLE

Marc S. Pritchard
10

Chris Capossela’s two decades of experience at Microsoft provide 
the foundation for his performance as the company’s CMO, a role 
he has held since 2014. He’s part of a leadership team that can claim 
credit for adding $800 billion to the company’s net worth in the past 
three years.

Solving the problem of remote work with Teams
That growth orientation put Microsoft in line for one of the 
business world’s most notable wins of 2020: Microsoft Teams, 
which by some accounts grew even faster than Zoom or Slack, 
as the move to remote work sent companies scrambling for new 
ways to work online. 

Reckoning with racial injustice
Capossela and team drew widespread coverage when agency 
partner McCann contacted muralist Shantell Martin about painting 
Microsoft’s boarded-up New York storefront “while the protests are 
still relevant”. Martin replied with a tweet: “Apparently the folks at  
@microsoft and McCann Erickson feel that that the #blacklivesmatter 
Movement and protests will not be relevant after this weekend.” 
Caposella tweeted an apology to the artist. 

When Microsoft launched a major initiative on digital skills 
development aimed at addressing Covid-related unemployment, it 
included an investment of $15 million in a grant program aimed at 
supporting nonprofits that work in the African-American community.

CHIEF MARKETING OFFICER
MICROSOFT

Chris Capossela
09

To promote public health in its home state of Ohio, 
P&G launched the “Masks On” campaign.

 

P&G Keeps Its  
Home State Safe 

Source: youtube.com/proctergamble
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These social shares, stills, and screenshots reflect the range of ways top 50 CMOs and their brands responded to the pandemic.

Sources: sap.com; instagram.com/fca_group;  instagram.
com/adobe; instagram.com/kfc; carbon3d.com; netflix.com; 

instagram.com/verizon; instagram.com/pfizerinc; usa.visa.com

Brands Respond to Covid-19
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For years, “digital transformation” has been on the priority list of every 
major company. And every year, it’s surprising how many companies are still in the 
early stages. In fact, in 2019 Gartner found that only 23% of companies were even 
half way to their digital transformation goals.

But, that was before our “new normal.” 

For the first time in history, the challenges of the global pandemic, coupled with cries 
for social justice, required nearly every organization to rethink its business approach. 
Many organizations adapted, leveraging digital transformation as a potent tool to 
manage disruption. Almost overnight, digital transformation went from a bullet point in 
a presentation to a critical piece of organizational survival. “Digital first” was no longer 
a buzzword, it was a mandate. 

So, what is digital transformation? It’s more than technology. It’s about people. It’s 
about the process and the playbook for interacting with customers. It’s about using 
the channels they prefer, in the way they prefer, and at the speed they expect.

Over the past year, it’s become clearer than ever that the key driver of digital 
transformation is the customer. Fortunately, most organizations have a leader 
whose sole focus is thinking about the customer—the CMO.

Suddenly, CMOs have been thrust into the role of digital transformation leader. In 
addition to managing the ever-growing range of CMO responsibilities, they have 
become responsible for corralling the organizational resources necessary to rewire  
the very way the company interacts with customers.

The CMOs that earn a spot in this annual report represent some of the most influential 
thinkers on the front lines of transforming digital customer experiences.

For example, Kevin Warren integrated UPS shipping options into the Square Online 
Store, giving a boost to small- and medium-sized sellers. And Alicia Tillman quickly 
redirected SAP’s messaging to emphasize digital channels, and leaned heavily on 
social media to promote new initiatives.

The CMOs on this list embraced change in a challenging year, demonstrating 
leadership and creativity, and have more than earned their place on the 2020 list 
of The World’s Most Influential CMOs.

Partner Message

RAGY THOMAS

Chief Executive Officer 
Sprinklr

5G IoT Digital
Transformation

E-commerce AI

2000

1500

1000

500

2500

815
245

2279

486

1269

14

“State of Marketing 
2020: Innovation 
is top priority with 
186% increase in 
AI adoption since 
2018”

“How Ecommerce 
Is Transforming 
FedEx’s Logistics 
and Last-Mile 
Delivery”

“IBM CEO: Every 
company will be 
an AI company”

“Burger King 
Offers ‘Autopilot 
Whopper’ Promo 
After a Tesla 
Confused BK Logo 
for a Stop Sign”

“Verizon’s CMO 
on marketing 
in a pandemic, 
the industry’s 
diversity problem 
and the battle for 
5G dominance”

Mentions of Top 50 CMOs on Major Digital Topics 
Number of blog, web, Twitter and news mentions for top 50 CMOs that reference keywords 

associated with major digital topics, with a headline from one sample mention per topic.
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CMO PROFILES

As Chief Digital Officer of French insurance giant CNP 
Assurances, Noé is an influential voice on digital transformation 
thanks to her active, engaging presences on Twitter and LinkedIn.

The face of digital influence
True to her title, Noé is a case in point of the power of digital 
to build influence. While many CMOs use their social media 
presences to share company news and personal appearances or 
coverage, she is a prolific source of online news and commentary, 
and an engaged participant in conversations concerning her 
industry and field. Her followers might learn about the impact of 
Covid-19 on CNP one day and find insight on how management 
mindset influences business outcomes the next.

Digitally enabled customer experience
Noé’s tech know-how has even more impact behind the scenes. 
Under her leadership, CNP has made increasingly sophisticated 
use of AI to speed responses to customer inquiries and help its 
human customer advisors work more effectively. And in a sign of 
how Noé’s digital mindset has helped position CNP, the company 
not only adapted to remote work in the face of Covid-19, but 
made 3-day-a-week telework a long-term option for all of its 
employees through at least 2023.

CHIEF DIGITAL OFFICER
CNP ASSURANCES

Magali Noé
12

For Alicia Tillman, a strong connection to corporate purpose and 
SAP’s audience helped the company turn on a dime when the 
pandemic hit. Within weeks, Tillman redirected SAP’s messaging 
to emphasize digital channels and leaned heavily on social  
media to promote new initiatives like free access to the SAP  
Ariba network and TripIt Pro.

Building connection, facilitating feedback
The company rolled out Remote Work Pulse, a free tool giving 
employers real-time feedback on how their workforce was 
adjusting to working from home and what resources they 
needed to do their best work. And there were the seemingly 
little things that made a big difference internally, like shifting 
Bring Your Child to Work Day to the virtual space, maintaining  
a valuable tradition and fostering connection between 
employees during a time of isolation.  

Now in her fourth year as global CMO, Tillman hit the ground 
running when she took on the position in 2017, rebuilding the 
global brand in her first seven months on the job. She also serves 
as the executive sponsor for SAP’s Business Women’s Network  
in New York.

GLOBAL CHIEF MARKETING OFFICER
SAP

Alicia Tillman
11

SAP recognized the new family juggling act by 
holding a Virtual Take Your Child To Work Day, 
featuring a day of special activities and online 
celebrity appearances.

SAP Welcomes 
Kids at Work

Source: sap.com
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As Twitter’s first Chief Marketing Officer, Leslie Berland often 
strikes a playful tone that might at first seem at odds with 2020’s 
somber reality. But that lighter touch serves Twitter’s brand well  
in difficult times.

Keeping audiences informed...while battling misinformation
The result: a broader audience for serious Covid-19-related 
content. Twitter made a point of surfacing authoritative pandemic 
information and calling out misinformation—even from prominent 
political figures, which earned the company both plaudits and 
outrage. Twitter also encouraged more positive pandemic posts, 
launching an emoji that appears when users tweet hashtags like 
#grateful or #thankful.

All of this while Twitter’s daily users jumped 24% year over year 
and revenue climbed by $808 million in the first quarter of 2020.

A remote work leader
Berland also serves as Chief of People at Twitter, one of the 
first companies to allow employees to keep working from home 
indefinitely. She tweeted: “Decentralization and remote work 
was a top priority for us pre-Covid-19. We’ll continue to learn 
and improve to make the experience even better, but it starts 
with empowering people to work where they feel most creative, 
comfortable, and safe.”

CHIEF MARKETING OFFICER & HEAD OF PEOPLE 
TWITTER

Leslie Berland
13
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Mayur Gupta left Freshly to become the Chief Marketing & 
Strategy Officer at Gannett in September 2020.

When Mayur Gupta joined Freshly in January 2019, he faced 
high expectations after a two-year run as Global VP of Growth at 
Spotify. At Freshly, which delivers healthy meals that customers 
can prepare in three minutes, Gupta helped grow the service 
from 600,000 monthly meals in August 2019 to 4.2 million in  
the month of March 2020.

Making lunch for remote workers
As a record number of companies and employees moved to 
remote work, Freshly accelerated its plan to start a business-
oriented meal delivery program. By moving to a quick launch,  
the company was able to offer businesses a way of providing 
lunch to employees who were now working from home. 

A new chapter 
Gupta, who left his role at Freshly at the end of May, has just taken 
on a new challenge: Last month he was appointed chief marketing 
and strategy officer at Gannett, which owns USA TODAY and a 
large portfolio of local news outlets.

CHIEF MARKETING OFFICER
FRESHLY

Mayur Gupta
14

In her fourth year as Visa’s CMO, Lynne Biggar has continued 
Visa’s commitment to supporting small businesses and female 
entrepreneurs. In addition to a $10 million fund for frontline relief 
organizations, the Visa Foundation announced a $200 million 
fund to support the recovery of small and micro businesses over 
the next five years, with a special focus on supporting women 
business owners. 

Showing up for women 
The company also partnered with IFundWomen to create ten 
$10,000 grants and coaching opportunities for Black women 
entrepreneurs. Visa and Biggar stand out among companies 
supporting customers during this crisis with their focus on  
how it has particularly affected women around the world.

Long-run payoffs from short-term crisis
Biggar takes the long view regarding that focus, telling Thrive 
Global, “We can create a ripple effect towards achieving gender 
equality, reducing poverty, and fostering inclusive economic 
development. Ensuring a long-term view on a problem with 
massive short-term implications is essential to recovery.”

CHIEF MARKETING & COMMUNICATIONS OFFICER
VISA

Lynne Biggar
15
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How Top 50 CMOs  
Use Social Media

Virtually all of the top 50 CMOs have current  
LinkedIn profiles, and most have Twitter handles.
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Ana Andjelic left Mansur Gavriel in August 2020. 

In her year as CMO of luxury leather goods company Mansur 
Gavriel, Ana Andjelic used Twitter, her blog, and bylines to elevate 
the brand’s visibility through marketing thought leadership.

An industry thought leader
A byline for AdAge argued that brands should think about 
customers the way Netflix does: as “taste communities.” In  
a co-authored article for Fast Company, Andjelic argued  
brands like Airbnb should not cut marketing during Covid-19,  
but rather recalibrate their tone and invest in long-term 
customer relationships.

Mapping the future 
“Humans are incredibly adaptable,” Andjelic told The Future 
Laboratory for a story on business adaptation to Covid-19. “Even 
when a dire situation becomes a new normal and we start to 
operate within that new reality, new ways of socialising, joking, 
and working emerge.”

Andjelic left Mansur Gavriel in August to launch her independent 
brand strategy practice. Her book “The Business of Aspiration” will 
be published in October.

CHIEF MARKETING OFFICER
MANSUR GAVRIEL

Ana Andjelic
16
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News Mentions of Top 50 CMOs by Industry & Topic
Black Lives Matter news mentions, Covid-19 news mentions and all news mentions for each industry. 
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Jochen Sengpiehl’s past year has demanded every bit of his 
extensive automotive experience. CMO of Volkswagen since 
2017, he joined the company after more than 20 years in and 
around the industry.

A pandemic pivot
After the cancellation of the Geneva Motor Show, the traditional 
launchpad for new Volkswagen vehicles, Sengpiehl recreated 
the show in virtual reality, offering an immersive experience 
to customers around the world who could never attend the 
physical-world event.  

Meanwhile, the company refocused some of its production and 
logistics expertise on the challenge of producing and delivering 
personal protective equipment, convening a task force to assist 
in developing an air-purifying respirator, helping a key supplier in 
Mexico shift to producing masks and gowns, and assisting in the 
shipment of PPE from China to Europe. 

Reckoning with racism
Amidst the Black Lives Matter resurgence, Volkswagen fell into 
a crisis of its own making: a flood of criticism over a commercial 
showing a giant white hand flicking a Black person away from 
a car and into a restaurant whose name, “Petit Colon”, evokes 
colonialism. VW pulled it, and the company announced that it 
would create a new diversity board to review future advertising.

That familiar acceptance tone when your Mastercard purchase 
goes through is the sound of the branding mind of Raja 
Rajamannar at work. He has brought that sonic signature to 
36 million interaction points around the world—associating 
Mastercard with the satisfaction of a successful transaction.

A time to serve, not to sell
With the emergence of the pandemic, Rajamannar refocused 
his team from marketing to communications. As he told Chief 
Marketer in April, “this is not the time to sell. This is a time to 
serve.” The company has pivoted from selling to customers to 
supporting them—most notably through a $250 million fund for 
small businesses, and ongoing support for female entrepreneurs. 
For consumers, he oversaw the extension of Mastercard’s 
“Priceless” branding to the lockdown-appropriate “Priceless 
at Home,” a selection of experiences customers can purchase 
and enjoy in the comfort (and confines) of their own homes. 

The sound of Mastercard
Meanwhile, that transaction confirmation melody is headed to 
a bigger spotlight: Rajamannar announced that Mastercard is 
developing an album of songs, each incorporating the tune. His 
goal: to deepen his audience’s connection to Mastercard’s sonic 
branding while giving up-and-coming artists a boost. 

CHIEF MARKETING OFFICER
VOLKSWAGEN AG

CHIEF MARKETING AND COMMUNICATIONS OFFICER
& PRESIDENT, HEALTHCARE BUSINESS
MASTERCARD

Jochen Sengpiehl Raja Rajamannar
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Andrea Zahumensky figured out what Americans needed to cope 
with the Covid-19 crisis: a lot of different ways to eat chicken.

A feeding frenzy
Throughout the crisis, Zahumensky and KFC made headlines 
with a never-ending series of product announcements, each 
one drawing a fresh wave of media and public attention. As the 
country headed into lockdown, KFC was in the early days of a 
limited-time, widely-covered Chicken & Donuts meal.  In May, the 
company made Orlando the first test market for its new chicken 
sandwich: “We realized that our sandwich wasn’t the one to beat 
and that wasn’t okay for us,” Zahumensky told Reuters. A few 
months later, the company announced a new partnership with 
DoorDash that would make its menu available to even more at-
home diners.

Showing appreciation for those on the front line
KFC’s buzzy announcements built on the goodwill Zahumensky 
had previously earned with marketing initiatives like a playfully 
reinvented Colonel Sanders. But its presence during Covid-19 
showed a serious side, too: The company donated one million 
pieces of chicken to frontline workers in March, and in August,  
it reprised the offer with “Back-to-School Buckets” delivered  
to teachers.

US CHIEF MARKETING OFFICER
KFC

Andrea Zahumensky
20

Antonio Lucio left Facebook in September 2020.

As Facebook’s Global CMO since 2018, Lucio quickly put a stamp 
on the brand. His late-2019 rebrand spelled out the relationship 
between the company’s various brands: Facebook itself, but also 
Instagram, WhatsApp, and Messenger. He also introduced the 
same kind of diversity measures he led as CMO of HP, requiring 
Facebook’s ad agencies to include more women, people of color, 
and LGBTQ team members. 

Leading through turbulence
Lucio responded to the pandemic with campaigns like “Never 
Lost,” a film promoting the platform’s Community Help feature, 
and “Born in Quarantine,” a spot featuring babies delivered 
during lockdown. By mid-June, the company was contending 
with “Stop Hate for Profit”, an advertising boycott over hate 
speech on Facebook. The company promised to place warning 
labels on some content and remove 200 accounts linked to 
white supremacy groups.

Deepening his diversity practice
When Lucio announced his departure from Facebook in August, 
he articulated the intention to continue his diversity work during 
the next stage of his career, writing: “It is a time for reckoning for 
the nation and my industry and it is time for me to play a more 
active part in accelerating change.”

GLOBAL CHIEF MARKETING OFFICER
FACEBOOK

Antonio Lucio
19

KFC hosted virtual Mother’s Day gatherings via 
Facebook Messenger for families who had to 
celebrate apart.

KFC Cooks For Mom

Source: KFC Newsroom (yum.com)
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Over the eight years during which Forbes has published The World’s 
Most Influential CMOs report, we have seen CMOs address varied social and 
cultural issues with a strength of purpose and inspiring guidance; certainly, their 
responses directly affect brand perception and, ultimately, the business bottom 
line. Several CMOs, in fact, have stood out, assuming leadership roles in driving 
representation and inclusion by taking highly visible personal and professional 
steps toward the common purpose of eradicating racial injustice.

The Black Lives Matter movement has brought inequity to the forefront of all 
strategic conversations, and marketing leaders distinguish themselves by speaking 
out and lending support. CMOs from technology and consumer goods companies 
have been most engaged in driving change. This is an area in which we see top 
CMOs distinguish themselves on the list.

For more than 100 years, Forbes has been inspiring and supporting entrepreneurs 
who are driving change, transforming businesses, and making a significant impact 
on the world. In January we introduced our Representation & Inclusion Practice to 
help marketing leaders advocate and drive meaningful change for diverse identities 
in business and entrepreneurship. It’s part of our Inclusive Capitalism platform, 
which spotlights purpose-driven stories to provide a blueprint for inclusion. Our 
commitment to champion success by celebrating those who have made it and 
those who aspire to make it is unwavering, and we look forward to doing that in 
partnership with the world’s most influential CMOs.
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“Denny’s Chief Brand Officer  
Talks Racial Inequality”

CMO COVERAGE

“The CMO’s New M.O.  — How 
Salesforce’s Stephanie Buscemi is 
Leading Through ‘Listening’”
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Visibility on Black Lives Matter: Selected Industries
Proportion of news coverage of CMOs in different industries that referenced  

the Black Lives Matter movement.
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In the pressure of the 2020 pandemic, many companies pulled 
back on their television advertising. But for Visible, Verizon’s 
prepaid mobile carrier, 2020 brought the opposite: its first 
national television campaign, launched under the guidance  
of CMO Minjae Ormes.

Cost-cutting customers, meet Visible
The “Meet Visible” campaign introduced customers to the 
carrier’s offerings on broadcast, cable, and online. It was 
designed to seize on a unique opportunity: Amid the financial 
pressures of the pandemic, increasingly price-conscious 
consumers were open to jumping carriers in pursuit of savings. 
Ormes’ background as YouTube’s Global Head of Media, and 
later Global Head of Partner Marketing, positioned her to seize 
the potential of video promotion. 

Simplicity and humanity
In an interview with TheCustomer this spring, Ormes described 
her philosophy: “How do we first and foremost create the kinds 
of experiences that people expect now across the industry? 
Just the simplicity, the seamlessness, but also the humanity with 
which you show up as a brand and a business.”

CHIEF MARKETING OFFICER
VISIBLE

Minjae Ormes
21

In her first year as the CMO of Dashlane, Joy Howard quickly 
elevated the password manager’s visibility in an increasingly 
crowded field.

Putting Dashlane on the map
Howard began the year with a new brand identity created by 
agency partner Pentagram, followed by an attention-getting 
Super Bowl ad that cleverly conveyed the humor and horror of 
“password pain”—the kind of splashy expenditure made possible 
by the company’s latest funding round.

Ahead of the curve
When leading marketers coalesced around a Facebook boycott to 
pressure the platform to crack down on white supremacist hate 
speech, Howard and Dashlane were way ahead of them. In a Wall 
Street Journal story, Howard went on the record with her longtime 
concerns about the social media giant, noting that Dashlane had 
already been scaling back its dependence on the platform due to 
concerns about platform content and discriminatory ad practices. 

In a thoughtful, biting blog post about why Dashlane was joining 
the boycott, Howard wrote: “[A]dvertising is no longer about 
growing your customer base and building your business by 
bankrolling the free press...Instead we help fuel an engine of hate. 
The engine that polarizes communities runs on our ad dollars.”

CHIEF MARKETING OFFICER
DASHLANE

Joy Howard
22

Visible, a prepaid carrier owned by Verizon, 
launched its first TV campaign at a moment 
when the pandemic’s economic downturn 
created an appetite for cost-cutting.

Visible Says Hello

Source: youtube.com/visible
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Dara Treseder left Carbon to become SVP & Head of Global 
Marketing & Communications of Peloton in August 2020.

Dara Treseder became Carbon’s first-ever CMO at the end of 2018 
and quickly earned a place on Forbes’ CMO Next list. Particularly 
in the challenging months of 2020, Treseder helped the digital 
manufacturing company establish itself as a global brand.

Lending 3D know-how to the Covid-19 crisis
When Covid-19 hit, Treseder shifted to all-digital marketing, making 
up for the loss of trade show presence. Carbon showcased its 
work to address medical supply shortages by 3D printing personal 
protective equipment, producing more than 270,000 face shields 
and over one million nasopharyngeal swabs every week.

Amplifying Black voices
Treseder used her active Twitter presence and media 
appearances to amplify Black voices, spotlight Carbon’s work 
on diversity, and share her own approach to inclusion. “There is 
nothing more hurtful than business leaders choosing to ignore this 
issue,” Treseder told Forbes’ Jenny Rooney this June. “Be willing 
to take a stand…Every business leader should come out and 
condemn systemic racism. But that is just the beginning. You have 
to listen. In order to be a better ally, you actually have to learn by 
understanding the history of Black people in America.”

CHIEF MARKETING & COMMUNICATIONS OFFICER
CARBON

Dara Treseder
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Mo Katibeh became Chief Product & Platform Officer of AT&T 
Business, AT&T in July 2020.

Mo Katibeh and AT&T Business were well into the introduction 
of 5G wireless when the pandemic hit. In the space of just a 
few weeks, demand from AT&T’s business users cratered while 
residential traffic soared.

Support for small businesses and WFH connectivity
That shift in demand meant a whole new offering: Home Office 
Connectivity, allowing employers to pay for business internet 
access in employees’ homes. 

The company offered small business advice through a webinar 
series and a social media playbook, and sponsored a globally-
syndicated philanthropic concert to raise money for struggling 
businesses—especially those run by women and people of color. 
It stopped terminating accounts for customers unable to pay their 
bills, waived late payment fees and overages, and opened public 
Wi-Fi hotspots to all.

Marketing didn’t stop, but as Katibeh told Variety in April, 
pandemic-era ads “are really about helping everyone 
understand that we are all in this together.” Cases in point: an 
ad profiling how AT&T tech helps kids with distance learning 
and sponsorship of an ad-free Sesame Street special about 
Elmo learning how to have a virtual playdate.

CHIEF MARKETING OFFICER
AT&T BUSINESS

Mo Katibeh
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3D printing company Carbon used its site to 
showcase the ways it was helping produce 
crucial medical supplies like face shields and 
testing swabs.

Carbon Does  
Its Part

Source: carbon.com
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Ryan Bonnici stepped into the role of CMO at G2, a business 
solution reviewing platform, in 2017. Since then, the company’s 
monthly traffic has grown from 500,000 to 5 million.  

A social media whirlwind
Bonnici’s very active Twitter and LinkedIn profiles make him a hub 
for the tech leaders and trends tracked on G2’s platform. He is 
energetic and wide-ranging in his approach to promoting flagship 
initiatives like G2’s REACH conference, and also uses his profiles 
to share thought leadership like a G2 post explaining the value of 
negative reviews, or the company’s “pronoun project”: a tool for 
creating pronoun badges that foster an inclusive workplace. He’s 
generous in shedding light on other tech companies’ wins too, 
posting about the Google Super Bowl ad that made him cry and 
about his love for project management app Asana (so much so 
that he participated in its ad campaign).

De-stigmatizing mental health
As CMO and in his role as a board member of Bring Change to 
Mind, a mental health organization, Bonnici has been an advocate 
for de-stigmatizing the conversation around mental health. And 
while G2 had to lay off 5% of its employees due to the economic 
downturn, Bonnici has remained committed to supporting and 
modeling workplace mental health with practices like meeting-
free Wednesdays.

CHIEF MARKETING OFFICER
G2

Ryan Bonnici
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To meet the challenge of steering Discovery through a 
remarkable year, the brand relied on Nancy Daniels’ deep 
understanding of audience interests and trends—gleaned from 
her previous work boosting ratings for Discovery’s women-
focused TLC and the Science Channel.

Comforting an audience in crisis
As stressed-out viewers turned to TV during Covid-19 lockdown, 
Daniels and team tapped content promising a much-needed 
reprieve: “MythBusters” marathons, a weekend of “Shark Week” 
specials, and a day of back-to-back “Gold Rush” episodes— 
“things that could be a nice antidote to everything that’s going 
on in the world,” as Daniels told Forbes this spring.

Engaging with global issues
The company marked the first Digital Earth Day celebration with 
a TV special featuring climate activists participating in cleanups 
around the world. In the midst of Black Lives Matter protests, 
Discovery simulcast a two-part Oprah Winfrey special featuring 
interviews with Black artists, activists, and leaders on the topic of 
systemic racism and America’s future on all 19 of its US networks. 
And Discovery’s new partnership with the Explorers Club will 
contribute to the nonprofit’s scientific research and expeditions 
while developing programming showcasing those explorations.

CHIEF BRAND OFFICER, DISCOVERY & FACTUAL
DISCOVERY 

Nancy Daniels
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Discovery broadcast the Oprah Winfrey racial 
justice special, “Where Do We Go From Here?”, 
on all 19 of its networks.

Discovery Spotlights 
Oprah

Source: youtube.com/oprah

24



FORBES:  THE WORLD’S MOST INFLUENTIAL CMOS 2020

CMO PROFILES

Jackie Lee-Joe left Netflix in August 2020.

In her one year at Netflix, Jackie Lee-Joe led the company’s 
marketing as exploding viewership required the company to reduce 
streaming quality so European internet service wouldn’t break.

Marketing the whole brand
The first quarter of 2020 saw the company gain 16 million users 
while its share price grew by 65%. A large pipeline of content 
kept new material coming while most broadcasters’ fresh 
episodes slowed to a trickle. And buzzy series “Tiger King” 
debuted just as much of the US entered lockdown.

From message to action
Netflix was one of the first brands to take a stand after George 
Floyd’s killing, tweeting “To be silent is to be complicit. Black 
lives matter” and receiving more than a million likes. In June, 
the platform curated the Black Lives Matter collection of movies 
and TV shows about racial justice and Black American lives. 
CEO Reed Hastings committed $120 million to scholarships at 
historically Black colleges, and Netflix promised to move $100 
million in deposits to Black financial institutions to increase the 
capital available to African-American communities.

Lee-Joe stepped down at the end of June, succeeded by former 
Uber CMO Bozoma Saint John.

CHIEF MARKETING OFFICER
NETFLIX

Jackie Lee-Joe
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You might think that a pandemic would be a disaster for online 
dating apps: Who wants to date in a lockdown? But OkCupid has 
met an urgent need during the pandemic, facilitating connections 
and virtual dates that take the sting out of social isolation.

Connecting through Covid-19
“What we’re seeing on OkCupid is a real desire to connect. As 
more and more folks are working from home, cancelling all social 
plans, not traveling, some are already feeling lonely and a bit 
isolated,” CMO Melissa Hobley told Business Insider. Indeed, she 
reported, Covid-19 has become a common “icebreaker” topic in 
online matches.

Building on a unique offering
To help users stay distanced, Hobley’s team launched a campaign 
highlighting virtual date ideas. Using its characteristically data-
driven approach, OkCupid also shared insights into how Covid-19 
has changed dating patterns, revealing preferred virtual dates 
(“31% prefer to do some shared activity, like a game”) and the 
best parts of virtual dating (“less pressure” and “I get to know the 
person better”).

By keeping its business on track, OkCupid has also maintained 
its agency relationships and payment terms, providing a much-
needed source of financial stability for its partners.

GLOBAL CHIEF MARKETING OFFICER
OKCUPID

Melissa Hobley
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EVP & CHIEF MARKETING AND 
COMMUNICATIONS OFFICER 
FEDEX

Brie Carere
28

Brie Carere had 17 years on the FedEx marketing team 
under her belt when she ascended to the role of CMO at the 
beginning of 2019. 

Showcasing agility
That experience proved valuable in tackling the challenges 
Carere faced in her second year on the job. Amidst the 
pressure and opportunities that Covid-19 provided—a surge in 
e-commerce and demand for consumer deliveries; a decline 
in more profitable business-to-business shipments—Carere 
showcased the company’s rapid growth in capacity. FedEx 
introduced Sunday delivery to new markets, set its sights on 
lowering e-commerce delivery prices by restructuring parts 
of its delivery model, and announced plans to hire 70,000 
seasonal employees to cope with the holiday rush.

Sustaining small business
At the same time, Carere helped FedEx acknowledge its unique 
role in sustaining small businesses who turned to e-commerce 
as their path to surviving the pandemic’s economic downtown. 
The “Big Days of Small” shopping event promoted the dozen 
companies who won the company’s Small Business Grant 
Contest. And in announcing a new partnership with Microsoft, 
Carere’s team positioned FedEx as the small- and medium-sized 
retailer’s alternative to partnering with Amazon.

The company took its data-driven approach 
into the Covid-19 era by showing how people 
embraced the new world of virtual dating. 

OkCupid Shares 
Its Digits

Source: theblog.okcupid.com
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These social shares, stills and screenshots reflect the range of ways top 50 CMOs and their brands responded to the Black Lives Matter movement.

Brands Respond to the Black Lives Matter Movement
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Sources:  
instagram.com/target;  
instagram.com/salesforce;  
facebook.com/PrintCarbon; 
netflix.com/blacklivesmatter; 
instagram.com/google; 
instagram.com/braze;  
twitter.com/Twitter

We gratefully acknowledge the team behind the 
#BlackLivesMatter Brand Responses project  
(https://bit.ly/2N9AV4O), which was a valuable resource  
in researching this report. 

Lexie Pérez, Julian Cole, Stephanie Vitacca, Davis Ballard

https://www.instagram.com/p/CBDue6IAL30/
https://www.instagram.com/p/CBDue6IAL30/
https://www.instagram.com/p/CCH8fdXBLid/
https://www.facebook.com/PrintCarbon/photos/a.213213515768892/936536823436554/
https://www.netflix.com/browse/genre/81299227?so=su
https://www.instagram.com/p/CDRSTyGFarU/?utm_source=ig_web_copy_link
https://twitter.com/Twitter/status/1274087694105075714
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After 20 years at Levi Strauss, Jennifer Sey—CMO since  
2016—is deeply invested in the company’s tradition of 
community engagement.

Giving back during Covid-19
Faced with the pandemic, the company unveiled “5:01 Live”: a 
series of daily Instagram performances held at 5:01 PM (evoking 
its iconic 501 jeans). And Sey announced $3 million in charitable 
giving to support communities affected by Covid-19.

In June, the company published its first-ever diversity statistics, 
made specific commitments to diversify its leadership and 
workforce and made Juneteeth a company holiday. On the 
company website, Sey shared her own anxiety as the mother  
of two Black sons, saying “we—white people—must take an 
active role, arguably the most active role, in changing the course 
of racial discrimination and racial violence in this country.”

Impact and change
A former gymnastics champion, Sey produced a Netflx 
documentary, “Athlete A,” chronicling the investigation that took 
down the doctor who sexually abused hundreds of child athletes. 
Connecting that to her company role, she told WWD, “Levi’s is a 
special culture in that way. It validated that if you use your voice, 
you can have an impact and create change.”

SVP & CHIEF MARKETING OFFICER 
LEVI STRAUSS & CO.

Jennifer Sey
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#cmo#digital
transformation

#marketing #digital

#apple #5g #telecom#leadership

#black
lives
matter

#marketingforthenow
#work
from
home

#facebook #think2020#cxotalk #adweekdi

#coronavirus #leadingthroughchange#iot
#digital
marketing

#covid19
#love
hasno
labels#advertising

#sapphirenow
#customer
experience#womenintech

Top Hashtags Mentioning Top 50 CMOs
The hashtags that were most frequently tweeted by and about top 50 CMOs, other than 

 hashtags specifically related to sporting or individual brand events.
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“I’ve told everyone on my team that our No. 1 job is to help our 
customers right now,” Salesforce’s Stephanie Buscemi, told 
AdAge in an interview this spring. 

Helping customers with the challenges of Covid-19
The company’s streaming event series “Leading Through 
Change” aims to help customers navigate the challenges of sales 
and marketing during the pandemic, when teams have been 
forced to work from home. The series evolved to address the 
company’s core commitments to supporting the Black community. 

A platform change
Buscemi has spoken of using Salesforce as a platform for change 
by driving business to Black-owned companies, as well as using 
its own spending and investment to support Black founders. The 
company established a Racial Equality and Justice Task Force 
to guide the company’s approach to hiring, philanthropy, and 
purchasing, and to guide its nascent efforts at policy advocacy. 
It also donated $1 million to the NAACP and contributed another 
$500,000 to the BET/United Way relieve fund. 

Speaking with Forbes in June, Buscemi spoke directly about 
racial justice. “Our Black community is grieving right now 
and rightfully so, after a reality of allowed systemic racism for 
hundreds of years.”

EVP & CHIEF MARKETING OFFICER
SALESFORCE

Stephanie Buscemi
32

CMO PROFILES

Kieran Hannon joined Openpath as CMO in 2019, a moment 
of rapid growth for the company. As the former Global CMO 
for Belkin International and past president of Grey Worldwide, 
Hannon brought deep experience in both tech and advertising to 
the challenge of building on the company’s momentum. 

Access to Covid-19 insight
Openpath’s technology and data turned out to be a powerful 
asset when Covid-19 emerged. Drawing on the company’s 
access logs for more than 1,200 organizations across the United 
States, Hannon’s team developed a social distancing index that 
anonymized Openpath customer data and presented a picture 
of social distancing adherence in different states and industries, 
based on office occupancy rates. It was a powerful example of 
how information could be used as both marketing and public 
service—and an innovative approach to harnessing data as a 
storytelling tool.

Growth for the long run
Hannon’s real passion is enabling long-term growth. As he 
recently told The Drum, “It’s what I enjoy doing—helping cement 
a foundation that will be everlasting.”

CHIEF MARKETING OFFICER
OPENPATH

Kieran Hannon
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To help companies and teams adjust to the business 
challenges of the pandemic, Salesforce launched 
“Leading Through Change,” a knowledge hub 
featuring virtual learning opportunities. 

Salesforce Offers 
B2B Wisdom

Source: salesforce.com
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At the beginning of 2020, Jill Baskin placed what she called “a 
very large bet” on streaming—shifting much of the emphasis in 
Hershey Company’s advertising toward digital.

Bet on streaming pays off
“It’s turned out to be a very good bet,” she told an IAB 
interviewer in June, as homebound viewers kept devouring 
streaming media (and snack foods). While the media mix came 
pre-optimized for the pandemic, Baskin still had to make big 
changes in creative, pulling two ads featuring interactions like 
hugging and handshakes.

A commitment to diversity
The same month, Hershey joined other companies in the “Stop 
Hate for Profit” boycott of Facebook Ads, called by civil rights 
groups. That’s not out of character for a CMO who was inducted 
into the Advancing Diversity Hall of Honors in early 2020, and 
who’s known for supporting pay equity and for sending creative 
back to the agency if the casting isn’t representative.

The next big question for Baskin and Hershey: how the all-
important Halloween season will play out with a pandemic still 
raging. Baskin has planned for a wide range of scenarios—with 
streaming playing a strong role in all of them.

CHIEF MARKETING OFFICER
THE HERSHEY COMPANY

Jill Baskin
33

As Verizon’s CMO since 2015, Diego Scotti had a solid 
foundation for guiding the company’s response to the challenges 
of 2020—one that made a point of avoiding the layoffs so many 
other companies relied on.

A broad vision for meeting the moment
Verizon’s Covid-19 efforts began with adding data to its mobile 
plans, to help homebound students. The company also donated 
more than $50 million to nonprofits and relief organizations.

To support businesses, Verizon developed “Pay It Forward Live,” 
weekly live-streamed events featuring big-name entertainers. 
The series aimed to not only raise money for small businesses 
(Verizon pledged $2.5 million, with another $2.5 million triggered 
by viewer engagement), but also to encourage people to support 
local entrepreneurs. 

Citizen Verizon
The scope and scale of response landed Verizon at the 
top of Forbes’ ranking of business efforts to address the 
pandemic. And, in July, Scotti helped roll out “Citizen Verizon”, 
a “responsible business plan” that includes a commitment to 
achieve carbon neutrality by 2035, train 500,000 young people 
on digital skills, and develop a new online education platform for 
10 million K-12 students.

EVP & CHIEF MARKETING OFFICER
VERIZON

Diego Scotti
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Verizon’s weekly entertainment series featured 
lifestreams from performers like Usher, Billie 
Eilish, and Alicia Keys–all in support of local 
businesses.

Verizon Pays It Forward 
to Local Business

Source: verizon.com
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As the top communicator at pharma giant Pfizer, Sally 
Susman has been an important voice on Covid-19 vaccine 
development. Susman pulled off a tightrope act, balancing 
between offering hope for early vaccine development under  
the banner #ScienceWillWin and underlining the importance  
of rigorous trials in her roll-out of a multi-company pledge to 
avoid politicization of the vaccine approval process.

Raising her voice
Susman regularly shares her insights in bylines and LinkedIn 
posts that run from the sober (reflecting on the Declaration of 
Independence, mourning the absence of what would have been 
her 11th consecutive Democratic convention) to the playful (a 
piece for NBC about her lockdown quirks; another for TIME  
about letting her hair go grey.) 

Celebrating a historic moment
When a landmark Supreme Court ruling determined that LGBTQ 
employees are protected from workplace discrimination by 
the Civil Rights Act, Susman was one of the executives who 
spoke with Fortune to mark the moment, noting that “employee 
requests like mine happened across corporate America and 
were the early steps that began this incredible march to the 
recent Supreme Court decision.”

EVP & CHIEF CORPORATE AFFAIRS OFFICER
PFIZER

Sally Susman
35
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Sara Spivey began 2020 after less than a year as CMO of 
Braze—a marketing and customer engagement platform—by 
announcing the company had crossed the $100 million threshold 
in annual recurring revenue.

Sharing marketing insight
Building a strategy that focused on producing in-depth content, 
Braze used its marketing insight to help guide others through the 
storm. The company partnered with a research firm to issue a 
report on how Covid-19 will affect the future of retail, based on a 
survey of 8,000 consumers.

Leading on the Facebook boycott
In early June, Spivey made Braze one of the first brands to 
commit to the “Stop Hate for Profit” Facebook ad boycott aimed 
at stemming white supremacist hate speech on the platform. 
She tweeted, “As a CMO, I am reallocating dollars planned for 
Facebook advertising to other places. I won’t fund an org that 
fails to act against divisiveness and hate, hiding behind ‘freedom 
of speech.’”

The next week, Spivey expanded on her argument in an AdWeek 
story titled, “I Cancelled Facebook Advertising, and You Should, 
Too.” Spivey announced that those ad dollars would instead go 
to “organizations that are taking action for positive change.”

CHIEF MARKETING OFFICER
BRAZE

Sara Spivey
36

TV spots and a tie-in #ScienceWillWin hashtag 
carried an important message: “Science can 
overcome diseases, create cures and yes, beat 
pandemics. It has before; it will again.”

Pfizer Provides Hope 
Through Science

Source: youtube.com/pfizer
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Michelle Peluso has brought remarkable agility to IBM’s marketing 
during the pandemic. During Covid-19’s initial onslaught, many 
companies stopped advertising altogether. Yet within two 
weeks, IBM introduced a completely new creative campaign  
to the airwaves.

Agility allowed immediate responses to crises
Peluso’s belief in a flexible marketing budget allowed IBM to 
pivot quickly away from the traditional out-of-home marketing 
techniques, like ads in New York elevators, and refocus its 
media budget toward digital advertising as people were trapped 
at home and consumption of digital content skyrocketed. And 
following the Black Lives Matter protests at the beginning of 
June, IBM halted all advertising for several days except to 
express support for the movement and recognize the tragedies 
that inspired it.

A colorful career
That appreciation for the significance of a big social moment 
may have been honed early in her professional life as a White 
House Fellow and aide to Labor Secretary Alexis Herman. Her 
post-political career took her from founder of a travel website to 
CEO of Travelocity for seven years, followed by stints at Gilt  
and Citigroup. She became IBM’s CMO in 2016.

SVP DIGITAL SALES & CHIEF MARKETING OFFICER
IBM

Michelle Peluso
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Covid-19 made deliveries a matter of life and death, keeping 
people safely out of stores and getting critical medical supplies 
to their destination. So CMO Kevin Warren had compelling 
stories to tell in 2020: From curbside pickups and returns at 800 
Michaels craft stores to drone-enabled prescription deliveries 
for a 135,000-person retirement community, UPS delivered on 
Warren’s agenda of e-commerce and digital enablement.

Celebrating leaders of color
An active presence on LinkedIn, Warren not only shares UPS 
news, but applauds the accomplishments of other Black 
executives and leaders of color. In early June, he announced 
UPS had pledged $3.2 million for employment, advocacy and 
education programs provided by organizations it had long 
supported such as NAACP, as well as $1 million to support 
educational programs at the National Museum of African 
American History and a million employee volunteer hours 
dedicated to underserved communities. 

“An obligation to do better”
“We have an obligation to do better, particularly in the 
communities where we do business,” Warren told CNN. “We 
wanted to take this heartbreak we had, and then change that 
to anger, and then change that to action.”

CHIEF MARKETING OFFICER
UPS

Kevin Warren
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UPS renewed its call for hate crimes legislation in 
its home state of Georgia and other states, and for 
passage of the Emmett Till Antilynching Act. which 
would make lynching a federal hate crime. The bill is 
named for a 14-year-old boy whose murderers went 
unpunished.

UPS Addresses  
Hate Crimes

Source: youtube.com/UPS
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Banks face an uphill battle making an emotional human 
connection with their audience. But Ravi Santhanam has helped 
HDFC Bank do just that in the Covid-19 pandemic, with their 
#HumHaarNahiMaanenge (roughly translated, “we will prevail”) 
campaign, celebrating the indomitable human spirit.

Making social solidarity a brand value
The campaign creative has ranged from social media posts 
spotlighting notable community members as Our Neighbourhood 
Heroes, to a new song (also titled #HumHaarNahiMaanenge) 
commissioned by the bank, featuring an array of Indian musical 
talent backed by a video depicting ordinary people standing 
strong while adhering to Covid-19 protocols. Even the physical 
distancing floor markers the bank uses are on-brand: Customers 
stand safely within the four corners of HDFC’s logo. The result is 
a campaign positioning India’s largest private-sector bank as a 
champion of social solidarity in difficult times.

A deep well of experience
Holding an MBA from Indian Institute of Management Calcutta, 
Santhanam came to HDFC Bank after working with ICICI Bank, 
PowerGen, Reliance Communications, and Vodafone.

CHIEF MARKETING OFFICER
HDFC BANK

Ravi Santhanam
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As CMO and Executive Vice President of the NHL for the 
past four years, Heidi Browning Pearson has championed a 
personal approach, encouraging players to express their unique 
personalities using their social media accounts. 

Reimagining hockey for remote viewing
Pearson found a new way to bring that personal touch to hockey 
in the age of Covid-19: As thousands of fans were relegated to 
watching from home, the NHL embraced the quiet of the arena 
to pick up player conversations with ambient mics. And as the 
new season got underway in August, Browning announced a 
partnership with Twitter and Disney Streaming, designed to make 
remote viewing more engaging and interactive.

A new era of authenticity and excitement
The NHL’s focus on developing innovative, engaging approaches 
to sports viewing without a live arena audience reflects the work 
Browning Pearson has done to adopt a new marketing approach 
geared to building a millennial audience for hockey. As she 
shared in a 2019 roundtable with Chief Marketer, ”Marketers are 
stepping away from highly-produced content in favor of a more 
raw, authentic production.”

EVP & CHIEF MARKETING OFFICER
NATIONAL HOCKEY LEAGUE

Heidi Browning Pearson
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The Indian bank released a song of “Strength, 
Togetherness & Hope” inspiring ordinary 
citizens to play their part in fighting Covid-19.

HDFC’s Uplifting 
Anthem

Source: youtube.com/hdfcbank
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In my role as Chief Marketing and Communications 
Officer at LinkedIn, I am often asked how CMOs should be 
using their voices and platforms. And that question has been 
even more top of mind as we have navigated all that this year 
has put in front of us. In many ways, navigating the challenges 
of 2020 has reinforced what we know to be true—that trust 
matters more than ever, and that trust is defined when brands 
and leaders consistently communicate and act on their values.  

As we’ve moved through the pandemic, and everything that 
has changed in the world of work, we've seen professionals 
turn to their networks and look to brands and leaders for 
guidance, inspiration, and help adjusting to the turbulence 
and change. We’ve seen that industry leaders who have 
invested in consistently building trust and engagement within 
their communities are looked to as counselors and guides in 
this critical moment. These CMOs also stepped up as pivotal 
voices in responding to Covid-19, sharing critical insight, 
learnings and perspective. 

The most influential CMOs on LinkedIn, those with the most 
engagement on posts and content, were 6 times more likely 
than the average LinkedIn user to share content, and 3 times 
as likely to be key influencers in the conversation around 
Covid-19, with LinkedIn members consistently turning to and 
engaging with their posts about the pandemic.

Among the most influential CMOs, nearly half were a part 
of the Covid-19 conversation, compared to the only 15% of 
CMOs who have less LinkedIn engagement. We are seeing 
that voices of leaders and brands during this time—providing 
leadership, help, guidance, and inspiration—are building trust 
and connection when it matters most. 

With change and uncertainty as a constant, we all crave 
connections to those people and things we believe will lead 
us forward. In this time, companies and their leaders have 
a unique opportunity and responsibility to be the agents of 
positive change—from creating new economic opportunity 
and reskilling workforces to overturning systemic racism to 
addressing mental health in the workplace—and more. As 
the stewards of their brands, this is the time when CMOs are 
being called upon to use their voices and platforms to lead 
the discussions and actions that will define a better tomorrow 
for us all.

“Trust matters more than ever, and that trust is defined 
when brands and leaders consistently communicate 
and act on their values.”
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Morgan Flatley and team have taken a data-driven approach to 
marketing during the pandemic. 

Tuning into customer sentiment
“We start every week with the insights team doing a share-out on 
customer sentiment,” she told WARC in an interview this spring. 
That allowed McDonald’s to develop a succession of campaigns 
keyed to public concerns, focusing first on availability through 
drive-through or delivery service, and later on “Thank You 
Meals” for frontline workers. And in response to consumer health 
concerns, the team shifted to showcasing safety procedures and 
options for contactless customer experience.

Naming the problem of police violence
That level of customer attunement drove McDonald’s response 
to Black Lives Matter, which directly acknowledged the victims of 
police violence. “Trayvon Martin. Michael Brown. Alton Sterling,” 
began a social media ad that named eight people, most killed 
by police officers. “They were one of us,” the ad read, noting the 
company’s $1 million donation to the National Urban League and 
the NAACP.

A Business Insider story on an internal McDonald’s meeting 
quoted Flatley on taking a stand: “Not only is it the right thing 
to do, but today consumers are watching and making decisions 
based on how brands are acting.”

CMO Meredith Verdone is leading Bank of America’s 
transformation to humanize its brand. And she uses her personal 
Twitter account to showcase the broad range of initiatives now 
underway to address the impact of the pandemic and combat 
racial inequality.

Philanthropy to provide relief, address inequality
In March, Bank of America donated $100 million to Covid-19 
relief (on top of its usual $250 million annual philanthropic 
giving), focused mostly on increasing medical capacity and 
addressing food insecurity. A few months later, they announced 
a $1 billion 4-year investment in addressing pandemic-fuelled 
inequality, including programs to provide health services, job 
training, small business support, and affordable housing. 

Supporting new initiatives
Building on these commitments, the company announced that 
it was funding a new Smithsonian initiative, “Race, Community 
and Our Shared Future”. Later that month, it joined several other 
founding partners for iHeartMedia’s Black Information Network, 
an all-news 24/7 audio network focused on providing news  
“with a Black voice and perspective”. 

“When we can invest in opportunities that genuinely serve 
communities, like BIN, we are living up to our values and 
achieving the highest and best use of our resources,” Verdone 
said in announcing the partnership.

US CHIEF MARKETING OFFICER
MCDONALDS

CHIEF MARKETING OFFICER
BANK OF AMERICA

Morgan Flatley Meredith Verdone
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McDonalds’ “One of Us” video offered a spare, 
compelling remembrance that named the 
victims of racial violence.

Naming Our Losses

Source: youtube.com/mcdonalds
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Vineet Mehra had been the CMO of the Walgreens Boots 
Alliance (WBA) for little over a year when Covid-19 changed the 
face of the healthcare industry. While many companies were 
struggling to find digital offerings that could meet changing 
customer needs, Mehra’s data-driven approach put WBA on  
the right path.

Using data to personalize customer experience 
This summer, Mehra and team rolled out a new partnership with 
Adobe and Microsoft allowing WBA to personalize customer 
experiences through an integrated view of customer data. In 
announcing the new partnership, WBA noted it would allow 
them to offer enhancements like custom beauty product 
recommendations at Boots or in-store healthcare reminders 
linked to prescription pickups at Walgreens.

Building on a marriage of data and technology
As Mehra told Forbes in an interview last year: “Technology 
and data are completely transforming how we can interact with 
consumers, and marketers need to be able to think in terms of 
creative, data and technology, all at the same time.” 

GLOBAL CHIEF MARKETING OFFICER & 
CHIEF CUSTOMER OFFICER
WALGREENS BOOTS ALLIANCE

Vineet Mehra
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With over a dozen years of experience on Denny’s marketing 
team, Chief Brand Officer and Executive VP John Dillon was well 
positioned to lead them through an unusual set of challenges. 

Showing up for customers 
Responding to Covid-19, Denny’s made it easier for customers to 
get their favorite meals without entering a restaurant. It offered 
free delivery for rewards members who used its “Denny’s On 
Demand” platform, introduced curbside pickup, and developed 
a grocery menu offering household staples to customers in 
selected states. 

Sharing lessons learned
Denny’s brought its own experience to the Black Lives Matter 
conversation, including a 1994 discrimination suit that prompted 
DE&I measures, producing tangible results. In a Forbes interview 
this summer, Dillon noted two-thirds of Denny’s employees are 
from minority groups (including half its restaurant management 
employees), and the company board is 44% minority members.

“We believe that hiding from our past is not only unproductive, 
but a disservice to today’s movement and the true change that it 
is focused on bringing about. By facing these issues head on, we 
can be a contributor to this much-needed change.”

EVP & CHIEF BRAND OFFICER
DENNY’S

John Dillon
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Nick Ragone joined Ascension, one of American’s largest 
nonprofit healthcare systems, in July 2019, and soon landed on 
Forbes’ CMO Next list.

Navigating media scrutiny
Almost immediately, Ragone had to navigate some challenging 
turns. In late 2019, Ascension was scrutinized for its participation 
in a Google project that raised questions about the handling of 
patient data. Then, in spring 2020, news broke that Ascension 
had accepted $211 million in federal bailout funds despite holding 
over $15 billion in cash. In both cases, Ragone took personal 
responsibility for fielding media inquiries, stressing Ascension’s 
strict standards for data management and its efforts to support 
communities during the pandemic while avoiding layoffs.

A vision for healthcare
Ascension also rolled out several high-profile communications 
and marketing initiatives during this time, including a commitment 
to protect employee pay, the launch of a new podcast series, 
and a series of executive bylines linking Ascension’s healthcare 
approach to its faith-based roots.

EVP & CHIEF MARKETING AND 
COMMUNICATIONS OFFICER
ASCENSION

Nick Ragone
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After making the Forbes’ CMO Next list in 2018 and appearing on 
The World’s Most Influential CMOs in 2019, Rubio had even more 
reasons to celebrate: Away, the luggage company that she co-
founded, reached a market valuation of $1.4 billion.

Coping with a two-pronged crisis
Then came Covid-19 and the overnight decline of both travel and 
retail. The company’s sales declined by 90% in March and April, 
leading the company to furlough half its team and permanently 
lay off another ten percent. Rubio drew widespread attention 
for Away’s effort at easing the pain for its staff. The company 
provided at least 8 weeks of severance for each employee, 
extended healthcare coverage, offered support for job seeking, 
and provided flexible terms around employee stock options. 
Rubio returned to the news when she and her partner, Stewart 
Butterfield of Slack, jointly donated $700,000 to organizations 
like Black Lives Matter.

Fresh life for a beloved brand
Away was back on the radar late this summer. To bring new life to 
the brand, Rubio and team launched a pet carrier aimed at toting 
all those freshly-adopted pandemic puppies, drawing kudos 
from fashion and travel publications. The enthusiasm shows how 
eagerly Away’s many fans await this brand’s second act.

PRESIDENT & CHIEF MARKETING OFFICER
AWAY

Jen Rubio
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200%

LinkedIn vs. Twitter Scores for Eligible CMOs
Intersection between the LinkedIn general brand score reflecting the impressions and engagements that a CMO 

earns on LinkedIn, and the Twitter score reflecting the volume of mentions that a CMO earns on Twitter.

After joining Target in 2017, Rick Gomez revitalized the brand and 
helped rocket the company back to profitability. That foundation 
allowed Target and Gomez to deliver strong leadership and 
meaningful community support during the challenges of 2020.

Looking out for employees
As the crisis took hold in retail, Target’s big move was internal: 
looking out for its 275,000 employees. In March, the company 
added a $2/hour bonus to its employees’ wages and accelerated 
its commitment to raising its minimum wage to $15/hour. It also 
introduced new healthcare benefits for employees, including free 
virtual doctor visits.

Leadership that supports the broader community
When George Floyd was killed in Minneapolis, Target’s home 
base, the company boarded up its windows during the city’s 
time of tumult—but instead of painting a mural on those 
boards, Gomez heeded the advice of Target’s VP of Corporate 
Responsibility and dedicated the company’s resources to sending 
delivery trucks filled with diapers, formula, and other essentials 
into communities that were at risk of being cut off from crucial 
supplies.

It reflects the way Gomez recently described the company’s 
approach to Forbes as being “not only to bring people in, but to 
bring them together.”

CHIEF MARKETING, DIGITAL & STRATEGY OFFICER
TARGET

Rick Gomez
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Named GM’s first Global CMO in 2019, Deborah Wahl helped 
guide both her company and industry through the Covid-19 crisis. 

Retooling for the Covid-19 crisis
At GM, Wahl was part of the company’s rapid pivot towards 
manufacturing healthcare equipment. Within days of Covid-19 
reaching the United States, GM had partnered with a medical 
device company and shifted to manufacturing ventilators. At a 
May event, Wahl predicted the company would produce 30,000 
ventilators by August. Meanwhile, Wahl also worked to scale up 
the company’s “Shop. Click. Drive.” program, allowing customers 
to make automobile purchases almost entirely online—crucial in 
the absence of physical showrooms.

Leading the industry
A frequent speaker at industry events—in recent months, all 
virtual—Wahl is a prominent figure in marketing circles. She was 
named as one of the members of the Association of National 
Advertisers’ Coronavirus Coalition, a task force to help the 
marketing industry manage the pandemic crisis. And in July, 
MMA Global, a mobile marketing think tank made up of more 
than 800 member companies, announced that Wahl would  
be the next Chair of its Global Board of Directors.

GLOBAL CHIEF MARKETING OFFICER
GENERAL MOTORS

Deborah Wahl
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Covid-19 saw companies scrambling to work remotely and online 
—a problem Cisco was well suited to address and that Gerri Elliott’s 
team took to market.

Bringing video conferencing to the fore
Cisco offered 90 days of free Webex video conferencing to 
companies not yet on the platform and traffic tripled in the early 
weeks of the pandemic. #LifeOnWebex videos and social posts 
illustrated how people used Webex not just for work, but to support 
their whole lives while in isolation.

Amplifying on Twitter
Elliott’s active Twitter presence amplified Cisco’s efforts  
across markets and divisions, like a Cisco-funded research 
project enabling a virtual pandemic clinic, the Cisco 
Networking Academy’s skills training for prisoners, and $2.5 
billion in financing to encourage customers to purchase 
technology during the pandemic.

And when the company released its inclusion report, Elliott 
tweeted, “The role of technology is critical for bringing everyone 
into an #InclusiveFuture. We are working to bridge the gap, but 
it takes all of us to commit and work together on making that 
future happen.”

CHIEF SALES & MARKETING OFFICER
CISCO

Gerri Elliott
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News Mentions

Blog and Website Mentions

183

41
1

8

Mentions of Top 50 CMOs 
vs. Other CMOs

Average number of news mentions per CMO, compared 
with average number of blog and website mentions.
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When Covid-19 hit, Marcel Marcondes quickly took Budweiser 
and other AB brands “out of advertising mode”, as he put it in an 
interview with Digiday.

Turning marketing dollars into community support
The company shifted production lines to producing hand sanitizer, 
using alcohol left over from producing nonalcoholic beer. It 
reallocated $5 million in sports and entertainment marketing to 
support Covid-19 efforts from the American Red Cross. And under 
the Bud Light banner, AB launched “Open For Takeout”, a site 
aimed at helping bars and restaurants survive the downturn by 
making it easy for customers to find takeout options.

Marketing as impact
Throughout the spring, AB brands debuted content and initiatives 
aimed at keeping people healthy and connected through the 
pandemic. It introduced a loan relief program for students, offered 
a virtual dive bar tour, and live-streamed workouts for people who 
missed the gym.

Marcondes would like to see that shift birth a change in how 
marketing is perceived in the future. As he told Forbes this 
spring, “I hope people and companies and CEOs will realize 
more than ever how much marketing is important because 
marketing more than ever is the representative of people and 
consumers as humans.”

US CHIEF MARKETING OFFICER
ANHEUSER-BUSCH

Marcel Marcondes
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CMOs are

6.1x 
more likely 

to share content than the average LinkedIn member.

CMOs have

4.2x
more connections

than the average LinkedIn member.

CMO Trends on LinkedIn

Top Hashtags CMOs Engaged with on LinkedIn

#marketing

#covid19

#coronavirus

#marketingdigital

#startup

#entrepreneurship

#WeRoad

#OOH

#Vision
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ABOUT THIS REPORT

About This Report

This is the eighth edition of the Forbes World’s Most Influential 
CMOs list, the leading data-driven ranking of global marketing 
leaders and a key indicator for members of Forbes’ CMO 
Network. For the fourth consecutive year, the research and data 
analysis for this report were provided by Sprinklr, with additional 
data and insight from LinkedIn. Sprinklr, a Customer Experience 
Management (CXM) platform for modern enterprises, pulls in 
data from 24 social channels and 8 messaging channels.

The ranked list is the result of a data-driven evaluation process 
that is designed to be consistent and objective; there is no 
editorial discretion over list members or ranks. All scoring data 
was compiled, analyzed, and ranked by an independent  
data journalist.

Scores are based on three datasets:

1. Brand performance as measured in the Sprinklr 
Benchmarking platform, which aggregated more than 
832,404,704 brand-related social media shares, likes, 
retweets, and comments 

2. Personal influence as measured in the Sprinklr Listening 
platform, which aggregated more than 130,489 news, blog, 
web, and Twitter mentions about or from eligible CMOs

3. Industry and internal influence as measured by our research 
partner LinkedIn, which analyzed more than two million 
profiles views and connections and more than six hundred 
thousand LinkedIn engagements

This year, 427 global CMOs were eligible for consideration. 

To be eligible for this year’s list, a CMO or  
their brand must be...    

On any ONE of…

• Forbes Most Influential CMOs 2019
• Forbes CMO Next 2019
• Forbes 100 Most Valuable Brands 2019
• AdAge Top Advertisers 2019
• Forbes 2018 CMO Summit Speakers 2019

or on BOTH of…

• Brand Finance 500 2019
• Forbes World’s Largest Public Companies 2019

ABOUT THE SCORING AND RANKING OF THE WORLD’S MOST INFLUENTIAL CMOS

Data at a Glance
This year’s report is based on more than...

CMO ELIGIBILITY

To be eligible for evaluation, CMOs or their brand must 
have appeared on at least one major brand or marketing 
list in the past year. To make the top 50, a CMO must 
be in the top 20% of CMOs on at least three different 
indicators of personal, industry, or internal influence, or 
show extraordinary visibility on the conversation around 
Covid-19 or the Black Lives Matter movement.

800 MILLION
brand-related social 

media shares, 
likes, retweets, and 

comments

130,000
news, blog, web, 

and Twitter mentions 
about or from  
eligible CMOs

2 MILLION
LinkedIn profile views 

& connections

600,000
LinkedIn 

engagements



FORBES:  THE WORLD’S MOST INFLUENTIAL CMOS 2020 42FORBES:  THE WORLD’S MOST INFLUENTIAL CMOS 2020

SCORING AND RANKING METHODOLOGY

Scoring and Ranking Methodology

Brand Performance  
Indicators

Personal Impact  
on Brand 

Awareness

Industry and  
Internal Influence

• Engagement rate on brand posts

• Volume of engaged followers for the brand

• Total direct (@) and indirect (CMO + brand name) Twitter mentions 

• Online and blog mentions of the CMO (in context of brand)

• News mentions of the CMO (in context of brand)

• CMO's volume of LinkedIn connections

• External views of CMO's LinkedIn profile (from outside company) 

• Impressions and engagements on CMO's LinkedIn shares 

• Internal views of CMO's LinkedIn profile (from within company)

Visibility on 
Covid-19

Visibility on 
Black Lives Matter

Mentions of the CMO in relation to Black Lives Matter or racial justice themes, including: 

• Total direct (@) and indirect (CMO + brand name) Twitter mentions  

• Online and blog mentions of the CMO (in context of brand)

• News mentions of the CMO (in context of brand)

Mentions or engagement with the CMO in relation to Covid-19, including:

• Engagements and impressions on Covid-19 related LinkedIn posts

• Total direct (@) and indirect (CMO + brand name) Twitter mentions 

• Online and blog mentions of the CMO (in context of brand)

• News mentions of the CMO (in context of brand) 

1. SCORING
All eligible CMOs were scored on five dimensions, measured by 16 variables over the period 
February 15-June 30, 2020. For this year’s special report, scoring included two components:

CMO Weighted Score
Brand performance indicators, personal impact awareness, and industry and internal influence were 
combined into a CMO weighted score that is comparable to the score used in our previous rankings.

CMO Topic Score
This year, CMOs were also scored on two additional dimensions, reflecting their visibility and 
engagement on the focal topics for this special report.

2. QUALIFICATION
The CMOs who achieved the top 150 CMO weighted scores were then screened to ensure they 
qualified for the top 50. To qualify for the top 50, a CMO must score in the top 20% of all CMOs on at 
least one indicator of personal impact on brand awareness (news, Twitter, or blog/website mentions). 
In addition, CMOs must be qualified for inclusion by demonstrating extraordinary influence in at least 
one of these three ways: 

3. RANKING
All qualified CMOs were ranked four ways:

1. CMO weighted score (as per previous years)

2. Visibility on Covid-19

3. Visibility on Black Lives Matter

4. Peer influence (as measured through Twitter engagement among eligible CMOs)

The CMO weighted score served as the primary ranking, but CMOs who had a topical or peer influence 
score higher than their original weighted score received an additional boost in their ranking.   
   

1. Score in the top 20% of CMOs on at least 3 personal variables (from among the 3 indicators of 
personal impact on brand awareness or the 4 indicators of industry or internal influence) 

and/or

2. Score in the top 10% of CMOs on a composite indicator of visibility on Covid-19 

and/or

3. Score in the top 5% of CMOs on a composite indicator of visibility on Black Lives Matter

Additionally, each CMO had to be in their role from January through May 2020.
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The defining voice of entrepreneurial capitalism, Forbes 
champions success by celebrating those who have made it, 
and those who aspire to make it. Forbes convenes and curates 
the most influential leaders and entrepreneurs who are driving 
change, transforming business and making a significant impact 
on the world. The Forbes brand today reaches more than 
160 million people worldwide through its trusted journalism, 
signature LIVE and Forbes Virtual events, custom marketing 
programs and 40 licensed local editions in 70 countries. Forbes 
Media’s brand extensions include real estate, education and 
financial services license agreements. For more information, 
visit the Forbes News Hub or Forbes Connect.

Sprinklr (@Sprinklr) is the Customer Experience Management 
(CXM) platform for modern enterprises. We help organizations 
listen to, engage, and reach customers and citizens across 
24 social channels and 8 messaging channels. Sprinklr is a 
global company with 1,900 employees helping the world’s most 
valuable enterprises make their customers happier.

LinkedIn connects the world’s professionals to make them 
more productive and successful and transforms the way 
companies hire, market and sell. Our vision is to create 
economic opportunity for every member of the global 
workforce through the ongoing development of the world’s 
first Economic Graph. LinkedIn has more than  
630 million members and has offices around the globe.


