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THE 
CMO VIEW of 2023
A PATH TO PROFITABLE GROWTH 

This report is part of a series of 
three pieces of work by 3THINKRS 
that explores the challenges facing 
B2B organisations. It is intended 
to support CMOs in their quest 
to drive profitable growth, build 
future-proof brands and adapt to 
changing conditions.

Finding profitable growth in 2023, will be a 
challenging task for every B2B organisation. 
It will mean navigating profound uncertainty 
and conflicting macroeconomic pressures. 
For marketing, sales, and PR teams, it will 
heighten the need to demonstrate the return 
on investment on every pound spent. 

This report summarises the top three 
takeaways from the most relevant marketing, 
sales and PR reports of the last year. 
These reports were published by analysts, 
consultancies, agencies, and tool vendors, 
and the content explores everything from 
the voice of the CEO, to the potential 
avenues for growth.

Ruth Jones 
Founder and CEO, 3THINKRS

3THINKRS explored the state of 
play in Marketing, Sales & PR  
through the lens of industry 
research and market analysis
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Manage 
everything, 
everywhere all 
at once 

Long-range strategic planning has become more complex 
amidst conflicting macroeconomic and geopolitical pressures. 
But, it has not taken a pause. That’s according to EY’s CEO 
Survey. It says deals continue to be planned amidst inflation, 
monetary policy changes and supply-chain concerns. Yet, 
corporate leaders are building for the future - even as they 
‘manage everything, everywhere, all at once’.

Acquisitions are being pursued by 52% of CEOs 
A third of CEOs are planning a divestment. 40% of CEOs say they are 
weighing a joint venture or strategic alliance, in addition to whatever 
mergers and acquisitions (M&A) or spin-offs they might consider.

Caution is now a virtue, rather than a penalty
Previously, companies that sat on the side-lines and did not pursue 
mergers and acquisitions were penalised by the market. Now, CEOs are 
being rewarded for making the smart bet, not just any bet.

Capital commitment remains robust
The majority expect improvement in revenue and profit growth and 
overall economic conditions. Meaning, 69% of CEOs are planning to 
increase their digital and technology investment over the next  
six months.

SOURCE
EY 2022, CEO survey: US execs are strategic, pragmatic and (still) pandemic-ready,  
11 October 2022
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Seize the 
opportunity, 
leapfrog 
competitors 

Don’t seize the day, seize the opportunity! That’s the sentiment 
from McKinsey’s Growth, Marketing & Sales Practice Report on 
the Future of B2B Sales. It explores how outperforming B2B 
companies are leapfrogging their competitors. And, why B2B 
sales teams are putting customers at the centre of each sale 
— by improving channels, technology, talent, incentives, and 
culture

Growth, Marketing & Sales Practice

Future of B2B sales: 
The big reframe
November 2022

Put the customer at the heart of growth 
Offering personalised customer experiences and value propositions 
will build loyalty and trust. This can be done with tailored content (and 
analytics) that emphasise solutions and expertise.

Break from the single channel mindset
Hybrid is the new standard. And, it offers powerful opportunities to 
connect with customers in ways that they want.  It’s also rewarding 
- a 5-10% B2B revenue lift can be realised from increased content 
relevance and engagement. 

Collaboration ‘pods’ contribute to growth
Marketing and sales teams should work on the same go-to-market 
strategy, to put an end to overlapping work, contradictory messaging, 
or confusing handoffs. 

SOURCE
McKinsey, Growth, Marketing & Sales Practice, Future of B2B sales: The big reframe,  
November 2022
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https://www.mckinsey.com/capabilities/growth-marketing-and-sales/how-we-help-clients
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03

Be more 
human, deliver 
the best sales 
experience 

The B2B buyer journey has transformed in recent years. B2B 
Sales now involve six to ten decision makers and four to five 
pieces of content on average. Understanding the wants and 
needs of prospects as they scroll your website, has never been 
more important. Contentsquare shares its findings of the B2B 
Digital Experience.

Don’t be fooled, desktop still dominates 
The B2B buyer journey often requires more time, research, and 
collaboration. Since this research is done during the workday, 78% of 
B2B traffic occurs on a desktop device. Don’t forget mobile though, 
22% of prospects who are browsing B2B software via mobile and 
expecting a seamless user journey there too.

Invest time, understand the journey
53% of B2B sessions came from new users in 2021. By reviewing 
your returning visitors’ journey and learning what they engage with 
most, you can optimise your site experience to guide new users in a 
successful direction.

Focus on speed, stop the bounce
Bounce probability increases by 32% between the first 1 and 3 
seconds, leaving little time to meet expectations. The average B2B load 
time is 1.55 seconds. And, prospects spend an average of 2 minutes 
and 51 seconds across 3 pages. 

SOURCE
Contentsquare, 2022 B2B Digital Experience Benchmark Report, 2022
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Re-prioritise 
resources, avoid 
marketing 
cognitive 
dissonance 

Marketing leaders must allocate their marketing budgets 
to focus on growth, according to Gartner. And, set a 
marketing strategy that re-prioritises channels, programmes, 
and resources to remain competitive and efficient. The 
combination of slowing growth and rising costs, creates a 
particularly challenging situation,  unseen in many markets  
for decades.

Marketing budgets were sub the 10% average
Budgets climbed from 6.4% of company revenue in 2021 to 9.5% 
in 2022 but did not reach the previous heights of 10%. Agency and 
services spend remained stubbornly static at 23.7%.

Agile marketing functions a must
The capability to deploy the right message through the right channel 
(be it online or offline) at the right time, requires an agile marketing 
function. And, the ability to flex plans when journeys inevitably change.

Near-term, in-house capability gaps
CEOs and CMOs agree on the need to focus on customer acquisition 
and retention while building and maintaining strong brands.  However, 
the majority (58%) of CMOs report that their teams lack the capabilities 
required to deliver their strategy.

SOURCE

Gartner, The State of Marketing Budget and Strategy 2022, May 2022
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https://www.gartner.co.uk/en
https://www.gartner.co.uk/en/marketing/research/annual-cmo-spend-survey-research
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Don’t feed 
the giant, 
document the 
strategy  

Content marketing took a more prominent role in the 
pandemic as the ability to meet face to face was lost. But, as 
content marketing’s importance grew, the Content Marketing 
Institute found a failure to be strategic. 60% of B2B Marketers 
didn’t have a documented strategy, so were in danger of 
feeding the giant with content for the sake of it – without clear 
alignment to the business’ strategic imperative. 

A Failure to Document the Strategy
Only 40% of marketers had a documented content marketing strategy. 
Without a strategy, too many content marketers are creating content 
for the sake of it - in many cases this would mean responding to ad hoc 
requests.

The Struggle to Align Content to their Buyer’s Journey
Creating content for the buyer’s journey and aligning efforts across 
sales and marketing were top concerns for marketers. Other issues 
included consistency with measurement and communication among 
teams/silos.

Hybrid Content Performance
Marketers said in-person events produced the best results for their 
content marketing in the last 12 months (48%). Virtual events came in a 
close second, followed by research reports.

SOURCE
Content Marketing Institute, B2B Content Marketing, July 2022
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https://contentmarketinginstitute.com/wp-content/uploads/2022/10/b2b-2023-research-final.pdf
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Be short, 
smart, sharp, 
in the creator 
economy

Influencer marketing is unlikely to stop trending for now. 
Marketers need a pulse on where their audiences are and how 
they are engaging. Especially, as the majority are multihoming 
on social media. HubSpot calls out content audits, templates, 
and short-form videos as must-haves in a marketing strategy. 
Alongside the need for flexibility. 2023 will no doubt see 
marketing having to pivot. 

Funny content was the most effective
Funny content (80%), interactive content (77%), behind the scenes 
content (68%), relatable content (67%) and content that reflects brand 
values (63%) resonated the most. 

Short-form videos were the most-used format
And it was the most engaging on social media, which aligns with 
emerging investments and a mobile-first audience. Twitter Spaces, 
YouTube Shorts, and Instagram Live Rooms led the way.  

The Lure of the Netflix effect
Marketers need to think like publishers – and create content that 
resonates. Each person that seeks out your content is worth a hundred 
times more than a single Instagram follower. 

SOURCE
HubSpot, State of In-bound Marketing, 2022
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First past the 
post, isn’t 
always the 
winner 

Influencer marketing is now a ‘fundamental component of 
marketing strategies everywhere’ according to Forbes. In B2B, 
naturally the audiences are much smaller but more targeted 
and just as powerful. To build influence, marketers need to 
look beyond content. It also requires an understanding of the 
LinkedIn algorithm. @Richard van der Blom provides some 
deep analysis in his 4th Algorithm Report. 

Don’t be the first to comment
Commenting on your own post first, reduces your reach by 20%. 
Editing your post in the first 10 minutes results in at least a 10% 
reduction in reach and possibly as much as 40%. 

LinkedIn creator mode, boosts influence
Content creators have seen an increase in reach (about 20 – 25%) and 
engagement (about 15 -20%). And, LinkedIn now gives more reach 
to heavily active content creators (with a large follower base) than to 
members that have just begun.

Tag wisely, be consistent
Organic company posts now make up 3% of our feed. And, LinkedIn 
now uses 22% of the feed for promoted posts (ads by companies or, by 
LinkedIn). So, posting regularly (don’t take a break) and using less than 
10 hashtags is a must. 

SOURCE
Just Connecting, The Algorithm Report, November 2022
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https://www.linkedin.com/business/marketing/blog/trends-tips/the-rise-of-influencer-marketing-for-b2b-brands
https://www.linkedin.com/in/richardvanderblom
https://www.linkedin.com/posts/richardvanderblom_algorithm-report-2022-edition-4-november-activity-6995279862512914433-MrRb/
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Land your 
pitch on time, 
or hold your 
peace

Media relations has got infinitely harder over recent years. Less 
journalists, less time. And so, the demise of the traditional 
ring-round. It’s all about being pitch perfect. And, the timing. 
Roxhill’s Best Time to Pitch – could just be your trojan horse. It 
explored the difference between an email being ignored and a 
client featuring in the national media. And, it’s all around the 
exact timing of when journalists want to receive information. 
Be warned, for clients, it might mean spokesperson availability 
at 7.00AM! 

The Times, Richard Fletcher, Business Editor,
prefers to receive pitches between 7.00 AM – 9.00AM. He has a call at 
9:15am with the whole business desk to talk about the big stories and 
how they are covering them.

The Financial Times – Tom Braithwaite, Companies Editor, 
prefers to receive pitches between 7.00AM – 8.00AM. Although, he 
moves to News Editor from the end of January 2023. He will be 
replaced by Anne-Sylvaine Chassany who is currently World News 
Editor. 

City AM - Andy Silvester, Editor, 
prefers to receive pitches between 9:30 – 11AM. To stand out in his 
inbox, requires a good subject line. And outlining what the first line of 
the news story should be at the top of the email.

SOURCE
Roxhill, The best times to contact the UK business desks, November 8, 2022
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https://roxhillmedia.com/resources/pr-insights/business-pitching-hours/
https://roxhillmedia.com/resources/pr-insights/business-pitching-hours/
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It’s time to 
flow in, with a 
trusted voice 

The ultimate currency is trust. But, trust in the media continues 
to diminish. That’s what Edelman’s Trust Barometer has 
been tracking for 20 years.  With trust at an all-time low, 
organisations need to consider the role they play in engaging 
with their communities and reporting on the topics that matter 
the most to them. E.g., climate change. All institutions — 
business, governments, NGOs — have the opportunity now to 
build trust in new ways.

Distrust is now society’s default emotion
Nearly 6 in 10 say their default tendency is to distrust something until 
they see evidence it is trustworthy. When distrust is the default – we 
lack the ability to debate or collaborate.

News sources fail to fix the trust problem
None of the major information sources are trusted as a source of 
general news and information. Trust in search engines sits at 59%, 
followed by traditional media at 57%, owned media at 43% and social 
media at only 37%.

Business must lead in breaking the cycle of distrust
Across every single issue, by a huge margin, people want more 
business engagement, not less. On climate change, 52% say business is 
not doing enough, while only 9% say it is overstepping.

SOURCE
Edelman Trust Barometer, The Trust 10, 2022

All data is based on general population 
sample unless otherwise noted.

To explore the full 2022 Edelman Trust Barometer, 
visit www.edelman.com/trust    #TrustBarometer 

Of the studied 
institutions, 
business is once 
again the 
most trusted
At 61%, business is the most trusted 
institution, ahead of NGOs at 59%, 
government at 52% and media at 
only 50%. Seventy-seven percent of 
respondents, however, trust "My 
Employer," making the relationship 
between employer and employee 
incredibly important. 

Business needs 
to step up on 
societal issues
While business outscores 
government by 53 points on 
competency and 26 points on ethics, 
respondents believe business is not 
doing enough to address societal 
problems, including climate change 
(52%), economic inequality (49%), 
workforce reskilling (46%) and 
trustworthy information (42%).

Fake news 
concerns are at 
an all-time high 
Concerns over fake news or 
false information being used 
as a weapon is now at an 
all-time high of 76%.

Government and 
media fuel a cycle 
of distrust
Nearly one out of every two 
respondents view government and 
media as divisive forces in 
society—48% and 46%, respectively. 
Furthermore, government leaders 
and journalists are seen as the least 
trusted societal leaders today, with 
less than half of respondents trusting 
either (government leaders at 42% 
and journalists at 46%).

Societal leadership 
is now a core 
function of business
When considering a job, 60% of 
employees want their CEO to speak 
out on controversial issues they care 
about and 80% of the general 
population want CEOs to be personally 
visible when discussing public policy 
with external stakeholders or work 
their company has done to benefit 
society. In particular, CEOs are 
expected to shape conversation and  
policy on jobs and the economy (76%), 
wage inequity (73%), technology and 
automation (74%) and global warming 
and climate change (68%). 

Societal fears 
on the rise
Without faith that our institutions will 
provide solutions or societal 
leadership, societal fears are 
becoming more acute. Most notably, 
85% are worried about job loss and 
75% worry about climate change. 

Distrust is now 
society’s default 
emotion 
Nearly 6 in 10 say their default tendency 
is to distrust something until they see 
evidence it is trustworthy. Another 64% 
say it’s now to a point where people are 
incapable of having constructive and civil 
debates about issues they disagree on. 
When distrust is the default – we lack the 
ability to debate or collaborate.

News sources 
fail to fix their 
Trust problem 
None of the major information 
sources are trusted as a source of 
general news and information, with 
trust in search engines at 59%, 
followed by traditional media at 
57%, owned media at 43% and 
social media at only 37%. 

Business must
lead in breaking 
the cycle of distrust 
Across every single issue, by a huge margin, 
people want more business engagement, not 
less. For example, on climate change, 52% 
say business is not doing enough, while only 
9% say it is overstepping. The role and 
expectation for business has never been 
clearer, and business must recognize that its 
societal role is here to stay.
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07There is a 
collapse of Trust 
in democracies  
In many of the democracies studied, 
institutions are trusted by less than half 
of their people, including only 46 pts  in 
Germany, 45 pts in Spain, 44 pts in the 
UK and 43 pts in the U.S. Moreover, no 
developed countries believe their 
families and self will be better o� in 5 
years time.

The 
Trust 10
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Get a pulse, 
on the metrics 
that matter

PR builds equity in a brand. It can generate a buzz around a 
product launch and increase the stock value of an organisation. 
But, the biggest challenge continues to be linking the metrics 
to business outcomes. MuckRack’s second annual State of PR 
Measurement Survey, evaluates the metrics that matter most. 
It’s clear PR metrics need closer alignment with the strategic 
imperative. But, here are the three findings.

Reach, shares & traffic top the charts
The top ways to measure earned media efforts in 2022 were - coverage/
stories placed (96%), followed by audience reach (56%), social media 
shares/mentions (52%), social media engagement (51%), and website 
traffic (48%).

Message pull through on the rise
Message pull through and share of voice in media coverage is also 
becoming an important success metric, with 10% more PR pros stating 
they will measure message pull-through and 7% more stating they will 
measure share of voice.

Chat updates gain in prominence, but email still outstrips
Distributing PR updates and reports is still predominantly done by 
email (87%), followed by chat (51%), live meetings (50%), and internal 
communications (13%). 

SOURCE
MuckRack, The State of PR Measurement 2022, November 15, 2022
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https://muckrack.com/blog/2022/11/15/state-of-pr-measurement-2022


3thinkrs.com

3THINKRS is a boutique PR and marketing agency launched in 
July 2021. We search for the unique perspectives that create 
headlines, change perceptions and spark debates. 

Our senior team has advised some of the largest blue-chip 
B2B brands and launched some of the coolest tech unicorns. 
Our clients benefit from our boutique size, as we devise the 
strategy and stay close to the campaign execution. 

We are ambitious in our pursuit of delivering the best possible 
results for our clients, to help them drive profitable growth. We 
were named ‘Best New Agency’ at the UK Agency Awards in our 
fourteen-months for our ‘refreshing approach to staff, business 
and the industry and our ability to grow an agency in ways that are 
important’. PR Week, PR Moment and PRCA also shortlisted us as 
Best New Agency in our first year.

For our team, we believe our ‘Work from Anywhere’ and ‘Work Your 
Own Way’ policies not only enhance wellbeing but help to improve 
work performance – enabling our team to deliver the results that 
matter. Our Pop-Up working culture has seen us work and play 
across London, Paris, and Amsterdam - as featured in the Financial 
Times. 

We are also here to make a difference to the industry – in our first six 
months we launched the Thinkrs & Inkrs Academy, the first industry-
open training academy where 80 individuals from 37 agencies and 
in-house teams trained. It’s our effort to drive creativity and diverse 
thinking, with a cross-agency approach to training. 
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