
GROWTH HAS A 
REPUTATION PROBLEM:
HOW MARKETING AND COMMS 

CAN SOLVE IT  TOGETHER



GROWTH IS A 
TEAM SPORT,

Growth no longer happens inside a marketing funnel alone. 
Reputation, credibility, earned influence, executive visibility, 
stakeholder trust, and AI-driven discovery now shape 
business outcomes alongside traditional marketing. Yet many 
organizations continue to manage these forces through 
different functions. The result is a growing disconnect between 
the realities of growth and the structures designed to deliver it. 

Our research reveals a new opportunity for CMOs and 
CCOs: not simply alignment, but co-ownership of growth 
as reputation becomes core to business strategy. The 
organizations that succeed will be those that can shape 
perception as effectively as they generate demand. 

While marketing and communications were built for different 
eras, growth now requires them to operate as one.

yet most organizations 
still play it individually
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growth and 
reputation 

have become 
inseparable.

The challenge 
now isn’t getting 

marketing and 
comms on the 

same team. 

it’s getting them 
to play for the 
same outcome. 
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5 realities 
impacting  
growth

1

3

4

52

mandates are expanding 
faster than readiness

marKEting sees reputation 
as the finish line. Comms 
sees it as the starting line.

interpretation beats Visibility 
in ai search

Marketers trust earned 
more than they fund it

FUTURE leaders will win 
through influence, not by 
controlling more resources

Few leaders feel fully prepared to meet the demands of their expanding 

roles. From AI transformation and discoverability to reputation, 

stakeholder trust, and business strategy, CMOs are increasingly being 

held accountable for outcomes they do not control alone.

92% expect the CMO role to be broader, substantially different, or 

fundamentally redefined by 2030.

Only 11% of marketing leaders feel fully ready for it.

73% say cross-functional influence will be critical to success.

72% cite creativity and adaptability as equally important.

82% of marketers say reputation plays a larger role in growth decisions.

56% evaluate reputation primarily through sales/revenue impact.

77% say marketing owns AI discoverability.

More than half are not significantly concerned about AI 

misinterpreting their brand.

83% say earned media is more influential than paid media in shaping 

AI-generated answers.

Fewer than half plan to increase investment in earned media.

Reputation should be treated as a business input, not a business outcome. 

The companies that win will evolve reputation from a communications 

function into a growth discipline.

As AI becomes a primary gateway to information, brands are no longer 

competing simply to be found. They are competing to be correctly 

understood. Marketers must prioritize perception over discoverability.

CMOs increasingly believe earned drives influence, yet budgets still favor 

channels they control. To truly impact business, investment in earned needs 

to match its importance in shaping trust and reputation.

Cross-functional influence will be the most valuable skill to develop: 

aligning people, priorities, and decisions across organizations that were 

not built for today’s complexity.
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