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"Why CMO Never Last" Harvard Business
Review July-August 2017. https://hbr.org/
2017/07 /the-trouble-with-cmos#why-cmos-
never-last

"80% of CEOs Do Not Really Trust Marketers"
Fournaise. https://www.fournaisegroup.com/
ceos-do-not-trust-marketers/

IT A#BZE 2017 (P75)
https://www.ipa.go.jp/files/000059086.pdf

BEARAN E 30 F£E HRLPEICH 2T —FEE
BRI RE2EEEMRE (P66)
https://www.meti.go.jp/press/2019/05/20190
516002/20190516002-1.pdf
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Build Your Trust Advantage: Leadership in the
era of data and Al everywhere

IBM Global C-suite Study 20th Edition.
https://ibm.co/c-suite-study
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