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S E C T I O N  1

I n t ro d u c t i o n

With Igni te  USA here,  i t  fee ls 
l ike  the  per fect  t ime to  ce lebrate 
some of  the  best  o f  the  best 
–  those top US B2B marketers 
doing t ru ly  outs tanding work.

With  that  in  mind,  we’ve 
created a  l i s t  o f  some of  the 
most  in terest ing and ins ight fu l 
marketers  we’ve  worked wi th 
over  the  las t  couple  of  years . 
In  addi t ion  to  drawing on our 
own universe  of  US ta lent ,  we 
a lso  col laborated wi th  severa l 
o f  our  US par tners  to  get  thei r 
input  i n to  who’s  rea l ly  dr iv ing 
market ing forwards  in  the  US.

So,  what  were  we looking 
for?  Wel l ,  we wanted to  keep 
the  report  open to  marketers 
o f  a l l  types.  Th is  i sn’t  about 
ce lebrat ing data  experts , 
profess ional  serv ices  CMOs,  or 
martech whizzes  –  i t ’s  jus t  about 
recognis ing some excel lent  B2B 
ta lent  in  the  US and giv ing them 
the recogni t ion  they  deserve.

In  addi t ion  to  some top picks 
f rom our  US agency  par tners, 
th is  index a lso  inc ludes  some 
of  our  outs tanding judges  f rom 
the B2B Market ing E levat ion 
Awards  –  the  US s is ter  awards 
programme of  our  ren owned 
B2B Market ing Awards  –  as  wel l 
as  jus t  some of  the  speakers  a t 
our  conference,  Igni te  USA.  As 
i f  that  wasn’t  enough,  we’ve 
inc luded some of  our  most 
in terest ing podcast  guests , 
as  wel l  as  feature  and report 
in terv iewees  that  had some rea l 
expert i se  to  share.

So,  that ’s  enough f rom me  
for  now.  We hope you enjoy  
th is  report ,  l i s t ing some of  the 
f inest  B2B marketers  the  US  
has  to  of fer.

D A V I D  R O W L A N D S , 

h ead of  content , 

B 2B  Market ing
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T h e  t o p  8 0  US  m a r k e t e rs

K A T Y  A B E R N A T H Y , 

senior  d i rector,  

c o rp orate  communicat ions, 

S o le nis

D A R R E L L  A L F O N S O , 

g lob a l  ma r ke t ing ope ra t ions , 

Ama zon We b S e r v ice s

A N D R E W  B E N N E T , 

C MO,  

S ma r t s he e t

J O B E R T  A B U E V A , 

exe c ut ive  d i rector,  g lobal  brand 

and  innovat ion market ing,  

ETS

B R O O K E  B A R T O S , 

d i rect or  o f  ma r ke t ing ope ra t ions 

and a na ly t ics ,  

Invo ice C loud

D E B B I E  B L O O M E R , 

g loba l  go t o  ma r ke t  lead ,  

Hewle tt  Pa cka rd E nterp r ise 

P E T R A  A D S H E A D , 

d i re ctor  o f  g lobal  market ing  

and  communicat ions,  

B GRS

K O B I  B E N  M E I R , 

CMO a nd pa r t ne r,  

F inte gra

L A U R A  B R E S L A W , 

C MO, f ina ncia l  s e r v ices,  

C a pge mini 
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M A R Y N A  B U R U S H K I N A , 

CE O, 

GrowthChannel

S T E P H A N I E 

C A P O U C H , 

VP  ma r ke t ing,  

Term inus

G I O V A N N I  D I  N A T A L E , 

d i re ct or,  e nte r pr is e  

ABM ma r ke t ing,  

Pure  S t ora ge

S H A N N O N  B Y R N E , 

senior  d i rector,  SMB market ing, 

Aruba,  a  Hewlett  Packard 

Enterpr ise  company

C A R M E L  C O S C I A , 

VP  a nd he a d of  g loba l  

in tegra te d ma r ke t ing,  

Er ic ss on

L Y N D A  D U P O N T -

B L A C K S H A W , 

g loba l  ma r ke t ing di rector, 

C r owe  Globa l

J E N N I F E R 

C A N N I Z Z A R O , 

h ead of  enterpr ise  market ing, 

WHOOP 

T I F E N N  D A N O  K W A N , 

CMO,  

Col l ibra 

M I C H A E L 

F A S S N A C H T , 

C MO,  

C i t y  o f  C hica go

A R I S T O M E N I S 

C A P O G E A N N I S , 

d i re ctor,  revenue market ing, 

N V IDIA

S V E N  D E L L A G N O L O , 

senior  d i re ct or,  g loba l  

reve nue  ma r ke t ing,  

Lexma r k 

A S H L E Y  F A U S , 

conte nt  s t ra te gy  le ad ,  

s of t wa re  te a ms  , 

At la ss ia n
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C A R R I E  F E O R D , 

g lo b al  head of  ABM,  

ind ust ry  c lusters ,  

S e rv iceNow

J E F F  F R Y E R , 

d i rect or,  s ocia l  me dia ,  

Arm

B E T H A N Y  G E N I E R , 

ma r ke t ing a nd communicat ions 

d i re ct or,  e ne r gy  systems North 

Ame r ica ,  D NV

S T E P H A N I E 

F E R G U S O N , 

c o rp orate  VP,  

Mic rosof t 

A M I S H A  G A N D H I , 

senior  VP  ma r ke t ing, 

Tipa l t i

A S H L E E  G E R O W , 

s e nior  ma na ge r,  

e mploye r  bra nd, 

HubS pot

K Y L E  F L A H E R T Y , 

senior  VP  g lobal  market ing, 

Cyb ereason

J I L L I A N  G A R T N E R , 

head  of  g loba l  d ig i t a l  ma r ke t ing 

and de ma nd ge ne ra t ion,  

Condue nt

L I S A  G I L B E R T , 

VP,  bra nd, 

s pons ors hip  a nd co ntent , 

Kyndr y l

L O U  F R I E D M A N N , 

CMO, 

Pre REO

J A S M I N E  G E E , 

VP  ma r ke t ing,  

Arcadia

L A W R E N C E  G O L D M A N , 

s e nior  ma na ge r,  

pr oduct  ma r ke t ing,  

Pr ogre ss
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E M I L Y  G R A V E L , 

market ing operat ions  manager, 

market ing shared serv ices  and 

d ig i ta l  market ing,  VMWare

L A N C E  H I L L , 

g loba l  he a d of  comme rcia l 

marke t ing,  pe rs ona l  sys te ms , 

HP

S A R A H  K E N N E D Y 

E L L I S 

VP,  g loba l  gr owt h and  d emand , 

Google  C loud

A N A M I K A  G U P T A , 

d i re ctor,  

h ead of  customer  market ing,  

Fu j i t su  Amer icas

D I A N E  H U N D , 

senior  VP  a nd C MO, 

US Foods

A L L Y S O N  K L E I N , 

VP,  g loba l  communicat ions  

a nd ma r ke t ing, 

Micr on Te chnology

S T E P H E N  H A R R I S , 

c o rp orate  VP,  g lobal  head 

o f  d ata  sc ience and growth 

analy t ics  (c loud + AI ) ,  Microsof t

J O N A T H A N  J A M E S , 

senior  VP,  ve r t ica l  GTM a nd 

merc ha nt s  s o lut ions  ma r ke t ing,  

F IS

J U L I E  K N I G H T -

L U D V I G S O N , 

C MO, 

Uni t 4

A S H L E Y  H E A T O N , 

VP,  

c o rp orate  market ing,  

B ro okf ie ld  Propert ies

L O R E T T A  K E L L Y , 

d i rect or  o f  s t ra te gy  ma r ke t ing,  

B lue  D ia mond Gr owe rs

J I L L  K O U R I , 

C MO,  

HC L Te chnologie s
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S H A N E L L E  L I T T L E , 

market ing di rector, 

West  Monroe

C A R A  M C C A L L , 

VP  ma r ke t ing a nd 

com munica t ions ,  

CNA  I ns ura nce 

M I C H I E  M I L L E R , 

VP  g loba l  B2B ma r ket ing,  

Ame r ica n E xpre ss

K A T H E R I N E  L U C A S , 

h ead of  market ing and 

c o mmercia l izat ion, 

S tate  St reet

O L I V I A  M E S S I N A 

soc ia l  me dia  a nd  

com muni t y  ma na ge r, 

Okto pos t

S T E V E  M U D D , 

he a d of  conte nt  market ing 

s t udio, 

Ne t App

H E A T H E R  M A R T I N , 

h ead of  g lobal  f ie ld  market ing, 

O.C.  Tanner

K E L L E Y  M I C H A L I K , 

CMO, 

Al ight  S olut ions 

M E G  M U R P H Y , 

ma na ge r,  pr oduct  m arket ing,   

Vis ua l  Le a s e

L A U R E N  M C C A D N E Y 

W I L L I A M S ,  

V P  market ing del ivery,  

CDW

J O N  M I L L E R , 

CMO, 

Dema ndba s e

E R I N  O ’ B R I E N ,  

VP  pr oduct  ma na gement  and 

ma r ke t ing ope ra t ions, 

We s t  Pha r ma ce ut ica l  Serv ices
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S A R A  P I O N , 

senior  growth manager, 

V o ic ef low

S U E  R O D E M A N ,  

VP  of  ma r ke t ing, 

Koda k Ala r is

M O N I C A  S P R U I L L ,  

g loba l  he a d of  d ivers i ty  and 

de ve lopme nt  for  market ing and 

communica t ions ,  Accenture

B R I D G E T  P O E T K E R ,  

d i re ctor  o f  content  and brand,  

Po sta l . io

K A R E N  S A L A M O N E ,  

head  of  ma r ke t ing,  

Mar ke t S ource  PRO

J I L L  S T E I N H O U R ,  

g loba l  d i re ct or,  indust ry  s t ra tegy 

a nd ma r ke t ing,  h igh tech and 

B2B,  Adobe

C L I N T  P O O L E ,  

CMO,  

Egress  Sof tware  Technologies 

K A T H Y 

S E E G E B R E C H T ,   

senior  VP  a nd C MO,  

UL

C A R E Y  S T R A E T Z ,  

s e nior  d i re ct or,  

g loba l  d ig i t a l  ma r ket ing,  

Ha cke r One

R A C H E L  R A P O Z A ,  

le ad  product  

market ing manager, 

UKG (Ul t imate  Kronos  Group)

L I Z  S H O V L I N ,  

d i rect or  o f  s a le s  

and ma r ke t ing –  Ame r ica s ,  

Nicoma t ic

P A M  S T R I C K L A N D ,  

s e nior  d i re ct or,  ma rket ing serv ices 

a nd e comme rce, 

Owe ns  & Minor
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J O S E P H  T A I A N O ,  

managing di rector  –  g lobal  head 

o f  market ing for  consumer  and 

manufactur ing indust r ies,  Accenture

J E A N N I E Y  W A L D E N ,  

g lob a l  ch ie f  innov a t ion a nd  

marke t ing of f ice r,  

Dai lyPa y 

S H E L L E Y  W O O D S 

W H I T I N G ,   

C MO a nd VP ma r ket ing,  

SW2,  LLC

C A S S  T A Y L O R ,  

p urpose market ing lead, 

Ad o be

C H E R I  W E S I N G E R ,   

mana ging di re ct or,   

Hew le tt  Pa cka rd E nte r pr is e 

T H O M A S  C .  W Y A T T ,   

d i re ct or  o f  ma r ke t ing and 

communica t ions ,  

HE I D E NHAI N C or porat ion 

L Y N N  T E O ,  

CMO, legal ,  government,  g lobal 

p r int  D2C, 

Th o mson Reuters

E R I N  W I G G E R ,   

d i rect or  o f  bra nd ma r ke t ing, 

Okta

J E S S I C A  L Y N  Z A L L ,   

C MO,  

Pe rce nt

A N T H O N Y  T O G U C H I , 

h ead of  ins t i tut ional  

d ig i ta l  market ing, 

Vanguard

R A Y  W I Z B O W S K I ,  

CMO,  

Sol i f i
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T h e  w o r m  h a s  t u r n e d !

I ’m sure  we are  a l l  complete ly 
fed up wi th  re ferences  to  Covid. 
Wel l ,  a t  least ,  in  the  context  o f 
how i t  has  changed our  pr ivate 
and work ing l ives.  But  there 
have been many unintended and 
pos i t ive  outcomes –  especia l ly 
for  marketers .

T h e  r i s e  o f  m a r k e t i n g 

Market ing,  especia l ly  in  B2B, 
was  once res igned to  the  back 
of f ice.  However,  over  the  las t 
decade,  the  profess ion has  r i sen 
to  be cons idered a  fa r  more 
ser ious  e lement  of  bus iness 
growth.  Th is  sh i f t  fu l ly  matured 
over  the  Covid  lockdown 
per iods  of  2020 and 2021, 
where  the  va lue  of  market ing 
was  fu l ly  rea l i sed.

C u s t o m e r - d r i ve n  m a r k e t i n g 

We do not  know where 
prospects  are  (a t  any  point ) 
wi th  any  conf idence anymore. 
Are  they  in  the  of f ice?  Are  they 
at  home? We know they  are 
t ime-poor,  looking for  resu l ts , 
d iscern ing,  and have the  need 
to  be fu l ly  immersed wi th  the 
commercia l  re levance of  a  brand 
before  they  even cons ider 
engaging. 

This  cannot  be achieved by  the 
brute  force  of  sa les  anymore.  
The respons ib i l i ty  now heavi ly  
fa l l s  on  market ing,  and 
especia l ly  wi th  CMOs  and 
market ing leaders.

P ro p o l i s  a re a s  o f  
s t ra t e g i c  m a r k e t i n g  
 
To del iver  accelerated growth, 
or  any  meaningfu l  growth, 
market ing cannot  jus t  re ly  on 
market ing communicat ion  a lone. 
To win  new bus iness,  market ing 
is  now respons ib le  for  a l l  key 
Propol is  a reas:  St rategy  & 
Evolut ion;  Teams,  Resourc ing 
& D&I;  Brand & Content 
St rategy;  Data  St rategy,  Ins ight 
& Inte l l igence;  Market ing 
Operat ions  & Process;  Growth; 
Execut ion & Campaigns;  and 
Customer  Exper ience –  and a l l 
to  achieve the  goal  o f  growth! 
Th is  i s  no mean feat ,  and 
requi res  some of  the  br ightest 
minds  and most  creat ive  th inkers 
–  those who can del iver  the 
necessary  s t ra tegic  outcomes for 
thei r  bus iness.

J A M E S  F A R M E R , 

c o - f ounder, 

B 2B  Market ing

1 1  The worm has turned!
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T h e  b e s t  o f  B 2 B  
 
B2 B Market ing is  p leased to  announce T h e 
P ro p o l i s  To p  U S  M a r ke te rs  2 0 2 2 .  In  a  hugely 
heal thy  market ,  i t ’s  hard to  just  l i s t  the  names we 
have.  However,  be sure,  they  a l l  demonstrate  an 
except ional  market ing and commercia l  minds, 
across  a l l  P ropol is  a reas,  dr iv ing growth for 
the i r  prospect ive  bus iness.  They  have a l l  been 
nominated and judged by  some of  the  leading US 
age ncies  and Propol is  Experts .  We look to  bui ld 
on th is  l i s t  in  the  years  to  come,  and we’d l ike  to 
s incere ly  congratu late  a l l  o f  th is  year ’s  ent rants . 

Wh a t  i s  P ro p o l i s?  
 
Propol is  i s  the  g lobal  p lat form (del ivered by  B2B 
Market ing) ,  prov id ing marketers  wi th  the  c lar i ty 
to  so lve  rea l -wor ld  market ing chal lenges.  I t  does 
th is  through instant  access  to  unbiased experts , 
t ra in ing,  technica l  resources  and research,  a l l 
supported by  a  team of  dedicated customer 
success  managers. 

B2 B is  changing,  wi th  new technologies  and 
buying habi ts  hav ing put  market ing square ly  in  
the  spot l ight  as  the  owner  of  the  customer  
journey  and the  engine of  bus iness  success.  At 
the  sam e t im e,  the  market ing sector  can  now be 
segmented into  e ight  core,  s t ra tegic  p i l la rs  –  e ight 
p i l la rs  that  we are  constant ly  cover ing in  Propol is . 
A l l  o f  th is  com bines  to  put  unenviable  pressure  on 
CMOs and teams a l ike  to  del iver.  There  i s  no place 
to  h ide!

With  Propol is ,  you can locate  the  r ight 
in te l l igence,  tools  and experts  to  help  guide and 
support  you on your  journey  in  rea l - t ime.  Propol is 
de- r i sks  the  chal lenges  and decis ions  you face 
every  day.  I t  i s  des igned for  the  way  you rea l ly 
work,  to  help  you f ind answers  quick ly  and tack le 
the  day- to-day  chal lenges  of  B2B market ing l i fe  – 
by  the  people  who know better  than anyone what 
makes  B2B work.

I f  you would l ike  to  know more,  jus t  emai l 
p ro p o l i s @ b 2 b m a r k e t i n g . n e t  and one of  the 
team wi l l  g ive  you a  tour!

1 2  The worm has turned!
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T h e  a d v i s o r y  p a n e l

So,  there  you have i t !  80 of  the  most  exc i t ing marketers  the  US has  to  of fer.  Before  we conclude th is 
report ,  we’d just  l ike  to  extend our  thanks  to  our  US par tners  who helped us  create  th is  extens ive  l i s t . 
We couldn’t  have done i t  wi thout  them.

1 3  The advisory panel
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