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Please, Sir, Can I Have Some More? How to  

Strengthen Your Relationship with the CFO 
By: Laura Patterson. President 

 

Laura Patterson, president and cofounder of VisionEdge Marketing, a metrics-based strategic 

marketing firm, recently sat down with ITSMA to discuss what marketers need to do to gain 

credibility with the CFO, the types of metrics they need to pay more attention to, and why being 

able to build better business cases can be a big boon for the marketing department.  

 

ITSMA: Recent ITSMA research shows that only 8% of CFOs believe marketing has a 

significant impact on the business. What do marketers need to do to gain more credibility with 

the CFO?  

 

Patterson: Marketing is all about understanding your audience, so first you've got to get inside 

the CFO's head. What does the CFO care about? Four things: revenue, expenses, profit, and 

shareholder value. The CFO's job is all about tracking those numbers and managing risk, so learn 

how to communicate and demonstrate the return on marketing investment (ROMI) in those terms.  

 

Learn how to speak the language of business, and tie everything marketing does back to cash 

flow. This really isn't that difficult, because if you think about marketing's job, it comes down to 

three important efforts:  

 

Helping the organization acquire profitable customers  

Helping the organization keep profitable customers  

Helping the organization grow the value of these customers  

 

 

Whenever marketing increases customer lifetime value, improves the rate of product/service 

adoption, reduces customer churn, and lowers acquisition costs, it positively impacts the 

company's cash flow. But to connect the dots for the CFO, be sure that you know your numbers 

inside and out. For example, if the CFO expects you to know the revenue target for the quarter, 

the cost per revenue dollar, and the upgrade/cross-sell conversion ratio, you'd better make sure 

you can recite those numbers at will!  

 

ITSMA: Tell us a bit more about the types of metrics marketing needs to—but frequently 

doesn't—measure.  
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Patterson: While it's important to measure activities such as the number of press clips, click-

through rates, or leads generated from a certain campaign, marketing must be able to measure the 

impact of its activities on the company's business goals and outcomes.  

 

Most companies have goals around such things as market share, customer penetration, and 

customer value that marketing is expected to help them achieve. For marketing, this means 

thinking beyond the sales funnel by setting measurable performance targets around share of 

preference and consideration, share of wallet, the rate of new-product acceptance, and so on. It's 

very important to CFOs that marketers are able to track and measure these kinds of operational 

and outcome-based metrics.  

 

To do this well, marketers need to define and implement the right systems and tools to track key 

metrics, but they must also possess the quantitative skills to understand where the data comes 

from, what it means, and how to connect it to business objectives. Companies that have 

performance-driven, customer-centric marketing cultures usually come out ahead in this area.  

 

ITSMA: How can marketers get a bigger budget?  

 

Patterson: First, you have to remember that the company isn't "giving" money to marketing, it's 

investing its money in marketing, and it wants to see a high rate of return on its investment. So, if 

marketing wants a bigger budget, it needs to be able to build a business case by addressing such 

questions as:  

 

1. What is the opportunity?  

2. What is the target market?  

3. What is the strategic value of the opportunity to the company?  

4. What is the potential return and profit?  

5. What is the time to revenue?  

6. What is the impact on revenue and sales capacity?  

7. What other opportunities will this impact?  

8. What are the risks?  

9. What are the implications of passing on the opportunity? 

 

Disclaimer:  Any VEM information or reference to VEM that is to be used in advertising, press releases or 

promotional materials requires prior written approval from VEM. For permission requests, contact VEM at 512-681-

8800 or info@visionedgemarketing.com. Translation and/or localization of this document requires an additional 

license from VEM. For more information on VEM, visit www.visionedgemarketing.com. 

 

mailto:info@visionedgemarketing.com
http://www.visionedgemarketing.com/

