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If you’re a marketer looking to make a real difference to your 
role and your organisation in 2022, this guide is a must-read. 
The pandemic has changed the way we all work as individuals, 
and how organisations operate, so 2022 cannot be planned for 
as ‘business as usual’. You need to make changes for marketing 
success in 2022, and this guide gives you key takeaways on how 
to do this. It’s an unmissable read for anyone seeking to get 
ahead – and be future ready for 2022. 



The pandemic has forced a rapid acceleration in 
digital transformation with “the equivalent of five 
years of digital growth in eight weeks of time”1 
during which businesses across every sector were 
forced to step up their digital capabilities. Many 
had to embrace digital change at pace and those 
that held back to see what their competitors 
were doing risked lagging behind and failure2. 

While we appear to be over the peaks of 
the pandemic it doesn’t stop there. Digital 
advancements are here to stay and will continue 
to evolve. This makes it even more critical for 
successful marketing to be fuelled by evidence, 
data, insight, content and technology. 

We’ve carried out insight research with customers, 
partners and colleagues, and the information we 
gathered has been reviewed and compiled in this 
guide. Here we consider what needs to be done 
to be ‘future ready’ in 2022, from data cleansing to 
personalisation, remapping the customer journey 
and more. Based on our findings, here’s how 
marketers can hit the ground running in 2022.  

1www.mckinsey.com/about-us/new-at-mckinsey-blog/will-new-digital-habits-stick-in-our-post-pandemic-world 
2mitsloan.mit.edu/ideas-made-to-matter/digital-transformation-after-pandemic 
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Data used in the right way enables us to better understand customer 
behaviour, extend our reach, more easily target customer segments, 
and so much more. But with all the rewards data provides, it is not 
without risk3. Data is only as good as its quality and it’s only useful if  
it’s accurate and correct. If it isn’t, it can be counterproductive or  
even pose risks. 

The pandemic affected the way people worked and as a result, data quality 
and quantity will have changed. Phone numbers and email addresses may 
have changed, people may have switched roles or left companies. Bounce 
backs will increase as a result. On the other hand, as the government 
recommends that employers encourage a gradual return to the workplace4, 
some of the contact data that was redundant during the peak of the 
pandemic may now start to be useful again.  

So how do you ensure that the data you hold is correct and, more 
importantly, useful? 

B2B customer behaviour has radically changed in recent times. The 
decision makers today may not be who they were pre-pandemic, or buyers 
may have changed their buying habits. In addition, new markets will have 
opened up, which may work differently from those you were used to before 
the pandemic. You may now need to be increasingly customer-centric, not 
company-centric, and consider customer journeys in terms of need-points 
rather than touchpoints5. It’s important to review customer journey maps to 
ensure they still work today and are relevant for the future.  

3knowledge.wharton.upenn.edu/article/marketing-future-data-analytics-changing/ 
4www.gov.uk/government/publications/covid-19-response-summer-2021-roadmap/moving-to-step-4-of-the-roadmap 
5hbr.org/2021/05/designing-customer-journeys-for-the-post-pandemic-world 

Deep Dive Data: 
Quality and Quantity 

      Takeaway 
Consider remapping your customer 
journey – has the content, persona 
or their preferred channels 
changed? Revisit the ‘who’, the 
‘what’ and the ‘how’ and consider 
your message to them. And in 
tandem, review the integrity of the 
data you hold to see if it needs to be 
refreshed or topped up. 
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The Edelman Trust Barometer 20216 found that we have reached a point of  
“information bankruptcy” and that businesses can gain trust by being a “guardian  
of information quality”.

 The quality of the content businesses put out is key, but it’s more than that. Content is also 
an expression of values and an opportunity to match those held by the customer. And the 
personalisation of content is becoming more and more important – it is increasingly expected. 
Delivering the right messages to the right audience in the right way at the right point in the 
customer journey is now crucial for businesses to stay relevant. 

Personalisation is expected to be a key mechanism to achieve marketing success over the 
next five years7. It’s not just about selling anymore. It’s about speaking to the customer, 
promoting your values and nurturing trust. It’s not a one size fits all either. Marketers must 
map out numerous customer journeys and make each of them personal.

Measuring content is crucial too, and how it rates in terms of readability. Content may be well 
received at one point of the customer journey, but less effective at another. It may be that 
simple content works early on in the interaction with the customer, but more detail is needed 
later on in the journey. Where a blog may have been sufficient before the pandemic, maybe a 
whitepaper or a video is preferable now. Content needs to be tested too. Like data, what may 
have worked before the pandemic might not have the same impact now, and how and who it 
works for might also have changed. 

One of the great benefits of content marketing is that it enables us to measure its 
readability, efficacy and success, and to adapt and improve it as required. 

6www.edelman.com/sites/g/files/aatuss191/files/2021-03/2021%20Edelman%20Trust%20Barometer.pdf  
7www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-future-of-personalization-and-how-to-get-ready-for-it

Critique your  
Content Mix 

      Takeaway 
Think about your personas and who 
your content speaks to. Is it aimed at 
a technical expert, head of function 
or CEO? It’s also important to think 
about format, and whether content 
should be educational, entertaining, 
or a combination of both. Also, 
consider fresh A/B testing to see how 
effective content is post pandemic, 
giving you a better idea of what 
works, what doesn’t, and do’s/don’ts 
for the future.
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With so much change it’s a good time to review sales  
and marketing teams and how they now interact and  
work together.

The pandemic shifted our ability to do work ‘in person’ so 
sales teams had to find different ways to reach customers 
and prospects. B2B sellers were forced to turn digital and use 
platforms like LinkedIn and Sales Navigator when they may 
not have done so before. While we may see a return to more 
traditional sales channels such as telemarketing and direct mail 
as people return to the workplace, the digital channels will still 
need to be managed. 

It may be that salespeople will need to upskill, or that marketing 
teams may need to do more to equip sales teams to ensure they 
have the right content and methodology to pitch. If salespeople 
still can’t operate in person, they may need more digital 
capabilities such as automated emails, or support with LinkedIn. 
In a survey carried out by LinkedIn, nine out of ten sales and 
marketing professionals felt that their teams were “misaligned 
across strategy, process, content and culture”8. 

And 85%9 say sales and marketing alignment is the largest 
opportunity for improving business performance today.

8business.linkedin.com/content/dam/me/business/en-us/marketing-solutions/cx/2020/images/pdfs/moments-of-trust-v4.pdf  
9business.linkedin.com/content/dam/me/business/en-us/marketing-solutions/cx/2020/images/pdfs/moments-of-trust-v4.pdf 

Realign Sales  
and Marketing 

      Takeaway 
Review how sales and marketing 
work together and consider how they 
can be realigned post pandemic, 
while putting customer experience 
at the centre. Consider whether your 
lead quota should be changed, and if 
the service level agreements for sales 
and marketing need to be redefined. 
Or, whether new data and technology 
should be introduced to support 
future lead generation.  
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Pre-pandemic insights may no longer be up to date or 
helpful. Even if insights are relatively recent, they may 
now be irrelevant. It may be necessary to recommission 
research or look for different sources. 

Markets may have shifted or new ones emerged, or 
customer buying behaviour changed. Organisations 
may have restructured with different functions involved 
in purchasing, within new parameters. Conversely, other 
older resources may have become useful again.  

Now as we start to move from predominantly digital to a 
more physical or hybrid way of working, some materials 
that seemed obsolete during the peak of lockdown may 
have become relevant again. It’s therefore time to revisit 
old reports and insights to assess whether they’re still 
relevant. This also presents an opportunity to rework 
and repurpose content to get more mileage from it. 
Campaigns must be easily adaptable to fast-changing 
trends, so this should be considered when revisiting 
content. Insights are critical to informing your meaningful, 
relevant content, particularly for account-based marketing 
(ABM), which requires deep and up-to-date reports for 
company and persona mapping and targeting. 

Gather New 
Insight

      Takeaway 
Review the insights you already have 
– are they still relevant and do they 
include sufficient detail? Test and 
discuss them with colleagues and 
customers. Think about gathering 
new information based on changing 
trends, behaviours, markets and 
sectors.



      Takeaway 
Reset the way you are connecting 
with prospects and customers. 
Consider the engagement level you 
are getting if you run webinars. If 
take-up is low, it could be time to 
reintroduce physical events. It might 
be that some of the digital activity 
carried out during the pandemic can 
now happen in other ways – or by 
using a hybrid approach. 
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During the pandemic, digital was a lifeline for sales and 
marketing, but are we reaching saturation point? We may 
need to reset marketing strategies as we see how the 
digital tidemark settles. According to McKinsey, the surge 
in digital habits in the US and Europe may be beginning to 
tail off10, so traditional techniques may need to be added 
back into the marketing mix. Are we about to find, as 
people go back into workplaces in some shape or form, an 
equilibrium or a rebalance? 

In a recent survey, 56% of people said that they were trying 
to cut their daily screen time11 so, now as restrictions are 
being lifted, do we choose to stay online, go hybrid, or start to 
reintroduce physical events? Webinars were a saviour during 
the pandemic when people couldn’t meet face to face. They 
were a vital way to connect with customers and prospects, yet 
many people have now reached a state of webinar fatigue12.

And as we emerge from lockdowns, face-to-face events can 
begin to happen in a more valuable way. By reviewing digital/
physical or hybrid channels and analysing their success 
through data, it is possible to determine the most fruitful 
activities to generate leads post pandemic. 

Balance the  
Digital Equilibrium 

10www.mckinsey.com/business-functions/mckinsey-digital/our-insights/can-companies-build-on-their-digital-surge 
11www.forbes.com/sites/aprilrudin/2021/01/07/why-no-one-wants-to-come-to-your-webinar/?sh=7809216b4513 
12www.statista.com/statistics/1168801/webinars-sentiments-coronavirus-marketers-united-states/ 
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As we begin to reintroduce physical events, will 
you be giving out plastic or unrecyclable items? 

Is this an opportunity for you to rethink where 
you’ve been purchasing ‘giveaways’ blindly and start 
to do this more mindfully? Whether that’s internal 
or customer-facing merch, or swag that you might 
give out at events – or wherever it might be – this 
brings the opportunity to differentiate yourself. 
Customers are also more likely to engage and 
attend your event if your approach to sustainability 
matches their values13.

If you’re making your marketing more sustainable, 
make sure your customers know about it. Just a 
short sentence or paragraph on your direct mail 
communications, website or your event handouts 
will suffice. Plus, it gives you new ways to position 
and promote your brand, and gives customers 
another reason to work with you.

Make Marketing 
Sustainable

      Takeaway 
Think twice before purchasing the 
‘usual’ giveaways. Consider eco-
friendly marketing strategies and 
materials14 that align with the values 
of the customer and your brand.  
If visitors to your stand receive a 
goody bag containing items that 
have travelled thousands of miles, 
they may question your approach 
to protecting the environment and 
this could be damaging to your 
reputation.

13emagazine.com/5-eco-friendly-marketing-strategies/ 
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ABM – or account-based marketing – is a really powerful fuel or  
source of marketing energy. Successful ABM relies on data and 
insights that relate to the three main stages of ABM or pyramid: one 
to many, one to a few, or one to one. The insights you uncover will be 
highly useful for marketing, sales and events teams as they support 
your ABM programme. 

For successful, data-driven ABM, you’ll need deep-dive reports that give 
you accurate insight to help you really understand the organisation and 
employees you are targeting, and the opportunities they hold for you. 

If you mapped contacts for ABM pre-pandemic, the chances are that 
these may have changed or that the organisation may have been 
restructured. It’s clear you can’t carry on the same ABM path you were on 
pre or during the pandemic, so it makes sense to take a step back from 
your ABM programme to validate your activities. 

Around 42% of marketers surveyed say their ABM business objectives 
changed because of the pandemic14. It’s likely that yours — and your 
customers’ wider business objectives — may have shifted too. 

14www.marketingprofs.com/charts/2021/44190/how-the-pandemic-has-affected-account-based-marketing 

Re-energise ABM 

      Takeaway 
Revisit your ABM insight, and 
give it a refresh to make sure it’s 
accurate. And if you’ve now got new 
markets and new opportunities, 
you’ll need to map them. Gather 
new insights to inform the content 
and communications you create to 
deliver messaging that will resonate 
with your ABM targets. 



Get in touch 
Tel: +44 (0) 1234 831000 
Email: info@intermedia-global.com
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With IMG you get high-quality data alongside standout content, 
creative, digital and direct marketing campaigns. We’ve evolved over 
20 years, from a starting point as a full-service provider of global B2B 
data solutions, to today, a fully-fledged data and marketing service 
provider supplying deep insights and data, alongside award-winning 
marketing campaigns.

We’re known internationally for our deep industry knowledge and the 
way we put our clients at the heart of everything we do. Our client base 
stretches far and wide, right across the USA, EMEA and Asia Pacific.

Contact our team to find out how to switch up your marketing and data 
insights post pandemic. We’ll work with you to deliver the results you need, 
in a world where the only constant is change. 

Need help?


