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Workgroup CMO London is the event for CMOs
(Chief Marketing Officers) and Heads of Marketing. @ ﬁ@ ﬁ

The Schedule

A “workgroup” isn't just our namesake, it's the main format of the day.
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workgroup exists for in-house professionals who do
big jobs in isolating roles.

We bring them together to share openly, listen
Wor group deeply, and leave feeling more connected; to their

peers and their own purpose.

Where ¥e a[ef/\aa{ i the room 15 always imvited

This event is one of many. We run our format
across Legal, HR, Finance, Marketing and more.

Find your workgroup
Find your herd.




