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CMO Roundtable Event Pilot
§ Goal: 

• Build brand awareness of IBM Marketing Cloud with high-level marketing executives

§ Plan:
• With media partner, host 90-minute event for 8-12 CMOs from target Corporate-level accounts

o Facilitated discussion of marketing pain points
o Cross-vertical, including Retail, Non Profit and Higher Education
o Target:  CMOs of 500 – 1,000 employee companies

• Produce video of event
o Distributed to all invitees
o Use to promote awareness on IBMMarketingCloud.com and Silverpop.com
o AMA DC Chapter will promote video on their website

• Develop knowledge-based asset based on findings/discussions from event
• Direct Mail campaign to promote video and asset to 150 targeted Corporate-level CMOs

§ Discussion Topics:
• The Marketing landscape is changing faster than ever before
• Marketers need a solid grasp on technology and data to make their campaigns successful and keep their customers happy
• Although digital marketing has become one of the most effective ways for marketers to reach their audience, traditional forms of marketing still play an important 

role
• Data and analytics provide marketers with new opportunities, but also require a new skill set not traditionally found within the marketing department
• How do you manage staffing, effectively utilizing your data and creating the right marketing mix when expectations are growing but budgets aren’t?
• The most successful marketers today have learned to bridge the gap between marketing, data, analytics and strategy

§ Investment:
• Total cost is $200k

§ Outcome Expected:
• Increased awareness of IBM Marketing Cloud among target audience
• 14 MQLs worth $68k (Year 1)



CMO Roundtable Event and Campaign Development
§ Name and Visual Identity:

• AMA event – sponsored by IBM Marketing Cloud

§ Media Partner: 
• AMA

§ IMC Attendees
• Staff Venue:
• Hosted by DC AMA Chapter
• Breakfast, 4/6/2016 (Day after DC Digital Marketing University)

§ Three Themes emerged:
• The right type of content makes a difference
• Data is nothing without analytics and action
• Social Media (driving global engagement, empowering buyers, greater importance on brand reputation management)

§ Next Steps
• Content Piece

o Whitepaper
o E-file delivered 5/17

• Video Clips
o Edited footage from roundtable conversation
o One for each theme
o E-file delivered 5/12

• DM Campaign
o Hits desks 6/6



CMO Roundtable Campaign Map
Discover Learn Try Buy

10 CMOs attended 
event and participated 

in discussion

TBD Responses – 
Meeting/Demo 

scheduled with Sales

TBD Opportunities

TBD Closed/Won 
Opportunities

Sales Meeting/Demo

Invitation to Roundtable event (150 CMOs in DC Area); Agency 
Outbound Follow-up with Registrants

CMO Roundtable 
event discussion

C
am

pa
ig
n

Re
su

lts

Findings Mailer – What’s keeping your CMO up at night

3 short “Findings” videos  

“Findings” content piece  

150 CMOs received 
invitation to event

150 Marketing Directors will receive Round 1 of mailer

Role: Marketing 
Director

Type: New Buyer

Cohort: Ready to 
begin with Marketing 
Automation or move 
from simple Email 
system to true 
Marketing Automation 
solution



CMO Roundtable Event Invite - Mailer



CMO Roundtable Event Invite - Email



CMO Roundtable Event Invite – Reminder Email



CMO Roundtable Event – Registration Page



CMO Roundtable Event – Confirmation Page



CMO Roundtable Event – Not Accepted Page



CMO Roundtable – Follow-up Campaign Direct Mail



CMO Roundtable – Follow-up Campaign Direct Mail



CMO Roundtable – Follow-up Campaign Email



CMO Roundtable – Follow-up Campaign Landing Page



CMO Roundtable – Follow-up Campaign Thank You Page



CMO Roundtable – Assets


