
Despite their dual role, CIOs are finally  
able to spend more time on  
strategic responsibilities — a shift  
that makes the job more rewarding  
than in the past and makes  
the role even more important  
to the overall business.

The STraTegic ciO: 
Now Ready foR PRime Time 
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K
evIn vISCOnI, CIO Of DOmInO’S PIzza, has been at the helm of the fast-food 

chain’s digital transformation for five years. On Visconi’s watch, the IT team broke 

new ground with a profile that streamlines the customer experience following up 

with cutting-edge technology that lets consumers order through myriad channels, 

including smart watches, in-car systems, even pizza emoji tweets.

Visconi is helping to write the next chapter in Domino’s digital experience even though 

he still has oversight of the front lines, maintaining core enterprise systems, spearheading 

security efforts, troubleshooting outages, and overseeing outsourcing contracts. That’s 

because, like many CIOs, Visconi is increasingly sought out as a strategic business partner 

— a path he’s been working towards his entire career.

“The role of the CIO is changing and it’s a good thing,” 
Visconi says. “CIOs are being asked to take on more of a lead-
ership position because we understand the technology and 
how it can impact the business as well as how to make those 
tradeoff decisions. Understanding the pain points of the 
business is the job of IT as more of business becomes more 
dependent on technology.” 

Years in the making, the CIO transformation from order 
taker and implementer to strategist and business enabler is 
still very actively under way. But thanks to automation and a 
growing proficiency in operations, CIOs are increasingly able 
to direct more of their time and energy to strategic activities  
—  a popular shift given most CIOs’ aspirations. According to 
CIO’s 2017 State of the CIO survey of 646 heads of IT, CIOs are 
consistently spending less time bogged down with functional 
tasks like cost control, vendor negotiation, IT operational im-
provements, and crisis management  —  although to be clear, 
they still have to get those tasks done. Alternatively, CIOs are 
increasingly diving into strategic opportunities such as driving 
business innovation, identifying opportunities for competitive 
differentiation, and developing new go-to-market strategies 
and technologies, the State of the CIO research shows. Three 
to five years out, CIO respondents foresee spending even less 
time on functional duties (53% compared to 82% in 2017), 

Understanding the pain points 
of the business is the job of It as 
more of business becomes more 
dependent on technology.
KevIn vISCOnI, CIO
DOmInO’S PIzzA
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although they are aware those responsibilities will never 
entirely go away.

The shift is altering how CIOs view their role. Only 20% of 
respondents to the 2017 State of the CIO survey fit into the 
functional classification this year (in largely traditional roles 
managing IT operations), down from 27% in 2016. Com-
paratively, half of respondents classified as transformational 
(focused primarily on implementing new systems and archi-
tectures, leading change efforts and aligning IT with busi-
ness goals), up from 45% last year, and 31% leaned towards 
strategic (spending most of their time on strategy, growth 
and innovation activities), up from 27% in 2016. 

CIOs able to focus on transformational and strategic efforts 
found their jobs to be far more rewarding (63% and 71% 
respectively) than CIOs still saddled with functional duties as 

their primary responsibility (46%). Those CIOs emphasizing 
strategic and transformational efforts drew greater satisfac-
tion for a number of reasons, including the propensity to 
report directly into the CEO, earn higher compensation pack-
ages, and have greater visibility with customers and the board 
of directors. In fact, 76% of CIOs in enterprise companies 
meet frequently or occasionally with customers and are also 
more likely to drive business innovation and work collabora-
tively with the CmO.

“The new reality is that the business is now talking about 
technology as a strategic enabler and that’s really positive,” 
says Todd Finders, CIO at Emerson’s Commercial and Residen-
tial Solutions group. “IT has never been more important to the 
business, and it’s up to us as CIOs to make sure we are part of 
the solution.”

It anD SeCUrIty Strategy COaleSCe
CeOs’ tOP ObjeCtIveS for CIOs showcase their rising 
stock as a strategic partner. much like last year, CEOs are 
looking to CIOs to help drive corporate revenue growth (32%), 
upgrade IT security infrastructure (32%), and to simplify IT 
(31%). Security, in particular, remains a top priority due to the 
growing number of high-profile cyber breaches. With the CIO’s 
mission to mitigate corporate risk, security is moving away 

the new reality is that the  
business is now talking about 
technology as a strategic enabler 
and that’s really positive.
tODD fInDerS, CIO
COmmERCIAl AnD RESIDEnTIAl  
SOlUTIOnS GROUP, EmERSOn
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CIOs InCREASInGlY SPEnDInG TImE On STRATEGIC ACTIVITIES

tranSfOrmatIOnal

StrategIC
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Which of the following activities best characterize your focus and how you spend your time in your current role?
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from being a standalone, functional responsibility to aligning 
more closely with IT strategy. In fact, slightly more than half 
(51%) of respondents to the 2017 State of the CIO survey 
said security and IT strategy is tightly integrated today com-
pared to only 37% in 2016. Within the next three years, that 
number is predicted to jump to 80%, and more executives are 
getting involved with security planning, includ-
ing line of business executives (lOB), which is 
another indicator of its strategic importance. In 
addition, IT security now represents an aver-
age of 12% of the total IT budget, according to 
survey respondents.

Another upside to security becoming 
entwined in the IT master plan: Economies of 
scale that give CIOs more room for higher value, 
innovation activities. For example, among ac-
tivities CIOs spend their time on currently, driv-
ing business innovation is up seven percentage 
points to 33% this year while both identifying opportunities 
for competitive differentiation and developing new go-to-
market strategies and technologies climbed five points to 
21% and 17%, respectively. CIOs are even spending less time 
on security management activities, cited by 41% compared to 
46% in 2016.

The heightened focus on security has caused some head-
aches for CIOs, however, particularly in the area of finding 
talent. Sixty percent of respondents to the 2017 State of the 

CIO survey said they are grappling with skills shortages (com-
pared to 49% last year), and security skillsets is one of the 
biggest gaps for both enterprise companies (34%) and SmBs 
(27%). Data science/business intelligence/analytics was the 
other big area where IT organizations are grappling with skills 
shortages, cited by 41% of enterprise respondents and 35% 

of SmBs.
The north American division of a large 

automotive maker has been scrambling to find 
strong IT security talent as it builds out its 
security infrastructure. Although the business 
has historically been hands-off with security, 
it’s gotten much more involved, and the firm 
has shaken up the management structure. To-
day, the group’s CISO reports directly into the 
CIO with a dotted line to the parent company 
and corporate risk management, notes mike 
Spaulding, director of security strategy and 

architecture for the firm. “We have poured a lot of money into 
security and continue to pour more in as other budgets get 
cut,” he explains. 

A good piece of the auto maker’s budget is devoted to 
bringing more security talent on board, but finding good 
candidates has been tough, he admits. “It’s a very competitive 
industry right now … because it’s exploding so quickly,” he 
explains. “We have to do a better job of qualifying people, and 
if we can find them, the question is can we afford them.”

SeCUrIty &  
It Strategy  

nOW tIghtly  
IntegrateD

2016 37%
2017 51% 

next 3  
yearS 80% 

AS SECURITY COnCERnS STABIlIzE, InnOVATIOn InCREASES
Which of the following activities best characterize your focus and how you spend your time in your current role?
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WarmIng relatIOnShIP WIth lOb 
beyOnD StePPIng UP security infrastructure, another 
CEO mandate for IT leaders is to forge stronger partnerships 
with the business, and CIOs have made healthy progress here 
on a number of fronts. CIOs and lOB are much more aligned 
on the business requirements driving technology investments 
— for example, both groups are bullish on leveraging technol-
ogy to improve customer experience, increase operational ef-
ficiency, transform existing business processes, and grow the 
business, although there are variations in the ranking of those 
objectives. For example, 40% of IT leaders see customer ex-
perience as the most important business driver for technology 
investments compared to only 26% of lOB. lOB’s top prior-
ity is increasing operational efficiency (cited by 36% of lOB 
respondents) compared to 35% of IT leaders, who ranked this 
objective second. lOB was also focused on improving profit-
ability (24%) — a goal that didn’t make IT’s top five list of objec-
tives — while it was more tepid about bolstering cybersecurity 
protections (20% compared to 26% of IT respondents).

There is also a delta between CIOs and lOB when it comes 
to which technology initiatives to invest in. IT leaders ranked 
big data/business analytics, cloud computing, security/risk 
management, and enterprise applications as their top priori-
ties. In comparison, business process management and cus-

tomer experience technologies topped the agenda for lOB, 
followed by cloud computing and security/risk management. 
In addition, marketing technologies (19%) and social media/
collaboration (10%) ranked among the top 10 technologies 
for lOB, but did not make the cut for IT leaders — an indica-
tion, perhaps, that marketing has taken ownership of that 
piece of the technology stack.

heads of It
1 Improve Customer Experience
2 Increase Operational Efficiency
3 Transform Existing Business Processes
4 Growing the Business
5 Increase Cybersecurity Protections 

lOb
1 Increase Operational Efficiency
2 Growing the Business
3 Improve Customer Experience
4 Improving Profitability 
5 Transform Existing Business Processes 

CIO/lOb alIgnment On bUSIneSS 
DrIverS fOr teCh InveStmentS

CIOs ShOW STROnG InVOlVEmEnT In mARTECh PURChASES
how are you involved in purchase decisions regarding the marketing technology stack?
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In fact, 38% of respondents said their marketing groups 
have budgets specifically earmarked for technology purchas-
es and that number is expected to rise to 42% over the next 
three years. Even so, CIOs are staying pretty involved in the 
purchasing decisions. ninety-three percent of respondents 
said they play some sort of role in marketing technology deci-
sions, from meeting and negotiating with potential vendors 
(66%) to consulting to determine needs and requirements 
(65%), and overseeing implementation (60%). As a result of 
this close collaboration, CIOs feel positive 
about their relationship with the CmO, with 
46% of CIO respondents saying the CmO/CIO 
relationship drew closer this past year.

Besides marketing, other groups, includ-
ing operations, finance/accounting, sales, 
human resources, and engineering also 
have their own technology budgets, but the 
portion has remained fairly consistent over 
the years. The 2017 State of the CIO survey 
found that IT currently controls about 54% 
of all technology investments, compared to 
57% in 2016, and the number is expected to bounce back to 
57% over the next three years.

lOB also puts stock in CIOs as a strategic advisor and con-
sultant on technology decisions, leaning on them to identify 
business needs, make recommendations, and perform risk 
assessments. Forty-one percent of lOB respondents to the 
2017 State of the CIO survey said their CIO was a strategic 
advisor on technology decisions and 22% regularly call on 
them as a business consultant. At the same time, however, 
lOB seems unsure of IT’s role in new business initiatives: Only 
27% of lOB respondents said IT is instrumental in recom-
mending technology solutions (compared to 64% of CIOs), 
24% felt IT successfully collaborates with lOB on building 
a business case (compared to 59% of CIOs), and 31% were 
clear on IT’s role in developing technical requirements (com-
pared to 49% of CIOs).

lOB’s uncertainty may be related to the fact that it sees a 
more diverse role for CIOs, split between innovation activi-
ties, identifying emerging technologies to accelerate digital 
transformation, and project management. CIOs, on the other 
hand, envision their primary role as more focused on innova-
tion, tasked with finding the parts of the business that can be 
digitally transformed (cited by 41% of CIOs).

Emerson’s Finders conducted a survey 18 months ago to 
get to the heart of what lOB thought of IT’s role and the qual-
ity of work being done. The revelations were pretty sobering 
— the business didn’t see IT as strategic or innovative nor did 
they think the group was doing enough of what needed to be 
done, he explains. “It was a challenge to continue to do more 
because they keep wanting more,” he admits.

Post survey, Finders went on a tear to address the prob-
lem, embedding IT staffers in the business, conducting listen-

ing tours, and doing a lot of heavy lifting to 
make the IT organization more customer fo-
cused, in keeping with the overall corporate 
mission. months into the initiative, Finders 
says relations with lOB have improved and 
the groups have a much better sense of IT’s 
overall strategic contribution. 

Craig Johnson, president of the Residen-
tial Solutions group within Emerson’s Com-
mercial and Residential Solutions platform, 
agrees that the IT/lOB relationship has 
dramatically improved. Previously, he says 

IT was so focused on a converting legacy systems to a com-
mon Oracle platform that it seemed to be doing things “to” the 
business, rather than “for” the business. Today, with a strong 
governance model, actively engaged IT steering committees, 
and a concerted effort by IT to understand emerging business 
needs, things are back on track.

“The IT group is now perceived as a partner in problem 
solving rather than a gate keeper,” Johnson says. “We are 
increasingly sharing best practices across our solutions busi-
nesses with IT as a facilitator. This has created a better bal-
ance between IT governance and business responsiveness.”

more CIOs need to follow Finders’ lead and work to ensure 
lOB fully understands the CIO’s strategic influence on the 
enterprise as well as the full scope of the role. For example, 
84% of CIOs believe the role is becoming more important to 
the business compared to only 59% of lOB (an additional 

the It group is now perceived as a 
partner in problem solving rather 
than a gate keeper.
CraIg jOhnSOn, PreSIDent
RESIDEnTIAl SOlUTIOnS GROUP, EmERSOn

63% 
Of lOb See  

CIOs aS  
StrategIC  
aDvISOrS/ 

COnSUltantS
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21% of lOB respondents were unsure). Similarly, while 87% 
of CIOs found their role to be more challenging, only 60% of 
lOB acknowledged the increasing complexity and 25% were 
not sure where they stood on this issue. nearly a third of lOB 
respondents were also unclear about their CIO’s interaction 
with the board of directors and 22% didn’t have a clear pic-
ture of the CIO’s increasing involvement in security initiatives.

lOB is also less aware of the challenges facing CIOs. Only 
half were keyed into the CIO’s struggle to find the right bal-
ance between innovation and operations (a challenge cited by 
87% of CIOs) and just 31% had knowledge of CIOs embroiled 
in turf battles with other executive peers — an issue cited by 
42% of CIOs. 

Ken Kauppila, CIO of merchants leasing, was determined 
to strengthen the relationship between IT and lOB when he 
joined the provider of fleet management solutions several 
years ago. At the time, the company was behind schedule on 
a major product rollout, and Kauppila knew there needed to 
be more transparency to streamline development efforts and 
foster a better working partnership between IT and lOB. 

Kauppila instituted an IT steering committee where lOB 
owners, IT and even the CEO could come together to have an 
open dialog about resources, strategic initiatives, priorities as 
well as on-going performance metrics. Development sched-
ules are now on track, and IT is regularly called in as a resource 
for sales calls and other high-profile meetings. “now we have 
weekly meetings with lOB where we go over our priorities, 
and show them where they are in the queue based on our 
workload,” he explains. “The most critical function of the CIO 
is to have strong relationships with the business because 
they are our customers.”

Thanks to concerted efforts to cultivate strong business 
relationships and the stabilization of security strategy, CIOs 
have come a long way from their traditional functional role as 
technology implementer to serving as a critical partner to the 
business. While there is still work to be done helping lOB un-
derstand the full extent of their strategic role, CIOs are having 
significant impact on the business as they drive digital trans-
formation and help innovate lasting competitive advantage.

ThE CIO ROlE
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LOB

59%
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examInIng the marKetPlaCe

bUyIng PrOCeSS
Each year we take a deep dive into the enterprise IT  
purchase process to learn more about who is involved and 
who influences decision-making, what sources purchasers 
rely on to keep up to date with technology — and throughout 
the purchase process — and how they feel about the vendors 
they’re working with.

rOle & InflUenCe Of the teChnOlOgy 
DeCISIOn-maKer
The annual IDG Enterprise Role & Influence of the Technology 
Decision-maker survey is conducted to gain insight into the 
evolving role and influence of IT decision-makers in today’s 
corporations. The research examines the involvement of IT 
decision-makers during each stage of the IT purchase process 
and the primary influences and information sources they rely 
on throughout the purchase process.

CUStOmer engagement
The IDG Enterprise Customer Engagement survey looks at the 
role content consumption plays in the purchase process for 
major technology products and services, and provides insights 
to IT marketers to map their engagement touch-points to 
customers’ information needs. The survey looks at how a wide 
variety of content types are used throughout the individual 
stages of the IT purchase process and how that content is 
consumed, discussed and shared.

teChnOlOgy InSIghtS
Designed to explore the technologies that are top of  
mind among our audiences to understand the business  
challenges, drivers, and adoption within the enterprise.

rOle anD PrIOrIty StUDIeS
 l CIO Tech Poll: Economic Outlook
 l CIO Tech Poll: Tech Priorities
 l Computerworld Forecast Study
 l Global Information Security Survey
 l State of the CIO
 l Architect Persona
 l Developer Persona
 l State of the network

teChnOlOgy SPeCIfIC StUDIeS
 l Big Data & Analytics: Insights into Initiatives  

& Strategies Driving Data Investments
 l Cloud Computing: Key Trends and Future Effects
 l Consumerization of IT in the Enterprise
 l The mobile First Enterprise
 l Unified Communications & Collaboration

CUStOmer jOUrney POSter
Want to know which content drives IT decision-makers and 
fuels their engagement during the IT purchase process?  
IDG Enterprise’s Customer Journey poster serves as your  
content marketing guide to strategically reach your  
target customers. Request a copy of the poster at  
idgenterprise.com/resource/marketing-tools/ 
customer-journey-poster-2016.

We think research is invaluable in helping to connect marketers with customers and prospects.

Our research portfolio explores our audiences’ perspectives and challenges around specific technologies, examines 
the changing roles within the IT purchase process, and arms IT marketers with the information they need to identify 
opportunities. To review the presentation of full results from any of these studies, contact your IDG Enterprise sales 
executive or Sue Yanovitch, VP, marketing for IDG Enterprise at syanovitch@idgenterprise.com. 

aDDItIOnal WayS tO Stay On tOP Of InfOrmatIOn frOm IDg enterPrISe:
 l Sign-up for IDG Enterprise’s monthly marketingFit newsletter and receive our proprietary research, product and event information, 

and relevant content from across IDG Enterprise brands direct to your inbox. Go to idgenterprise.com/#newsletter
 l To get results from IDG Enterprise research when it happens, or any other news, follow us on Twitter: @IDGEnterprise
 l Visit us on linkedIn for research, services and events announcements: linkedin.com/company/idg-enterprise
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