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Last year, I shared my viewpoint that crystal ball 
gazing to predict the future isn’t particularly 
helpful when there continues to be disruption 
and change. This still holds true. So instead of 
new year’s predictions, I find it’s more useful to 
take stock of what we’ve learned over the past 
year and then decide how to best leverage that 
insight going forward.

As 2022 ends, most of us would agree that this 
year provided a lot of takeaways. Once again, this 
was not an easy year. From a marketing lens, it 
entailed navigating so much change: the return 
to office (RTO), greater customer experience (CX) 
expectations and the evolving role of marketing. 



PRIORITIZE 
PEOPLE 
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This was my leading takeaway last year, and it once again tops the list 
as the most important priority moving into 2023. Above everything, 
companies need to prioritize caring for their employees, customers, 
and communities. Without these fundamentals, leaders don’t have 
a team to deliver customer experience or an audience to build a 
relationship with. In 2023 leadership skills that were once referred to 
as soft skills continue to become critical skills. Amongst others, they’ll 
include empathy, trust building and intentional communication.  



I think that I could write an entire analysis on this insight at the 
close of 2022. This year organizations and employees experienced 
many challenges and changes. The hybrid work model. The great 
resignation. Quiet quitting. Quiet firing. Ghosting job acceptances. 
A recession. And for many people – young and old - a very personal 
assessment on the impact of one’s work and what they want to get 
out of their lives. All of which happened within the broader context 
of macro demographic shifts that are straining every part of society. 
What did I take away from all of this?  Clear policies are important 
in managing complex organizations.  But application of policy is 
everything. To apply policies successfully we need to rediscover the 
talent that we have and want to attract and using empathy and 
decency (see #1) chart a new path together that sustains improving 
levels of productivity. Rediscovering our talent - their dreams, worries, 
capabilities, and life realities – will open the door to new  
ideas about how best to realize  
high performance.

REDISCOVER
TALENT 
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CEO & CMO  
ALIGNMENT 
As I wrote earlier in the year, the need for CEO and CMO collaboration 
is critical to unlocking business value in these changing times. I 
received more messages and comments on this topic than any other 
this year.  

The unprecedented amount of change we’ve experienced has led 
CEOs to reprioritize the strategies and support needed to durably 
drive change, growth, and business evolution.  When CEOs leverage 
both their own expertise and the knowledge and experience of the 
CMO, it’s a potent combination. Top tier CMOs bring a tool kit that 
includes easy enterprise-wide collaboration and insight, extensive 
technology expertise, change management skills, and a commitment 
to customer-centric experiences.  

Given the undebatable connection between CX and company 
growth, CEOs can better shape corporate strategy to align with 
customer needs and drive the bottom line by having their CMO be 
that consistent through line across the enterprise driving change, 
improved experiences and ensuring that in every interaction with 
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the company the brand promise is realized.  Customers want 
experiences.  They will pay more for experiences and the CMO is 
uniquely qualified to bring those experiences to life. 

For a company to thrive, it’s more important than ever that a CEO 
and CMO are in alignment.



FOCUS ON  
CUSTOMER  
EXPERIENCE (CX )
There is no more important marketing output than improving the 
experience your customers have your company.  CX was already 
important prior to the pandemic, however it’s become paramount 
to a company’s survival. It’s clear that the goal posts have moved 
for what’s required to deliver a high level of customer experience. 
While the trade shows and networking events of the past no longer 
have the same allure or effectiveness, in 2022 we observed that 
customers wanted to engage with people and products and have 
authentic connections. These types of in-person experiences must 
be complimented by bespoke, fast, flawless, friction-less, at your 
fingertips digital or virtual experiences in support of  
doing business with your company.
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2022 demonstrated that when it comes to technology use, marketing 
is a driving force within an organization. This is because data and 
technology have been proliferating at an unprecedented rate within 
marketing. Going forward, effective marketing will need the right 
capabilities and mindsets to drive the entire organization forward in 
this digital age. Don’t believe me?  Spend 5 minutes examining  
a site by one my favorite MarTech leaders, Scott Brinker and you will 
be amazed by the sheer scale and breadth of technology at play in 
every part of marketing.

CONTINUE TO 
DRIVE DATA AND 
TECHNOLOGY 
WITHIN THE  
ORGANIZATION 
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https://chiefmartec.com/2022/12/a-whirlwind-tour-of-the-new-martech-map-major-martech-trends-for-2023-and-how-to-manage-it-all-in-the-year-ahead/?utm_source=rss&utm_medium=rss&utm_campaign=a-whirlwind-tour-of-the-new-martech-map-major-martech-trends-for-2023-and-how-to-manage-it-all-in-the-year-ahead


I anticipate 2023 will be another year of change. 
Another year where we don’t have a playbook. 
And while we can’t predict the future, there 
is a lot to learn from the change that we’ve 
experienced to date. 

As we move into the new year, we need to 
recognize that we’re well into the age of CX and 
doing it well requires everyone’s participation. 
To raise the bar on CX, we need to take care of 
our own people, rediscover talent to best tap 
into high performance, foster collaboration at 
the C-suite level and continually drive forward 
with data and technology. I’m personally looking 
forward to what’s to come. 

CONCLUSION:


