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At The Global Titans, we believe the most influential leaders in B2B marketing
are those who understand that sustainable growth is built on clarity, trust, and
authentic leadership. That is why we are proud to feature Evan Hughes, The Most
Influential Leader in B2B Marketing and Growth – 2026. 

As SVP of Marketing at Refine Labs, Evan brings a perspective shaped not only by
marketing expertise, but by a personal journey that taught him to challenge
perfectionism and lead with greater confidence and authenticity.

What distinguishes Evan’s approach is his belief that leadership is not about
appearing perfect, but about trusting what you know, acknowledging what
you do not, and having the courage to show up as yourself. His experiences
with corporate expectations and personal loss helped him understand that
professional output should never define personal worth. That clarity has
shaped the way he approaches marketing, leadership, and the relationships
that drive meaningful growth.

For readers of The Global Titans, Evan Hughes represents a modern approach to
marketing leadership one built on authenticity, self-awareness, and durable growth
rather than performance alone. His story is a reminder that meaningful leadership
begins when individuals stop trying to fit a predetermined mold and start leading
from a place of clarity and conviction.

Jake Miller | Editor-in-Chief | The Global Titans

The Future We See
 At The Global Titans, we elevate visionary
individuals and organizations by amplifying
their impact, transforming success into
influence, and turning bold ideas into lasting
progress.

Excellence: We pursue the highest standards in
everything we create. From storytelling to
strategy, our work reflects precision, integrity,
and an unwavering commitment to quality.

Empowerment: Every brand has a voice and
every leader has a story. We listen deeply,
collaborate meaningfully, and help our partners
rise with confidence and clarity.

Evolution: Growth is constant and so are we.
We embrace change, innovate fearlessly, and
continuously evolve to stay ahead in a rapidly
shifting world.

 At The Global Titans, every impactful story is shaped through
collaboration. Our editorial, creative, research, and strategy teams work as
one unified force, blending insight with imagination. Driven by trust,
transparency, and shared ambition, we ensure every story we publish is
powerful, purposeful, and built to endure.

Evolution

Empowerment

Excellence

3 E’s

How We Power Stories Through Teamwork

3 E’s  That Define Us
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 Evan      

 Building Clarity, Trust, and Durable Growth in
Modern B2B Marketing

For Evan Hughes, leadership began with a lesson that many people spend years trying
to unlearn: perfectionism is not a standard, it is a ceiling. That realization changed the
way he sees success, confidence, and the role of a leader. In his view, confidence is
not about being perfect. It is about trusting what you know, being honest about what
you do not, and showing up as yourself. The leaders he respects most are not the
polished ones. They are the ones who are real.

That mindset did not arrive all at once. It was shaped by years spent trying to fit a
corporate mold, by moments of personal loss, and by the quiet realization that self-
worth and professional success cannot be the same thing. For Evan, the shift came
when he stopped confusing output with worth. That change made him a better leader
and, more importantly, a better person.

Hughes

Cover Story
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Evan HughesEvan Hughes
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Seattle, Washington

https://www.refinelabs.com

Early lessons in pressure, clarity, and self-trust

Evan’s early career was not glamorous. It started
with cleaning offices in high school and waiting
tables in college to pay tuition. Those jobs taught
him how to read people, figure out what they
actually need, and bring order to chaos. Later, he
taught himself paid search on YouTube, applied for
a coordinator role he found on Craigslist, and
stepped into the door that led him toward a career
in marketing and growth.

The path that followed included Walgreens, sales
at Microsoft, and strategy at AWS. Each step
added rigor. AWS, in particular, sharpened how he
handles pressure. Writing detailed documents,
defending ideas in reviews, and having his thinking
critiqued in real time taught him something useful:
the goal is not to defend your thinking, it is to get to
the right answer. Stay focused on what matters. Be
the point of clarity, not a source of confusion.

When personal loss reset everything

A few years ago, Evan was promoted into
a larger leadership role with a bigger team
and more scope. At the same time, a family
member was seriously ill. He was trying to
hold both things together, the professional
momentum and what he believes at his
core, which is family first, no exceptions.

Then his mom passed away.

That moment reset everything. He had to
look honestly at what he was orienting his
days around and what he actually valued.
He is not less driven now. He simply no
longer confuses professional output with
personal worth. That shift sits at the center
of his leadership today.

The Leadership Shifts That Shaped Evan
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A career shaped by rigor and rethinking the
market

Trust and performance are not in tension

 

He draws a distinction between mentors and
managers. Managers create order-takers. Mentors
build people who think and grow independently.
When leaders focus only on performance metrics,
they create compliance, not contribution. Output
eventually suffers because creativity and initiative
decline when people feel like they are just
executing orders.

Evan is clear about when to slow down. In an AI-
driven environment, execution has never been
faster. That speed is useful, but it creates a risk. It
can erode the why behind the work. People can
execute without understanding. They can produce
without thinking.

What changed most was his understanding of
growth itself. He is wired for operations, systems,
and structure, so the abstractness of marketing used
to frustrate him. Over time, he began to see
patterns. 

Evan’s professional journey became more
deliberate as he moved through different
environments. At AWS, he learned what rigor looks
like and how to communicate clearly under
pressure. During the pandemic, he took real time to
study the industry rather than just work inside it.
That period changed how he saw B2B marketing
and introduced him to Refine Labs and Megan
Bowen, whose thinking shifted his perspective.

Evan believes leaders often misunderstand trust
and performance. In his view, they are not in
tension. They reinforce one another.

How he thinks about pressure and patience

That is why he slows down on the philosophical
work, strategy, positioning, and how people are
trained. Those things require a pause. His team
asks one question constantly: so what? If something
has been built, written, or proposed, can it answer
so what without the deck in front of it? If not, it
needs more time. AI can produce the what. The
why still requires a human who has thought it
through.

The best teams he has worked with had space to
breathe, real PTO, room to reflect, and permission
to push back. People give more of themselves
when they feel trusted. They give only what is
required when they feel managed. The difference
between accountability and oversight shapes
everything.

Cover Story

The companies growing consistently were not
necessarily running better tactics. They were
thinking more clearly about their business, where
they were in their maturity, what was blocking
growth, and whether brand, demand, and
expansion were working together or pulling apart.

For him, the shift was from more, more, more to
less, but better, and in the right order. Quality is
superior to volume, almost always.

WHAT SUSTAINABLE GROWTH
REQUIRES

 

Sustainable Growth is Built on Predictability

Honest Definitions

Clear Funnel Language

Real Intent, Not
Vanity Activity

Measurable Outcomes, 
Not Just Dashboards
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Why modern B2B growth needs more
human connection

Evan thinks B2B marketing loses human connection
when conversations are replaced with automation
and called scale. He has spent years inside teams
optimizing for reach, more emails, more workflows,
more nurture sequences. But most buyers do not
wake up hoping to enter a nurture sequence.

The more automated marketing becomes, the more
valuable a real human interaction is. Trust does not
get built through campaigns. It gets built through
conversations, through honest engagement with the
actual challenges someone is trying to solve. He
also notes that B2B marketing has a sameness
problem. Everyone sounds like everyone else. The
messaging is polished, the positioning is risk-
managed, and none of it feels like a real person
who understands the situation. 

Growth that lasts, not growth that only looks
good

One of Evan’s clearest ideas is that sustainable
growth requires predictability and honest
definitions. Too many companies define funnels
differently, which makes pipeline reporting nearly
meaningless unless everyone agrees on what is
actually being measured. 

He believes sustainable growth means anchoring
definitions. A qualified opportunity should not be
whatever sales decides to log. It should have a
trailing win rate that reflects real intent. Most
dashboards report activity. Sustainable growth
requires understanding outcomes. That same logic
explains why so many companies scale noise
before clarity. Boards and VCs often push a
traditional mental model, more revenue means
more leads, more campaigns, more volume.

But you cannot increase revenue by fifty percent
with a flat budget simply by finding more leads.
The real question is what has to be true across the
funnel to hit the goal. Sometimes the answer is not
more volume. It is better qualification, better
positioning, and better conversations. 

The future of marketing belongs to trust 

Heading into 2026 and beyond, Evan believes
trust will become the scarcest resource in marketing.
AI makes content easier to produce for everyone,
which means information is everywhere and the
signal-to-noise ratio gets worse. Buyers will rely
more on credibility signals, the people and
organizations they already trust, to navigate
decisions. 

He also sees buyers completing more research
independently before speaking with sales. That
means marketing has to support decision-making
earlier and more honestly. The leaders who thrive
will connect brand, demand, and expansion into a
coherent business strategy, not just run programs.

Advice for emerging leaders 

Evan’s advice is rooted in self-awareness. The first
question every emerging marketing leader should
sit with is whether they are solving the actual
problem or just getting better at managing the
symptoms. 

That question captures his leadership philosophy
well. No amount of optimization fixes a
foundational problem. If strategy is unclear,
positioning is weak, or the customer experience is
broken, layered tools and dashboards only create
the illusion of progress. The hardest part is
admitting the real problem has not been solved yet.
But that honesty is the only honest starting point. 

Evan Hughes has built his leadership on rigor, honesty, and the willingness to keep questioning what
success is supposed to look like. He moved from perfectionism to self-trust, from output to worth, and
from volume to clarity. In a market crowded with noise, his work stands for something steadier: trust,
thoughtful strategy, and growth that can survive beyond one strong voice. 

Cover Story
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1.One leadership habit that has most
contributed to your growth:

4. One mindset shift that changed how you    
    view growth:

3.One challenge marketing leaders must
prepare for:

5. One book or idea every marketer should 
    explore:

5 Key Takeaways from 

Evan’s Inspiring Career

Being willing to say "I was wrong."
Curiosity has served me better than
certainty.

2.One personal value that has been tested
most:

Integrity is easy when everything is going well.
What truly defines you is how you handle
missed targets and difficult conversations.

Helping buyers make sense of the noise.
Information abundance is already here.
Clarity is the differentiator.

You can't out-market a business problem.
Marketing is powerful, but it can't fix
something foundational.

 Jobs to Be Done. Stop building personas.
Understand the situation that creates the
purchase.

Cover Story
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