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2021 was another challenging year for Marketing Leaders, we saw huge shifts in our Marketing channels, huge 
changes in the Marketing mix landscape, large increases in paid media acquisition costs, increased competition, 
supply chain issues, alongside many algorithmic shifts and cultural changes.  

The Marketing Leaders Guide 2022 was created to help Marketing Leaders effectively plan their 2022 and 
navigate the next year with confidence. This guide will also act as a handbook you will want to pick up throughout 
2022 and gain insight and inspiration.  

Eight CMO’s, VP’s and Marketing Directors were asked ten questions to help you shape your department, help to 
consider what training will be needed for you and your team and what skills and developmental areas are going to 
be so important to make 2022 successful.  

Alongside a number of actionable recommendations, a series of predictions and personal lessons for you to read, 
consider and then action within your business or the business you will be helping to shape next.  

I’d love to thank John, Sophie, Paul, Lorna, Charlotte, Harry, Jess, Nick who answered openly and passionately 
and please do connect with them on LinkedIn and across Social Media.  

Thanks and good luck for 2022 and beyond.  
Danny Denhard 
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Marketing Shifts 🎚 
• Sustainable businesses are top of mind and going to continue to be an important factor  
• IRL and traditional advertising channels are going to have to be in your marketing mix  
• Stop chasing the shiny new channel(s)   
• Continue to look at more personalised channels, don't overlook email & existing ‘unsexy’ channels  
• Organisational design is going to be vitally important 

Collaboration 🤝 
• Be empathetic   
• Marketing teams are going to have to come closer to the customer and collaborate far more closely with customer 

success and customer support teams  
• Be deliberate with collaborating more and more effectively. Collaborate with the right departments and partners  
• Relationship development is going to be essential in 2022, especially with the continued shift to hybrid.   

Tech 💻 
• Tech shifts are going to be essential to stay on top of and understand where your company is  
• We will hear a lot made about the metaverse - time to understand it   
• It will be essential to understand the MarTech stack and understand how data is going to be a key driver for 

ROI & Value 📈 
• Don’t just report and rely on dashboards - show the value and story  
• Proving the value of Marketing is going to be front of mind 

Key Take Aways



1. What was your biggest Marketing lesson from 2021?  
2. What are the most important skills to have for Marketing leaders to succeed in 

2022? 
3. Which skills are you looking for your team members to improve in 2022? 
4. What three skills are you going to personally improve in 2022? 
5. Which channel(s) do you expect to explode in popularity and must be used in 

2022? 
6. Which brands really impressed you in 2021 and why?  
7. What are your three big Marketing predictions for 2022? 
8. How would you recommend Marketing leaders keep their company up to date 

with important industry shifts and performance changes?  
9. What is your best piece of advice for Marketing Leaders managing their fellow 

management team members?   
10. Do you have two pieces of advice that will help Marketing leaders to thrive in 

2022? 

Jump To Questions
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John is the former CMO of leading 
services marketplace Bark.com and 
led their successful acquisition of rival 
Bidvine.  
 
John is now MD of Bark India, which is 
due to launch in early 2022. 

➡ Connect With John On LinkedIn    John Oberlin-Harris  
- MD bark.com India

http://www.bark.com/
https://www.linkedin.com/in/john-oberlin-harris-11939620/
http://bark.com


I’m a seasoned, results-driven marketing leader with 
a unique ability to combine strong analytical skills 
with creative execution to deliver exceptional 
programs that drive growth and brand awareness.  

As the Chief Marketing Officer for MPB, I lead full-
funnel integrated marketing efforts globally that 
include media strategy and investment, branded 
experience, product marketing, personalization, 
content, data and analytics, and loyalty. 

Before joining MPB, I had 15+ years of experience in 
performance and digital marketing that spanned key 
agency and in-house roles across a range of 
objectives including revenue, user growth, and brand 
value. I’ve worked for a wide range of brands 
including Apple, Sony, Kodak, IBM, American 
Express, British Airways and DAZN. I believe that 
leveraging technology, data and consumer insights, 
and a strong understanding of brand purpose is how 
brands win. 

➡ Connect with Sophie on Linkedin 

Sophie Collins  
- CMO @ MPB 

https://www.mpb.com/en-uk/
http://www.linkedin.com/in/sophiecollins


I'm an experienced Chief Marketing Officer, NED and 
start-up advisor with a demonstrated history of 
building loved, trusted consumer brands. I love 
combining the numbers and creative sides of 
marketing to develop the best customer and brand 
experiences around and I'm utterly customer obsessed. 

I've build start-ups from scratch to large scale, I'm 
obsessed with driving business outcomes and I thrive 
in high-growth environments. My skill set spans the 
complete marketing mix (and more) - including Digital 
Strategy, Brand Strategy, Consumer Insights, Customer 
Acquisition and Retention, Integrated Marketing, 
Product Marketing, PR and Comms, and all forms of 
Media - I build happy teams and happy teams deliver 

➡  Connect with Paul on Linkedin 

Paul Lewis -  
Interim CMO @ 

Notonthehighstreet

https://www.linkedin.com/in/pglewis/
https://www.notonthehighstreet.com/?cq_src=google_ads&cq_cmp=1478512213&cq_term=notonthehighstreet&cq_plac=&cq_net=g&cq_plt=gp&DGMKT=FID__TID_kwd-302777968545


Lorna is a highly experienced Marketing & Ecommerce 
professional having worked within workspace, tech & 
retail industries for over 20 years - including working 
for industry leaders and marketing innovators of their 
time including TOG (The Office Group) , 
Notonthehighstreet.com, French Connection and 
Topshop. 

Lorna cut her teeth working for retail stalwarts Arcadia, 
M&S and Debenhams in the early part of her career 
before moving to run her own consultancy business for 
8 years while her children were young, consulting for 
brands such as MaxMara, notonthehighstreet.com and 
LKBennnet alongside a plethora of tech start-ups.    

She is experienced in leading, inspiring, building and 
driving small and large teams within ‘start-up’ to ‘sector 
dominating’ businesses. 

➡ Connect with Lorna on Linkedin 

Lorna Perrin  
- CMO 

https://www.linkedin.com/in/lorna-p-0513273/


Charlotte is a senior-level marketing 
professional with over 18 years' cross-
sector experience across numerous 
industries having worked for a variety of 
high profile, blue-chip brands. Ability and 
strengths are based upon achievements in 
both B2C and B2B marketing. With 
recruitment marketing expertise, Rush 
Consulting was launched in 2020 with a 
desire to offer brilliant marketing to 
businesses that don’t have the inhouse 
resources or knowledge. 

➡ Connect with Charlotte on Linkedin -  

Or visit Charlotte’s site 

Charlotte Rush - 
Marketing Director 

https://www.linkedin.com/in/charlotte-rush-marketing/
http://www.rushconsulting.co.uk


Harry has worked in integrated 
marketing for over twenty years, 
originally in agencies and latterly as 
CMO, Marketing Director or as a 
consultant in a number of leading online 
gaming and esports organisations.  

He's currently Marketing Director at Buzz 
Bingo, the UK's biggest bingo operator.  

➡ Connect with Harry on Linkedin  
 
Harry has a new book out called Brands 
Bandwagons and Bullshit 

Harry Lang - CMO

https://www.linkedin.com/in/mrharrylang/
https://www.marketingbook.co.uk
https://www.marketingbook.co.uk


A trained strategic marketer currently 
operating both client-side as Marketing 
Director at Vortic, an XR tech startup in the 
art world, and agency-side as a plug-in 
Brand and Marketing Strategy consultant 
for clients of scale up marketing agency 
Bloom Ltd.  

Supporting ambitious growing businesses 
across B2B and B2C sectors that include 
VR, art tech, fintech, events and event 
tech, consumer goods, entertainment, 
recruitment, hospitality, management 
consulting and luxury. 

➡ Connect with Jess on Linkedin  

Jess Hall  
- Marketing Director @ 

Vortic 

https://www.vortic.art/discover
https://www.linkedin.com/in/jhjessicahall/


International Marketing & Branding 
Strategist, with a blend of agency and 
executive-level client experience. He 
focuses on people.  

In the company mentoring and coaching 
the teams; on the market developing 
ecosystems to understand customers to 
provide the best strategies.  

The “from customer to customer” 
approach made him exceed expectations 
in the EU and US in the last 20 years. 

➡ Connect with Nick on Linkedin  

Nick Bottai  
- International Marketing & 

Branding Strategist

https://www.linkedin.com/in/nicolabottai/


Question 1: What was your biggest 
Marketing lesson from 2021? 
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What was your biggest 
Marketing lesson from 2021?  

Keep innovating - always.  

New channels, new processes, 
new customers, new staff etc. 
all contribute to keeping ahead 
in the most dynamic market 
I've seen

Q1

John Oberlin-Harris
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What was your biggest 
Marketing lesson from 2021?  

It’s not new for 2021, but more 
than ever in 2021 marketing 
and brands have to be 
authentic and be clear in their 
communications.  

Whether it’s a brands impact on 
the environment, their plans to 
tackle diversity and inclusion or 
logistics nightmares - clear and 
honest communications win 
the day.

Q1

Sophie Collins
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What was your biggest 
Marketing lesson from 2021?  

Without sounding negative, it’s plan 
for the worst.  Marketing through the 
pandemic has had its ups and downs, 
but thinking ahead and having back 
of pocket ideas that can be rolled out 
if needed has been a life saver.   

Not what any Marketeer wants to 
continue to do, but an important 
lesson that when in uncharted 
territory, plan for the worst and 
execute relentlessly.

Q1

Paul Lewis
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What was your biggest 
Marketing lesson from 2021?  

More than ever, the need and ability to 
balance short term marketing initiatives 
that need to be implemented quickly for 
fast return to keep 'finance heads' 
happy due to covid impact on sales 
leads and revenue - whilst not losing 
internal engagement on the long term 
brand positioning and building projects 
that are needed for the longer term 
financial recovery and future growth of 
the business and to ensure your offer is 
more relevant than ever when the 
market comes back fully.

Q1

Lorna Perrin
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What was your biggest 
Marketing lesson from 2021?  

My biggest marketing lesson from 2021 was that some 
organisations still don’t realise the power of good 
marketing and how it is intrinsically linked to sales. I set up 
my own marketing consultancy last year and I’ve loved 
being able to educate and train my clients on what good 
marketing looks like. How data is invaluable, how brand is 
so vitally important in competitive markets and how 
engaging content sets you apart from the crowd.  

Six years ago in a previous marketing role, I had devised a 
campaign to engage with HGV drivers as they were (and 
still are) an ageing population and lorry driving hasn’t 
been seen as an attractive career choice for a while. At the 
time we did a social listening exercise to ascertain what 
the barriers to entry were and our campaign went from 
there. It was hugely successful in its infancy, but 
unfortunately wasn’t something that continued when I 
went off on maternity leave.  

Jump forward 6 years and this year we’ve suffered as a 
result of the issue not being addressed. 
For me, my most successful marketing campaigns have 
been those that are subtle and appeal to finding a solution 
for the challenges that your audience are faced with.

Q1

Charlotte Rush
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What was your biggest 
Marketing lesson from 2021?  

You can't plan for everything - 
but you can pivot more 
effectively when your strategy 
has flexibility embedded within 
it.

Q1

Harry Lang
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What was your biggest 
Marketing lesson from 2021?  

I will not say it was a lesson, rather a 
confirmation. I've been pledging how agility, 
adaptability and flexibility are key traits in 
marketing and companies.  
Unfortunately, even if we often listen about them, 
I rarely see them in place. Starting from building 
teams, I still see the same teams structure we 
had 20 years ago.  

People look for industry experience and not for 
attitudes or skills.  
Think about it. Blockbuster at the time employed 
the best professionals in the industry.  

However, by doing so, you do not innovate. You 
always try to do the same things better. Netflix 
and Lego are great examples of agile companies. 
They attract professionals from different 
industries that bring fresh and innovative ideas 
within the industry. 

Q1

Nick Bottai
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Question 2: What are the most important skills to 
have for Marketing leaders to succeed in 2022? 
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What are the most important 
skills to have for Marketing 
leaders to succeed in 2022? 

Adaptability - I expect that covid 
restrictions will ease, and 
differentially around the globe, so 
1 market may be open and 
another closed at the same time.  

That will mean customers 
behaving differently, and different 
approaches needed. The 
dynamism seen in behaviour since 
early-2020 will likely continue.

Q2

John Oberlin-Harris
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What are the most important 
skills to have for Marketing 
leaders to succeed in 2022? 

Leaders across the board will have to 
adapt to building and motivating 
teams in a new hybrid working era. 
In marketing, the continued rise of 
the content creator economy and 
creator platforms means storytelling 
skills will be critical. 
  
Understanding martech and data 
infrastructure, keeping up with the 
trends and preparing for the end of 
cookies will continue to be 
paramount. 

Q2

Sophie Collins
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What are the most important 
skills to have for Marketing 
leaders to succeed in 2022? 

My favourite quote I’ve coined is that “I build 
happy teams, because happy teams deliver.”   
The idea here is that you need to 
communicate with your teams, the business 
around you and even customers – to find what 
their happiness is.   

Maybe it’s clarity of goals.   
Maybe it’s a path to promotion.  
Maybe it’s just salary. 

If you can find what makes people happy, 
especially from teams you need to reply on, 
it’ll make things a hell of a lot easier. 
Make 2022 the year you take my quote on and 
really learn what makes your teams happy. 

Q2

Paul Lewis

The Marketing Leaders Guide 2022

Paul Lewis



What are the most important 
skills to have for Marketing 
leaders to succeed in 2022? 

Ability to influence all 
stakeholders - up, down, across, 
in and out the business - to 
ensure engagement, support 
and understood the value and 
ultimately trust in a robust long 
term brand building marketing 
strategy - to avoid as much as 
possible short-termist 'shiny/ 
new' distractions that offer 
excitement but little real value, 
if any.

Q2

Lorna Perrin
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What are the most important 
skills to have for Marketing 
leaders to succeed in 2022? 

The most important skills for marketing leaders 
to have to succeed in 2022 in my opinion are 
tenacity, drive and the ability to build trusted 
partnerships.  

Those that can truly prove the value of 
marketing in an organisation and its effects on 
sales and company culture.  

I have seen a huge shift in the opinion of 
marketing from being an in-house marketing 
director to a marketing consultant.  

It’s the difference between leaders seeing 
marketing as a necessity and not really 
understanding its value to those seeing 
marketing as the driving force of the business 
and embracing its value.

Q2

Charlotte Rush
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What are the most important 
skills to have for Marketing 
leaders to succeed in 2022? 

The ability to twin all the 
cleverness of data analysis with 
the 'dream big' creative vision.  

The most effective and 
groundbreaking campaigns 
don't come from looking to the 
past. 

Q2

Harry Lang
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What are the most important 
skills to have for Marketing 
leaders to succeed in 2022? 

1. Resilience  

2. Internal communications 

3. Strategic focus 

Q2

Jess Hall
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What are the most important 
skills to have for Marketing 
leaders to succeed in 2022? 

Besides the three I mentioned in the previous 
answer, the courage to be innovative.  

Leading the marketing and branding of a 
company is a great responsibility. Taking a 
decision is a responsibility that requires courage, 
logic, understanding of the risks and the 
willingness to accept the outcome, positive or not.  
But this is what leaders are called to do.  

When Marchionne joined FIAT, he destabilized the 
entire company and, therefore, the market. He 
used to say "It takes both vision and courage to 
believe in something better... Good Leaders are 
People who are willing to risk the discomfort of 
failure. People who ask questions and challenge 
long-held assumptions."  
Courage is my answer here.

Q2

Nick Bottai
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Question 3: Which skills are you looking for 
your team members to improve in 2022? 
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Which skills are you looking 
for your team members to 
improve in 2022?

Critical thinking -  

Why did this work/not work, 
how will this play out, what 
does it mean in different 
markets etc.

Q3

John Oberlin-Harris
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Which skills are you looking 
for your team members to 
improve in 2022?

The ability to interpret data - 
qualitative and quantitative - to 
plan and evaluate activity.

Q3

Sophie Collins
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Which skills are you looking 
for your team members to 
improve in 2022?

Performance Marketing will get 
harder and harder, with ever 
changing cookie rules.  

That drive for a single source of 
customer data, multiple platform 
tracking and complex attribution 
models – Performance marketing 
is becoming more of a data science 
role and needs the right mindset to 
drive growth in organisations

Q3

Paul Lewis
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Which skills are you looking 
for your team members to 
improve in 2022?

The ability / skills of positive 
influence and education (see 
above)  
- ability to explain value of 
brand /marketing initiatives 
without using acronyms, 
marketing jargon or language 
which is broadly disliked by 
business stakeholders and 
leads to lack of trust.

Q3

Lorna Perrin
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Which skills are you looking 
for your team members to 
improve in 2022?

The main skill that I am looking for my team 
members to improve on in 2022 is communication 
(you can find specialists in most areas, but 
confidence in having a voice takes experience). I 
find it commonplace that marketing is the safe pair 
of hands and more often than not gets given an 
abundance of tasks that are outside the scope of 
the team which ultimately dilutes your output.  

I want to empower my teams to communicate the 
value of good marketing and how it’s aligned to 
the vision and mission of a business.  

I also think it’s important to give them time to 
research and trial new processes and tools to 
ultimately make their lives easier and improve 
conversions.  

To me it’s also about measurement. It was drilled 
into me early on in my career to be able to 
measure the performance of marketing to truly 
show its worth to a business.

Q3

Charlotte Rush
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Which skills are you looking 
for your team members to 
improve in 2022?

They're pretty good already to 
be fair - but we could all do 
with managing our time better 
and being brutal with how we 
plan and execute meetings

Q3

Harry Lang
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Which skills are you looking 
for your team members to 
improve in 2022?

As more businesses move into hybrid working, the need for effective 
internal communications will be increasingly important. For marketing, 
this will be critical - ensuring that the rest of the business understands 
what marketing is doing, and the value we are creating in both the 
short and the long term, in order to ensure that we are seen as a core 
strategic value-creating function, not a cost tacked onto the end of the 
product cycle.  
  
So, dull though it may seem, effective reporting. The ability to create 
and communicate a compelling narrative that is grounded in data and 
customer insight. And by data I mean both the kind of immediate data 
you might find on your dashboards, and more nuanced data gained 
from really listening to your customers, and a deep understanding of 
your market.  
  
From this deeper understanding comes the kind of insights that can 
spark really creative ideas.  
  
My other choice would be an awareness of the difference between 
strategy and tactics, and an understanding of how each team 
member’s daily activities fit into these.  
  
Working with a variety of startups and scale ups, where as a marketer 
you have to be able to flex from the ‘10,000 foot’ view to the ‘boots on 
the ground’ view, it's always about balancing tactical opportunities 
with keeping focused on the strategic prize.  
  
In practice this means the confidence and clarity to say no (or not yet) 
to often interesting and attractive opportunities, in order to have the 
capacity to maximise the effectiveness of the things we say yes to. 

Q3

Jess Hall
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Which skills are you looking 
for your team members to 
improve in 2022?

They are empathy, listening and courage.  
They are the same as ten years ago.  

People in my team expects to become a future leader.  

Of course, we assess training for skills and to stay current 
with technology and tools. However, they can learn them 
everywhere. I have the responsibility to help them find 
their way to be a responsible and attentive future leader.  

They need to understand people feeling and be ready to 
support and help.  

Every person is different, and we can't approach every 
colleague in the same way.  

Then, listening. Listen to understand and not to reply. If 
we understand, then we can find a solution. If we pretend 
to understand, we never find the right solution.  

I already spoke about courage. Leaders inspire people 
and make them aspire to grow. 

Q3

Nick Bottai
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Question 4: What three skills are you 
going to personally improve in 2022? 
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What three skills are 
you going to personally 
improve in 2022? 

1. Relationships 
  
2. Localisation  

3. Risk taking (more of)

Q4

John Oberlin-Harris
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What three skills are 
you going to personally 
improve in 2022? 

1. Formal study in sustainability and circularity 
so that I can continue to develop authentic 
messaging and understand in depth the impact 
our business is having on the environment. 
 

2. Visual storytelling - working within 
photography, I’m inspired to continue my 
personal development as a photographer. 
 

3. Deep dive into digital experiences - 
understanding what adds value to our 
audience and how we can bring that to life. 

Q4

Sophie Collins
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What three skills are 
you going to personally 
improve in 2022? 

You may have read my happiness quote earlier, 
but I’ve got another one I live by.  If you can 
only work on three skills to get better in 2022, 
make sure it’s: Communicate, Communicate, 
Communicate.  

Communication is different for every single 
person at every level of an organisation, it 
changes daily, hourly..  It’s ever evolving (and 
to make it even more complex, it’s also about 
listening).   

If you can focus and work on this every single 
day, you’ll be a better leader.  
A better person.

Q4

Paul Lewis
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What three skills are 
you going to personally 
improve in 2022? 

1. Multi-layered stakeholder 
influence 

2.Presentation and 
explanation of customer 
data / analytics in easy to 
understand form for wider 
business engagement 

3. Presentation skills - focus on 
impact / less is more 
approach

Q4

Lorna Perrin
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What three skills are 
you going to personally 
improve in 2022? 

The 3 skills that I am personally going to 
improve in 2022 are:  

1. My digital expertise  

2. The best use of marketing automation 
without losing the human/ personal 
experience and  

3. Continue to be my authentic-self whilst 
finding new audiences to learn from and 
engage with

Q4

Charlotte Rush
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What three skills are 
you going to personally 
improve in 2022? 

1. Listening more  

2. Wearing my heart on my 
sleeve less  

3. Copywriting.

Q4

Harry Lang
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What three skills are 
you going to personally 
improve in 2022? 

1. Working with a lot of early-stage businesses, part of my 
remit has to be educational - to build an understanding 
among founders of what good marketing looks like; that it 
has a long term focus as well as short term gains, that 
marketing should be core to a business’ understanding of 
the customer, that a marketing voice in the product 
development process adds incredible value, saving time and 
money in the longer term. So my goal is to be able to 
communicate the value of marketing with clarity. After all, if 
Stephen Hawking can explain the mysteries of the universe 
in clear language, what business have we marketers got 
talking about people and their buying habits as if it’s more 
complex than the history of time! 
  
2. I’m also looking to gain a deeper knowledge of research 
tactics. Research is a stage of marketing planning that is 
often out of the scope of startups, but even a few key 
customer interviews can give such a depth of insight, 
informing and adding value to everything from product 
development, to brand positioning, to creative briefing.  
  
3. The third one isn’t a skill, it’s a necessity. I’m going to learn 
how to switch off, so that I can be a better friend, partner, 
and colleague. It might be a cliche that you are completely 
replaceable at work, and irreplaceable at home, but it’s true.  

Q4

Jess Hall
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What three skills are 
you going to personally 
improve in 2022? 

1. I’m thinking of "refreshing" my coaching 
skills. I took the certificate 5 years ago, and it's 
time to join a course and practice it again.  

2. Then my English skills.  
I want to improve my pronunciation and 
vocabulary.  

Even if I read a couple of books a month, one 
fictional and one marketing related, I feel I still 
need to improve.  

3. Last but not least, marketing & branding. I 
like to attend and understand why and how 
other leaders think and find new solutions. 

Q4

Nick Bottai
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Question 5: Which channel(s) do you expect to 
explode in popularity and must be used in 2022?

The Marketing Leaders Guide To 2022



Which channel(s) do you 
expect to explode in popularity 
and must be used in 2022?

Not sure any will "explode", necessarily.  

I'd imaging OOH will become more viable 
as folks begin travelling again and anything 
centred on a mobile will be growing fast.  

Facebook and Google etc. all will clearly 
still be there with each seeking to control 
more of the data under the cover of 
"privacy" concerns.  

Influencers will likely continue to be a thing, 
but personally I struggle to see the value for 
all but the top brands.

Q5

John Oberlin-Harris
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Which channel(s) do you 
expect to explode in popularity 
and must be used in 2022?

I’m not sure anything will 
“explode” in 2022. After the 
restrictions of the pandemic, I 
think there’ll be a period of 
normal service resuming.  

However, after so many months 
of purely digital experiences, I 
think in-person channels will 
feature heavily on plans: OOH/
DOOH, events and experiential 
etc

Q5

Sophie Collins
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Which channel(s) do you 
expect to explode in popularity 
and must be used in 2022?

I remember where every year was meant to be 
the year of mobile.  The year of the app.   
Did we every achieve this?  Some might say yes, 
but I still believe APP marketing is in its infancy 
and represents a growing opportunity for 
brands to engage their customers in new ways.   

Emails not dead, but wouldn’t you also want to 
be able to take advantage of push messaging 
on top of other comms channels you have in 
place?   

Having your shop window in a customer’s 
pocket? With 5G rolling out, mobile phones are 
better than ever. Adoption of technology like 
this represents a huge opportunity to make 
APP’s the doorway to your brand – and gives 
you the ability to do more than traditional 
desktop sites have allowed. 
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Which channel(s) do you 
expect to explode in popularity 
and must be used in 2022?

Continued growth in social 
commerce - further growth in 
dynamic and personalised 
content
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Which channel(s) do you 
expect to explode in popularity 
and must be used in 2022?

The channels that I expect to explode in popularity in 
2022 are those that make things easier for people.  

We’re all time poor now and with so many ways of 
interacting with your customers, it will be the tools 
that allow you to do that in the quickest and most 
effective way that I personally think will have the 
edge.  

I also think that we have to be careful not to lose our 
sense of customer experience. My background in the 
main has been in recruitment marketing. The 
difference between an average recruiter and a great 
one is how they personally interact with the customers 
and use tools to better approach the customer 
journey.  

I think in so many industries nowadays we’ve lost the 
sense of customer service and everything has become 
very transactional. Those brands that keep the high 
levels of customer service will ultimately in my opinion 
be the winners. Those that act upon feedback and 
insight. 
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Which channel(s) do you 
expect to explode in popularity 
and must be used in 2022?

I always default to SEO but will 
extend that to content marketing.  

Great for brand, great for SEO, 
great for engagement and can be 
deployed across multiple 
channels, thus squeezing more 
value from a singular execution 
spend.  

Plus fun, entertaining content 
always works better, which 
makes it more enjoyable to 
create
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Which channel(s) do you 
expect to explode in popularity 
and must be used in 2022?

I think we only have to look at the hype cycle 
that was Clubhouse to see that 'explode in 
popularity' and 'must be used' can be two 
very different things, and that popularity 
amongst marketers can be an unhelpful 
bubble.    
  
Having said that, I’m expecting to see a 
resurgence of channels like out of home 
media, as brands try to get ahead of the 
return to 'normal' life and begin to rediscover 
the power of an integrated marketing mix. 
Similarly, there’s a growing awareness of the 
value of longer term brand building in 
supporting commercial objectives, so I hope 
that we will see marketers being brave 
enough to plan longer term brand activities 
that may not be measurable within short 
term reporting timeframes. 
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Which channel(s) do you 
expect to explode in popularity 
and must be used in 2022?

Social Media It's not a new channel, but it's still 
underrated. 

TikTok is still growing and, in my opinion, has one 
of the best algorithms to engage with people. It 
targets everyone, and I think every brand should 
be there. 
I'd like to investigate Snapchat. I heard it 
developed new features, and after a stop in the 
growth in 2020, it started again to increase its 
profit and user base. 

Of course, I assume every brand has an account 
open and running in every channel: Facebook, 
Twitter, Instagram, YouTube. 

The word metaverse circulates a lot, and it's not a 
secret Facebook is investing a lot of resources in 
it. I think the future deserves surprises for all of 
us. 
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Question 6: Which brands really 
impressed you in 2021 and why? 
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Which brands really 
impressed you in 2021 
and why? 

Tesco have done really well I 
think.  

Not flashy, not shouty, just 
linked to a core message that 
cuts through the organisation 
and focuses on the customer.
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Which brands really 
impressed you in 2021 
and why? 

I think the sustainable fashion 
movement is really picking up 
pace and I’m impressed by 
brands like ThredUp, Rent the 
runway and allbirds - 
communicating their purpose 
at scale and all IPOing this 
year.  

That’s genuine sustainable 
business when you can address 
people, profit and planet
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Which brands really 
impressed you in 2021 
and why? 

Any and ALL food delivery companies.   
Gousto, Mindful Chef, my favourite two.  
How they were able to jump on the pandemic 
curve and scale operations to hit demand was 
just great to see.   
To date, I’m still seeing a lot of sticky customers 
as well with good retention rates – down to 
great products, services and delivering on the 
customer promises they’ve made. 

Notonthehighstreet.com – I kinda have to say 
this right?  NOTHS helped support over 5,000 
small British businesses during the pandemic, 
helped them continue to be able to work, to 
thrive, and through data, helped them jump pon 
trends for new products that were bought 
across the UK (like thank you NHS flags and 
face masks).  
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Which brands really 
impressed you in 2021 
and why? 

Black Lives Matter - for maintaining 
momentum post protests.  
Changing the business agenda 
towards diversity and inclusivity and 
putting it on business roadmaps for 
2021/22  - as opposed to their 'will 
get round to to do lists' it was on 
before - and for understanding the 
power of the internet and influencers! 

Lego - for staying true to their brand 
and understanding the value of 
synergistic and well executed 
partnerships 
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Which brands really 
impressed you in 2021 
and why? 

The brands that really impressed me in 
2021 were those that thought outside of 
the box and were creative with their 
offering.  
Those that didn’t take advantage of the 
pandemic and put their prices up but 
lowered their service levels.  

For me it’s all of the small businesses that 
have popped up during the pandemic that 
have seen a gap, that offer something of 
added value that stand out for me than 
any of the mainstream brands.  

Those that have treated customers as 
human beings and not records in a 
database.
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Which brands really 
impressed you in 2021 
and why? 

Tesla  
Just breaking all kinds of rules in the motor 
industry and profiting a sa result. That's some 
weapons grade disruption of an otherwise staid 
sectore right there.  

Aldi  
Driving a value proposition with a sense of humour. 
Lovely.  

Majestic Wine 
The fourth emergency service in lockdown.  

Fara Charity Shops  
Probably saved us a few grand in baby clothes and 
an all round well run organisation.  

Stint.co  
The short shift staffing platform. Doing all kinds of 
great things to benefit both students and the 
hospitality sector and growing appropriately fast 
as a result. 
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Which brands really 
impressed you in 2021 
and why? 

I’ve been most impressed by the creativity of 
smaller businesses who had to really hustle to 
make it through the pandemic, but who managed 
to do so in a way that deepened their relationships 
with their consumers in a way that felt authentic 
and as simple as being able to make a Dishoom 
Bacon Naan at home.  
  
I’ve also been inspired by the growth of startups 
focused around women’s health, who are opening 
up the conversation around everything from 
periods (such as Dame) to femtech brands tackling 
the menopause.  
  
And finally those few brands who make purpose a 
core part of their brand and do so with 
authenticity, not purpose washing. I’d hold Tony’s 
Chocolonely up as an exemplar here. Not only 
have they raised awareness about the prevalence 
of slavery in the chocolate supply chain, they’ve 
done so alongside fast growth, international 
expansion, and a pretty tasty product!
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Which brands really 
impressed you in 2021 
and why? 

I've been impressed by Cazoo. 
They revamped a market 
bringing innovative solutions, 
transforming the challenges of 
the pandemic into new ideas. 
They did very well and I'm 
curious to see how they will lead 
the brand in the post lockdown 
market. 

Asos is another great example of 
adaptability, managing the entire 
buying cycle, from awareness to 
delivery and returns excellently.
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Question 7: What are your three big 
Marketing predictions for 2022? 
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What are your three big 
Marketing predictions 
for 2022? 

1. Mobile will grow  

2. Google, Facebook, Apple et. 
al will all fight to control the 
data driving display with the 3rd 
party cookie debate continuing 
(sigh!)  
 
3. Finding good staff will remain 
challenging - especially in digital
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What are your three big 
Marketing predictions 
for 2022? 

1. All brands ramping up how they 
communicate their purpose and 
sustainability creds, resulting in 
lots of purpose-washing and 
green-washing.  
 
Consumers are savvy to it so 
prediction  

2. Brands being called out for it.  

3. Growth in innovative 
sustainable businesses challenges 
more established brands
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What are your three big 
Marketing predictions 
for 2022? 

1. “Metaverse” will become an 
overused word in the 
marketing world that no one 
fully understands 

2. A number of brands will get 
into serious financial trouble 
after doubling down chasing 
inflated post-pandemic 
growth that’s unsustainable 

3. The great Cookie debate will 
continue to rage on causing 
fundamental shifts in how 
we market.
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What are your three big 
Marketing predictions 
for 2022? 

1. Use of predictive AI will continue to 
grow at pace and become an 
increasingly important part of 
performance marketing plans and 
spends 

2. Partnership marketing and the value 
(if right) they add to brands and 
revenue contribution will increase in 
importance in the marketing mix  

3. Customer acquisition / lead gen and 
customer retention / loyalty teams/
sub functions will blend into 
customer journey teams - linking 
them into a single marketing 
function, rather than operating in 
sillo's
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What are your three big 
Marketing predictions 
for 2022? 

I believe that there will be an abundance of 
marketing roles become available in 2022.  

We’re already starting to see the 
investment as we come out of the 
pandemic.  

I have several clients that have been in 
business for over 15 years and have never 
really invested in a marketing strategy up 
until now, but are seeing the value of 
marketing and the need to invest in it.  

My clients are predominantly in workforce 
solutions/ recruitment and I can see the 
shift in them investing in technology to 
make processes more streamlined and 
their data more accessible.
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What are your three big 
Marketing predictions 
for 2022? 

A.I. blah blah mobile blah drone 
taxis blah  

- I'd think in this age of purpose 
and social responsibility we're 
overdue a social network or 
video platform that has some 
element of 'good' or 
environmental upside at its 
heart. 
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What are your three big 
Marketing predictions 
for 2022? 

We will see the impact of those who 'held the wheel' 
during the pandemic, especially if they were able to 
keep both long and short term activity going. Brands 
that were able to keep brand marketing active during 
the pandemic will reap the benefits in 2022.  

Those that chose, (or were forced by necessity), to 
turn the 'brand' lights off to cut costs will notice a 
drop in short term performance. If they aren't familiar 
with 'The Long and the Short of it' by Binet and Field, 
this may seem unexplained.  
  
People will talk a lot about the metaverse and some 
of it will be nonsense. This is genuinely an exciting 
area, and I'm lucky enough to be working with both 
B2B and B2C brands in this field. But anyone familiar 
with the AI winter, or the history of VR knows that 
there is a danger of disappointment following early 
hype. For those of us working with brands who are 
early into the space there's a responsibility to balance 
being grounded in the here and now, while also 
spotlighting and building excitement for what may be 
coming down the line. 
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What are your three big 
Marketing predictions 
for 2022? 

I wish I could answer. 
Or probably not. If I have the answer, it is worth a lot. 
Let me use my fantasy. 

Facebook, Amazon, Apple, Netflix, Google (the famous 
FAANG), and Microsoft are the top companies in the world. 
All of them have a huge amount of data to not only 
understand the customer behaviour but to manipulate it 
(we are all adults, and we know it happens, right?!).  

If they decide to merge, cooperate, what kind of entity or 
government could stop them? I know we have laws but... 
More realistically (I hope): 

1) I expect to see marketing gaining more weight in 
companies, both in numbers and in importance.  

2) Privacy will become more important, and marketers 
should learn (at least the new marketers) to rely more on 
their instinct and less on numbers. 

3) I look with a particular interest in gaming and VR. These 
2 industries will start to offer solutions and innovations to 
the other businesses, improving the CX and UX. 
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Question 8: How would you recommend Marketing 
leaders keep their company up to date with 

important industry shifts and performance changes? 
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How would you recommend Marketing 
leaders keep their company up to date 
with important industry shifts and 
performance changes? 

Never stop talking about them.   

It shouldn't be in a quarterly 
update,  
or at the end of a slide show,  
it should be bread and butter.  

Insight is a core function of the 
marketing team IMHO. 
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How would you recommend Marketing 
leaders keep their company up to date 
with important industry shifts and 
performance changes? 

Critically, make time to stay up to date on 
industry shifts yourself. If you are, sharing that 
internally can take any form whether it’s brown 
bag lunches, emails, corridor conversations.  

Internal Comms dependents heavily on the 
company size and culture. 

Communicating performance changes is a bit 
different.  

Marketing success is dependent on everyone 
across the business delivering a part of the 
product or service, so I think successful 
performance comes from being democratic 
with data and shared responsibility of KPIs. 
Dashboards help, as does having solid reasons 
for any changes you’re seeing!
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How would you recommend Marketing 
leaders keep their company up to date 
with important industry shifts and 
performance changes? 

With the world opening back up, albeit 
slowly and with some uncertainty, take 
advantage of networking 
opportunities (face to face or virtual) 
to continue learning outside of your 
immediate circle of friends/colleagues.   

You’ll be amazed at the wealth of 
learnings out there since we’ve been 
forced into fundamental changes in 
businesses and the way we work. 
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How would you recommend Marketing 
leaders keep their company up to date 
with important industry shifts and 
performance changes? 

Read, network and learn - there is so much 
valuable content, experiences, people with 
knowledge out there to garner and learn from 
peers, businesses and  brands that are getting it 
right (and wrong), new services, new ideas, new 
ways of presenting information.  

Stay close to your agencies and use them to keep 
you and your teams fully abreast of sector and 
performance updates, shifts, changes etc - built-in 
it into your agencies retainers if you need to, but 
get access leaders and experts in the areas you 
need to be fully up to date with 

Relevant conferences can be helpful but you have 
to have time to attend and be present to get the 
real value and sadly most senior marketing jobs 
are so pressured now that you're only even 'half in 
the room' and half at work 
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How would you recommend Marketing 
leaders keep their company up to date 
with important industry shifts and 
performance changes? 

I’ve personally seen the shift in community 
engagement. During the past year, I’ve been 
asked to join peer WhatsApp groups and 
Facebook Communities. 

Both of these I was sceptical of joining to begin 
with, but the information that comes out of 
them is invaluable. I definitely think it’s a lot of 
‘who you know/ who you can learn from’.  

I’ve had the privilege of becoming connected 
to peers that I could only have dreamt of this 
time last year and in the networks that I belong 
to everyone wants the best for each other.  

It is these networks that I believe will be a 
great source of industry information and are 
well worth tapping into.
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How would you recommend Marketing 
leaders keep their company up to date 
with important industry shifts and 
performance changes? 

Read my book 'Brands, 
Bandwagons & 
Bullshit' (www.marketingbook.c
o.uk, insomnia sufferers) plus 
Danny's 'Must Reads' obvs.
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How would you recommend Marketing 
leaders keep their company up to date 
with important industry shifts and 
performance changes? 

I think I already mentioned it. Hire people from 
different industries. We need to learn from history. 
And If you look at it, we know that big companies 
failed because they didn't adapt. They preferred to 
act as they always did.   

Assuming every market leader studied these case 
studies, how can he/she doesn't practise what he/
she knows? 

Bring diversity into your teams! 

Bring new cultures, new points of view, new 
expertise. 

Skills can be learned, and to adapt from one industry 
to another is not difficult. 

It's harder to find innovative solutions acting in the 
same way with the same mindset. 
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Question 9: How would you recommend Marketing 
leaders keep their company up to date with 

important industry shifts and performance changes? 
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What is your best piece of 
advice for Marketing Leaders 
managing their fellow 
management team members?  

Collaborate  
 
They have other perspectives 
you may not.  

Especially operational and 
commercial teams.
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What is your best piece of 
advice for Marketing Leaders 
managing their fellow 
management team members?  

Over communicate.
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What is your best piece of 
advice for Marketing Leaders 
managing their fellow 
management team members?  

Well, apart from finding out what 
makes your team members happy, 
and working on communication… 

Give you team something to look 
forward to. 

Give them something to look up to. 

And help them feel comfortable with 
feeling uncomfortable. 
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What is your best piece of 
advice for Marketing Leaders 
managing their fellow 
management team members?  

Be empathetic and supportive 
of differences and peoples 
unique challenges - take the 
time to really listen to the team 
and ensure they do with each 
other - so much good stuff is 
missed in the businesses of 
business that the most helpful 
feedback and best ideas get 
lost! 
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What is your best piece of 
advice for Marketing Leaders 
managing their fellow 
management team members?  

I can’t personally stress strongly enough the 
importance in the use of data to showcase the 
value of marketing.  

Working in recruitment marketing for the 
majority of my career, I have worked very hard 
to influence my fellow management team that 
marketing encompasses the full customer 
journey and how every touch point in 
intrinsically linked.  

I never like to define my roles now as purely 
marketing as I think there is such a fine line 
between marketing at a senior level and 
operations.
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What is your best piece of 
advice for Marketing Leaders 
managing their fellow 
management team members?  

Be empathetic - life's been 
tough, people have stresses 
outside work too and a happier 
team will perform better 
through collaboration. 
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What is your best piece of 
advice for Marketing Leaders 
managing their fellow 
management team members?  

Keep a focus on delivering what matters most 
to the business. Vanity metrics are great for 
everyone's egos, and may occasionally serve a 
limited purpose, but build a reputation for 
marketing as a core strategic voice.  
  
Propose marketing goals that are so closely 
aligned to organisational and business goals 
that your team are rightly seen to be operating 
within what Thomas Barta calls the value 
creation zone.  
  
Assume best intentions, and over communicate. 
Lazy vanity metric driven marketing is 
everywhere, and your management team may 
not have experienced a marketing function that 
goes beyond short term tactical promotions. 
Take the opportunity to change that mindset.  
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What is your best piece of 
advice for Marketing Leaders 
managing their fellow 
management team members?  

Share! 
We have so much to share with young 
marketers.  

Teach them how to be great leaders by sharing 
the credits and taking the responsibilities.  

Show them how listening and understanding 
can make a difference. 
Inspire and guide.  

Let the team members make decisions, and 
even if we know they are not the right 
decisions, let them be.  

They need to learn how to face failure. In the 
end, we are always there to support and correct 
the route. 
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Question 10: How would you recommend Marketing 
leaders keep their company up to date with 

important industry shifts and performance changes? 
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Do you have two pieces of 
advice that will help Marketing 
leaders to thrive in 2022? 

1. Be adaptable 
  

2. Be bold. 
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Do you have two pieces of 
advice that will help Marketing 
leaders to thrive in 2022? 

Your time is precious. Marketing 
teams are stretched and marketing 
plans are complex, there will 
always be a million meetings and 
other demands on your time.  
But you will deliver the most value 
by having time to read, think, 
ideate, chat, network. 

Study something - staying curious 
can never be a bad thing, and the 
rigour of study can really drive new 
directions for your thinking. 
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Do you have two pieces of 
advice that will help Marketing 
leaders to thrive in 2022? 

Embrace change, it’s happening 
faster than ever. 

Help people fail faster so that 
you can learn faster.  Visit old 
tests, old channels, old 
hypotheses and test them all 
again (and again 3 months later). 
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Do you have two pieces of 
advice that will help Marketing 
leaders to thrive in 2022? 

Allow and MAKE time for you and the 
team to be creative - it's so hard but SO 
important to ensure your marketing 
campaigns and initiatives stay fresh, 
innovative and better than your 
competitors - also give yourself time to 
review previous campaigns:   
- analyse what worked,  
- what didn't,  
and  
- what could be done better / to improve it 
next time etc..  

And apply learnings always.. ensuring the 
whole team is part of this journey and 
commitment. 
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Do you have two pieces of 
advice that will help Marketing 
leaders to thrive in 2022? 

I think my biggest piece of 
advice that I can give marketing 
leaders is to know your worth.  

Sitting on the ‘other side of the 
fence’ now so to speak in 
running my own consultancy, 
my clients come to me for my 
experience and knowledge and 
I truly believe that I do and can 
add value and a bottom-line 
benefit. 
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Do you have two pieces of 
advice that will help Marketing 
leaders to thrive in 2022? 

Here's a brain dump from the 
epilogue of my book:-  

"Try to do work you enjoy, 
educate yourself whenever 
possible, aim high, work hard, 
listen, ask questions, have fun, 
be nice to people and make the 
creative and media industries a 
force for good, not evil". 
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Do you have two pieces of 
advice that will help Marketing 
leaders to thrive in 2022? 

Superficially much has changed 
during the pandemic, but even 
more remains unchanged - human 
motivations and marketing 
fundamentals being two of these.  
So ride the wave of shiny new 
tactics, and short term 
behavioural shifts, but keep your 
strategy rudder steady.   

You are not the customer.  
Learn from those who are.  
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Do you have two pieces of 
advice that will help Marketing 
leaders to thrive in 2022? 

Be open to changes and 
embrace them as new 
opportunities. 

Share and ask with other 
marketing leaders, we can 
benefit from each other 
expertise.  

And enjoy your job and your 
responsibilities. 
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Thanks for reading The Marketing Leaders Guide to 
2022.  
Have an opinion? Or want to discuss 2022,  
Get in touch with me or the Marketing Leaders below:

John Oberlin-Harris https://www.linkedin.com/in/john-oberlin-harris-11939620/
Sophie Collins https://www.linkedin.com/in/sophiecollins
Paul Lewis https://www.linkedin.com/in/pglewis/
Lorna Perrin https://www.linkedin.com/in/lorna-p-0513273/
Charlotte Rush https://www.linkedin.com/in/charlotte-rush-marketing/
Harry Lang https://www.linkedin.com/in/mrharrylang/
Jess Hall https://www.linkedin.com/in/jhjessicahall/
Nick Bottai https://www.linkedin.com/in/nicolabottai/
Danny Denhard https://www.linkedin.com/in/dannydenhard
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Danny Denhard is a Marketing and 
Growth Coach.  

Danny has led teams across 
Marketing, Growth and Product and  
has worked across multiple 
disciplines.  

Danny spent the majority of his career 
working with marketplaces and 
helping to develop challenger brands 
challenging incumbents.   

➡ Connect with Me on Linkedin  

Danny Denhard  
- CMO / CGO & Coach

https://www.linkedin.com/in/dannydenhard


What was your biggest 
Marketing lesson from 2021?  

It is harder than ever before to 
gain a cut though for new 
products and services. Even 
with the most loyal fans, best 
customers and the best 
campaigns.  

It has never been so easy to 
build a product, to provide a 
service but never as hard to 
promote and build intent for 
these. 
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What are the most important 
skills to have for Marketing 
leaders to succeed in 2022? 

Patience – many Marketing campaigns will need confidence and snipper like 
precision to deliver successful campaigns. In 2021 many companies forced 
seasonal events early and created confusion with their customers, being 
patient and trusting your strategy will be the difference between many 
companies in 2022. Being patient and having patience internally and 
externally will go a long way.  

Curiosity – with so many channels and formats available, Marketing Leaders 
need to be able to stay curious and not dismiss opportunities because of 
their age (“I’m too old for this” is used too commonly) or their personal bias 
for or against Marketing shifts. 
You don’t have to be the expert across every channel and every trend and 
shift however you do need to stay curious and understand how the cogs 
work to help colleagues (and execs) understand the shifts, empower your 
team and keep confidence and energy high when performance may wavier 
across the year.  

Organisational Design – For years Marketing leads have wrestled with how 
to build their Departments, many building teams based on the lack of skills 
and the requirement to shift channels.  

We have seen many opting to hire teams full of specialists vs hiring 
generalists, often solving an internal pain point or a skill gap versus 
answering customer problems and being able to be smart and plan for the 
long term.  

Coaching – Coaching is a skill so many leaders will need to develop, deploy 
and look to hire for to help their teams to develop. In fast-paced 
environments and verticals, coaching is often lost and many rely on self-
development, smart Marketing Leaders will win by developing the skills 
across their people and their teams and knowing when to bring in external 
coaches. 

In 2022 we are going to see many professionals looking to maximise their 
time, especially in the pending hybrid workplace. 
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Which skills are you looking 
for your team members to 
improve in 2022?

Generally, across the Marketing 
Departments, there are a few shifts for 
teams to improve, the majority are looking 
to develop their creative skills and rely less 
on cross-functional reliance on resources 
like design and some lighter weight tech.  

With the big shift towards audio and video, 
there will be requirements for teams to 
have trusted partners or learn the skills 
internally to service the increasing demand 
to create richer media. The reliance and 
disappointment with agencies appear to be 
at an all-time high with many Marketing 
and Growth teams going to have to build in 
house agencies or have an external set of 
freelancers who can spin up quickly. 
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What three skills are 
you going to personally 
improve in 2022? 

1. Video and being comfortable on video.  
We are about to see another rise in video and 
the demand to be on camera and be on live 
interviews is going to increase.  

2. Mindfulness  
No one is prepared for the always-on world we 
live in. Being able to be mindful and 
understanding yourself and your triggers is a 
skill we could all learn.  

3. Memes  
Being able to understand, develop and reverse 
understand memes and the meme-ification of 
products, news items and agenda’s. Meme’s 
gain more cut through and long term cut 
through than many appreciate. 
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Which channel(s) do you 
expect to explode in popularity 
and must be used in 2022?

Impact Video – I believe short to mid-length videos are 
going to continue to grow, the 15-180 second time is 
vitally important for attention and buy-in across the 
Marketing funnel therefore video and shoppable video 
will become a trend many won’t be able to ignore.  

Experimental – there is a continuing shift in 
consumers demanding experiences and wanting 
something to connect to, which is going to be a big 
area of evolution and one I am excited to see moving 
forward. 
Hybrid is going to be a factor many may ignore here 
and connecting IRL and people wanting to co-
experience this while at home is going to be 
something many have to offer.   

Traditional – Tracking impact and being able to target 
and track is changing, traditional marketing channels 
always have had a place in the Marketing mix, I 
believe there will be a move towards more traditional 
methods of Marketing, less reliance on big digital 
campaigns.  
Even today C-Suite members still brag about TV ads…
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Which brands really 
impressed you in 2021 
and why? 

I believe the art world’s move towards understanding how 
the digital ecosystem’s like NFT’s has been hugely 
impressive. Artists like Damien Hirst has really combined 
the physical and the digital together and attempted to 
make NFT’s more accessible. 
Remember the Drake cover and the brand’s scrambling to 
leverage the big cultural moment, this was driven by art.  
We are likely to see this shift in Music and some gaming 
too.  

TikTok’s ability to be the product you do not have to 
download to enjoy is a brilliant move and the way they 
have created a product that is driven by the entertainment 
graph rather than just follower and friends graph has 
created an ecosystem that helps their UGC spread on and 
off-platform and created a marketing machine that 
markets the entertaining, the weird and the educational 
videos alongside each other almost effortlessly.   

TikTok doesn’t now require huge advertising spending, 
however, TikTok’s deliberate decisions of sponsoring some 
of the largest sporting events and entertainment events 
have cemented their position in culture and added trust to 
older users who were likely more sceptical of the app.  
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What are your three big 
Marketing predictions 
for 2022? 

One to few vs one to all  
Shift to owning your own destiny and having more direct relationships with 
your customers. Channels and platforms are cutting reach to all-time lows, 
we have seen companies build relationships across more personal inboxes 
like email and SMS, smart brands will be thinking about personal messaging 
and canonical inboxes. Messaging and Retention specialists are going to be 
incredibly valuable here.  

Going smaller to grow bigger  
Marketing has been one-to-many or one-to-everyone for many years, 
Marketing typically worked by going after the biggest segment of potential 
customers and trying to attract them, more recently many Marketers went for 
audiences based on their psychometrics and demographics and went to 
specific groups of customers.  

I believe many smart Marketing teams will go smaller and build direct 
relationships with fewer customers to really understand them and evolve 
their marketing efforts to grow. We have seen in recent times you do not 
need huge networks to grow, you just need the right nodes in the network to 
grow.   

Continued shift to Growth  
Growth is often misunderstood, Growth Marketing (Performance Marketing 
etc) is an area where some brands are rethinking their organisation design 
based on the outcomes and goals of the department. I predict many 
Marketing departments and companies will be building out Growth tribes/
smarms/SWOT teams to help bridge the gap between Product and Marketing 
teams and helping to be laser-focused on what parts of the business own 
which sections of the funnel and how to collaborate best. 

Marketing has never been under so much pressure to deliver and the way 
most smart departments deliver is to rethink internal and external problems 
and reshape their operations, which I know many businesses will have to 
redesign their business and hire smart and brilliant Growth professionals.  
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What are your three big 
Marketing predictions 
for 2022? Continued…

A bonus prediction:  
Many Marketing teams will either 
be consumed into a consumer or 
customer style department that is 
broader than just Marketing or 
Marketing will and should evolve to 
take on Customer Support and 
Customer Success departments to 
be closer to the customers and offer 
a truly connected service. 

Likewise, Community which will be 
a big term used in 2022 will be an 
imperative part of building out the 
next phase of Marketing 
Departments. 
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How would you recommend Marketing 
leaders keep their company up to date 
with important industry shifts and 
performance changes? 

Deliberate communication at the regular 
scheduling on a dedicated internal channel.  

Marketing Departments have the opportunity to 
keep their company updated by creating 
presentations, videos, audio and keeping their 
companies attention with creative updates and a 
way to show cross-functional successes, many 
others do not have this opportunity or chance.  

Any team that story tells well away from just 
numbers often gains the most buy-in and gains 
more respect. Know this and own this. 
A tip: Leverage the creativity and knowing what 
messaging and formats gain cut through, you will 
be surprised the impact it will have on other teams.  

FWIW: Marketing Departments have struggled to 
market as well or as much internally as externally 
and this has led to many Marketing leads 
struggling to keep respect and buy-in from other 
execs within their business. 
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What is your best piece of 
advice for Marketing Leaders 
managing their fellow 
management team members?  

Show the impact of your department’s work 
and be transparent through storytelling. 
Marketing is one of the only teams that have 
to show ROI, gain respect and cut through 
by showing what you are working on, 
knowing what is and is not working and 
taking your fellow execs on a short journey 
each time.   

Marketing is the only department that has to 
pull the future forward and bet big on their 
campaigns week after week, therefore show 
ways you are building awareness, 
developing the brand, gaining advocates 
and retaining customers through visuals and 
feedback alongside the numbers which the 
CEO, CFO and COO will be across every day. 
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Do you have two pieces of 
advice that will help Marketing 
leaders to thrive in 2022? 

Always be marketing, always be auditing (this is my motto) 
Market your team, your campaigns, your projects, it is the 
only way you will gain cut through especially when hybrid 
work becomes more common in 2022. Offer workshops 
for feedback sessions and to provide insights rather than 
inviting opinions from colleagues. Inspire by marketing 
and build confidence by auditing your products, services 
and campaigns, this enables you to build trust and 
understand how to proactively drive the company strategy 
forward. Proactive beats reactive almost every time.  

“Be prepared to be the glue”   
Many Marketing departments have to be truly cross-
functional and you will need to understand how the 
business is operating and where you are, often other 
departments missing their delivery dates or encountering 
tech challenges creates a blame culture, understand how 
you can act as the glue, keep the company updates and be 
prepared to offer solutions to help to move the company 
or launch forward. Reduce spending hours defending your 
own department and spend more time ensuring cross-
functional work moves forward and bringing your 
colleagues together will lead to better results.

Q10

Danny Denhard

The Marketing Leaders Guide 2022


