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This research came about because, as a business, we 
noticed a change in the kinds of conversations we’ve been 
having with B2B marketers over the last couple of years. 

Whereas we were expecting 
companies we met to want to talk 
about the kinds of topics that are all 
over the marketing blogs – social, 
inbound, <insert the latest tactic du 
jour here> – that hasn’t been the case.

Instead, either explicitly or implicitly, 
the conversations have been focused 
far more on pipeline and/or revenue 
than ever before. The marketers we’ve 
been speaking with appear to be under 
increasing pressure to demonstrate 
real numbers with real currency 
attached. Or else they’re tasked with 
accelerating the sales cycle, helping 
sales unlock new opportunities faster.

We wanted to better understand how 
their world is changing. 

We looked around for existing research 
we could use but, for the most part, 
the available options didn’t cut it. They 
were often focused purely on tactics. 
Or talking to a disproportionately high 
number of small businesses and their 
agencies. Or over-indexing in one sector. 
Or using primarily US-based data.

So, we commissioned our own. 

This initial report is focused on the UK 
with all 150 respondents working in 
companies of over £7.5m turnover. 
There is an even split between the 
mid-market (<1000 employees) and 
enterprise (>1000 employees). And we 
have an even number of respondents 
from tech, professional services, 
financial services, construction and 
manufacturing. All are senior level  
B2B marketers.

The picture the research paints is of a 
profession in rapid transition. One that, 
in broad terms, can see where it needs 
to get. But one facing real challenges 
in how to get there.

Rather than simply provide a dry 
retelling of the data, we wanted to 
make this report actionable. So, for 
every section, we’ve outlined the big 
question we believe B2B marketers 
should be asking themselves together 
with three things we suggest you 
begin doing as a result of the data.
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Foreword

This is, of course, simply our 
perspective. Every business is unique 
and you may have a different view. 
If so, we’d love to hear it. Likewise, if 
you see something here that you’d like 
more detail on, we’re happy to help.

You can reach me at  
jason@consideredcontent.com. 

I hope you find The Revenue Rift a 
useful addition to your thinking and 
practice as a B2B marketer.

Jason Ball
Managing Director,  
Considered



The direction of travel in marketing 
over the last decade is unmistakable. 
Today’s B2B marketers are now under 
more pressure than ever before. No 
surprise there.

However, when commentators talk 
about this, the focus tends to be on 
the tactical. It’s all the choices and 
options that cause the stress. It’s 
navigating an ever-changing marketing 
landscape that’s the main problem. 

So we hear about the explosion in 
media channels, or conversely the 
threat of the Googlebook duopoly, 
or social in all its forms, or the bright 
shiny new world of AI and AR/VR. We 
hear how you must be all in on ABM or 
inbound or content marketing or, or, or…

In reality, the real issue is more 
fundamental than this. Put in its most 
brutal terms: B2B marketers are 
under more pressure than ever before 
to deliver bottom-line revenue. 

Sometimes this is couched in terms 
of pipeline. Sometimes it is about 
closed:won rates. Sometimes it’s about 
speed of sales cycle. But the end result 
is that the C-suite is increasingly looking 
to marketing to hit numbers that have 
hard currency attached to them.

Under pressure 
Of course, we’re all under pressure 
to deliver, nothing new there. If you 
want a stress-free life, B2B marketing 
probably isn’t for you. But, to be clear, 
for many, the levels of pressure we’re 
seeing today are intense. 

In our study, 52% of mid-market and 
enterprise marketers said they are 
under a lot of pressure to deliver 
pipeline and revenue. This increases to 
56% when we look just at enterprise 
marketers.

What’s more, it’s increasing. 

A massive 86% of respondents say the 
pressure has become worse in the last 
12 to 18 months. Just under half (49%) 
say it’s increased a lot. In fact, split 
out the responses by sector and the 
picture is even more stark. 

Professional services has seen the 
biggest change followed by technology 
and B2B financial services businesses. 
This results in 70% of professional 
services marketers feeling under a lot 
of pressure with their tech brothers 
and sisters not far behind on 60%. (The 
makers of Valium must be laughing.) 
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Revenue — the new  
elephant in the room

Over half of B2B 
marketers are 
under pressure 
to deliver pipeline 
and revenue. More 
than 8 in 10 have 
seen this pressure 
increase in the  
last year.
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52% 

of mid-market and 
enterprise marketers 
said they are under 
a lot of pressure to 
deliver pipeline and 
revenuentensify in 
the coming year

Intense is the new normal
Ok, but maybe this is just the new 
normal. Maybe we’ve hit a steady state 
and just need to adapt. Maybe, like new 
tech on the Gartner Hype Cycle, this will 
all begin to plateau soon.

We admire your optimism. Sadly, it’s not 
shared by those we interviewed. 

Some 59% of respondents expect 
the pressure to continue to intensify 
in the coming year. And you know 
those professional services and tech 
marketers we mentioned above? They 
expect it to intensify the most (70% and 
63% respectively).

Seriously, if you know a marketer in 
either of these sectors, stop reading this 
and go give them a hug. They need it.

Pipeline and revenue: important  
and urgent
Given the pressure, it’s no wonder that 
pipeline and revenue are becoming key 
objectives for the year ahead. Across 
our respondents, 31% say increasing 
marketing-driven revenue is a key 
marketing priority. Again, the bigger 
you are, the more you’re feeling the 
pinch. Among enterprise marketers, 
we see this number increase to 34%.

And it’s not just about professional 
services and tech marketers. Over half 
of those in manufacturing businesses 
are placing revenue in the key priority 
bucket for the next 12 months too.

There is a truism in business that what 
matters gets measured. Today, with all 
the talk about data-driven marketing, 
B2B marketers are measuring more 
factors than ever before. The survey’s 
respondents are no different, tracking 
a wide range of metrics. 

But when we asked them about the 
number one metric they are using 
to measure performance, increasing 
pipeline/revenue came top (just ahead 
of closed:won rates).
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31% say increasing marketing-driven 
revenue is a key marketing priority 
“



B2B marketers’  
top 3 objectives for  
the next 12 months

Total 1000 or fewer 
employees

More than a 
1000 employees

Increase customer retention

Increase website traffic

Increase marketing-
driven revenue

Increase social 
media engagement

Increase marketing ROI

Increase upsell/cross-sell 
opportunities

Increase the quality 
of our leads

Better differentiate 
our brand

Focus on converting specific high 
value named accounts

Deliver more 
qualified leads

Convert more leads 
to customers

Become better aligned 
with sales

Grow our brand 
awareness

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%
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Total Professional 
services

Construction 
and property

31% 33% 23%

Financial 
services

IT and 
technology

Manufacturing  
and production

33% 13% 53%

RESPONDENTS WHO SAY INCREASING MARKETING-DRIVEN REVENUE IS A KEY OBJECTIVE
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Total
52%

Professional 
services

70%
Construction 
and property

57%

Financial 
services

IT and 
technology

Manufacturing  
and production

60% 37%

MARKETERS WHO SAY THEY’RE UNDER A LOT OF PRESSURE TO DELIVER REVENUE/PIPELINE

37%



The big question

What criteria are  
you really being judged  
on by the C-suite?
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03 Get ahead of the problem – set your own revenue 
targets for the year ahead now (even if these stay 
within the marketing department).

02 Even if you’re not feeling the pressure on revenue 
yet, it’s coming. Start to look at what you’ll need 
to change if senior management hits you with a 
significant revenue target.

01 Get on the same page as the C-suite. Understand 
how marketing fits into the wider strategy of the 
business. Dig deep to make sure you’re speaking 
the same language.

59% 

of respondents expect the pressure to 
continue to intensify in the coming year

3 Things to  
do right now
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The need to prove marketing’s value has 
been an ongoing battle for pretty much 
as long as marketing has existed as a 
discipline. While it is patently obvious to 
everyone in the marketing department 
that they’re a major business driver, 
others don’t always agree. 

It’s not difficult to see why. While 
marketers can often point to 
circumstantial links to increased sales, 
they have struggled to show straight-
line causality between their activities 
and business performance.

Of course, the discipline has had 
a tendency to make its life more 
complicated by adopting various 
vanity metrics (likes, shares, retweets 
etc). While they show some people 
responding to certain tactics, more often 
than not, these metrics have no impact 
on bottom-line revenue. They can also 
lead to self-fulfilling approaches that 
simply boost these inconsequential 
measures even further.

What matters, gets measured
We’ve already seen that marketers 
are under more pressure than ever to 
deliver pipeline and revenue, but are 
they really willing to stand up and be 
counted on their results?

Across our respondents, just 37% use 
marketing-generated pipeline as a 
key metric. This places it just ahead 
of ‘social engagement’ metrics at 32% 
and ROI at 27% but behind tactical 
measures such as email opens and 
clicks (40%). And when we asked 
respondents to name the number one 
metric in use, while total marketing 
generated pipeline/revenue came top, 
this only accounted for 14% of the total.

At first blush, this looks as though 
B2B marketers will struggle in the 
face of a CEO or CFO asking them to 
‘Show me the numbers’. 

Proving the real  
value of marketing

B2B marketers are 
tracking revenue 
from multiple 
angles but too few 
are getting to the 
core of aligning 
what they do 
with bottom-line 
success.
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Marketing-generated 
revenue

37%

Revenue by other names
Looking across the various measures 
in use, we see a range of options that 
are de facto synonyms for revenue. 
For example, 45% of respondents track 
closed:won sales and 42% measure  
win rate. 

On the pipeline side of the equation, 
half the respondents track the number 
of qualified leads (the most common 
measure used) and 39% measure net 
new leads.

What this shows is that, while just over 
a third of B2B marketers are willing 
to explicitly nail their colours to the 
revenue mast, a significant number are 
actively tracking sales-related metrics.

The key difference is between those 
who favour outcome metrics (revenue, 
closed:won, win rate) and those that 
err on the side of measures showing 
an input to sales (qualified leads). We’ll 
explore this further in the next section.

What about sales velocity?
B2B sales cycles are long. Beyond entry-
level SaaS offerings, it’s not uncommon 
for sales to take 6 to 12 months or 
more. This has a significant impact on 
any marketer tasked with boosting 
revenue. Whatever they do today will not 
generally show a return for at least the 
next two quarters.
 
Is this just the way it is? 

For many of our respondents, the 
answer appears to be: yes. Under a 
quarter (23%) of B2B marketers in the 
survey measure pipeline velocity (ie the 
length of the sales cycle). This falls to just 
a fifth for enterprise marketers. It drops 

even further for professional services 
with just 17% using this metric. In fact, 
only manufacturing businesses get over 
the 25% mark.

To be clear, over half will score leads 
based on where they are in the buying 
cycle, they just don’t focus on how fast 
they’re moving through.
 
This is curious. 

For marketers under pressure to deliver 
revenue, taking targeted actions to 
accelerate the sales process is one of 
the most efficient ways of achieving 
their objectives. 

Importantly, this is not just about being 
able to pull revenue from next quarter 
into this one (though that’s certainly 
a benefit for quarter-to-quarter B2B 
organisations). 
 
Focusing on pipeline velocity forces 
marketers to more closely examine each 
opportunity stage in the sales cycle. 
This enables them to spot where points 
of friction exist that not only slow sales 
but which often lead to opportunities 
simply vanishing into perpetual ‘no 
action’ loops (turning into zombie leads 
that can skew the overall picture of sales 
and marketing effectiveness). 

It also helps forge better alignment 
between sales and marketing as  
both are required for effective analysis 
and both directly benefit from targeted 
action. And, of course, it generates 
some very specific metrics that  
are understandable throughout  
the organisation.
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KEY METRICS IN USE BY  
B2B MARKETERS

Email opens and clicks

40%

Social engagement

32%

ROI

27%



Total 1000 or fewer 
employees

More than a 
1000 employees

Total marketing-generated 
pipeline/revenue

Closed won sales

Social engagement 
(likes, shares etc.)

Win rate

Number of qualified leads 
(MQL or SAL)

ROI

Net new leads

Opens, clicks etc.

Pipeline velocity/
length of sales cycle

Cost per lead (CPL)
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The primary  
measure of  
marketing performance



The big question

If what you measure has such an impact 
on your wider marketing, are you sure 
you’re measuring the right things?
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03 Don’t overlook pipeline velocity – not 
only will it accelerate your results, it’ll 
help you view the entire revenue picture 
in a more productive way.

02 Understand what you need to measure (and 
what you don’t). Be careful of focusing on 
metrics that are inputs to sales vs those that 
demonstrate true business outcomes.

01 Be clear on the wider revenue targets of the business. 
Where do these come from? Is there a difference 
between good revenue and bad revenue? Speak to  
your CFO. Speak to sales. Avoid ambiguity at all costs.

3 Things to  
do right now
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23%

Under a quarter of B2B marketers in the 
survey measure pipeline velocity (ie the 
length of the sales cycle). 



more likely that there is no attribution 
in mid-market businesses than those in 
the enterprise space.

But what about those who are trying to 
make the link?

Many are using a combination of 
measures. Most commonly used is 
when a lead initially converts (ie a 
contact is created in the database) – 
employed by 45% of respondents. This 
is closely followed by last touch (44%) 
and first touch (37%). Under a third (31%) 
use any form of multi-touch attribution, 
whether evenly split or weighted.

Decisions and consequences
While this could be seen simply 
as a sign of marketers just getting 
started with the easy stuff first, the 
implications of what you choose are 
worth further examination.

Once marketing is tied to a particular 
form of attribution, it will inevitably 
skew their activity as they try to make 
the numbers. If, for example, you select 
initial conversion as your measure of 
choice, you will find yourself leaning 
towards tactics that fill the top of the 
funnel (or at least prop up the database). 

If it is broke,  
shouldn’t you fix it?

Attribution is 
critical to proving 
marketing impact 
on revenue, 
but most B2B 
marketers are 
struggling to 
deliver meaningful 
insights.

Of course, it’s one thing to believe that 
what we’re doing is working, it’s another 
thing to prove it. 
 
Over four-fifths (82%) of respondents say 
they need to improve the link between 
marketing activity and increased revenue. 
A third need dramatic improvement 
(and this leaps to 57% for professional 
services). Yet attribution, to put it mildly, 
is a mess.

It’s not surprising. With the myriad of 
touchpoints over an extended sales cycle, 
determining what delivered revenue is 
hard. Was it the top-of-funnel content 
that got someone on your radar? Was it 
the live demo that provoked a trial? Was 
it an influencer saying the right thing at 
just the right time?

The attribution muddle
We see this confusion when we look  
at how B2B marketers attempt to 
prove effectiveness. 

Overall, a quarter use no attribution 
whatsoever. This increases to 40% of 
those in the construction industry and 
30% in financial services. Surprisingly, 
as they’re normally the early adopters, 
tech also over indexes with 37% not 
even trying to attribute success. It is also 
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Conversely, select last touch and you will 
probably focus more on the bottom of the 
funnel and sales support.

While no measure is perfect, it is only 
when you get to some form of multi-touch 
attribution that you can begin to take a more 
integrated approach, seeing which tactics have 
had an impact and which haven’t.

Attribution has become another part of the 
ever-exploding martech stack of course. 
There are now a range of players who are 
offering systems and solutions promising to 
do the heavy lifting for you. Looking across our 
respondents, almost 60% are using something. 
However, no system exceeds 10% market 
share – so it seems like no vendor has nailed 
it yet either.



We score actions (e.g. clicks,  
downloads, page views)

How does your marketing 
department score leads?

Total 1000 or fewer 
employees

More than a 
1000 employees

0

10
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30

40
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60

We score based on where a prospect is 
in the buying cycle

We score on demographic data 
(e.g. job role, company size, 
location, turnover)

We score on social 
engagement  
(e.g. likes, shares, 
comments)

We score on how fast they are 
moving through the sales cycle 

(e.g. pipeline velocity)

We score against specific 
target accounts (e.g. within 

an ABM framework)

We don’t score leads
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DOES YOUR ORGANISATION’S MARKETING DEPARTMENT NEED TO IMPROVE 
THE DIRECT LINK BETWEEN MARKETING ACTIVITY AND REVENUE INCREASE?
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Yes, we need to dramatically 
improve how we do this

Yes, we need to make 
some improvements to 
how we do this

No, I am confident that 
the marketing department 
can do this

49%
57%

30% 30%

10%

7%

20%

Total Professional services Construction  
and property

Financial services IT and technology Manufacturing

33% 33%

18%

Contact 
created in  
the database

45%

 MOST COMMON ATTRIBUTION METHODS:

44%  Last touch  First touch37%  Multi-touch31%

50%

63%

50%

33%

17%

63%

7%

27%



The big question

If you are unable to align marketing activity 
to bottom-line revenue, how will you show 
marketing’s contribution to business success?
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03 Explore how technology can help but go in with 
your eyes open – be careful of getting locked in to 
just one system in this fast-moving sector.

02 Begin making the move to some form of weighted 
multi-touch attribution – it won’t be perfect 
(especially in the early days) but it is better than 
simple guesswork and gut feel.

01 If you have attribution in place, look at how the 
type(s) you’ve selected may be influencing the 
strategies and tactics you pursue.

25%

of respondents have no 
attribution in place

3 Things to  
do right now
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Sales leads or business value?
The most common focus is on the 
value of pipeline generated (used by 
27% of respondents). Just behind, on 
24%, is customer lifetime value with 
marketing-generated revenue trailing 
in third on 18%. There is some variation 
by company size (the focus on 
revenue places second in mid-market 
companies) and by sector (customer 
lifetime value is a clear leader in 
construction and revenue comfortably 
wins in manufacturing).

What’s interesting here is that some  
of these measures (as with the 
pipeline vs revenue split we saw 
earlier) are fundamentally about input 
to sales whereas others are about 
value to the business.

By focusing on pipeline, there is an 
implicit split between marketing  
and sales. Marketing generates leads 
(hopefully well qualified ones) and 
passes them across to sales (who 
hopefully agree that they are high 
enough quality and do something 
with them). With the right systems 
and internal SLAs in place, a formal 
split needn’t be the case, but this still 
smacks of throwing leads over the wall 
to sales and moving on to the next.

Getting a return on  
marketing investment

At best, today’s 
B2B marketers are 
hitting their ROI 
targets under 50% 
of the time.

All marketing is an investment (even 
if too many in business still view it as 
a cost). Whether you are paying third-
parties to create content and campaigns 
or hiring people to run in-house 
operations, you’ll want to be sure you’re 
getting good value for your money.

A focus on return on investment is 
nothing new. Financial management 
has always asked what the business 
is getting for ‘all that money we give 
marketing’. But how this is calculated has 
important implications for marketing’s 
effectiveness.

As with so many marketing related 
calculations, there is no single way 
of calculating ROI. You can focus on 
pipeline, customer lifetime value (CLV), 
revenue, brand value or pretty much 
anything that matters to the business.

In our research, we see the full spread. 
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The customer lifetime value and 
revenue approaches are fundamentally 
about value to the business (either 
over the short or long term). This 
revenue will only be realised in the first 
instance if everyone along the sales 
and marketing chain plays their part. 
And measuring and predicting longer 
term repeat revenue throws more 
emphasis onto customer satisfaction, 
retention and cross-sell/upsell 
initiatives.

Hitting the numbers
So you have a definition of ROI,  
what kind of levels of return are we 
talking about?

In our study, we see a pretty even 
split between marketers aiming 
for between 1:1 and 2:1 (27%) and 
those setting a higher benchmark of 
between 2:1 and 5:1 (28%). But it’s  
one thing to set a target and another 
to hit or exceed it.

Across the study, our respondents hit 
their ROI targets just under 45% of the 
time. Enterprises fare slightly better 
than the mid-market and the top 
sector performer is tech (hitting their 
targets 53% of the time).

45%

Across the study, our 
respondents hit their ROI targets 
just under 45% of the time. 
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And this is where the rubber meets 
the road.

So we asked the respondents:  
Just how confident are you of hitting 
your revenue and pipeline targets? 

Just 23% said they were sure of hitting 
their targets. This was bolstered by 
marketers in professional services and 
tech being the most confident (50% 
and 40% respectively). However, at 
the other end of the spectrum, both 
financial services and manufacturing 
appear to be having a crisis of 
confidence with just 3% of marketers 
sure of hitting their targets.

In this regard, enterprise businesses 
fare worst. Some 40% of enterprise 
marketers are either not very 
confident or not at all confident of 
hitting their targets.

So what’s causing this? That’s where 
we go next.
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How B2B marketers  
calculate ROI

We don’t measure ROI(Customer lifetime value minus 
the cost of activity) divided by 
the cost of activity

(Marketing generated revenue 
minus the cost of activity) divided 

by the cost of activity

(Increase in brand value minus 
the cost of activity) divided by 

the cost of activity

(Value of pipeline generated minus the cost of activity) divided by 
the cost of activity

Total 1000 or fewer 
employees

More than a 
1000 employees
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30

0

5
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The big question

How you determine ROI can have a significant 
impact on how you market, are you making 
the best choice for your business?
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03 If you’re not confident of hitting your targets, have the 
difficult conversation with your CEO and CFO early – 
it’s better to under-promise and over-deliver. It will 
also demonstrate that you believe marketing is core 
to business success (not just the people who sort out 
events, brochures and that internet stuff).

02 Do a proper assessment on your ROI 
performance over the last year – what’s 
really delivering for your business?

01 Make an informed decision about how you’re 
going to measure ROI – be clear about the 
effects that this may have on how you approach 
marketing in the business.
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3 Things to  
do right now

23%

The number of B2B marketers 
who are sure of hitting their 
pipeline and revenue targets 



As we’ve seen, today’s B2B marketers 
are under more pressure to deliver 
pipeline and revenue than ever before 
(and this isn’t going to change anytime 
soon). However, few of them are 
confident of hitting their numbers.

Why is this?

Well, once we ignore wider 
macroeconomic factors over which 
few of us have any control, our 
respondents cited five main reasons 
for potential failure:

1. Lack of clarity from management
2. Unreasonably short timeframes
3. Sales and marketing misalignment
4. Poor quality content
5. Underperforming agency partners 

These five all rank higher than the 
usual suspects of not enough budget, 
time and people. Let’s explore each in 
a little more depth.

What do you want from us?
It was tight at the top, but the winner 
on 23% was ‘Lack of clarity from 
management’. It’s difficult to know 
how to hit your targets if the targets 
themselves are either unclear or in 
constant motion. 

We live in the era of the pivot where 
many companies (especially in tech) 
are in a state of constant beta. They 
are testing not only their positioning 
but their whole business with the 
market, trying to find the magic 
formula for a profitable model (or at 
least one that delivers the next round 
of funding or an advantageous exit).

It’s not just about tech and fast 
moving organisations however. Lack of 
clarity may reflect uncertain thinking 
at the top but it’s just as likely to be a 
result of poor communication between 
management and marketing. This will 
be especially so where marketing isn’t 
represented in the C-suite. 

Again, there is a tendency across B2B 
for marketers to talk in very different 
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The 5 big barriers  
to success

It’s difficult to  
know how to  
hit your targets 
if the targets 
themselves are 
either unclear or in 
constant motion. 

terms from the rest of the business. 
We see this in other studies showing 
declining levels of CEO confidence in 
the abilities of their marketing teams. 

It is difficult to see how this will 
improve until everyone involved 
shares a common language around 
business success.
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You want it when?
The second major barrier, on 22%, is that 
timeframes are unreasonably short.

In B2B we have the conflicting demands 
of quarterly-driven targets and multi-
quarter sales cycles. More often than 
not, marketing is an upstream function. 
As such, anything marketers do today 
is unlikely to show a result (in revenue 
terms) during the next quarter. 

So is this simply a case of management 
needing to face up to the basic realities 
of the market? 

Yes and no.

Certainly most top-of-funnel activity 
takes time to show true pipeline and 
revenue results (unless you are simply 
focused on the initial conversion 
part of the picture). It is one thing to 
demonstrate you are a thought leader, it 
is another to show a prospect they have 
a problem that is both important and 
urgent, and it is yet another to convince 
them that your product, solution or 
service is different and tangibly better.

B2B marketers are no strangers to 
bottom-of-the-funnel sales support / 
sales enablement of course. Here we are 
dealing with a much shorter timeframe, 
helping sales to close more deals faster. 
But it is still the case that marketing will 
tend to put some materials together 
(the ever-present PowerPoint deck and 
collateral), make them available to sales, 
and hope for the best.

What’s missing is a more holistic, more 
granular view of the entire sales cycle. 
If like most B2B organisations you use 
some form of opportunity stage model, 
you already have the foundations for 
accelerating both pipeline and revenue. 
By examining each stage and assessing 
whether it is underperforming, you can 
plan more targeted interventions to 
lessen these points of friction and get 
things moving again.

This will enable you to deliver results 
across both the long- and short-term.
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If marketing is 
talking about 
engagement 
objectives and 
brand development 
while sales is 
talking net new 
revenue and time-
to-close, it’s not 
difficult to spot the 
disconnect. 

Sales is from Mars, marketing is 
from Venus
It is virtually impossible to consider 
barriers to B2B success without 
examining the lack of alignment 
between sales and marketing. 
Unsurprisingly, it came third as a key 
barrier in our research (on 21%).

While some of this is inevitably 
down to culture and, sometimes, an 
unfortunate mutual lack of respect, 
the core of the issue tends to revolve 
around simply not having a shared 
vision of success.

Fundamentally, this is about having 
common goals and a common 
language. If marketing is talking about 
engagement objectives and brand 
development while sales is talking net 
new revenue and time-to-close, it’s 
not difficult to spot the disconnect. 

This is not to say that each can’t have 
a different tactical focus based on its 
particular skillset, but both should 
ladder up to a shared set of business 
objectives. And ultimately these will tend 
to revolve around pipeline and revenue.
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“Great, more listicles!” said  
no-one, ever
It is now easier to create content than 
ever before – bad content that is. In 
joint fourth place on 20%, poor quality 
content is seen as a key barrier to 
success by today’s B2B marketers. 
(This is most acute in financial services 
where poor content is the most often 
cited barrier on 41%.)

With the focus in recent years on 
content, content and (you guessed 
it) more content, it’s probably 
unsurprising that quality has taken a 
back seat to quantity. Most ‘thought 
leadership’ is anything but. Too many 
blog posts are little more than empty 
clickbait. And guides purporting 
to be about solving customers’ 
critical business issues simply mask 
undifferentiated product pitches. The reality is that, 

today, content 
needs to be 
outstanding to 
stand out.

The reality is that, today, content 
needs to be outstanding to stand 
out. It needs to be psychopathically 
focused on the customer and their 
issues. It needs to be truly insightful, 
bringing a fresh perspective to the 
issues that matter. And it needs 
to be active – focused on the next 
desired action and with a clear link to 
achieving your wider objectives.

This sets the bar very high. Too high 
for many companies. But, what’s 
a challenge for many is a major 
opportunity for others.
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Delivering 
sustainable 
improvements 
in pipeline 
and revenue 
demands a 
more systematic 
approach 
exploring the 
entire sales 
cycle.

Who the hell came up with this?
The last critical barrier to success, in 
joint fourth place, is underperforming 
agency partners (also on 20%). Again, 
some sectors are feeling the pain 
more than others. Both manufacturing 
and financial services appear to be 
suffering the most (rating this issue at 
30% and 29% respectively).

Considering that many agencies will 
view themselves as being at the 
cutting edge of effective marketing 
communications, this will come as a 
shock. But maybe it’s not so surprising.

For many, the default approach has 
its roots in top-of-funnel awareness, 
brand building, and creative attention 
grabbing. However, as we’re seeing, 
B2B marketers are now under far 
more pressure to deliver bottom-line 
results. While the two are in no way 
incompatible, the traditional agency 
model will only get them so far. 

Agencies are often stretched across 
a wide range of activities. They feel 
they need to be able to jump on every 
bright shiny new thing as soon as 
it launches (if not before). Content? 
Check. AR? No problem. Influencer 
Marketing? We’re all over it.

The danger with such a rapid turnover 
of tactics is that few are given the 
chance to prove or disprove their worth 
before everyone races on to the next.
Delivering sustainable improvements 
in pipeline and revenue demands a 
more systematic approach exploring 
the entire sales cycle. It means 
conducting a more thorough diagnosis 
of the business problem before 
jumping to a possible marketing 
solution. And it means taking 
highly targeted actions to increase 
the pipeline and unlock greater 
revenue (however unsexy these may 
sometimes appear).

Of course, some agencies will be able 
to do this but many will struggle.



So where do we go from here?

In B2B today, marketers are now 
reporting higher levels of ever-
increasing pressure to deliver tangible 
bottom-line results – results that will 
stand up to scrutiny at CEO/CFO level.

The pressure is growing steadily 
more intense year after year and, as a 
number of recent studies have shown, 
C-level faith in marketing is in decline.

For their part, savvy B2B marketers 
are trying to adapt. They are 
abandoning vanity metrics and 
focusing on those more directly 
related to ultimate business success. 
This is a laudable first step.

But they know it’s time to draw 
direct lines between what they do 
and a revenue uptick – and they are 
struggling to do this.

Throughout this report, we’ve given 
you tangible actions you should 
consider if you are looking to close 
the revenue rift in your business. But 
fundamentally, the action points fall 
into three main areas of focus:

1. Get on the same wavelength  
as the C-suite
The pressure to deliver revenue is not 
going away. So it’s imperative that 
forward-thinking marketers really 
understand what matters to CEOs and 
CFOs. Importantly, you need to be able 
to have constructive conversations 
about where revenue objectives  
come from and marketing’s role in 
delivering them.

2. Measure what matters
B2B marketers are increasingly 
drowning in data. With the right 
systems and integrations, you can now 
measure pretty much anything (albeit 
imperfectly in a number of cases). But 
too much of this data has precious 
little to do with ultimate success. 
Focus measurement on indicators that 
point to increases in revenue (whether 
this is in terms of volume, velocity or 
tactical effectiveness). In this, it will 
be critical to get a grip on attribution, 
moving to a multi-touch approach 
delivering greater insight into what’s 
really delivering results.

Closing the  
revenue rift
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3. Establish more effective 
relationships with sales
Yes, everyone talks about ‘alignment’ 
but it’s about more than this. 
Alignment simply means that both 
sales and marketing are heading in 
the same direction with common 
goals. While this is critical to success, 
there’s more to it. Marketing needs 
to understand what really delivers 
standout sales success and work 
to use its unique skillset to deliver 
a multiplier effect at every stage of 
the sales cycle. Likewise, sales needs 
to give marketing the insights from 
being on the frontline that will help 
them deliver better leads through 
more targeted approaches. 

It is, of course, no easy task. However, 
get it right and you could transform 
marketing’s place in the business  
for good.

Good luck.
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