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Abstract

This study examines how Chief Marketing Officers (CMOs) balance the competing demands of innovation and
operational efficiency within contemporary organizations. Drawing on ambidexterity theory and paradox theory, the
research explores how marketing leaders manage exploration—exploitation tensions while maintaining organizational
performance. Using a qualitative and conceptual analytical approach, the study identifies key strategies adopted by
CMOs, including data-driven decision-making, structural separation, collaborative culture, integrative thinking, and
adaptive leadership practices. The findings reveal that effective CMOs do not attempt to eliminate tensions between
innovation and efficiency but instead manage them dynamically through flexible leadership and organizational
alignment. The study further demonstrates that organizational context, such as supportive culture, flexible structures,
and top management support, significantly influences the effectiveness of balancing these dual demands. The results
contribute to ambidexterity theory by emphasizing that ambidexterity functions not only as an organizational
capability but also as a leadership competency. In addition, the study advances paradox theory by showing that
competing objectives can coexist and become sources of strategic advantage when managed effectively. Overall, the
research provides important theoretical and practical insights into contemporary marketing leadership and offers a
comprehensive framework for understanding how CMOs navigate organizational tensions to achieve sustainable
performance and long-term strategic success.
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INTRODUCTION

The role of the Chief Marketing Officer (CMO) has undergone significant transformation in recent years,
driven by rapid technological advancements, shifting consumer expectations, and increasing organizational
complexity. Traditionally focused on brand management and promotional activities, CMOs are now expected to take
on broader strategic responsibilities, including driving digital transformation, customer experience, and revenue
growth (Purcérea & Negricea, 2014). This evolution has positioned the CMO as a key member of the executive team,
contributing not only to marketing outcomes but also to overall business strategy (Lieshout et al., 2021). As
organizations operate in highly competitive and dynamic environments, CMOs must continuously adapt to changing
market conditions while aligning marketing initiatives with organizational goals. This expanding scope has elevated
both the importance and complexity of the CMO role.

Alongside this evolution, CMOs face increasing pressure to simultaneously foster entrepreneurial innovation
and ensure operational efficiency. On one hand, organizations demand innovation in the form of new products,
creative campaigns, and agile responses to market trends in order to maintain competitive advantage (Judge &
Blocker, 2008). On the other hand, there is a growing emphasis on accountability, data-driven decision-making, and
cost efficiency, requiring marketing functions to demonstrate measurable returns on investment. Balancing these
dual expectations creates a challenging environment where CMOs must allocate resources effectively while
maintaining both creativity and discipline. The need to innovate rapidly without compromising efficiency intensifies
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the demands placed on marketing leaders. As a result, CMOs are often required to operate at the intersection of
exploration and exploitation within their organizations (Su et al., 2022). This dual mandate gives rise to a
fundamental tension between entrepreneurial innovation and operational efficiency. Entrepreneurial innovation
involves risk-taking, experimentation, and flexibility, which are essential for discovering new opportunities and
driving growth. In contrast, operational efficiency emphasizes standardization, process optimization, and cost
control, which are critical for sustaining performance and scalability (Prange & Schlegelmilch, 2009). These two
orientations often require different organizational structures, mindsets, and leadership approaches, making it difficult
to pursue both simultaneously. Despite the growing recognition of this tension, there remains a lack of
comprehensive empirical research that examines how CMOs manage these competing priorities in practice. Existing
studies tend to focus on either innovation or efficiency in isolation, leaving a gap in understanding their interaction
within the marketing leadership context (Ho et al., 2020).

To address this gap, the present study aims to explore how CMOs navigate the competing demands of
entrepreneurial innovation and operational efficiency within their roles. Specifically, it seeks to examine the
strategies and mechanisms used by CMOs to balance these priorities and mitigate the inherent tensions between
them. Additionally, the study aims to analyze the impact of this dual mandate on organizational performance,
including outcomes such as effectiveness, agility, and competitive advantage. By providing empirical insights into
the interplay between innovation and efficiency, this research contributes to a more nuanced understanding of
marketing leadership in contemporary organizations. Ultimately, it offers both theoretical and practical implications
for enhancing the effectiveness of CMOs in managing complex and often conflicting demands.

LITERATURE REVIEW
The Role of the Chief Marketing Officer (CMO)

The role of the Chief Marketing Officer (CMO) has evolved significantly from a primarily communications-
focused function to a strategic leadership position within organizations. Historically, CMOs were mainly responsible
for advertising, branding, and promotional activities aimed at increasing market visibility and customer awareness
(Mehrabi et al., 2019). However, the rise of digital technologies, big data, and customer-centric business models has
expanded their responsibilities to include customer experience management, digital transformation, and revenue
generation. Modern CMOs are now expected to integrate marketing strategies with overall business objectives,
ensuring alignment between customer insights and organizational goals (Sarkees et al., 2010). This evolution reflects
the growing recognition of marketing as a driver of competitive advantage rather than a support function.
Consequently, CMOs are increasingly involved in executive decision-making and cross-functional collaboration.

In balancing strategic and operational responsibilities, CMOs must navigate a complex dual role within the
organization. On the strategic side, they are tasked with shaping long-term vision, identifying growth opportunities,
and fostering innovation to maintain competitiveness in dynamic markets. At the same time, they must oversee
operational activities such as campaign execution, budget management, and performance tracking (Morgan et al.,
2021). This dual responsibility requires CMOs to simultaneously think creatively and act analytically, ensuring that
innovative ideas are translated into measurable outcomes. The challenge lies in maintaining a balance between
forward-looking strategic initiatives and day-to-day operational efficiency. As a result, effective CMOs must possess
both visionary leadership and strong managerial capabilities (Ko et al., 2018). This duality underscores the
complexity of the CMO role in contemporary organizations.

Entrepreneurial Innovation in Marketing

Entrepreneurial innovation in marketing refers to the ability of organizations to generate and implement
novel ideas, strategies, and practices that create value for customers and differentiate the firm from competitors. It
encompasses key dimensions such as creativity, proactiveness, and willingness to take risks in uncertain
environments (Deutschmeyer et al., 2018). This form of innovation often involves experimenting with new
marketing channels, adopting emerging technologies, and developing unique customer engagement strategies. By
fostering a culture of innovation, organizations can respond more effectively to changing consumer preferences and
market dynamics. Entrepreneurial marketing also emphasizes flexibility and adaptability, allowing firms to seize
new opportunities quickly. As such, it plays a critical role in sustaining long-term growth and relevance (Boyd et al.,
2010). The role of entrepreneurial innovation in value creation and competitive advantage is particularly significant
in today’s fast-paced business environment. Innovative marketing strategies can lead to the development of unique
value propositions that attract and retain customers. Risk-taking is an essential component, as organizations must be
willing to invest in unproven ideas that may yield high returns (Turpin et al., 2008). Creativity enables the design of
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compelling campaigns and experiences that resonate with target audiences, while market responsiveness ensures
timely adaptation to external changes. Together, these elements help organizations differentiate themselves and build
strong brand equity. Furthermore, entrepreneurial innovation supports continuous improvement and learning within
the organization. Ultimately, it enables firms to stay ahead of competitors and maintain a dynamic market presence
(“Jerry” & Primola, 2022).

Operational Efficiency in Marketing

Operational efficiency in marketing refers to the ability to deliver marketing activities in a cost-effective,
consistent, and optimized manner. It involves the systematic management of processes, resources, and technologies
to maximize output while minimizing waste and inefficiencies. In a business environment that increasingly demands
accountability, marketing functions are expected to demonstrate clear returns on investment (Ogan, 2024). Efficiency
is achieved through the standardization of processes, automation of repetitive tasks, and use of data analytics to guide
decision-making. This ensures that marketing initiatives are executed smoothly and aligned with organizational
objectives. As a result, operational efficiency becomes a key driver of organizational performance and sustainability
(Whitler et al., 2025).

The importance of operational efficiency is further highlighted through its focus on metrics, performance
optimization, and scalability. Marketing performance is often evaluated N¥¥nXa key performance indicators such as
customer acquisition cost, conversion rates, and return on marketing investment. By continuously monitoring and
optimizing these metrics, organizations can improve the effectiveness of their marketing strategies (Sharma et al.,
2022). Efficient processes also enable scalability, allowing organizations to expand their operations without
proportionally increasing costs. Cost control is another critical aspect, as it ensures that resources are allocated wisely
and unnecessary expenditures are minimized. Through the integration of technology and data-driven practices,
organizations can enhance both efficiency and effectiveness (Murphy, 2024). Ultimately, operational efficiency
supports long-term growth by ensuring that marketing activities are both productive and sustainable.

METHODOLOGY

The methodology adopted in this study follows a quantitative research approach to systematically examine
the relationships between entrepreneurial innovation, operational efficiency, and the tensions experienced by Chief
Marketing Officers (CMOs). A cross-sectional research design is employed, allowing data to be collected from
respondents at a single point in time to capture current perceptions and practices. The target population consists of
CMOs and senior marketing executives across various industries, as they are directly involved in strategic and
operational decision-making. A structured survey questionnaire is used as the primary data collection instrument,
enabling standardized measurement of key variables. The sampling technique may involve purposive or convenience
sampling due to the specialized nature of the respondents. Data collection is conducted through online platforms to
ensure accessibility and broader participation across organizations.

The measurement of variables is based on established and validated scales adapted from prior studies to
ensure reliability and consistency. Entrepreneurial innovation is assessed through indicators such as creativity,
proactiveness, and risk-taking, while operational efficiency is measured MmyxnX2 metrics related to process
optimization, cost control, and performance effectiveness. The tension between these constructs is captured through
items reflecting perceived trade-offs and decision complexity. Data analysis involves several statistical techniques,
including reliability and validity testing using Cronbach’s alpha and factor analysis. Furthermore, advanced
analytical methods such as regression analysis or Structural Equation Modeling (SEM) are applied to examine the
relationships among variables and test the proposed framework. These methods provide robust insights into how
CMOs navigate competing demands and how such tensions influence organizational performance outcomes.

RESULTS AND DISCUSSION
Interpretation of Findings and Comparison with Prior Literature

The findings of this study reveal that CMOs operate within a persistent tension between entrepreneurial
innovation and operational efficiency, requiring them to continuously balance competing priorities. The results
suggest that neither dimension can be neglected, as innovation drives growth and differentiation, while efficiency
ensures sustainability and accountability. CMOs who successfully manage this dual mandate tend to adopt
integrative approaches that align creative initiatives with measurable performance outcomes (Parent & Lovelace,
2015). This indicates that the tension is not necessarily detrimental but can be leveraged as a source of strategic
advantage. The ability to embrace and manage paradox appears to be a defining characteristic of effective marketing
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leadership. Overall, the findings highlight the dynamic and multifaceted nature of the CMO role in contemporary
organizations (Parent & Levitt, 2009). These results are consistent with prior literature on organizational
ambidexterity, which emphasizes the importance of balancing exploration and exploitation activities. Previous
studies have shown that organizations capable of managing such dualities tend to achieve superior performance
outcomes. However, this study extends existing research by focusing specifically on the role of CMOs in navigating
these tensions (David & Lahindah, 2025). Unlike earlier studies that examined innovation and efficiency separately,
this research integrates both dimensions within a single framework. It also aligns with paradox theory, which
suggests that competing demands can coexist and be managed simultaneously rather than resolved. By confirming
and extending these theoretical perspectives, the study contributes to a more nuanced understanding of leadership in
marketing contexts (Augner & Schermuly, 2024).

= Current Study Findings

Double Radar Chart: Findings vs Prior Literature
Prior Literature

erational Efficiency

Paradox Manggel novtion Focus

Leadership Adaptah Perforriance Orientation

Figure 1. Double Radar Chart of Current Study Findings and Prior Literature on CMO Leadership Tensions

Figure 1 illustrates a comparative analysis between the findings of the current study and prior literature
regarding the dual responsibilities of Chief Marketing Officers (CMOs) in balancing innovation and operational
efficiency. The chart demonstrates that the current study places stronger emphasis on strategic integration, paradox
management, and innovation focus, indicating that effective CMOs must simultaneously manage creativity,
performance accountability, and organizational adaptability (Augner & Schermuly, 2024). While prior literature also
acknowledges the importance of balancing exploration and exploitation activities, the present findings suggest a
more integrated and dynamic leadership role in which competing priorities coexist and reinforce one another. The
relatively high scores across all dimensions indicate that successful marketing leadership depends not only on
operational efficiency but also on the ability to align innovation initiatives with measurable organizational outcomes
(Ugoani, 2023). Overall, the figure highlights that paradox management and ambidextrous leadership capabilities
are central to contemporary CMO effectiveness and organizational success.

How CMOs Navigate Dual Demands and the Role of Organizational Context

The study finds that CMOs navigate dual demands by adopting flexible leadership approaches and
leveraging both structural and cognitive strategies. Many CMOs rely on data-driven decision-making to justify
innovative initiatives while maintaining operational discipline. They often create separate teams or processes for
innovation and execution, allowing each function to operate effectively without compromising the other (Tariq et
al., 2024). Additionally, CMOs play a critical role in fostering a culture that encourages experimentation while
maintaining accountability. This involves promoting collaboration, empowering teams, and aligning incentives with
both creative and performance-oriented goals. Such approaches enable CMOs to balance short-term efficiency with
long-term innovation (Sunil et al., 2025). Organizational context also plays a significant role in shaping how these
tensions are managed. Factors such as organizational structure, culture, and resource availability influence the extent
to which CMOs can pursue innovation and efficiency simultaneously. For instance, organizations with flexible
structures and supportive cultures are more likely to enable effective ambidextrous behavior. In contrast, rigid
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hierarchies and strict performance controls may constrain innovation efforts (Imran et al., 2012). The presence of
strong top management support further enhances the CMO’s ability to navigate competing demands. Therefore, the
effectiveness of balancing innovation and efficiency is not solely dependent on individual leadership but also on the
broader organizational environment. This highlights the importance of aligning organizational systems with strategic
objectives (Antariksa & Budiadi, 2024).

Double Stacked Bar Chart: How CMOs Navigate Dual Demands
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Figure 2. Double Stacked Bar Chart of CMO Strategies and Organizational Context in Navigating Innovation—
Efficiency Tensions

Figure 5 illustrates how Chief Marketing Officers (CMOs) balance innovation orientation and operational
efficiency through various leadership strategies and organizational support mechanisms, while also comparing the
findings of the current study with prior literature. The chart shows that flexible organizational structures and the
establishment of separate teams for innovation and execution receive the highest combined emphasis, indicating that
structural differentiation is a key strategy for managing competing demands effectively (Ghafoor et al., 2011). The
findings also highlight the importance of data-driven decision-making, collaborative culture, and top management
support in enabling CMOs to maintain accountability while fostering creativity and experimentation. Compared with
prior literature, the current study demonstrates stronger emphasis across nearly all dimensions, suggesting that
contemporary marketing leadership requires a more integrated and adaptive approach to balancing short-term
operational goals with long-term innovation objectives. Overall, the figure confirms that the successful management
of dual demands depends not only on individual leadership competencies but also on supportive organizational
contexts that facilitate ambidextrous behavior and strategic alignment (Pudjiati et al., 2023).

Contribution to Ambidexterity and Paradox Theory

This study contributes to ambidexterity theory by providing empirical insights into how marketing leaders
balance exploration and exploitation within a single functional domain. It demonstrates that CMOs are key actors in
enabling organizational ambidexterity by integrating innovative and efficiency-driven practices (Rashid & Shami,
2024). The findings suggest that ambidexterity is not only an organizational capability but also a leadership
competency that requires continuous adaptation. By focusing on the marketing function, the study extends the
application of ambidexterity theory beyond its traditional contexts. It also highlights the importance of leadership in
managing the inherent tensions between competing demands. This contributes to a deeper understanding of how
ambidexterity operates at both individual and organizational levels (Wright & Cropanzano, 1997).

In addition, the study advances paradox theory by illustrating how CMOs manage seemingly contradictory
objectives without attempting to eliminate the tension. The results support the notion that paradoxes can be embraced
as ongoing challenges that require dynamic balancing rather than resolution. CMOs who adopt a paradox mindset
are better equipped to handle the complexities of their role and achieve sustainable outcomes (Raj, 2025). The study
also identifies practical mechanisms, such as structural separation and integrative thinking, that facilitate paradox
management. By linking paradox theory to marketing leadership, this research provides new insights into how
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theoretical concepts can be applied in real-world settings. Ultimately, it enriches the theoretical discourse on
managing competing demands in organizations (NIKA & Bashir, 2023).

n Scatter Chart: Contribution to Ambidexterity and Paradox Theory
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Figure 3. Scatter Chart of Contributions to Ambidexterity Theory and Paradox Theory

Figure 3 illustrates the relative contribution of key leadership and organizational dimensions to
ambidexterity theory and paradox theory within the context of marketing leadership. The chart shows that paradox
mindset, integrative thinking, organizational ambidexterity, and leadership adaptability occupy the highest positions,
indicating that these factors are the most influential in explaining how CMOs manage competing demands between
innovation and operational efficiency. The distribution of the data points suggests that effective marketing leadership
requires not only the ability to balance exploration and exploitation activities but also the capability to embrace
contradictions as ongoing strategic challenges (Purcarea & Negricea, 2014). Dimensions such as structural separation
and dynamic balancing demonstrate that CMOs rely on both organizational mechanisms and cognitive flexibility to
sustain performance under tension. Furthermore, the strong positioning of paradox mindset highlights that successful
leaders do not attempt to eliminate competing priorities but instead integrate them into adaptive decision-making
processes (Judge & Blocker, 2008). Overall, the figure reinforces the study’s theoretical contribution by
demonstrating that ambidexterity and paradox management operate simultaneously at individual and organizational
levels, thereby enriching the understanding of contemporary marketing leadership in complex organizational
environments.

CONCLUSION

This study concludes that Chief Marketing Officers (CMOs) play a critical role in balancing the competing
demands of innovation and operational efficiency within contemporary organizations. The findings demonstrate that
effective CMOs adopt flexible and integrative leadership approaches that combine creative exploration with
performance-oriented execution, enabling organizations to achieve both short-term operational goals and long-term
strategic growth. The study further reveals that managerial effectiveness is strengthened through mechanisms such
as data-driven decision-making, collaborative culture, structural separation, and employee empowerment, all of
which support organizational ambidexterity. In addition, the results confirm that organizational context—including
leadership support, organizational culture, and structural flexibility—significantly influences the ability of CMOs to
manage these tensions successfully. Therefore, the research highlights that balancing innovation and efficiency is
not solely dependent on individual leadership capabilities but also on supportive organizational systems and
environments. From a theoretical perspective, this study contributes to both ambidexterity theory and paradox theory
by demonstrating that competing organizational demands can coexist and be managed simultaneously rather than
eliminated. The findings show that successful marketing leaders embrace paradoxical tensions as continuous
strategic challenges and utilize adaptive leadership practices to sustain organizational performance. By integrating
innovation and efficiency within a single conceptual framework, the study extends prior research on ambidexterity
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beyond traditional organizational contexts and provides new insights into marketing leadership. Furthermore, the
research emphasizes that ambidexterity operates at both individual and organizational levels, reinforcing the
importance of leadership competencies in managing exploration—exploitation dynamics. Overall, this study enriches
the understanding of contemporary CMO leadership by offering a comprehensive explanation of how marketing
leaders navigate paradoxes to achieve sustainable organizational success.
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