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Introduction
In 2021, a year marked by the global pandemic, 
business disruption, and regulatory changes, B2C/
D2C marketing leaders had to grapple with an array of 
challenges and respond quickly to changing consumer 
behavior. The past year also saw the acceleration of 
growing trends, from the transition to online business, 
to the expansion of available digital advertising 
channels, to the rise of automation and AI. As the 
new year begins, digital marketing leaders have an 
opportunity to harness the learnings from the past year 
and adopt the strategies, tactics, and technologies that 
can help them maximize marketing returns for their 
organizations in 2022 and beyond.

To identify the biggest trends driving digital marketing 
success in 2022, Social Media Today and Marketing Dive 
partnered with Postclick, the pioneer of the world’s first 
Advertising Conversion CloudTM, to survey more than 
150 senior decision-makers in B2C/D2C digital marketing 
on the future of digital advertising, their top challenges, 
and their priority tactics for success in the future. 

Our study uncovered increasing digital marketing budgets,  
a focus on quality, tailored experiences throughout the 
consumer journey, and an embrace of technologies and 
channels that can drive stronger return on ad spend 

(ROAS), ad-to-page relevancy, and conversion rate (CVR. 
Above all, marketers have an opportunity to return to 
fundamentals: creating quality advertising experiences 
and being strong stewards of the customer experience. 

Tyson Quick, Chief Growth Officer and Founder of 
Postclick, speaks to the future of digital marketing. 

“Digital advertising has been growing at double digits for 
quite a long time, and it’s continued to grow at double 
digits, especially with the pandemic accelerating the 
transition to advertising spend online. Every business 
had to turn into some form of an online business. I think 
that it’s moving the industry or marketers in general 
towards what we should always have been moving 
towards: a focus on quality over quantity. If we’re going 
to get a bigger bang for our buck, and if we’re going 
to stand out amongst the crowd, we’re going have to 
improve the quality of the advertising we do so it’s not 
just spray and pray and just try to hit as many users as 
possible, but try to get real engagement.”

This report will surface findings from the study 
showcasing what’s top of mind for B2C/D2C marketers 
in 2022 and offer data-backed recommendations to 
help marketing leaders make educated and thoughtful 
decisions in the year ahead to drive ROAS and CVR. 
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2022 Digital Marketing Trends 

The three most important 
objectives for marketing 
organizations in 2022 are:

 ■ Return on ad spend (ROAS)
 ■ Ad-to-page relevancy
 ■ Conversion rate (CVR)/conversion rate 

optimization (CRO)

→ D2C organizations more often 
than B2C organizations say that 
they have found four specific issues 
very challenging in the past year:

Ad-to-page relevancy

Creating highly personalized landing pages at scale

Return on ad spend (ROAS)

Complying with privacy and data-sharing regulations

D2C 55%

34%B2C

D2C 39%

25%B2C

D2C 42%

29%B2C

D2C 39%

22%B2C

Digital marketing budgets 
are growing across the board
→ With budgets on the rise, budget 
efficiency will be critical in 2022 

 ■ Overall digital marketing budgets are planned to 
rise 11% to 25% in 2022 

 ■ D2C organizations’ budget allocations skew 
higher than those for B2C organizations 

 ⊲ 58%  
of D2C organizations say they will allocate 
between 21%-40% of their budget to post-
click strategies
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Facebook and Google Search 
continue to be top performing 
channels, though budgets 
are increasingly distributed 
across multiple channels
→ Opportunity to focus on quality 
to drive lower-funnel conversions in 
key channels

 ■ Google Search and Facebook are the channels 
marketers say drove the most conversions in 2021 

 ■ D2C organizations plan to increase spending 
more than B2C organizations on four channels: 
 
 
 
 
 
 
 
 
 
 
 
  

 ■ Conversely, 36% of B2C organizations plan to 
increase spending on YouTube vs. 26% of D2C 
organization

Marketers see post-click 
strategy as critical to success
→ Marketers see effectively 
personalizing post-click experiences 
as a key opportunity

 ■ 77%  
of marketing leaders say post-click 
strategies are extremely or very important to 
their organizations 

 ■ 75%  
of marketing leaders say personalization of 
post-click experiences will be extremely or 
very important 

 ■ 46%  
of marketing leaders see a lot of room 
for improvement in personalizing 
post-click experiences

Google Shopping

Snapchat

TikTok

Bing

YouTube

D2C
B2C

D2C
B2C

D2C
B2C

D2C

D2C

B2C

B2C

50%
32%

48%
27%

45%
27%

42%

26%

24%

36%
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No consensus on the  
impact of new Apple privacy 
policies—yet 
→ Focus should be on what can be 
controlled: first party data and quality 
advertising experiences

 ■ 36%  
of marketers predict a minor negative 
impact when asked how much impact new 
Apple’s privacy protection and App Trracking 
Transparency policies will have 

 ■ 20%  
of marketers predict insignificant/minor impact, 
28% say moderate negative impact, 11% say 
major negative impact, and only 3% say severe 
negative impact 
 
 
 
 
 

 ■ Nearly a quarter (24%)  
of D2C organizations say Apple’s recent 
Mail Privacy Protection and App Tracking 
Transparency policies will have a severe or 
major negative impact on their digital marketing 
initiatives versus 11% of B2C organizations

Marketers are embracing 
new tech to drive digital 
transformation
→ Marketers are exploring 
AI-powered CRO 

 ■ Of ten technological innovations studied, almost 
all have been adopted, are getting implemented, 
or are under evaluation—with AI-powered CRO 
being a tactic 61% are considering or adopting 
in 2022 

 ■ D2C organizations are using AI or machine 
learning more often than B2C organizations 

 ⊲ 35%  
of D2C organizations use AI 31% to more 
than 50% of the time compared to 23% of 
B2C organizations

D2C

D2C

B2C

B2C

35%

24%

23%

11%

insignificant/minor impact 20%

28%

11%

3%

moderate negative impact

major negative impact

severe negative impact
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FINDING 1 

Budgets are growing across the 
board—and budget efficiency will be 
critical to staying competitive in 2022
2022 is poised to be a year of investment, with 
most marketing leaders indicating a plan to increase 
budgets between 11% to 25%, with increases across 
all major channels. 

Rises in budget are projected to be even more 
aggressive for direct-to-consumer organizations (D2C) 
this year, with 47% of DTC leaders say digital marketing 
budgets will increase between 21% to more than 25% 
in 2022 (versus 24% for B2C organizations).

With planned budget increases across the board, digital 
marketers face a common challenge: standing out from 
the competition and maximize the impact of each dollar. 
In this landscape, budget efficiency will become a key 
priority in 2022. 

But beyond simply accepting average conversion rates 
across channels, Tyson Quick, Founder of Postclick, 
points to quality and relevancy as the centerpieces for 
higher returns. “Right now, there’s an acceptance of 
average conversion rates, and we watch thousands, if 
not millions, of dollars flush out of our budgets. I think 
we need to first accept that that’s not an acceptable 
waste. And then we look to how we maximize return 
on the investments we are making, which comes with 
quality and relevance. If we are delivering higher quality 
advertising and post-click experiences, then we will see 
a higher return.”

While prioritizing quality and relevance has always been 
a focus, the ability to execute at scale is a challenge. 

Almost three out of four 
marketing executives (73%) 
say that their overall digital 
marketing budgets are planned 
to rise 11% to 25% in 2022. The 
full distribution is as follows:

1% to 5% 1%

15%

25%

27%

21%

9%

Budgets will increase

6% to 10%

11% to 15%

21% to 25%

16% to 20%

25% +
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Close to half of marketing executives 
say three tactics are highest priority for 
landing page personalization.

Creating personalized 
landing pages in-house 52%

49%

44%

Leveraging technology 
to build landing pages

AI-powered CRO

Tyson notes that there is a real opportunity in the 
future to leverage machine learning combined with 
automation to drive CRO. By empowering marketers 
with machine learning tools that help tailor unique 
brand messaging in a contextually relevant way to 
specific user segments, running constant experiments 
across channels, and then deploying updates across 
properties in real time, marketers today have the ability 
to deliver the quality and relevance every consumer is 
looking for at scale—and maximize their own returns. 

Tyson also points to the benefit for marketers. 
“Marketers want to focus on strategy and creativity. If 
marketers are trying to be robots, like we’ve seen in the 
recent decade, it demoralizes them. I think in this next 
phase, machines can take over a lot of that, and we’ll 
be able to focus on the strategic and creative skills and 
have more impactful, fulfilling roles.” 

Put these insights into practice

Win the budget efficiency race by:

 ■ Leveraging tools that integrate 
data analysis with real-time ad and 
landing page updates

 ■ Convert manual tasks by leveraging 
technology to scale the creation 
of personalized landing pages for 
targeted audiences

 ■ Focus on quality, not quantity—
ensuring each ad dollar is spent 
on relevant content experiences 
throughout the user journey
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FINDING 2

Post-click strategy is hypercritical—
with marketers focused on effectively 
personalizing post-click experiences 
Post-click strategies will be on the mind of  
every marketer in 2022, and marketing leaders 
surveyed agree. 

Our study showed that more than three out of four 
marketing leaders (77%) indicate post-click strategies 
are extremely or very important to their organizations in 
2022. When we asked about personalization as a part 
of these strategies, three out of four marketing leaders 
(75%) say personalization of post-click experiences will 
be extremely or very important in 2022. 

In addition, marketers already know that gaps exist 
between the importance of post-click experiences and 
the ability to execute. In fact, almost half of marketing 
leaders (46%) see a lot of room for improvement in the 
effectiveness of personalizing post-click experiences. 

“Personalization” has become a ubiquitous term in 
digital marketing. At its core, effective personalization 
is about creating content and advertising experiences 
for the consumer that are truly tailored to their 
expectations and needs. To Tyson, personalization 
is being a good steward of people’s attention, time, 
and engagement. “As marketers, it’s our responsibility 
to show users a high quality and highly relevant 
experience that matches the intent that they had when 
they engaged,” he notes. 

It’s no surprise then that our study found that creating 
personalized landing pages and leveraging technology 
to build landing pages were mentioned as the highest 
priority tactics by marketers surveyed. What’s been 
holding marketers back? According to Mark McKenna, 
the Chief Executive Officer at Postclick, the trick to 
winning at personalization is to continue a personalized 
customer journey—after the click. 

“An ad campaign typically includes hundreds of different 
ad units that are very personalized for a specific 
audience or segment. And then you’re sent to a landing 
page that is more generic. That is the opposite of the 
personalization journey that we want. When we homed 
in on ad-to-page relevancy for our customers, we saw 
conversion rates go through the roof, increasing by 80% 
on average,” says McKenna.

We go by the 80/80 rule. We’re 
increasing conversion rates 
by 80% on average for our 
customers. And we’re decreasing 
the level of effort to create 
landing pages at scale by 80%.”
Mark McKenna, CEO, Postclick 
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“Consider you’re targeting a man who’s in his forties 
who only likes blue shoes,” he explains. “If you target 
him with an ad that brings him to a generic landing 
page with men’s shoes, you’ve already lost. You need 
to continue the customer journey, with similar language 
and the same blue shoes.”

Personalization has also moved beyond using 
geographic, demographic, and behavioral data. Instead, 

digital marketers have an opportunity to leverage a more 
well-rounded set of data to make a direct connection with 
target audiences, including the use of psychographic 
(values, attitudes, interests) data. According to Hunter 
Sunrise, VP of Marketing at Postclick, leveraging 
psychographic data to personalize ad campaigns can 
result in stronger customer relationships, increased 
purchase intent, and increased brand loyalty. The key, 
according to Sunrise, is to tell a story that’s truly personal.

Put these insights into practice

 ■ Ensure personalization leverages 
a variety of data points, including 
geographic, demographic, 
behavioral, and psychographic data

 ■ Extend personalization to the 
post-click experience for a unified 
consumer journey and higher returns
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FINDING 3

Technology continues to rapidly 
transform digital marketing— 
with AI-powered CRO as a key 
emerging focus
Digital marketing leaders are embracing technology to 
increase returns and advance their strategies. Of ten 
technological innovations studied, almost all have been 
adopted, are currently being implemented or are under 
consideration/evaluation. 

In particular, AI-powered CRO is an emerging tactic 
digital marketing leaders are starting to pay attention to. 

Our study found:
 ■ 21% of B2C digital marketers are already adopting 

AI-powered CRO
 ■ 22% of B2C digital marketers are implementing 

AI-powered CRO now
 ■ 18% of B2C digital marketers are considering 

implementing AI-powered CRO 

Using an AI-powered CRO comes with many benefits, 
including breaking down traditional silos across 
marketing functions and platforms. “The big value of 
AI-powered CRO is breaking down silos—across ad units, 
post-click experiences, and websites—while creating 
cohesion and efficiency simultaneously,” says McKenna. 
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The ability to uplevel speed and agility is another crucial 
benefit to AI-powered CRO. According to McKenna, 
increased speed has to be a part of the future. “Most 
pages out there get stale fast and don’t get updated 
enough,” he explains.

“Marketers need to learn to bridge the chasm between 
data and actionable insights by turning real-time 
insights into immediate changes to webpages—and to 
figure out how to do that faster.” 

While in the past, automation technology has been 
approached with skepticism from marketers, today 
machine learning technology has advanced to extend 
marketers own capabilities. “Automation empowers 
humans with superhuman capabilities,” says Tyson. 

“It’s not about replacing what humans do; it’s about 
embracing collaborative intelligence.”

“When you collaborate with a machine that’s good at 
scale, it gives you the ability to work with bigger data 
sets, understand context faster, and optimize your 
budget to get the highest return.” 

Put these insights into practice

 ■ De-silo the advertising ecosystem across 
advertising, landing page creation, and 
content development

 ■ Embrace machine-learning platforms for 
speed, efficiency, and scale

 ■ Consider experimenting with 
AI-powered CRO

Collaborative intelligence (n):  
collaborative intelligence 
characterizes multi-agent, 
distributed systems where 
each agent, human or 
machine, autonomously 
contributes to a 
problem-solving network.
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FINDING 4

Facebook and Google Search continue 
to be top-performing channels, 
though budgets are distributed (and 
increasing) across multiple channels

Facebook

Snapchat

53%
52%

40%
36%
35%
33%
33%
32%
31%

27%
27%

23%
22%

Google Search

Pinterest

Display advertising

TikTok

TikTok

Instagram

Reddit

Google shopping

Bing

Bing

YouTube

In our study, digital marketing leaders indicated that 
Google Search and Facebook are the channels 
that continued to drive the most conversions in 
2021. Based on these results, marketers can expect 
budgets to increase across these channels, especially 
for D2C organizations. 

The two channels most often 
chosen for increased budgets 
between 2021 and 2022 are 
Facebook and Google Search.
More than half of marketing executives 
report that budgets will increase between 
2021 and 2022 for two channels:

Fewer marketing executives expect 
increases in budget for other channels:

The channels most often mentioned by 
marketing executives for which budgets 
will decrease between 2021 and 2022 are:
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According to our survey, more D2C organizations than 
B2C organizations plan to increase spending on four 
channels in 2022:

B2C and D2C organizations also differ in their budget 
priorities for two key channels. For one, 25% of 
B2C organizations plan on decreasing spending on 
TikTok—in comparison to 15% of D2C organizations that 
plan to decrease their spending on TikTok. 36% of B2C 
organizations plan to increase spending on YouTube vs. 
26% of D2C organizations.

With higher budgets come higher performance 
expectations. To increase CVR within Facebook and 
Google, digital marketers need to make sure they know 
their metrics and KPIs in these platforms, according to 
Don Keane, Chief Marketing Officer at Postclick—who also 
says that marketers often don’t dig as deep as they can. 

“Once you have that data, it’s all about personalizing and 
customizing that experience for each individual you’re 
targeting because, the truth is, the age of tracking traffic 
is gone—it’s about getting them to convert and then 
constantly using that data to improve the experience 
even more,” explains Keane.

This type of strategy may require a shift in your thinking. 
“The old days of the poor marketing manager sitting at 
their desk doing things by hand, creating landing page 
copy, updating design, and thinking about fresh landing 
pages every week, are over. It needs to be dynamic and 
it needs to be in real time,” says Keane. 

“It’s not just about getting the traffic or clicks. You have 
to focus on the personalization and quality, or else it’s 
going to be bad for your consumer—and bad for your 
bottom line.” 

Put these insights into practice

 ■ Consider emerging platforms such as Twitter, Instagram, TikTok, LinkedIn, 
YouTube and even dating apps like Hinge and Bumble

 ■ Shift KPIs from traffic to conversions on key channels

 ■ Extend personalization to the post-click stage 

Google 
Shopping

50

40

30

20

10

0
Snapchat TikTok Bing

Points scored D2C B2C
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FINDING 5

Apple’s privacy changes could be a 
gamechanger down the road—but it’s 
too soon to tell. Here’s what markets 
are doing in the meantime.
Study results showed that there’s no consensus yet on 
how to address Apple’s privacy changes. This gives 
marketers a unique reprieve to observe this landscape 
versus making any hasty decisions. Time will continue 
to provide us with more data on how to respond to 
privacy and data collection concerns. In the meantime, 
marketers can focus on what they can own—right now.

Of the data we have so far, most marketers aren’t sure 
there will be major implications. When asked about how 
much impact Apple’s new privacy protection and App 
Tracking Transparency policies will have, more than 
one-third (36%) of B2C organizations predict a minor 
negative impact. 

From there, 20% predict insignificant/minor impact, 28% 
say moderate negative impact, 11% say major negative 
impact, and only 3% predict severe negative impact.

As the marketing world watches how Apple’s updates 
shake out, marketers are leveraging various tactics 
to address new privacy and tracking policies in the 
meantime. Here are those tactics, in order of priority:

1. Adjusting goals/KPIs (52%)

2. Segmenting Android and Apple iOS (50%)

3. Leveraging UTMs to maximize insights (49%)

4. Improving internal first-party data collecting (47%)

5. Personalized messaging and targeting (47%)

6. Increased privacy and data permission 
transparency with users (46%)

7. Cleaning lists (list hygiene) (41%)
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But while most B2C marketers are moving forward 
tentatively, our data found that D2C organizations 
are more worried. Nearly a quarter (24%) of D2C 
organizations say Apple’s recent Mail Privacy Protection 
and App Tracking Transparency policies will have 
a severe or major negative impact on their digital 
marketing initiatives versus 11% of B2C organizations.

And while there’s still more data to be collected, 
McKenna believes we’re at the tail end of mistrust. “I 
think more people will start to see the value of getting 
relevant content served up all the time, and it saves so 
much time, and it creates efficiency to be able to be 
served exactly what you’re looking for.”

Still, without a clear consensus on how Apple’s new 
privacy and transparency policies will impact marketing 
efforts, the solution in the meantime is to go back to the 
fundamentals—and control what you can—the quality of 
the experiences you provide to consumers.

Put these insights into practice

Own what you can, including post-click 
strategies. Put your attention to the 
following while you see how Apple’s 
policies will impact the industry: 

 ■ Focus on quality ad and content 
experiences

 ■ Refine segmentation 

 ■ Optimize the collection of 
first-party data 
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2022 calls for smart marketers 
to work smarter—and automated 
personalization can help. 
While there’s no question 2021 was a challenging year for 
businesses, marketers, and consumers, 2022 presents 
an opportunity for digital marketers and consumers alike. 
By focusing on quality over quantity, personalizing and 
tailoring digital advertising experiences pre-and-post 

click, and embracing technology to supplement human 
power, digital marketers have an opportunity to enhance 
ROAS, CVR, and ultimately, deliver on the promise 
of marketing to provide more meaningful, relevant 
experiences for consumers.
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We are leading the charge to revolutionize digital 
advertising. Our team is on a mission to automate 
advertising conversion by delivering relevant post-click 
experiences at any scale. Combining automated page 
creation with continuous global optimization, Postclick 
helps you reduce costs and grow conversions.  
Guaranteed.

LEARN MORE

http://postclick.com/


studioID is Industry Dive’s global content studio offering brands 
an ROI rich tool kit: Deep industry expertise, first-party audience 
insights, an editorial approach to brand storytelling, and targeted 
distribution capabilities. Our trusted in-house content marketers 
help brands power insights-fueled content programs that nurture 
prospects and customers from discovery through to purchase, 
connecting brand to demand.


