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Why is it important for marketers like you to attend gatherings like the Incite 
Marketing Summit? 
Our field is rapidly changing, and one of the most effective ways to keep up is to 
learn from peers. It’s also valuable to take a step back and remove yourself from the 
day-to-day minutia of the job to see the forest for the trees.  
 

How are you personalizing the customer journey? Share your data and analytics 
strategy. 
Grubhub is in an LTV business – we can only be successful if our consumers continue 
coming back after their first few experiences with us. One super critical aspect of 
creating this long-term relationship is understanding the customer – both by 
explicitly asking them, and by implicitly observing their actions, to be able to offer 
them relevant, personal recommendations that make each consumer feel “known.” 
 
This can be quite basic – if I order lunch every Wednesday from Just Salad, Grubhub 
can remind me to order so I don’t go hungry. It can be a bit more sophisticated – if 
I’ve never placed an order for a meat dish, Grubhub can figure out that I’m a 
vegetarian. Or it can be truly a competitive advantage if you use personalization 
across channels, determining the right timing of offers and recommendations.  
 

Is the CMO role outdated? If yes, how do you imagine the marketing department 
restructuring? If not, explain how this role needs to adapt. 
Thinking it terms of functional boundaries – where marketing produces “traffic” and 
product drives “conversion” and customer service “saves” the experience is very 
much outdated. The role of the CMO, or a chief growth officer, is to do everything it 
takes to drive the growth of the business – be it through advertising, PR, product, or 
customer service. We need to stop being functional specialists, often speaking 
about the brand most of the time, and become true business leaders, who are able 
to use a wide toolbox of functional expertise to grow the business. 
 

What are the most effective metrics to measure ROI in 2020? 
Marketers must understand their incremental CAC (cost of customer acquisition) and 
incremental LTV (lifetime value) for as much of their activity as possible; and drive 
cross-functional alignment – especially with the CFO and the CEO – about these 



 

metrics. Having shared confidence in these metrics opens up the purse strings to 
maximize growth for the overall company.  
 

What excites you about the marketing today? 
Still to this day, marketing is majorly viewed as an art – something that cannot be 
measured or objectively judged. CMO’s often talk about how they “have to be 
trusted more.” This mentality of “leave us alone, we know what we’re doing” is 
finally dying out because of heightened demands from the boards and the rest of 
the C-suite. Marketing now has accountability for business results, and not just the 
top line, but intermediary metrics. This is finally allowing marketing to truly become a 
combination of art and science, where rigor of measurement can be the feedback 
loop that makes creativity better.  

 


