
The power of a CIO-CMO partnership
Our 6th Annual Digital IQ Survey identified a strong CIO–CMO partnership as one of the five critical factors to 
maximizing your digital technology investments. Seventy percent of top performers in our study—those companies 
in the top quartile for revenue growth, profitability, and innovation—had strong relationships between the CIO and 
the CMO. Yet overall, the CIO’s relationship with the CMO was rated among the lowest in the entire C-Suite, with 
only 51% reporting it as strong.

For many companies, digital today is almost exclusively about customer 
engagement. Yet all too often these are siloed efforts—some led by IT, other 
by marketing—that may be disconnected from one another and the business’s 
operations. Both groups are feeling the pressure to deliver on digital and 
that’s often how misunderstandings and missteps creep in. CIOs and CMOs 
should join forces in order to propel the business forward and use digital 
technology to reach the always-on state that customers, employees, and 
business partners demand.

Starting with strategy
Working together to deliver on digital strategy is 
challenging when companies rely on entrenched 
processes and operating models. Taking a fresh 
approach to how the business thinks about IT—what we 
call the New IT Platform—enables the organization to 
develop a more balanced digital capability, where both 
IT and business bring the right skills and knowledge to 
the table. 

Real collaboration begins with a common strategy that 
translates a shared understanding into common goals 
and metrics. A little more than half (53%) of companies 
in our study said their organization had a common 
roadmap of its business strategy. And when it came to 
operationalizing the roadmap, both groups point to a 
lack of cohesion.

Digital IQ Snapshot

Only 51%  
of respondents rated the CIO-CMO 
relationship as strong—among the 
lowest in the entire C-Suite.

Acting on the digital roadmap 
CIOs and CMOs are disconnected when it comes to 
their view of how successfully strategic roadmaps are 
understood and communicated.

CIO

CMOUnderstand the tangible business benefits and 
have a realistic plan for measuring them

27%

34%

Understand the costs needed to implement the roadmap

Have the proper practices in place to fill any skill gaps that exist 

Annual planning process effectively links to the strategic roadmap 
and overall strategy

Have an explicit process to define the information technologies 
required to deliver the business strategy
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Q: Please indicate your level of agreement with each of the following 
statements about this roadmap – Agree
Base: 104; 780 
Source: PwC 6th Annual Digital IQ, 2014
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Closing the digital divide 

Get your CIO and CMO in Sync
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There is a lot of room for improvement, with just over 
half of companies saying they always or regularly deliver 
projects on time, 45% delivering with 100% of planned 
scope, and 38% delivering at or below budget. CMOs cite 
old technology (38%) as the biggest barrier to delivering on 
digital initiatives. This perspective that IT isn’t up to date 
on the latest technology may widen the “digital divide” that 
separates many marketing and IT organizations. It may also 
explain why only 51% of CMOs say their company has a 
strong Digital IQ, compared with a more confident 66% of 
CIOs. 

Another disconnect? CIOs rated themselves more highly 
on prototyping and user experience design—two crucial 
skills when it comes to developing customer-facing apps, 
services, and experiences—than they were graded by their 
CMO peers. To overcome these differing and damaging 
perspectives, CIOs should redouble their efforts to cultivate 
“outside-in” learning so that the IT group is seen as the go-to 
resource for sorting through new technologies, rather than 
having marketing seek out third parties or appoint their own 
technology chiefs. 

Agile approaches—in IT, marketing, and the rest of the 
business—also hold promise for improving delivery and 
cultivating the organizational agility that’s needed for 
success today.

Cultivating a strong partnership between IT and marketing 
has never been more critical. Here are some important 
considerations for getting started: 

• Begin with shared goals and metrics. Then get explicit 
agreement between the CIO and CMO as to who owns 
each initiative, the role each function will take on, when 
and how they are expected to work together, and how 
mutual success will be measured.

• Rethink IT’s role. Look at how a New IT Platform and 
digital operating model can foster collaboration. This 
includes redefining the way that digital capabilities are 
designed to ensure that the right decision-makers and 
skillsets are engaged in idea development, designing, 
planning, estimating, and sourcing.

• Review each of the major planned and inflight initiatives 
in both marketing’s and IT’s portfolios to look for 
opportunities to get each other’s perspectives and revise 
priorities, plans, and involvement. Doing so may also 
reveal some gaps and overlaps that need to be addressed.

Use of agile processes

Q. To what extent are you currently using agile processes with your 
organization?
Base: 1,494 
Source: PwC 6th Annual Digital IQ, 2014

CMOs cite old technology as the biggest 
barrier to delivering on digital initiatives. 

Only 51% of CMOs say 
their company has a strong 
Digital IQ, compared with 
a more confident 66% of 
CIOs.
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