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Today’s CMO must champion risk 

management. As corporate leadership 

teams wake up to the significance of 

brand risk, the CMO should lead, not join, 

the conversation.
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When executives think of corporate risk, they generally 
think of work-related injuries and other events that may 
occur in the workplace. What many overlook are the 
intangible risks, and their potential impact on brands.

In today’s always-on, always-connected and, dare we say 
it, easily-offended world, even the slightest corporate 
misstep can become front page news. Tweets, photos 
and videos ripple their way around the world in minutes. 
How a brand responds to risk can have a lasting impact on 
marketplace perception of that brand.

Take the recent customer backlash and negative press 
faced by United Airlines. The combination of a poor 
employee decision, always-on social media and a tepid 
response from the leadership team combined to create a 
perfect PR storm. Experts describe this case as a textbook 
example of what not to do when it comes to crisis 
communications.

Risk expert Norman Marks wrote about the United 
incident in his Internal Auditors blog. As he says, “What 
happened [at United] was not on the company’s risk 
register.”

This should serve as a wake-up call to all chief marketing 
officers. As CMOs are increasingly tasked with driving 
customer engagement and helping generate revenue, 
they must engage fully in corporate risk management 
within their organizations. They must lead a retooling of 
the risk register.

Why the CMO?
Many leading companies have elevated communications 
to a core business function — making CMOs more 
vital than ever. In a recent Harvard Business Review 
article, Kimberly A. Whitler and Neil Morgan describe 
this elevated role as an enterprise-wide CMO: “the 
CMO handles both strategy and commercialization 
responsibilities in an enterprise-wide role focused on the 
design and implementation of strategy.”

Moving far beyond the traditional role of marketing 
communications, this new breed of CMO has profit and 
loss (P&L) responsibilities. This broadening is necessary for 
brand protection and revenue growth. At the same time, 
this expanded scope of responsibility demands the CMO 
be armed with the information needed to identify and 
respond to potential risks.

The CMO needs to be at the center of discussions and 
decisions regarding corporate risk. If they are outside the 
circle of risk management, or operating within a silo, the 
brand is likely vulnerable.

Without full visibility into all corporate risk processes, 
CMOs don’t have the information needed to protect and 
propel forward the brand.

How CMOs Can Improve Risk 
Management
Savvy CMOs are starting conversations within their 
organizations about “integrated risk management” and 
leading the charge to find solutions that break down risk 
silos, giving leadership teams the visibility they need to 
understand the organization’s entire risk portfolio.



“In today’s world with a 24-hours news cycle fueled 
by social media posts and smartphone videos, CMOs 
cannot wait a week, a day or sometimes even an hour 
to review risk,” says Jim Foster, president and CEO of 
Riskonnect, a champion for integrated risk management 
technology. “They must take the lead, applying strategy 
and technology to move their organizations from reactive 
to proactive risk management processes.”

A proactive approach to risk management is more likely 
to put the CMO, not the issue, in the driver’s seat. To do 
this the CMO needs strategies and tools to turn enterprise 
data into meaningful and actionable insights that can 
drive company-wide decision-making.

This means thinking beyond the usual risks, like incident 
intake data, customer data and claims administration 
data, and tapping into information that rests in areas 
beyond the reach of the risk management department.

By leading this collaboration, the CMO opens doors to 
the data the risk team needs to make better decisions 
and allows teams to easily identify risk trends and 
develop remediation strategies. This improves crisis 
communications strategies by allowing organizations to 
quickly address customer experience breakdowns and 
mitigate negative press.

Today’s CMO must champion risk management. As 
corporate leadership teams wake up to the significance 
of brand risk, the CMO should lead, not join, the 
conversation.

As the brand champion, the CMO must educate 
leadership teams on the lasting damage that risk brings 
to the brand and the strategies that must be followed to 
protect the brand from potential risks. To ensure success, 
the CMO must partner with the risk management team, 
elevating the group’s importance and expanding the 
scope of its work. The greater the CMO’s role in enterprise 
risk processes, the more prepared they will be should the 
brand’s integrity come into question.

If the CMO is outside the circle of risk 

management, or operating within a silo, 

the brand is likely vulnerable



Arketi Insights is part of Stop Selling. Start Listening 
– a way of thinking that reorients BtoB marketing 
to place buyers and their needs at the center of all 
marketing priorities. 

Understanding what buyers care about, how they 
make their decisions, and how they want to receive 
information, makes marketing about them, not 
about us.

We believe that, going forward, our fi rst question 
must be: will the buyer care? And the way we’ll 
know that is not by emailing more, tweeting more, 
or lead-nurturing more. It’s by asking questions, 
observing behavior, measuring results – and 
listening to what buyers are telling us. 

For more on this movement, and to add your voice, 
visit arketi.com/stopselling. 

Arketi Group is a public relations and digital 
marketing fi rm that helps business-to-business 
technology organizations accelerate growth 
through intelligent strategy, messaging, public 
relations, digital marketing, branding, and lead 
generation and nurturing. Consistently recognized 
by BtoB magazine as one of nation’s “Top BtoB 
Agencies,” Arketi’s core belief is that marketing 
generates revenue. 

For more information, contact Mike Neumeier 
at mneumeier@arketi.com or 404.929.0091 
x210 – or visit arketi.com.
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