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to our annual report on B2B marketing and lead-to-revenue 

(L2R) issues and trends. We surveyed 1,425 Marketing and 

Sales pros, as well as CEOs and owners, from companies 

ranging from start-ups to $500 million-plus to gain insights 

about the key B2B marketing and 

sales issues your peers (and 

competitors) will be dealing with 

in the coming year. The survey 

results reflect the perspective of 

senior leadership. 72 percent of 

respondents are Director level or 

higher.  

With an eye on lead-to-revenue (L2R) efforts, the CEOs, VPs and other 

executives who took part are bridging the gap between sales and 

marketing; gaining new ways to measure marketing effectiveness and 

spending; investing in automation to gain more insight into impactful 

KPIs; and ensuring that quality content moves the needle in meeting 

customer needs.  

 

Join Us for a Closer Look 

Survey Results: B2B 

marketers know how crucial 

brand building is to meeting 

revenue goals: 68% of 

respondents feel that their 

product or company brand 

contributes “strongly” or 

“very strongly” to revenue.  

Welcome 



 

© Copyright 2017  Page 3 

Perspective: We are happy to see such positive feedback, but in our 

experience, B2B companies often overestimate the strength of their 

brand. Market awareness and sales conversion ratios are good indicators 

of brand health. Also, with 80% of online customers using mobile before 

they make a B2B purchase (Hubspot, 2015), it has never been more 

important to tell a solid brand story that works on smartphones and 

throughout all of your digital properties and content.  

Suggested Actions: Make sure you are telling a compelling brand story 

on your home page and elsewhere (including mobile platforms). It’s also 

important to do a reality check to ensure that your brand promise is 

congruent with prospects’ and customers’ experience. For more 

information on creating a great brand, download our white paper: Brand 

Marketing Strategy: Six Steps to Position Your Company for Greatness.  

 

Sales Processes 

Survey Results: Many companies will find it vital to examine their sales 

processes next year. In fact, 

88% of respondents felt there 

was a better than average 

chance that they would need 

to do so. Interestingly, this 

result conflicts with the 

answer to another question, 

where the majority of 

respondents felt their sales 

and closing processes are 

effective. Regardless, the effort to improve entails tracking and targeting 

lead-to-revenue (L2R) activity for sales teams and ensuring aligned 

marketing and sales processes.   

https://www.hubspot.com/marketing-statistics
https://fusionmarketingpartners.com/resources/white-papers/brand-marketing-strategy/
https://fusionmarketingpartners.com/resources/white-papers/brand-marketing-strategy/
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Perspective: In many industries, moving a buyer “down the funnel” to 

purchase requires almost constant attention to ensure sales processes 

are working. Experts agree that smart sales leaders will continue to do 

this by posting content (and training teams how to sell from that content) 

to move to purchase faster and enabling sales teams to “just sell” by 

removing administrative tasks. In our client base, we expect these trends 

to continue through 2017. 

Suggested Actions: Make revenue-enhancing changes by empowering 

your L2R machine. We show you how to examine and overhaul the many 

moving parts that compel buyers to purchase. Our Essential Guide to 

Building Your Lead-to-Revenue Machine eBook will help. 

 

Effective Lead Management 

Survey Results: Top-tier companies have an excellent grasp of how 

leads turn into revenue. They’re also acutely aware of the contributions 

of all three aspects of lead management—generating leads, nurturing 

leads and ensuring sales teams are empowered with the skills and tools 

they need to close. 

Perspective: Respondents rated what is essentially their L2R “machine” 

as more like a jalopy than a Maserati. Our clients see it that way, too. 

With almost a third 

of survey 

respondents rating 

themselves 

“average” or below 

on these aspects of 

lead management, 

we understand your 

pain. As market 

https://fusionmarketingpartners.com/resources/ebook-building-your-lead-to-revenue-machine/
https://fusionmarketingpartners.com/resources/ebook-building-your-lead-to-revenue-machine/
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researcher Ascend 2 also reported, the quality of leads is paramount to 

most marketers.  

Suggested Actions: When you manage leads properly throughout your 

buyers’ decision-making process, you will realize a lower cost for 

acquiring customers because you are doing the right thing for the right 

buyers at the right time. We have also found that creating quality content 

to use as offers during email campaigns and on your digital properties is 

necessary to helping prospects to feel armed and ready to buy.  

 

Marketing Effectiveness 

Survey Results: Our experience and this survey both conclude that most 

organizations generate revenue from sources other than marketing. 

That’s because many sales and marketing teams are either not aligned 

with each other or not 

properly capturing the 

metrics of marketing’s 

contribution to revenue.   

Perspective: If fewer than 

50% of your leads come from 

marketing, start yesterday to 

fix it. First, evaluate which 

tactics are not only cost-

effective but also those for which you may want to earmark additional 

resources. Marketing automation that is integrated with a solid Customer 

Relationship Management (CRM) system and/or processes brings clarity 

to marketing’s efforts. This, in turn, will deliver more high-quality leads. 

Suggested Actions: Get your marketers and sales teams together to 

share what is working and what’s not. It will start out awkwardly, but 

https://ascend2.com/home/wp-content/uploads/Ascend2-2016-State-of-Lead-Generation-Survey-Summary-Report-160808.pdf
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everyone will gain a renewed sense of teamwork and a unified vision for 

your customers.  

 

Lead Flow 

Survey Results: We’re back 

to the quality and quantity 

question—you may have a 

solid flow of leads, but if 

they’re unqualified they’re not 

going to get you to your 

revenue goals. This weakness 

in quality looks like a failure 

to execute by the sales 

organization—and will stand as a glaring shortcoming of marketers who 

may seem to be spending lots of money with only modest impact.  

Perspective: Gartner’s CMO Spend Survey confirmed what we’ve already 

seen in our practice: They recommend that cross-functional teams keep 

an eye on lead flow from the customer perspective; use automation to 

identify KPIs from first-touch to purchase; and align all players behind the 

business mandate to generate the right number of quality leads. 

Suggested Actions: Sales and Marketing departments can be aligned 

better to ensure leads deliver on your revenue goals. Teams can then put 

laser focus on lowering the cost of acquisition (a lot of which happens in 

marketing spend), while at the same time increasing the average sale 

amount. These are both extremely important levers in the business. By 

manipulating them simultaneously, you can really impact your company’s 

top line (revenue) and bottom line (profit). It must be a team effort. 

 

http://gartnerformarketers.com/marketing-spend-confirmation
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Marketing Budget 

Survey Results: This response points to something we’ve seen in 

companies large and small: A pattern of underspending as compared to 

revenue. Even though the same 

Gartner survey said that the 

average marketing spend reached 

12 percent of revenue—our 

survey showed that more than 

half of our respondents spent less 

than 10 percent of revenue on 

marketing. 

Perspective: Prospects and 

customers spend more of their time with marketing assets than sales 

assets. Studies range on the exact statistics, but most strongly point to 

the fact that prospects do a lot of their research online, prior to engaging 

with a sales rep. If you don’t have the right resources to guide them, you 

lose the prospect to the competitor.  

Suggested Actions: Read our blog, Secure Your Share of Rising B2B 

Marketing Budgets for more ideas about how to ensure that your 2017 

budget gets the funding it deserves. 

 

Customer Acquisition Cost (CAC) 

Survey Results: If you’ve got a well-performing L2R engine, your cost to 

acquire a customer will either stay the same or go down. Almost half of 

our respondents said that the cost stayed the same but 43 percent said 

they are increasing, and only 12 percent said they are decreasing.   

https://greatb2bmarketing.com/b2b-marketing/secure-your-share-of-rising-b2b-marketing-budgets/
https://greatb2bmarketing.com/b2b-marketing/secure-your-share-of-rising-b2b-marketing-budgets/
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Perspective: In many cases, your proficiency in converting leads tells you 

how expensive each customer acquisition will be. You can improve 

conversion in three ways: Generate a greater number of raw inquiries, 

while maintaining the same conversion ratios; generate the same 

number of inquiries entering the system while improving the 

performance of one or more conversion ratios; or, generate more 

inquiries while improving your conversion ratios. 

 

Suggested actions: Take a good look at your conversion rates and make 

sure they are where you need them to be. Tuning up these 

underperforming parts of your L2R engine will allow you to keep CAC 

low. For some examples, check out our featured article, How to 

Turbocharge Your Lead Generation Engine. 

 

Content Investment 

Survey Results: As more buyers do more research online before buying, 

digital content is critical to gaining their business. Many respondents 

echoed the importance of sales and marketing content to meeting their 

revenue goals. 60 percent of respondents will increase their investment 

in content marketing in the coming year.  

https://fusionmarketingpartners.com/resources/feature-articles/how-to-turbocharge-your-lead-generation-engine/
https://fusionmarketingpartners.com/resources/feature-articles/how-to-turbocharge-your-lead-generation-engine/
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Perspective: We agree 

that a major action item 

on every marketer’s list 

ought to be delivering 

quality content online 

and to salespeople. This 

takes the form of 

effective planning based 

on solid information 

about each customer segment and what they need to educate 

themselves, to empower themselves—and to buy.  

Suggested Actions: John Hall at Forbes states it boldly: “Content 

Marketing benefits all areas of your company, from sales and investor 

relationships to recruiting and client services and everything between. 

You’ll have to find the budget for this eventually—why delay the 

inevitable?” This year, make it priority to set up some solid ways to 

deliver, repurpose and measure your content. You’ll reap rewards. 

 

Technology Investment 

Survey Results: Marketing 

automation systems that are 

integrated with CRM systems 

are becoming standard for 

one reason: They work when 

measuring the efforts that get 

you to your revenue goals. 

Over 90 percent said they 

expect these investments to 

stay the same or grow. 

http://www.forbes.com/sites/johnhall/2016/11/06/the-importance-of-budgeting-for-content-marketing-in-2017/3/
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Perspective: If you’re underutilizing your MA and CRM systems, you are 

wasting money and probably underperforming. Whether it's investing in 

training or simply using the insights from a webinar like our “How to 

Eliminate the Promise vs. Reality Gap of Marketing Automation” you 

should make this a priority. 

 

Key Performance Indicators 

Survey Results: When asked about KPIs, most respondents said they 

primarily tracked sales performance and qualified lead conversion to 

measure success. Are sales teams losing? Are they getting enough leads 

to close? The objective of every marketing team is to deliver the leads 

they need and the tools they need to close. 

Perspective: You need to have a strong grasp of Key Performance 

Indicators (KPIs) for every aspect of marketing and sales.  We’ve seen it 

over and over: The clients that master KPIs experience faster growth and 

meet their L2R goals more often. However, your KPIs can only position 

you for success if you’ve aligned your marketing and sales models behind 

them, thus making all your activities more effective.  

https://fusionmarketingpartners.com/resources/how-to-eliminate-the-promise-vs-reality-gap-of-marketing-automation-webinar/
https://fusionmarketingpartners.com/resources/how-to-eliminate-the-promise-vs-reality-gap-of-marketing-automation-webinar/
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Suggested Actions: To eliminate wasted motion and drive revenue, we 

have seen our clients succeed only when they begin to focus on the core 

structural and strategic components of lead generation, coupled with 

strong brand awareness activities and solid content generation. Measure 

these. Tweak them. Then measure again. 

 

Challenges to Lead-to-Revenue (L2R) 

Survey Results: “Not producing 

enough leads” and “lack of company 

awareness” were neck-and-neck on 

this one and beat out all others as 

areas for concern. We know that 

managing these competing priorities 

effectively can not only lead to 

improvement in performance but can 

also build customer loyalty—the “coin 

of the realm” for profitable customer 

relationships. 

Perspective: You can target lead generation efforts and manage brand 

awareness best using Account-Based Marketing (ABM) strategies. This is 

just a trendy name for what we’ve done all along: Find prospects who are 

a better fit for our clients’ businesses and then helping them generate 

leads from these segments and raise brand awareness at the places 

where these buyers “hang out.” 

 

 

Other L2R Challenges Cited: 

“Lack of marketing/sales alignment” 

“Poor Brand/Messaging” 

“Lack of technology support for 

marketing” 

“Conversion/client investment” & 

“Budget” 
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L2R Topic Interests 

Survey Results: “Marketing and Sales Alignment” beat the next closest 

contender (“Closing Sales and Conversions”) nearly two to one.  

Perspective: Building a L2R machine requires teamwork among people 

who are too often at odds. We have 

helped companies create 

conversations that drive change for 

these departments. Opening these 

lines of communication remains crucial as competition becomes fierce, 

new product cycles become shorter and customers have more pulling at 

their attention than ever before. 

Suggested Actions: Pushing that boulder up the hill (getting Marketing 

and Sales aligned) is daunting, to say the 

least. You will often experience one step 

forward, two back. We commit to you and 

to our clients to continue to find new and 

innovative ways to achieve alignment. For now, you can read our white 

paper on the subject, Bridging the Gap Between Sales and Marketing. 

 

Summary 

Thank you to the respondents from our B2B community and to those 

who will read this report and utilize it to create stronger and more 

effective marketing and sales for their organizations in 2017. Please keep 

in touch and let us know how you're doing, what's working and what's 

not. Of course, we are always happy to help. Please send us a note at 

info@fusionmarketingpartners.com or visit our website: 

www.fusionmarketingpartners.com. 

“Marketing & Sales 

Alignment” 

“Closing Sales & 

Conversions” 

https://fusionmarketingpartners.com/resources/white-papers/bridging-the-gap-between-sales-and-marketing/
mailto:info@fusionmarketingpartners.com
https://fusionmarketingpartners.com/

