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A study of the marketing-oriented role of Chief
Communication Officer (CCO)

Nobuo MINAMIHORI
(Kyoto Sangyo University)

Behind the background where traditional mass media with one-directional coomunication
has been overpowered by exclusive and reliable information, emerging social media is used
interractively by their readers and audience, or stakeholders. In view of this trend, the
function of CCo (Chief Communication Officer) to be oriented toward strategic marketing is
emphasized in the relationship between companies, stakeholders and media, in the form of
engagement. Toward the present society with overflow and varied information, this thesis
aims at the proposition of the necessity for CCO armed with straategic marketing initiated by
Chief Marketing Officer (CMO). In an era of global and networked communications, CCO and
CMO shall be well prepared for global and local interests in mind.

Key words : corporate communication, strategic marketing, CCO, CMO, engagement
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