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Revenue Marketing: Ones to Watch 2023

2022 was an incredible year for revenue marketing, with the Revenue Marketer role 
set to keep growing exponentially in 2023.

Last year (in our previous life as B2B Marketing Alliance), we presented the brands poised to 
make a real splash in 2022.

This time, we’re turning the spotlight on those individuals making waves in the revenue  
marketing space.

We reached out to the RMA community to bring you the people you should be keeping an eye 
on in 2023. With the help of your nominations, we’ve selected the talent based on their personal 
achievements and their proactive contributions and engagement within our community.

Our Ones to Watch in 2023 is a celebration of those who are ahead of the curve, staying on top of 
the latest revenue marketing trends, and are always ready to share their knowledge with others.

So without further ado, here are our Ones to Watch in 2023.

Individuals have been listed 
alphabetically, and haven’t been 

ranked by ability, levels of seniority, 
and/or experience. 

Introduction

https://www.revenuemarketingalliance.com/b2b-ones-to-watch-2022/
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Our ones to watch 2023
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Head of Brand Marketing and Engagement, heycar

Adam Gleicher
VP of Marketing at Bits of Stock

Tamara Grominsky 
VP of Product Marketing and Lifecycle at Kajabi

Jasmine de Guzman
Director of International Marketing at CivicPlus
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Director, Market Engagement, The B2B Institute  
at LinkedIn

Kristina Jaramillo
Founder of Personal ABM
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Head of Marketing at Savant
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B2B Marketing and Sales Global Advisor 
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Revenue Marketing Manager at Iptor 

James Ollerhead
Senior Marketing Executive at Air Marketing
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Chief Revenue Officer at AddReax Group 
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Director of Revenue Marketing at Panaseer
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Director APAC, Marketing and Customer Success  
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Marketing at Sales Impact Academy
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Austin Beveridge
Head of Marketing at Arc

Austin Beveridge is the Head of Marketing at Arc, a Series A Fintech that provides 
funding, banking, and financial insights to fast-growing startups. Since launching 
in January 2022, Arc has built a community of 1000+ startups, raised $181M in 
funding, and distributed tens of millions in non-dilutive financing. 

Prior to Arc, Austin spent two and a half years at Bolt, the checkout experience 
platform, where he drove thousands of SMB leads into the funnel, surpassing MQL and 
CPMQL targets and contributing to the funnel acceleration of $50B+ GMV of deals in 
the pipeline. Austin joined Bolt when the startup had ~100 employees and exited when 
the company had scaled to just shy of a thousand employees with a valuation of $12B.
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Find out more

https://www.linkedin.com/in/austinbeveridge/
https://www.linkedin.com/in/austinbeveridge/
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Mai Fenton
Chief Marketing Officer at Superscript

Mai Fenton is Chief Marketing Officer at Superscript, a London-based Insurtech scale-
up that provides flexible, customizable business insurance for small businesses by 
monthly subscription and for high-growth tech firms.

Mai has worked across a range of businesses from startups to multi-million-pound 
global enterprises, with a diverse background that spans consumer packaged goods, 
lifestyle, retail, e-commerce, and technology.
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Find out more

https://www.linkedin.com/in/maifenton/
https://www.linkedin.com/in/maifenton/
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Charlotte Ford
Head of Brand Marketing and Engagement at heycar

Charlotte Ford started her career in client services for creative advertising agencies, 
working for the likes of J Walter Thompson and Saatchi & Saatchi on clients such as 
Nestlé, General Mills, and Investec, producing integrated advertising campaigns for 
both B2B and B2C audiences around the world. 

Returning to work following maternity leave in 2019, she moved business-side, working 
for Amazon on brand strategy for Amazon Alexa, and the creation of mass marketing 
campaigns across Europe. She now leads as Head of Brand Marketing and Customer 
Engagement for heycar, an online used car marketplace backed by Volkswagen 
Group, Volkswagen Financial Services, Mercedes-Benz Mobility, Allianz and Renault 
Group, and its subsidiary RCI Bank and Services. 
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Find out more

https://www.linkedin.com/in/charlotte-ford-87244345
https://www.linkedin.com/in/charlotte-ford-87244345
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Adam Gleicher
VP of Marketing at Bits of Stock

Adam is the VP of Marketing at Bits of Stock – a rewards-as-a-service platform that 
enables businesses to reward their customers in fractional shares of stock, crypto, 
and other assets.  

An alum of Goldman Sachs and Roomi, Adam is a go-to-market specialist who has 
launched and scaled marketing programs in both startup and corporate environments. 
At Goldman, Adam led marketing launches for the Marcus app and Marcus Invest as 
part of the firm’s digital transformation and entrance into the consumer market. He was 
the third employee at Roomi, growing the Roommate-finding marketplace from beta to 
millions of users around the world as Head of Growth. 

Prior to his career in marketing, Adam was a Teach For America corps member in New 
Orleans. He lives in Brooklyn, NY with his wife and daughter.
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Find out more

https://www.linkedin.com/in/adam-gleicher-57226822/
https://www.linkedin.com/in/adam-gleicher-57226822/
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Tamara Grominsky
VP of Product Marketing and Lifecycle at Kajabi

Tamara Grominsky is the VP of Product Marketing and Lifecycle at Kajabi, the 
leading platform for knowledge creators. She helps companies unlock their 
growth potential by identifying their winning segments, pricing model, and 
category strategy, and writes about product marketing weekly with the PMM 
Office Hours Newsletter.
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Find out more

https://www.linkedin.com/in/tamaragrominsky/
https://www.linkedin.com/in/tamaragrominsky/
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Jasmine de Guzman
Director of International Marketing at CivicPlus

Jasmine de Guzman is the Director of International Marketing at CivicPlus and leads 
the demand generation and revenue marketing efforts for the website optimization 
platform, Monsido, across the European and Asia-Pacific markets. She has a 
background working in the website builder and SaaS space. 

On a daily basis, Jasmine works with her amazing team to share insights on website 
optimization (including accessibility) via LinkedIn, webinars, and more. Jasmine is 
a graduate of Copenhagen Business School (CBS) and holds a Master of Science in 
Brand and Communication Management. 
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Find out more

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


Revenue Marketing: Ones to Watch 2023

11

Tyrona Heath
Director, Market Engagement, The B2B Institute at LinkedIn

Ty is Director, Market Engagement, at The B2B Institute at LinkedIn. Ty is passionate 
about connecting people with the information needed to make intelligent decisions, 
studying the future of B2B marketing, and decision-making. 

With research, she engages and educates the industry in partnership with the leading 
marketing effectiveness thinkers. This effort helps better define the category, so 
customers can drive growth through marketing. Marketers benefit from Ty’s marketing 
experience at Google, consulting within IBM, and leading her own B2B consulting practice. 

Ty serves on the Digital Marketing Institute’s Global Advisory Council, on the Board of 
Directors for the American Advertising Federation, and as an Adobe Insider with top 
executives and experts.
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Find out more

https://www.linkedin.com/in/tyronaheath/
https://www.linkedin.com/in/tyronaheath/
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Kristina Jaramillo
Founder of Personal ABM

Kristina Jaramillo is the Founder of Personal ABM and is a featured ABM author 
on top websites, blogs, and publications, including CMO Alliance, CMO Council, 
MarketingProfs, Sales & Marketing Management Magazine, and many others.

Because of her firm’s personal account-based approach, clients are reversing 
no positions with Fortune 100 enterprises like UPS, winning accounts that were 
unresponsive for 5+ years, protecting accounts like P&G and increasing margin 
growth, and expanding globally with accounts like Sephora.
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Find out more

https://www.linkedin.com/in/kristinajaramillo/
https://www.linkedin.com/in/kristinajaramillo/
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Vinay Khanna
Head of Marketing at Savant

With over 10 years of proficient experience and a double Masters in Business, Vinay 
Khanna is currently working as a Head of Marketing in London. Vinay specializes in 
creating and accelerating corporate marketing strategies and gaining recognition 
for brands on a global scale.

Vinay has significant experience in marketing innovation, business development, 
curating growth strategies, brand supervision, stakeholder engagement and relations, 
revenue intelligence, and executing commercial re-structuring for corporates.

He has strong cultural competence of leading diverse teams, and is a dynamic 
public speaker and an ambitious team motivator. Vinay has worked across different 
commercial functions in organizations of all sizes in multiple industries based in 
European and Asian geographies.

Academically, Vinay has accomplished his Masters with distinction from Geneva 
Business School, Switzerland, and Institute of Management Technology, India.
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Find out more

https://ch.linkedin.com/in/vinay-khanna
https://ch.linkedin.com/in/vinay-khanna
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Mona Lolas
B2B Marketing and Sales Global Advisor

Mona Lolas is an accomplished Global Sales and Marketing Executive with over 25 
years of experience in High Tech and Consulting.

As an industry veteran who is passionate about technology and marketing, Mona 
has deep expertise in B2B technology marketing and sales leadership. She has in-
depth knowledge of marketing disciplines including strategy and planning, channel 
marketing, content creation, customer and industry marketing, demand creation, 
events, and public and analyst relations.

Prior to moving into consulting, Mona held senior executive positions with market-
leading organizations including Forrester, Autodesk, Gartner, Symantec, Intel Security, 
IBM, Optus, and Telstra. She served as a Board Director at AMI, Australian Marketing 
Institute, and is currently the Board Member of ICON APAC.

Mona has a passion for promoting women in leadership positions and advocating 
to empower girls to STEAM roles. Fellow of the Australian Marketing Institute (FAMI), 
Certified Practicing Marketer (CPM).
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Find out more

https://www.linkedin.com/in/monalolas/
https://www.linkedin.com/in/monalolas/
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Daniel Manlup
Revenue Marketing Manager at Iptor 

Playing an integral role in driving revenue growth across Iptor’s existing customer base, 
Daniel works closely with regional sales teams. For the last two years, he has managed 
to learn and certify in various marketing programs in order to support the revenue of 
the company, adapt to different roles, and work agile. 

He coordinates and executes demand generation campaigns and cross/upsells initiatives 
that drive customer engagement and revenue through the creation of quality leads for 
the sales pipeline for add-on/connected services, cloud, and upgrades. 

He’s passionate about helping distribution and publishing businesses turn digital 
disruption into digital opportunities through a unique, powerful, and scalable set of cloud-
based offerings. 
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Find out more

https://www.linkedin.com/in/daniel-manlup-4b957811a/
https://www.linkedin.com/in/daniel-manlup-4b957811a/
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James Ollerhead
Senior Marketing Executive at Air Marketing

James transforms jargon-heavy tech talk into simple and concise messages, helping 
organizations take advantage of new and emerging technologies to improve customer 
experience and functionality, reduce costs, and increase revenue. 

He has developed two new service offerings for Air Marketing: Email Marketing and Social 
Selling. As a predominately telemarketing company, he has changed the perception 
permanently that the phone is the only way. The industry standard open rates are 20% and 
click 2%. James’s recent campaigns achieved 40% open rates and up to 33% click rates.
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Find out more

https://www.linkedin.com/in/james-ollerhead-a50a418b/
https://www.linkedin.com/in/james-ollerhead-a50a418b/
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Eugenio Panetta
Chief Revenue Officer at AddReax Group

An expert in digital marketing, customer success, performance marketing, and 
media ventures with a genuine passion for technology that amplifies human 
potential. Blockchain supporter and enthusiast. Eugenio loves to understand what 
makes people behave the way they do. 

Currently CRO at AddReax Group. He has gained a great abundance of knowledge 
from the industry’s bigger players such as AWIN and ASOS. He fluently speaks Italian, 
English, and Spanish and loves learning and keeping up to date with the latest trends 
in the world.
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Find out more

https://www.linkedin.com/in/eugenio-panetta/
https://www.linkedin.com/in/eugenio-panetta/
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Keith Povey
Director of Revenue Marketing at Panaseer

Keith Povey is an experienced marketer with a chequered past…

Chequered in the sense that he has worked in a mix of the agency world for 6-7 years 
and also on the client side for 13 years – having the chance to work for and with the 
likes of IBM, Verizon, Sony, Optiv, Feefo, Cisco, and SAP.

Leveraging experiences on both sides of the fence, whilst being a ‘data-led creative’, 
has allowed him to enjoy many of the IT industry’s various alphabet soup of 
disciplines; IOT, Cyber, UCC, telcos, channel, servers and storage, SaaS, LOL, and WTF…

He has successfully led demand gen, content, digital, creative, and performance 
teams regionally and globally across the IT space in his 20-year career and is 
currently the Director of Revenue Marketing for the scale-up Panaseer, charged with 
building a sustainable hypergrowth pipeline in cybersecurity.
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Find out more

https://www.linkedin.com/in/keithpovey/
https://www.linkedin.com/in/keithpovey/
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Ljubica Radoicic
Director APAC, Marketing and Customer Success at Autodesk

Ljubica is entrepreneurial in approach and sees it as her role to serve as the 
‘customer champion’ within an organization. By placing the customer at the center, 
while aligning marketing strategy and execution with unique market dynamics, 
Ljubica builds innovative revenue marketing frameworks that convert opportunities 
across global markets. She’s a problem solver who thrives on being hands-on and 
harnesses the latest digital and marketing trends while maximizing return.

Ljubica enjoys challenging prevailing attitudes and trends, scaling her approach from 
hands-on execution to pioneering go-to-market strategies in discussions with the 
executive team/board. With the capacity to think ‘outside’ of marketing, she takes a 
big-picture view of business, aligning and leading sales and marketing to drive growth 
and deliver on revenue targets. A facilitator and enabler, Ljubica builds teams that can 
support the broader business for years into the future.
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Find out more

https://www.linkedin.com/in/ljubicaradoicic/
https://www.linkedin.com/in/ljubicaradoicic/
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Katie Rowland
EMEA Marketing at Asana

Katie Rowland currently leads Revenue Marketing for EMEA at Asana, a leading 
work management platform that helps teams achieve their mission from the most 
strategic objectives to everyday tasks. 

Earlier in her career, Katie held marketing roles at Time Inc. and Dublin Tech Summit. 
Katie previously lead the EMEA marketing team at Wrike and holds an undergraduate 
degree from Trinity College Dublin and a Master’s in Strategic Marketing from Imperial 
College London.
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Find out more

https://www.linkedin.com/in/katie-rowland/
https://www.linkedin.com/in/katie-rowland/
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Alexandria Snow
Marketing Leader and Principal Director of Product Marketing at  
Sales Impact Academy

Alexandria is a sales and marketing technology consultant and product marketer 
with more than nine years of SaaS experience. A skilled public speaker and 
facilitator, she has spoken at 300+ events across 17 countries receiving accolades 
from her peers and event attendees.

Experienced in project management, go-to-market launches, curriculum design, and 
process implementation, she has been considered an above-average contributor in 
all positions held within the last seven years.

Her specialties are: new technology and new concept evangelism. Strategic planning 
for product G2M and business planning, TAM and ICP identification and analysis, 
brand management, persona, and journey mapping, sales support, and sales 
enablement. Broad industry knowledge with expertise in enterprise software platforms, 
solutions, and best-practices consulting.
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Find out more

https://www.linkedin.com/in/snow-from-marketing/
https://www.linkedin.com/in/snow-from-marketing/
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Gastón Tourn
Chief Marketing Officer at Curio

Gastón Tourn is CMO at Curio, an app to listen to news and insights from the world’s 
most trusted publications. Before Curio, he was CMO at Badoo Group (now Bumble 
Group), Emma – The Sleep Company, and Appear Here. He also worked in marketing 
at Google across several international markets, from Brazil to the UK. 

Gastón studied Communication at the University of Buenos Aires, completed an MBA 
program in Marketing at The Wharton School, and a Master’s in Creative Writing at 
Oxford University. If that wasn’t nerd enough, he is currently studying for a Master’s in 
Software Engineering at Harvard University, as he dreams of becoming a code poet.
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Find out more

https://www.linkedin.com/in/gtourn/
https://www.linkedin.com/in/gtourn/
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Camille Trent
Director of Content and Community at PeerSignal

Camille Hansen Trent is a results-driven marketing professional with years of 
experience in the field. A content strategist with experience working in startups, 
as a lone wolf, and in an agency, she has a proven track record in creating and 
executing successful marketing campaigns, managing budgets, and developing 
brand strategies.  

Camille has a strong background in digital marketing, having worked for companies 
in various industries such as finance, retail, and healthcare. She is knowledgeable in a 
variety of marketing channels, including social media, email marketing, and content 
creation. Camille is a creative problem-solver and team player who always strives for 
excellence in her work. She is passionate and skilled about content and marketing.
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Find out more

https://www.linkedin.com/in/camillehansentrent/
https://www.linkedin.com/in/camillehansentrent/
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Ilias Tsatalmpasidis
Head of Growth at Superscript

Ilias Tsatalmpasidis is Head of Growth at Superscript, an Insurtech that offers flexible 
cover and a unique monthly subscription.

As well as supporting over 1,000 types of small businesses with an online quote and 
bind experience, Superscript offers a dedicated brokerage service for innovative 
businesses in industries such as cyber security, digital assets, and IoT.

Ilias’ mission is to establish Superscript in the UK, the Netherlands, and beyond, by focusing 
on the net growth of customers. He leads a team of marketing specialists across paid and 
organic search, CRM, content, and social media – embracing automation and testing to 
increase customer acquisition, retention, upselling, and cross-selling.

Ilias’ work has been recognized with the award for Best Use of YouTube for Performance 
Marketing and the Digital Marketing Award at the Chartered Institute of Marketing 
(CIM) Excellence Awards.
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Find out more

https://www.linkedin.com/in/tsatalmpasidis/
https://www.linkedin.com/in/tsatalmpasidis/
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What skill sets do you see as 
essential for revenue marketing?
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“Fundamental skills for marketing are 
being curious and leveraging customer 
insights and analytics, and this is true of 
revenue marketing, too.

“At Superscript, we build our revenue 
generation plans based on key insight and 
data science to identify, for example: 

•	 Which leads are likely to deliver more revenue (ARPU/tenure); 
•	 Which channel tactics convert higher value/LTV customers; 
•	 Which leads to nurture for future conversion; 
•	 And more. 

“Understanding attribution and how the various channels 
interplay is hugely important to optimize paths to purchase too, 
with an eye on unit economics.

“I also think that while in B2B, brands tend to either rely on top-
of-the-funnel activity (sponsorship, exhibitions, content, etc) 
or on lower funnel intent, it’s essential to have a skillset in both 
brand marketing and performance marketing, as the two are 
equally important to sustainable revenue growth.”

Mai Fenton, Chief Marketing Officer at Superscript

“Revenue marketers need to walk the 
line between sales and marketing. 
They must be deeply analytical and 
have an appreciation for collecting, 
understanding, and leveraging data 
to make better-informed decisions. 
They must be willing to ask questions to 

deepen their understanding and challenge decisions that don’t 
make sense or align with the data. They should be ruthlessly 
committed, because unlike driving Marketing Qualified Leads, 
driving revenue requires a commitment to follow through to  
the end. 

“It’s your job (along with sales) to do everything in your power 
to make sure that leads sign on the dotted line at the end 
of their buying journey. Lastly, revenue marketers should be 
hyper-efficient and focused. 

“There are always a million and one fires to put out—whether 
that be preparing for an upcoming launch, responding to an 
inbound media request, or jumping in on a relevant Twitter 
thread. While these may all seem important, they don’t need to 
all be addressed at once. Instead, block off multiple 15-minute 
slots throughout the day to address the items individually. Not 
only will they all get done, but the ultimate output of each will 
also be done in a much more thorough and thoughtful way.”

Austin Beveridge, Head of Marketing at Arc
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“Empathy is an essential skill for revenue 
marketing. Ultimately, an effective 
marketer must recognize the buyer’s 
pain points, envision how a prospect 
would pitch your product to their boss, 
understand what motivates them to 
take the time and effort to research, 

and internally promote and purchase your product. In order 
to empathize, a marketer must be eager to learn; be humble 
enough to challenge their own assumptions; and be resilient 
when inevitably campaigns fail or deals fall through. 

“In today’s landscape, a marketer needs to be comfortable 
measuring the outcomes of their campaigns and being 
unsentimental about the efforts that are moving the needle. 
This means having the ability to identify when a channel, 
campaign, or message is or isn’t working and focus your time 
and resources on the strategies and tactics that are driving 
outcomes – even if it means shutting down a campaign that 
excited you.”

Adam Gleicher, VP of Marketing at Bits of Stock

“Ultimately, it comes down to commercial 
acumen and the ability to check your 
own ego at the door. What I mean by 
that is as a marketer driving revenue 
and business growth, you’ll need to be 
completely confident in your knowledge of 
how your business makes revenue. You’d 

be surprised how many marketers aren’t! You’ll also need to be 
able to cast a critical eye over your own marketing decisions 
and ensure you’re judging them fairly. If your strategy doesn’t 
deliver (and you’ve accurately measured it), you’ll need to 
accept that and go again.”

Charlotte Ford, Head of Brand Marketing and Engagement at 
heycar
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“As revenue marketing is not about 
sourcing the pipeline but rather about 
impacting stage progression, deal sizes, 
win rates, P&L, ARR, GRR, and NRR, revenue 
marketers need to have business and 
finance acumen. They need to have a 
strong understanding of what ABM is and 

how it should be used to drive revenue growth with future and 
existing customers that make up the 20% of accounts that can 
deliver 80% of today’s and tomorrow’s revenue growth.”

Kristina Jaramillo, Founder of Personal ABM

“I think two skills are key for revenue 
marketing. Execution and reflection. 
You’ve got to execute to produce results. 
Be curious. Take risks. Listen to sales, and 
execute based on their challenges. Some 
will pay off and some won’t. Continuous 
reflection is also critical so that you can 

evaluate what is and what isn’t working. 

And if you’ve got a gut feeling that something will work, but 
that it just needs a little bit of time, then stick with it. Don’t be 
discouraged. When chasing revenue, you’re often conditioned 
to have a short-term mindset of chasing the number. But 
sometimes long-term plays can be much more beneficial.” 

Jasmine de Guzman, Director of International Marketing 
at CivicPlus

“To be a successful revenue marketer, 
an individual should have a bias towards 
stats. They need to adopt a data and 
numbers oriented approach along with 
good communication and leadership skills 
towards achieving professional goals. 

“A revenue marketer must be prepared 
to gather and evaluate data to ascertain how their sales and 
marketing strategies are affecting revenue. They must be 
prepared to use the analyzed information to determine the 
tactics the teams will employ. They must also understand what 
the data marketing and sales teams mean through objective 
data analysis.

“Revenue marketers are result-oriented and possess the 
capability to drive profitable revenue for organizations in both 
short and long term. They should be a good negotiator and 
must collaborate seamlessly with other commercial teams; as 
traditionally sales and marketing teams do not always agree 
with each other, despite working towards the same goal.

“And the most important thing, a successful revenue 
marketer should be proactive rather than reactive and with 
their leadership qualities, they need to guide teams towards 
achieving the goals.”

Vinay Khanna, Head of Marketing at Savant
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“While data analysis is certainly a 
critical skill for revenue marketers, I 
believe that creativity is just as, if not 
more, important. In today’s crowded 
and competitive marketplace, the 
ability to capture attention and deliver 
a compelling message is crucial, and 

creativity is key to achieving this. We need more poets working 
in revenue marketing.”

Gastón Tourn, Chief Revenue Officer at Curio

“Aligning marketing and sales is 
crucial in any organization. Revenue 
marketing leaders need to develop 
multiple approaches based on a 
deep understanding of the language 
of business. This will include aligning 
marketing measurements to the 

business goals. A top skill that is essential is to be able to 
effectively communicate marketing’s impact to key internal 
audiences and provide guidance by tailoring communication 
of marketing’s value to audience needs, priorities, biases, and 
preferences.

“Continually keeping on top of emerging marketing 
technologies, trends and best practices is another priority. 
Marketers need to understand how AI and machine learning 
are helping the demand engine and tap into buying group 
behavior. Knowing how to be leveraging Web3 is crucial to 
building a future-ready marketing engine. With that, both 
digital marketing and customer relationship/marketing are top 
skills that will be needed to fuel this growth.

“To build a high-performing revenue marketing engine, new 
skills need to be added, and these include data analysts who 
can interpret a set of data into insights that can be turned into 
strategy. They need to be able to tell sales a story about the 
data and show how marketing is affecting revenue.”

Mona Lolas, B2B Marketing and Sales Global Advisor

“Highly motivated and ambitious, quick 
learner, able to work under pressure, and 
efficiently manage a team. Capable to 
identify patterns and decode business 
models. Knowledge of revenue  
marketing tracking systems and 
platforms.”

Eugenio Panetta, Chief Revenue Officer at AddReax Group
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“I think above everything, in any type 
of marketing, is understanding your 
customer. That’s where it all starts: from 
that you can identify where and how 
to reach them, their pain points and 
which of them your product or service 
is solving. So, it’s all about this customer 

understanding and the product marrying the two up. Of course, 
being analytical to measure the impact and being good at 
storytelling to excite and get the buy-in from the stakeholders 
is equally important.”

Ilias Tsatalmpasidis, Head of Growth Marketing at Superscript
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What do you think revenue 
marketers need to be focusing 
on this year?
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“I think that in 2023 we will see more 
revenue marketers focus on developing 
the right offline/online strategies, with 
cross-channel attribution at the core, and 
giving the right credit to each.

“There isn’t a brand marketing approach 
vs a performance marketing approach, it’s 

not one or the other; in my opinion, they need to be connected 
and work together, and this will be a focus. 

“Brand marketing (or top-of-the-funnel) is massively 
important, especially for long-cycle purchases: it’s about 
building awareness, trust, and mental availability, to then 
support physical availability of the product/services when the 
need is triggered, and then connecting with sales to convert 
the lead. At Superscript, we refer to this as Audience-Based 
Experience (ABX), i.e. providing the right lead with the right 
experience - be it an ad, content, messaging, sales contact, 
or customer success touchpoint. So getting the right MarTech 
and data stack/integration to measure the performance of 
marketing activity and impact on revenue is key.

“I also think revenue marketers will put more effort into 
retention and renewal. In-life/customer lifecycle marketing 
is essential as customers are becoming more promiscuous 
(even in the B2B world), especially in tough economic times. 
Extending average customer tenure should continue to be a 
huge focus.”

Mai Fenton, Chief Marketing Officer at Superscript

“With the era of ‘growth at all costs’ 
behind us (at least for now), revenue 
marketers should focus their efforts on 
driving sustainable growth. What does 
that mean in practice? Well, it means 
they should: 

1.	 Reevaluate their assumptions around how much a 
customer is worth and how much they are willing to pay 
to acquire them. Then evaluate and cut all campaigns 
that either fail to perform or underperform based on the 
updated assumptions.

2.	 Reevaluate and adjust their financial projections and OKRs/
revenue targets based on market conditions. Then evaluate 
their channel mix and double down on top-performing 
channels to hit the adjusted targets.

3.	 Reevaluate their MarTech stack to look for overlap between 
providers and ruthlessly cancel duplicates and ‘nice to 
haves’. For example, multiple keyword research tools, social 
media management/social listening tools, etc.

4.	 Lastly, look for efficiencies by adopting new technologies. 
For example, how the rise of GPT3 and Open AI has 
accelerated the time to produce content and visual assets.

“Ultimately, they should be thinking and building for the long 
term. Practically speaking, this means doing the things that 
don’t scale like sending handwritten thank-you notes and 
contributing meaningfully to relevant social conversations.”

Austin Beveridge, Head of Marketing at Arc
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“Ultimately, it comes down to commercial 
acumen and the ability to check your 
own ego at the door. What I mean by 
that is as a marketer driving revenue 
and business growth, you’ll need to be 
completely confident in your knowledge of 
how your business makes revenue. You’d 

be surprised how many marketers aren’t! You’ll also need to be 
able to cast a critical eye over your own marketing decisions 
and ensure you’re judging them fairly. If your strategy doesn’t 
deliver (and you’ve accurately measured it), you’ll need to 
accept that and go again.”

Charlotte Ford, Head of Brand Marketing and Engagement at 
heycar

“With a pending recession, I think it will be 
important for revenue marketers to focus 
on two key things next year. The first is 
optimizing the revenue marketing processes 
that you already have. Take a look at those 
nitty-gritty conversion rates. Understand 
where in the revenue marketing process 

you’ve got drop-off and work to address it. 

“This feeds into the other area of focus. Aligning even closer with 
sales. If you’re not already having weekly meetings with your 
sales directors and sales team, then now is the time to do it. The 
more aligned you are, the better you’ll function as a revenue-
generating organization.” 

Jasmine de Guzman, Director of International Marketing 
at CivicPlus

“With businesses tightening their 
belts and customer attention at a 
premium, revenue marketers should be 
expecting and responding to changing 
motivations from prospects and clients. 
Marketers need to be highlighting 
how their offering drives revenue and 

customer engagement for their clients. Gone are the days of 
growth at any cost. How are you highlighting that your offering 
is revenue positive and that helps keep end users engaged and 
sticking around?”

Adam Gleicher, VP of Marketing at Bits of Stock
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“As it looks like we are heading toward 
a recession of some degree next year, 
revenue marketers should be looking 
for the revenue leaks throughout 
their business and seeing how they 
can apply ABM strategies to fix those 
leaks. For example, we’ve spoken with 

companies who are concerned about their 2023 pipeline but 
they have accounts at risk. They have churn issues and they are 
not expanding key accounts. When budgets tighten and new 
customer acquisition becomes a challenge, protecting and 
expanding accounts should become a priority. 

“We talked to organizations that are building their pipeline, 
as they are worried about deals next year but accounts are 
going dark after sales engagement. Instead of fixing sales 
and marketing interactions to ensure revenue growth, these 
companies continue to focus on the pipeline. As revenue 
marketers, we need to focus on accelerating high-value 
accounts to revenue. 

“I’ve spoken to CMOs at tech companies that had no problems 
winning deals that were less than $100k/year but they 
would consistently lose larger deals to legacy platforms like 
Salesforce. As revenue marketers, we should be looking to 
see how we can change sales and marketing interactions 
and experiences that are delivered so we can win high-value 
deals that will more than make up for reduced sales velocity 
in a challenging market. The focus should not switch from how 
much we put into the pipeline to how much revenue can we 
achieve from the pipeline.”

Kristina Jaramillo, Founder of Personal ABM

“2023 is going to be a year of massive 
development. In the post-pandemic 
world, when every corporate set-
up is witnessing a shake down, all 
the marketers are trying to establish 
themselves as a brand of preference in 
the minds of the customer. There is so 

much content from every brand out there that creating an 
identity for yourself is the biggest challenge. 

“As it’s said, every crisis or challenging situation comes with an 
opportunity to outperform. Revenue marketers need to focus 
on defining their short-term and long-term plan of action to 
achieve revenue goals, creating the brand space they desire, 
in the market. Their focus should extend on aligning the teams 
and sharing their KRAs and KPIs to ensure success.”

Vinay Khanna, Head of Marketing at Savant



Revenue Marketing: Ones to Watch 2023

35

“Three major areas for 2023 will be closer 
internal engagement, a deeper focus on 
customer retention, and reviewing the 
MarTech stack.

“Sales and marketing teams have 
traditionally been in silos. To meet 

their goals, sales and marketing leaders must collaborate 
across a series of revenue-generating activities. They should 
align efforts across go-to-market strategy, messaging, 
measurement, enablement, and operations to achieve growth 
impact. 

“Shifting from a lead-centric process to a buying-group-
centric process can be managed through an incremental 
approach to change management. Creating a cross-
functional internal revenue council with clear KPIs will enhance 
alignment among marketing and sales teams.

“To increase loyalty and protect revenues, marketers will focus 
on customer retention and lifecycle management. To do this, 
they will need to formalize reporting relationships, implement 
joint planning processes, and adopt new shared goals with 
post-sale customer success teams. Success, regardless of 
where revenue marketing reports, will depend on marketers 
embracing their role in delivering experiences across the 
customer lifecycle. From lead-gen to pipeline acceleration, 
account expansion, retention, customer marketing, and brand.

“Organizations will consolidate their revenue tech stack as they 
try to create opportunities to connect with buyers in a more 
automated and personalized. Too many have siloed and poorly 
aligned technologies and functions. This worsens the gap 

between the experience customers expect and the one that 
organizations provide for reduction.

•	 Balancing customer acquisition and retention,

•	 Investing in emerging MarTech to drive personalization,

•	 Improving digital marketing channel effectiveness, and

Measuring the impact of digital on strategic marketing 
objectives.”

Mona Lolas, B2B Marketing and Sales Global Advisor

“I believe we’ll see the rise of 
personalized revenue-driven 
campaigns based on customers’ 
shopping patterns and behavior. AI will 
enter the space and will help marketers 
elaborate more precisely, and advocate 
strategies and forecasts.”

Eugenio Panetta, Chief Revenue Officer at AddReax Group



Revenue Marketing: Ones to Watch 2023

36

“I would focus on getting even more 
efficient on the campaigns, less reliant 
on burning funding budget, and in 
general more focused on making the 
business acquisition and retention more 
sustainable. If anything that’s what 2022 
taught us. 

“Then, on the other hand, I believe that modern marketing 
needs to be actually at the heart of every successful business 
so making sure that it’s always the connecting force joining up 
product, finance, sales, and customer service teams. This cross-
functional approach only improves outcomes and focus.” 

Ilias Tsatalmpasidis, Head of Growth Marketing at Superscript

“During economic downturns, the role 
of marketers becomes even more vital 
as we work to drive demand and help 
businesses weather the storm. Many 
marketing teams may face budget cuts 
unless they can demonstrate their value 
and the importance of marketing to the 

organization. This is the time to embrace the words of Maya 
Angelou: ‘I can be changed by what happens to me. But I refuse 
to be reduced by it.’”

Gastón Tourn, Chief Revenue Officer at Curio
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What advice would you give to 
those just starting out on their 
revenue marketing journey?
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“These are the three things I would 
recommend, that from my experience will 
accelerate how you can impact revenue as 
a marketer:

1.	 Ensure marketing and sales are 
fully connected and aligned, from a 

customer journey perspective and from a systems and 
workflows perspective (e.g. CRM).

2.	 Don’t stop at demand/lead generation, and work with sales 
to convert through revenue enablement at each stage of the 
customer journey.

3.	 Make your CFO your best friend! By understanding what drives 
revenue, measuring the impact of your marketing activities, 
and reporting on ROAS/ROI and LTV:CAC. You will then be 
enabled with more resources and power to impact revenue.”

Mai Fenton, Chief Marketing Officer at Superscript

“Revenue marketing is incredibly hard, 
it’s also incredibly rewarding. 

“Getting your feet under you will take 
time, but eventually, things will get easier: 
you’ll understand the industry jargon, 
you’ll be able to identify and eliminate 
objections before they come up, and 

though you’re not fully in the trenches every day, you’ll see deals 
through to close and feel proud of your contributions towards 
the business’s top line revenue growth. That said, here are a few 
pieces of advice to ensure you are positioned for success.

•	 Ask questions. The more questions you ask, the quicker 
you’ll understand what’s going on in the business.

•	 When you need help, ask. Your team is there to support 
you, so speak up when you can no longer keep up with your 
workload.

•	 Have conviction in your beliefs. Every perspective adds 
value. Even if it contradicts that of your direct supervisor. 

•	 Agree to disagree, then move forward. When a direction 
has been decided, regardless of whether or not you agree, 
put your full effort into achieving whatever milestones have 
been outlined, or whatever strategy they wish to pursue.

•	 Realize that everyone is on the same team. Ultimately 
everyone inside your organization strives to achieve the 
same goals, to pick each other up, and to celebrate the 
wins and learn from the losses together—remember that.”

Austin Beveridge, Head of Marketing at Arc

“Take the time to get to know your 
colleagues, their roles, and what they do 
to ultimately contribute towards business 
growth. It’s a quick way to immerse 
yourself in a new role and understand 
how the business you’re in makes money. 
I’d also encourage new marketers to 

get comfortable with data, whether or not that’s attribution 
modeling or in-house data management.”

Charlotte Ford, Head of Brand Marketing and Engagement at 
heycar
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No answer for this? 

Kristina Jaramillo, Founder of Personal 
ABM

“Get into the numbers! Don’t be 
intimidated. Giant spreadsheets used to 
frighten me, but once I started to really 
understand how we were performing, I 
was able to connect it to new ideas for 
growth and translate them into executing 
amazing campaigns. 

“In general, just be curious and dig into anything that isn’t 
working as you expected. If you’re handing off leads to sales 
and they’re not converting, dig into it and follow up with the 
sales team. Is it because they forgot? Is it because they don’t 
understand how this lead came in? Is it because they lack 
training in product messaging? Revenue marketing is about 
connecting the dots in the marketing process and optimizing 
it for conversion toward revenue.”

Jasmine de Guzman, Director of International Marketing 
at CivicPlus

“Sit in on sales calls when you can. It 
helps you develop empathy with your 
prospects, and better understand the 
buying journey and their motivations. 
It also helps you appreciate the sales 
function and how to best collaborate on 
hitting shared KPIs. 

“As a revenue marketer, you’re sharing responsibility with 
sales for the full funnel. Just as you iterate and learn from your 
marketing campaigns, it’s critical to capture learnings from the 
conversations your team is having directly with sales prospects.”

Adam Gleicher, VP of Marketing at Bits of Stock

“For people who are starting their 
journey as a Revenue Marketer, I’d 
advise them to keep a holistic view of 
the entire commercial operations of 
their organization. With a comprehensive 
outlook, they will be able to understand 
the challenges of individual teams and 

key reasons for the resistance they experience while aligning 
with other teams. This will enable them to have a better result-
oriented approach towards streamlining business functions 
and strategizing their goals.”

Vinay Khanna, Head of Marketing at Savant
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“Be ambitious, don’t be afraid to try 
new things, and get stuck on any kind 
of projects that are even in the wider 
vicinity of your team/world. Get as 
technical as possible, maybe even learn 
SQL to be able to call the databases 
yourself but don’t forget to study 

marketing principles to understand the product and your 
prospects. Ask as many questions as you can and pitch ideas, 
even if running the risk of being let down or worse. And finally, 
don’t ever stop experimenting.”

Ilias Tsatalmpasidis, Head of Growth Marketing at Superscript

“If you are starting out on your revenue 
marketing journey, you should first start 
with uniting your team with a shared 
language: marketing and sales teams 
are not just unique in their purpose and 
business they serve – each has their own 
language, mindset, and background.

“All stakeholder goals should be mapped on a common 
framework. Documenting and prioritizing objectives, ensuring 
visibility into your marketing spend and distribution, and 
reallocating resources based on performance or demand. 
Track results on multiple dimensions by campaign, channel, 
business unit, and more to compare budget to actual 
spending. Create more accurate revenue plans and forecasts 
based on historical sales data, marketing performance metrics, 
and predictive analytics. Ensure marketing performance 
achieves business objectives.

“Define what success looks like for your company and ensure 
you can answer the below questions.

1.	 How do you report results to the Marketing/Regional Sales 
Leader?

2.	 How aligned are your CMO and Regional Sales Leader goals?

3.	 How do you measure marketing’s contribution to the 
organization?”

Mona Lolas, B2B Marketing and Sales Global Advisor

““Be curious and experimental. Don’t 
be afraid to speak up and make out-
of-the-box recommendations to your 
clients, colleagues, or managers. 
Keep yourself always up to date with 
the latest trends and make sure you 
dedicate time to network.

Eugenio Panetta, Chief Revenue Officer at AddReax Group
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What keeps you motivated 
in your role?
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“I enjoy navigating an ever-changing 
landscape and experimenting. This is why I 
love marketing!

“Specifically, at Superscript, I am grateful 
we are data-enabled, which gives us 
great insights to market smarter, more 
efficiently, and effectively. Marketing here 

is a revenue generator, and it’s great to see the direct impact 
that marketing has on our revenue goals.”

Mai Fenton, Chief Marketing Officer at Superscript

““There are two things that keep 
me motivated in my role:  immense 
challenges, and 2) seeing the tangible 
results of my efforts.”

Austin Beveridge, Head of Marketing at 
Arc

“As a revenue marketer, I work hand 
in hand with sales. Creating feedback 
loops with my sales team and joining 
prospect calls when I can is a constant 
source of learning that pushes me to 
challenge assumptions and connect my 
marketing efforts to actual buyers. 

“The close relationship with the sales team also creates a 
sense of shared ownership over business KPIs that keeps me 
motivated to nurture prospects throughout the full funnel 
from demand generation to happy customer. If you can, I 
recommend sitting in on prospect calls with your sales team or 
even taking on a few leads yourself!”

Adam Gleicher, VP of Marketing at Bits of Stock

“The challenge of growing a brand in a 
three-year-old business and in a highly 
competitive, fragmented market is 
definitely up there. Also, my team because 
they are three of the brightest marketers 
I’ve ever worked with, and we have a huge 
amount of fun together.”

Charlotte Ford, Head of Brand Marketing and Engagement at 
heycar
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“I believe we’ll see the rise of 
personalized revenue-driven 
campaigns based on customers’ 
shopping patterns and behavior. AI will 
enter the space and will help marketers 
elaborate more precisely, and advocate 
strategies and forecasts.”

Eugenio Panetta, Chief Revenue Officer at AddReax Group

“The revenue and business impact that 
we have on our clients’ organizations 
keeps me motivated. While many 
companies focus on pipeline metrics 
and marketing sourced revenue at 
Personal ABM, we focus on the KPIs that 
directly impact our client’s revenue 

growth. Our KPIs are tied to the fundamentals of revenue.”

Kristina Jaramillo, Founder of Personal ABM

No answer for this? 

Kristina Jaramillo, Founder of Personal 
ABM

“I’m a very self-driven individual. I thrive 
on pushing myself to meet our revenue 
goals and contribute to the organization. 
In so many companies, people disregard 
marketing as those people who ‘just 
make things look nice’. But with a revenue 
marketing approach, you can prove that 

you’re a critical business function. 

“In addition – I have to say that this year, I’ve really been 
motivated by other marketers in the industry that inspire me. 
I’m part of a couple of different marketing communities on 
Slack, love to listen to podcasts, and in general, I think that 
LinkedIn is an amazing source of inspiration.”

Jasmine de Guzman, Director of International Marketing 
at CivicPlus

“In my role, I ensure to have multi-faceted 
perspectives for any corporate situation I 
come across. Analyzing any challenge or 
goal to achieve, from different viewpoints, 
and putting stats to those situations helps 
me create various courses of action. The 
strategies I create behind making my 

organization accomplish a goal and executing it successfully to 
witness the results, is very motivating to me.”

Vinay Khanna, Head of Marketing at Savant
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“During economic downturns, the role 
of marketers becomes even more vital 
as we work to drive demand and help 
businesses weather the storm. Many 
marketing teams may face budget cuts 
unless they can demonstrate their value 
and the importance of marketing to the 

organization. This is the time to embrace the words of Maya 
Angelou: ‘I can be changed by what happens to me. But I refuse 
to be reduced by it.’”

Gastón Tourn, Chief Revenue Officer at Curio

“I would focus on getting even more 
efficient on the campaigns, less reliant 
on burning funding budget, and in 
general more focused on making the 
business acquisition and retention more 
sustainable. If anything that’s what 2022 
taught us. 

“Then, on the other hand, I believe that modern marketing 
needs to be actually at the heart of every successful business 
so making sure that it’s always the connecting force joining up 
product, finance, sales, and customer service teams. This cross-
functional approach only improves outcomes and focus.” 

Ilias Tsatalmpasidis, Head of Growth Marketing at Superscript
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What’s your greatest revenue 
achievement?
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“At Superscript, we have significantly 
improved new customer ARPU by working 
closely with data science in developing a 
lead scoring predictor, and with our sales 
team to target higher predicted value/
LTV that they then convert when the 
conversion doesn’t happen fully online.

“With paid media, we have been optimizing not just to 
conversion/ROAS but also to predicted LTV, which has been a 
major breakthrough that in turn has enabled us to improve our 
LTV:CAC ratio.”

Mai Fenton, Chief Marketing Officer at Superscript

“While in my previous role at Bolt, we 
decided that we were going to launch 
an e-commerce site and sell penny 
hoodies to drive awareness and 
excitement around Bolt. Three days 
later, on July 7th, we opened it up for 
sales. Within the first hour, we sold 500 

hoodies, we sold just over a thousand hoodies the next hour, 
and 1,500+ hoodies in hour three. In the first half of hour four, we 
sold over 5,000 hoodies, and in the five minutes that followed 
we sold over 15,000 hoodies. 

“We processed more transactions in those five minutes 
than the entire volume of all our retailers combined over the 
previous Black Friday/Cyber Monday. Needless to say, the initial 
launch was a success.

“The ‘Bolt Collective’ went on to be one of the most successful 
revenue marketing campaigns we ever launched. Prospects 
could experience first-hand how the Bolt checkout worked 
and were delighted with a real gift in return. While the specifics 
around how much pipeline acceleration the site had are not 
public, I can say that it was in the hundreds of millions of dollars 
of GMV.”

Austin Beveridge, Head of Marketing at Arc

“Over the last year, having launched a 
large above-the-line brand campaign 
and focusing on growth initiatives in 
sponsorships and other activities, we’ve 
seen fantastic year-on-year growth as 
a result. Brand-attributed traffic has 
increased YoY by 45% and leads by 34% 

YoY at heycar. As primarily a lead gen business, these metrics 
are the lifeblood of our revenue streams and I’m very proud 
of the work over the last year to grow the brand in a highly 
competitive marketplace.”

Charlotte Ford, Head of Brand Marketing and Engagement at 
heycar
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“Through revenue marketing and ABM, 
we have doubled deal sizes, increased 
win rates with tier one accounts by 
up to 37%, protected revenue with 
at-risk accounts like P&G, displaced 
competitors/legacy platforms at large 
enterprises like GE Healthcare, and 

opened up for clients the 60% of the market that is stuck in the 
status quo.”

Kristina Jaramillo, Founder of Personal ABM

“Developing and deploying one of the 
first B2B/ co-branded campaigns for 
ASOS with JustEat in the Netherlands. 
Also, expanding and leading AddReax 
Group operations in Europe.” 

Eugenio Panetta, Chief Revenue Officer 
at AddReax Group

“My greatest achievement as a revenue 
marketer is probably increasing sales and 
marketing alignment. 

I recently had one of our sales directors 
tell me that this is the best marketing 
support that they’ve ever received. Beyond 
that, this is also reflected in our numbers. 

Marketing-generated revenue continues to grow - and 
continues to be a larger proportion of overall revenue.”

Jasmine de Guzman, Director of International Marketing 
at CivicPlus

“I won’t say the greatest, as nothing is 
ever absolute in Revenue Marketing, but in 
my previous project when I was required 
to transform an organization from an 
individual entity to a group of companies, 
I was told that I delivered great results 
from the revenue marketing aspect. 

“The tasks I had in front of me included reviving a brand, re-
shaping the commercial strategy, redefining the value offering 
and ensuring smooth revenue generation across channels. 
During the project, I had to make certain hard decisions, which 
then were very well communicated to all the stakeholders 
involved and it resulted in a successful transformation without 
any leakages of revenue from the target customers.”

Vinay Khanna, Head of Marketing at Savant
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“I think my best achievement is having 
my amazing multi-talented group of 
marketing specialists from PPC to SEO, 
to social, content, CRM and campaigns 
all whilst having slightly different mission 
working like one team moving the same 
direction. We all work so nicely together 

and challenge each other whilst delivering on our overall 
strategy. We call it ABX (credit to Mai Fenton our CMO for the 
name) which stands for Account Based Experience, and the 
whole concept is that we strive to offer to our prospects the 
buying experience/advert/landing page/content that’s most 
suitable and appropriate to their customer lifecycle. We keep 
iterating and learning how to make it most impactful but the 
principles are what we base our strategy from.””

Ilias Tsatalmpasidis, Head of Growth Marketing at Superscript

“My greatest revenue marketing 
achievement was to achieve 
acquisition profitability at Appear 
Here. When I joined the company, our 
customer acquisition cost was quite 
high and our unit economics were 
not performing well. However, through 

the development of owned and earned channels and the 
optimization of paid channels, we were able to achieve 
positive unit economics. Key to our success was a focus 
on the quality of our messaging, which helped to make our 
marketing communications work harder.”

Gastón Tourn, Chief Revenue Officer at Curio
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Do you think more companies will 
be adopting revenue marketing 
practices in 2023?
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“More B2B companies will adopt 
revenue marketing practices going 
into 2023. Long gone are the days 
when marketing could get away with 
focusing exclusively on Marketing 
Qualified Leads, without regard for their 
eventual, or lack thereof, conversion 

into Sales Qualified Leads, Sales Qualified Opportunites, and 
even closed-won opportunities. 

“Marketers today are expected to drive meaningful top-line 
revenue growth. The most effective way they can accomplish 
this in the short term is by nurturing the leads already in the 
pipeline that haven’t yet converted. In the long term, marketers 
must build a deep appreciation for the needs and desires of 
their prospects, much like their sales team had to, to truly build 
messaging that resonates. 

“To expedite this learning, revenue marketers should get 
involved in the sales process by taking the first call and 
qualifying prospects before handing them off to a dedicated 
Account Executive. They should also get involved in weekly 
pipeline reviews to understand how leads are progressing 
throughout the funnel, and if applicable, be present when 
leads close. This involvement coupled with the shift from vanity 
metrics (MQL) to revenue targets will position B2B companies to 
maximize the output of their revenue organizations.”

Austin Beveridge, Head of Marketing at Arc

“I would say so given there’s certainly been 
a trend in tech companies pivoting to a 
strategy to drive profitability. Companies 
that previously invested heavily in growth 
are now looking to cut costs and create 
new revenue streams of opportunity. 
Looking to Marketing as the voice of the 

customer is an excellent way to target new revenue streams, as 
any good revenue marketer would tell you.”

Charlotte Ford, Head of Brand Marketing and Engagement at 
heycar

No answer for this? 

Kristina Jaramillo, Founder of Personal 
ABM

“Yes, absolutely. I think demand creation 
and capture have been a really big focus 
for many organizations. However, when 
it comes down to it, most organizations 
will ultimately look at revenue growth and 
profitability. Taking a revenue marketing 
approach ensures that marketing is also 

aligned with those revenue goals, and will become increasingly 
important with a changing global financial situation.”

Jasmine de Guzman, Director of International Marketing 
at CivicPlus
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“Companies need to adopt better 
revenue marketing practices so they 
can make better business decisions 
and survive in a volatile environment. 
Revenue marketing is a critical function 
and delivering on that means marketing 
and sales must evolve in their alignment 

and integration to support buyers and customers – and this 
cannot be achieved until both their internal operations are tuned 
to address buying groups and multiple opportunity types.”

Mona Lolas, B2B Marketing and Sales Global Advisor

“Yes, we find that more companies are 
creating revenue marketing positions 
and revenue marketing departments. 
This will only increase as organizations 
adopt revenue operations and 
marketing becomes a bigger player 
in the business versus just providing 

awareness and sourcing the pipeline. 

“We are hopeful that revenue marketing will grow in 2023 and 
help evolve ABM to what it should be versus what it has become. 
Instead of being a business revenue strategy that changes how 
sales and marketing teams interact with target accounts and 
get accounts to revenue, ABM has become nothing more than 
targeted demand gen and targeted advertising.”

Kristina Jaramillo, Founder of Personal ABM

“Most certainly. I believe the days where 
multiple teams such as Sales, Marketing, 
Business development, Strategy among 
others; working towards the same goal 
but in silos are gone. 

The new and disruptive market where 
most of the organizations are opting 

omni-channel strategies and the customer is privy to many 
channels of communication, revenue marketing practices will 
help companies have an aligned course of action towards any 
hurdles they come across.”

Vinay Khanna, Head of Marketing at Savant
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“Pretty much every company in the 
world now has a person or agency 
dedicated to revenue marketing. 
It’s risk-free and it gives companies 
a higher return on investment and 
flexibility with their budgets. The 
pandemic gave revenue marketing a 

solid boost in less developed countries but I’m sure this is just 
the beginning.”

Eugenio Panetta, Chief Revenue Officer at AddReax Group

“Marketing nowadays, especially the 
performance element of it, is all about 
measuring the impact to the bottom line. 
So I’m definitely positive that the trend 
will continue and even accelerate. I feel 
that the pressure now grows of how not 
only we justify the lower funnel activities, 

but how we do the same for consideration and even branding, 
and how all these are connected – blurring the lines between 
performance marketing, branding, sales, and beyond.”

Ilias Tsatalmpasidis, Head of Growth Marketing at Superscript
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Conclusion
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That’s a wrap on the Revenue Marketing Alliance’s Ones to Watch in 2023. We hope you 
found their insights and advice helpful as you head forth into this year. 

Congratulations to our nominees! We can’t wait to see what they have in store for us in 2023. 
As the revenue marketing niche develops and grows, we know that these individuals will 
certainly be at the forefront.

We want to say a huge thank you to all those for putting 
forward nominations, and we’re thrilled we were able 
to showcase so much amazing talent in our list.

Got someone in mind you think we missed? Well, 
you can always nominate them for next year’s 
list! Keep an eye out for that announcement by 
joining the RMA Slack community.

Give it up for our ones to watch

https://www.revenuemarketingalliance.com/join-the-community/
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