





































































































































































































	Background
	Slide 1
	ï¿½ï¿½�S�l�i�d�e� �2�:� �T�o� �U�n�d�e�r�s�t�a�n�d� �t�h�e� �E�v�o�l�v�i�n�g� �L�a�n�d�s�c�a�p�e� � �a�n�d� �O�p�p�o�r�t�u�n�i�t�y� � �i�n� �B�2�B�,� �W�e� �S�u�r�v�e�y�e�d� � �B�2�B� �M�a�r�k�e�t�i�n�g� �L�e�a�d�e�r�s� � �i�n� �E�i�g�h�t� �C�o�u�n�t�r�i�e�s�.�ï¿½
	Slide 3
	ï¿½ï¿½�S�l�i�d�e� �4�:� �B�l�e�n�d�i�n�g� �O�l�d� �a�n�d� � �N�e�w� �T�a�c�t�i�c�s� �a�n�d� �T�e�c�h�n�i�q�u�e�s� �W�i�l�l� �H�e�l�p� �T�o�d�a�y ˇ�s� �M�a�r�k�e�t�e�r�s� � �B�u�i�l�d� �t�h�e�ï¿½�M�o�r�e�-�N�i�m�b�l�e� � �T�e�a�m� �o�f� �T�o�m�o�r�r�o�w
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	ï¿½ï¿½�S�l�i�d�e� �2�5�:� �L�e�t�'�s�ï¿½�c�o�n�t�i�n�u�e� �t�h�e�ï¿½�c�o�n�v�e�r�s�a�t�i�o�n�!

	Strategic Thinkers With Strong Business Acumen
	Slide 26
	Slide 27
	Slide 28
	ï¿½ï¿½�S�l�i�d�e� �2�9�:� �T�o�d�a�y�'�s� �L�e�a�d�e�r�s� �A�r�e� �O�p�t�i�m�i�s�t�i�c� �A�b�o�u�t�ï¿½�F�u�t�u�r�e� �B�u�d�g�e�t� �H�i�k�e�s� � � �D�e�s�p�i�t�e� �t�h�e� �h�a�r�d�s�h�i�p�s� �o�f� �2�0�2�3�,� �s�e�n�i�o�r� �m�a�r�k�e�t�e�r�s� �p�r�e�d�i�c�t�e�d�ï¿½� �l�a�s�t� �y�e�a�r�ï¿½�t�h�a�t� �t�h�e�i�r� �b�u�d�g�e�t�s� �w�o�u�l�d�ï¿½�g�r�o�w�.�ï¿½�T�h�e�i�r� �b�u�l�l�i�s�h�n�e�s�s� � �w�a�s� �o�n� �t�a�r�g�e�t�ï¿½�a�s� �6�8�%� �o�f� �r�e�s�p�o�n�d�e�n�t�s� �r�e�p�o�r�t�e�d� �t�h�a�t� �t�h�e�i�r� �b�u�d�g�e�t� �d�i�d� 
	Slide 30: Today's Leaders Are Aligning Budgets  & Headcount
	ï¿½ï¿½�S�l�i�d�e� �3�1�:� �F�i�n�d�i�n�g� �N�e�w� �C�u�s�t�o�m�e�r�s� �I�s� �a�ï¿½�B�i�g�g�e�r� �B�u�d�g�e�t� �P�r�i�o�r�i�t�y� �T�h�a�n� �R�e�t�a�i�n�i�n�g� �C�u�s�t�o�m�e�r�s� �f�o�r�ï¿½�T�o�d�a�y�'�s�ï¿½�B�2�B�ï¿½�O�r�g�a�n�i�z�a�t�i�o�n�s
	Slide 32
	ï¿½ï¿½�S�l�i�d�e� �3�3�:� �G�r�o�w�i�n�g� �a�ï¿½�H�i�g�h�-�Q�u�a�l�i�t�y� �L�e�a�d� �P�i�p�e�l�i�n�e� �a�n�d� �I�m�p�l�e�m�e�n�t�i�n�g� �A�I� �T�e�c�h�n�o�l�o�g�y� �A�r�e� �B�o�t�h�ï¿½�T�o�p� �P�r�i�o�r�i�t�i�e�s� �a�s� �W�e�l�l� �a�s� �T�o�p� �C�h�a�l�l�e�n�g�e�s� �f�o�r� �B�2�B� �O�r�g�a�n�i�z�a�t�i�o�n�s� �i�n� �t�h�e� �N�e�x�t� �Y�e�a�r
	Slide 34: Marketers' Confidence Is Up,  Led by CMOs 

	Technology Trailblazers
	Slide 35
	Slide 36
	Slide 37
	ï¿½ï¿½�S�l�i�d�e� �3�8�:� �A�I� �A�d�o�p�t�i�o�n� �I�s� �a� �P�r�i�o�r�i�t�y� � �f�o�r� �T�o�d�a�y�'�s� �B�2�B� �M�a�r�k�e�t�e�r�s� �a�n�d� �T�h�e�i�r� �O�r�g�a�n�i�z�a�t�i�o�n�s� � � � �O�v�e�r�a�l�l�,� �2� �i�n� �3� �B�2�B� �r�e�s�p�o�n�d�e�n�t�s� �s�a�y� �t�h�e�y� �a�r�e� �u�s�i�n�g� �G�A�I� �a�p�p�l�i�c�a�t�i�o�n�s� �i�n� �t�h�e�i�r� �m�a�r�k�e�t�i�n�g� �e�f�f�o�r�t�s�,� �u�p�ï¿½�2�0�%� �f�r�o�m� �2�0�2�3�.�ï¿½�A�d�d�i�t�i�o�n�a�l�l�y�,� �3�5�%� �s�a�y� �A�I� �i�m�p�l�e�m�e�n�t�a�t�i�o�n� �i�s� �t�h�e�i�r� �b�i
	ï¿½ï¿½�S�l�i�d�e� �3�9�:� �S�k�i�l�l�s� �G�a�p� �H�i�n�d�e�r�i�n�g� � �A�I� �I�m�p�l�e�m�e�n�t�a�t�i�o�n�ï¿½� �C�u�r�r�e�n�t�l�y� � � �A� �l�i�t�t�l�e� �m�o�r�e� �t�h�a�n� �4� �i�n� �1�0� �(�4�3�%�)� �r�e�s�p�o�n�d�e�n�t�s� �r�e�p�o�r�t�ï¿½�i�n�s�u�f�f�i�c�i�e�n�t� �A�I� �s�k�i�l�l�s� �o�n� �s�t�a�f�f� �i�s� �t�h�e� �l�e�a�d�i�n�g� �c�h�a�l�l�e�n�g�e� �t�o� �A�I� �i�m�p�l�e�m�e�n�t�a�t�i�o�n�.�ï¿½� �W�h�e�n� �e�v�a�l�u�a�t�i�n�g� �t�h�e�i�r� �o�w�n� �k�n�o�w�l�e�d�g�e� � �o�f� �A�I�,�ï¿½�m�o�r�e� �t�h�a�n�ï¿½�1� �i�n� �4
	Slide 40
	Slide 41: Efficiency Gains the  Top Reason for Using AI
	Slide 42
	ï¿½ï¿½�S�l�i�d�e� �4�3�:� �P�r�i�v�a�c�y� �I�s� �a� �T�o�p� �C�o�n�c�e�r�n� �W�i�t�h� �A�I� �A�d�o�p�t�i�o�n�ï¿½�f�o�r�ï¿½�B�2�B� �C�o�m�p�a�n�i�e�s� �R�i�g�h�t� �N�o�w
	ï¿½ï¿½�S�l�i�d�e� �4�4�:� �A�I� �W�i�l�l� �N�o�t� �T�a�k�e� �Y�o�u�r� �J�o�b�,� � �B�u�t� �S�o�m�e�o�n�e� �W�h�o� �K�n�o�w�s� � �H�o�w� �t�o� �U�s�e� �I�t� �M�i�g�h�t� � �O�n�e� �o�f� �t�h�e� �b�i�g� �f�e�a�r�s� �o�f� �A�I� �a�d�o�p�t�i�o�n� �i�s� �t�h�e� �e�l�i�m�i�n�a�t�i�o�n� �o�f� �j�o�b�s�.� �T�h�o�u�g�h�ï¿½�t�h�e�s�e� �f�e�a�r�s� �p�e�r�s�i�s�t�,� �r�e�s�e�a�r�c�h� �s�h�o�w�s� �t�h�a�t� �h�u�m�a�n�s� �m�u�s�t� �r�e�m�a�i�n� �i�n� �t�h�e� �l�o�o�p�.�ï¿½� � � �A�c�c�o�r�d�i�n�g� �t�o� �r�e�s�p�o�n�d�e�n�t�s�,� 
	ï¿½ï¿½�S�l�i�d�e� �4�5�:� �A�R�/�V�R� �I�s� �t�h�e� �N�e�x�t� � �'�I�t�'� �T�e�c�h�n�o�l�o�g�y� � � � �T�h�o�u�g�h� �A�I� �m�a�y� �b�e�ï¿½�g�e�t�t�i�n�g� �a�l�l� �t�h�e� �a�t�t�e�n�t�i�o�n� �r�i�g�h�t� �n�o�w�,� �B�2�B� �m�a�r�k�e�t�e�r�s� �a�r�e� �e�m�b�r�a�c�i�n�g� �o�t�h�e�r� �t�e�c�h�n�o�l�o�g�y� �t�o�o�l�s� �t�o� �b�o�l�s�t�e�r� �t�h�e�i�r� �b�r�a�n�d� �p�o�s�i�t�i�o�n�i�n�g� �a�n�d� �e�n�g�a�g�e� �c�u�s�t�o�m�e�r�s�.�ï¿½�ï¿½� � �M�o�r�e� �t�h�a�n� �1� �i�n� �3� �(�3�5�%�)� �r�e�s�p�o�n�d�e�n�t�s� �a�r�e� �u�s�i

	Creative Vanguards
	Slide 46
	Slide 47
	Slide 48
	ï¿½ï¿½�S�l�i�d�e� �4�9�:� �M�a�r�k�e�t�i�n�g� �O�r�g�a�n�i�z�a�t�i�o�n�s� � �A�r�e� �N�o�w�ï¿½�I�n�c�r�e�a�s�i�n�g� �I�n�v�e�s�t�m�e�n�t� �i�n� �B�r�a�n�d� �B�u�i�l�d�i�n�g
	Slide 50: Today's B2B Marketers  Are Leveraging Tech for Better Brand Experiences
	Slide 51

	Innovative Content Strategists
	Slide 52
	Slide 53
	Slide 54
	ï¿½ï¿½�S�l�i�d�e� �5�5�:�  ˝�[�W�e�]� �i�n�v�e�s�t� �i�n� �c�o�n�t�e�n�t� �m�a�r�k�e�t�i�n�g� �a�c�t�i�v�i�t�i�e�s� �s�u�c�h� �a�s� �b�l�o�g� �p�o�s�t�s�,� �v�i�d�e�o�s� �a�n�d� �h�i�g�h�-�q�u�a�l�i�t�y� �i�n�f�o�g�r�a�p�h�i�c�s� �t�o� �e�n�g�a�g�e� �o�u�r� �t�a�r�g�e�t� �a�u�d�i�e�n�c�e�,� �e�s�t�a�b�l�i�s�h� �o�u�r� �e�x�p�e�r�t�i�s�e� �a�n�d� �i�n�c�r�e�a�s�e� �o�r�g�a�n�i�c� �t�r�a�f�f�i�c� �t�o� �o�u�r� �w�e�b�s�i�t�e�. ˛
	Slide 56: Today's B2B Marketers Are Going Back to Digital Basics
	Slide 57: B2B Marketing Leaders Are Embracing a Digital Future
	Slide 58: Visualization and Insights Lead the Way Among Today's Content Marketers
	Slide 59: Video Poised to Stay the Leading Content Type
	ï¿½ï¿½�S�l�i�d�e� �6�0�:�  ˝�I� �t�h�i�n�k� �i�m�p�r�o�v�e�m�e�n�t�s� �c�a�n� �b�e� �m�a�d�e� �i�n� �a�r�e�a�s� �s�u�c�h� �a�s� �s�o�c�i�a�l� �m�e�d�i�a� �m�a�r�k�e�t�i�n�g�,� �s�e�a�r�c�h� � �e�n�g�i�n�e� �o�p�t�i�m�i�z�a�t�i�o�n� �a�n�d� �e�m�a�i�l� �m�a�r�k�e�t�i�n�g� �t�o� �b�e�t�t�e�r� �i�n�t�e�r�a�c�t� � �w�i�t�h� �t�a�r�g�e�t� �a�u�d�i�e�n�c�e�s� �a�n�d� �e�n�h�a�n�c�e� �b�r�a�n�d� �a�w�a�r�e�n�e�s�s�. ˛
	Slide 61: Short-Form, Social Videos Produce Highest ROI

	Data Interpreters
	Slide 62
	Slide 63
	Slide 64
	Slide 65: Marketers Are Now Confident in Their Ability  to Measure Impact
	Slide 66
	ï¿½ï¿½�S�l�i�d�e� �6�7�:� �M�a�r�k�e�t�e�r�s� �A�r�e� �S�t�i�l�l� �F�a�c�i�n�g� �M�e�a�s�u�r�e�m�e�n�t� �C�h�a�l�l�e�n�g�e�s�,� �D�e�s�p�i�t�e� �S�e�c�u�r�i�n�g�ï¿½�t�h�e� �R�i�g�h�t� �T�o�o�l�s� �a�n�d� �T�e�c�h�n�o�l�o�g�y� � �A�l�m�o�s�t� �3� �i�n� �5� �(�5�9�%�)� �r�e�s�p�o�n�d�e�n�t�s� �s�a�y� �t�h�e�y� �h�a�v�e� �t�h�e� �r�i�g�h�t� �m�e�a�s�u�r�e�m�e�n�t� �t�o�o�l�s� �a�t� �t�h�e�i�r� �d�i�s�p�o�s�a�l� �t�o� �d�e�l�i�v�e�r� �w�h�a�t� �t�h�e�i�r� �m�a�n�a�g�e�r�s� �e�x�p�e�c�t�.�ï¿½� �A�d�d�i�t�i�o�n�a�l�l�y�,

	Continual Learners
	Slide 68
	Slide 69
	Slide 70
	Slide 71
	Slide 72: Marketing Leaders Are Investing in Their Teams Right Now
	Slide 73: Both Left- and Right-brained Thinking Is Critical for Today's B2B Marketer
	Slide 74: Data Analytics and AI Among Top Digital Skills Added to Profiles
	Slide 75: More Than A Third of B2B Marketers Say  They Value Skills  Over Education When Hiring New Talent.

	Collaborative Communicators
	Slide 76
	Slide 77
	Slide 78
	Slide 79: Communication  Skills Rise to the Top
	ï¿½ï¿½�S�l�i�d�e� �8�0�:� �M�o�r�e� �T�h�a�n�ï¿½�H�a�l�f� �o�f� �B�2�B� �M�a�r�k�e�t�e�r�s� �S�a�y� �T�h�e�y� �C�u�r�r�e�n�t�l�y� �H�a�v�e� � �S�o�m�e� �S�y�n�e�r�g�i�e�s� �W�i�t�h� �t�h�e� �S�a�l�e�s� � �a�n�d� �M�a�r�k�e�t�i�n�g� �D�e�p�a�r�t�m�e�n�t�s
	ï¿½ï¿½�S�l�i�d�e� �8�1�:� �M�o�s�t� �m�a�r�k�e�t�i�n�g� �l�e�a�d�e�r�s� �a�r�e� �a�l�i�g�n�e�d� �a�l�o�n�g�ï¿½�e�x�p�e�c�t�a�t�i�o�n�s� � �f�o�r� �g�r�o�w�t�h� �a�n�d� �r�e�s�t�r�u�c�t�u�r�i�n�g� � �i�n� �t�h�e� �n�e�x�t� �y�e�a�r�.
	Slide 82

	Visionary CMO
	Slide 83
	Slide 84
	Slide 85
	Slide 86: CMOs Are Building Relationships Across the Organization
	Slide 87: CMOs Are Gaining Importance and Facing Role Changes
	Slide 88
	Slide 89: Branding and Strategy Are Among the Top Skills Added to CMO Profiles  on LinkedIn in the Past Year. AI Is Among the Top Digital Skills to Be Added.
	Slide 90

	DEI
	Slide 91
	Slide 92
	Slide 93
	Slide 94: CMOs Prioritize DEI Investments
	Slide 95: DEI Investment Spread Across Initiatives  Among those who said their investment in DEI have increased, half report they have increased efforts on DEI recruitment/hiring.  Meanwhile, marketing leaders say they are  placing more emphasis on making
	ï¿½ï¿½�S�l�i�d�e� �9�6�:� �O�r�g�a�n�i�z�a�t�i�o�n�s� �M�a�k�i�n�g� �S�t�r�i�d�e�s� �o�n� �D�E�I� �E�f�f�o�r�t�s� � � �M�o�r�e�ï¿½�t�h�a�n� �3� �i�n� �4� �r�e�s�p�o�n�d�e�n�t�s� �s�a�y� �t�h�e�i�r� �o�r�g�a�n�i�z�a�t�i�o�n�s� �h�a�v�e� �b�e�e�n� �e�f�f�e�c�t�i�v�e� �i�n� �c�r�e�a�t�i�n�g� �a�n� �i�n�c�l�u�s�i�v�e� �c�u�l�t�u�r�e�.� � �G�e�n�d�e�r� �i�n�c�l�u�s�i�v�i�t�y� �i�s� �o�n�e� �o�f� �t�h�e� �m�o�s�t� �e�f�f�e�c�t�i�v�e� �D�E�I� �e�f�f�o�r�t�s� �a�m�o�n�g� �B�2�B� �m�a�r�k�e�t�i�n�g� �o�r�g�a�n�i�z�a�t�i�o
	Slide 97
	Slide 98
	Slide 99: Thank you


