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Global CMO priorities for 2022
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Charts show weighted averages on 1-7 (7 highest priority)

Q. Please rate the following issues based on how important they are to you in 2022
Source: WFA Online member survey. Date: Dec "21; Universe: 309 respondents; Base Global-remit marketers: 65 respondents




Global Marketer
Week Athens ‘22 wfanet.org/athens

Tue 5t April Wed 6t Thu 7t Fri 8th

AM Executive Committee CMO Forum Conference National
(Executive Committee Media Forum (open to all) Associations
members only) Sourcing Forum Council

Policy Forum

PM Annual General Meeting JESaEdUEIGG e
Sl Welcome party VIP member Dinners
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The eye that stores: Unblinking.
Mokes for rather uncomforteble
viewing, doesn’t i
Weseealot of itin odvertising these

doys. BY! why?
And why doesn't odvertising seem 10
moke us lough onymore?

o this stimulcting book, Orlanc®
Wood, author the much-louded
Lemon, argues thot it is becouse, 05 ©

Look out.

ming inwords.
when we tum
1 we end Up tyrning 00

culture, we ore 1
And the dongets

nwords, is
each other.
S0, to odverisers:
sLook out’ should serve 05 o worning.
Because feel cliencted by

those Words

How con we creote spec(a(le thot
the minds ond

lifts the eyes, opens
worms the hear!s of those we wish

well for thats Orlondo orgues,
ol storts ot by Jooking within, bt by
looking Ot

If's just one of the surprsng

people T
creative work thot looks inwords.
of l I) \ condclusions thet &0 be found in

What, then, § the secre!

.:mgouroudxenc ?

copt

'satention’

his eye-opening book.
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Orlando Wood
Chief Innovation Officer



