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B2B revenue marketers have one essential job: deliver 
the right message to the right person at the right time. 
Every part of that job is more complex than ever. Buying 
groups are larger, the buying process is longer, and buyer 
expectations for omnichannel experiences are higher. 
At the same time, B2B marketers are under increased 
scrutiny from executives to show how top-of-funnel
leads convert to pipeline and revenue. 
 
To succeed, B2B marketing team members must adapt 
to changed buyer behavior, prove their impact, and reach 
the highest possible demand maturity level — precision 
demand generation. Marketing operations leaders must 
support their efforts with a foundation of connected, 
marketable data.

This whitepaper will discuss how the buying process has changed. It will share research that 
demonstrates why intelligent omnichannel digital experiences are the most effective ways to 
reach B2B buyers. And it will show how a foundation of high-quality data unlocks marketing’s 
ability to connect with buyers and generate revenue.

Commonly referred to as “marketing nirvana,” precision demand generation (PDG) 
is the highest maturation level for revenue marketing teams. With PDG, demand 
activities are intelligently orchestrated through an omnichannel digital approach 
that is responsive to B2B buyers’ needs yet measured for their desired level of 
readiness. Marketers create transformational experiences for B2B audiences through 
harmonized, digital engagements that deliver reciprocal value, boost buyer trust and 
confidence, and accelerate revenue generation.  
 
Read the Precision Demand Generation Guide to Learn More 

Where Business Starts
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There’s never been a greater time for marketing to generate 
revenue than today. To take advantage of the opportunity, 
marketers must evolve the strategies they created during the 
era of marketing automation. They must take an experience 
focused approach to drive revenue.

The omnichannel experience.

In todays B2B buying process, omnichannel digital experiences drive B2B sales. In fact, an 
analysis by McKinsey3 showed that companies who provided outstanding digital experiences 
were twice as likely to close deals than their competitors were.

B2B buyers are ready to purchase enterprise grade solutions online at enterprise prices. Seventy 
percent of B2B decision makers are willing to make new, fully remote purchases in excess of 
$50,0001. Twenty-seven percent are willing to spend more than $500,000 and 15 percent would 
spend more than $1 million. 

Marketers shouldn’t expect things to go back to normal anytime soon. Between 70 percent and 
80 percent of B2B decision-makers prefer digital self-service and remote sales interactions over 
traditional methods. McKinsey1 analysts don’t expect buyer preferences to change and most B2B 
revenue teams agree.

For revenue focused marketers, data-powered, digital-led 
experiences are the way forward. But orchestrating them 
isn’t easy.

Three challenges stand in your way.

Where Business Starts
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3) Will a volume-based strategy fail to produce revenue?

Marketers are under intense scrutiny and pressure to fill the revenue pipeline and show return on 
marketing investment. With their jobs on the line, many B2B marketers are responding by scaling 
activity to generate higher volumes of top-of-funnel leads.
 
Unfortunately, those efforts are often not successful. Today, 70% of B2B buyers are strongly 
considering ditching their preferred vendors for a competitor. One in three is terminating contracts11. 

Marketers need to transition away from one-size-fits-all campaigns. You can’t solve experience 
challenges simply by increasing the volume of content and messaging you send buyers.

Connecting with B2B buyers requires precision. 

To succeed, thousands of marketing leaders must accelerate their movement away from ad hoc 
marketing tactics towards precision demand generation.

The path towards precision is a difficult one. The potential rewards are significant, but as you’ll 
learn in the next section, so are the consequences of failure.

1) How are marketers going to manage a more complex buying process?

ABM strategy usually begins when sales gives marketing a target account list. Marketing teams 
use that list to start engaging accounts, buying units, and individual buyers. But research shows 
that only 15% of accounts are in the market for your solution at any given time. That means 
sales-derived target account lists are no longer effective.
 
B2B buying units have grown, too. They’ve gone from 6-10 people to 12-18 people. Individual 
buyers are starting their journeys at any stage. They are repeating or skipping stages. So, you’ll 
need to build more contacts at every account.

Those buyers are using a variety of different channels to conduct research. In the past, creating 
15 to 17 marketing touches per buyer was enough to generate an opportunity. Today, moving a 
buyer from awareness to conversion takes 22 to 25 marketing touches26.

To get a single account from awareness to conversion, marketers now need to deliver 264 
to 450 touches across the entire buying unit in every channel.

2) How will marketers drive sales with digital experiences? 

Today’s buyers spend 83% to 95% of their journeys conducting self-service digital research. 
As a result, sales simply doesn’t have the influence it did before.

Gartner2  reports that when considering a single vendor, B2B buyers will spend only 17% of 
their buying process with sales. When considering multiple vendors, the number drops to just 
5%-6%. Marketing teams must own more of the buying process. 
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Marketers who mature from ad hoc 
marketing to precision demand generation 
unlock 5% to 15% in additional revenue 
and trim 10% to 30% of marketing costs5.

Where Business Starts
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Eighty percent of B2B marketers say delivering a consistent 
customer experience across all demand channels is extremely 
or very important to their companies6. Still, fragmented 
experiences, poor digital interactions, and irrelevant 
outreaches are commonplace.
 
When marketers can’t create personalized, meaningful 
interactions with buyers, the price is paid in lost revenue. 
In 2019 alone, marketers who were unsuccessful at
connecting with buyers missed out on trillions7 of dollars 
in pipeline. 

Funnels Aren’t Driving Demand 

In 2011, Salesforce  exposed the inefficiency of B2B marketing funnels. The company’s data 
showed that only 13% of MQLs convert into opportunities, and only 6% of opportunities become 
customers8. Fast forward to 2019, and average conversion rates had fallen to single digits. 
Today, the average conversion rates from inquiry to closed won sit between 0.5% to 1%9.

When every $1 million invested in demand returns only $750,00022, marketing is in danger 
of being relegated to cost center status. CMOs are unable to prove the impact of their 
expenditures, which is why budgets are under intense scrutiny.

Marketing operations leaders say MarTech investments are not integrated, making them 
ineffective and underutilized. Demand teams are encumbered with manual tasks and pipeline is 
slow. Marketing analysts are unable to reconcile unstandardized data between systems, making 
clear reporting impossible.

“B2B Marketing is experiencing an identity crisis. Our 
teams have been asked to do more with less, questioned 
by our CEOs and boards as to why we can’t find that ‘one 
silver bullet tactic and just do more of that’, and drive an 
unattainable number of top-of-funnel leads.”
– Deb Wolf, CMO at Integrate

Where Business Starts
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Time is running out for marketers to change. 

Marketing organizations that ignore the call to precision 
demand generation are facing dire consequences.

Massive budget cuts

Forty-four percent of CMOs faced mid-year 
budget cuts in 202010. For now, they have 
protected digital, personnel, and MarTech 
budgets, but if marketers can’t deliver 
revenue, they’ll face significant headwinds.

Reduction in technology

At 26.2% of 2021 CMO budgets10, MarTech 
will consume the largest proportion of 
marketing dollars. However, a 2019 report10 
showed marketers are only using 58% of their 
existing MarTech stacks’ full capabilities. And 
in a recent webinar from Gartner10, 60% of 
marketers said they were tasked with making 
significant reductions to their MarTech 
spending with just 90 days to do it.

Increased turnover

The average tenure of CMOs and marketing 
leaders has dropped to 41 months23. That’s 
the lowest it’s been since 2009. High turnover 
rates threaten institutional knowledge and 
talent retention. Beneath marketing execs, 
rank and file marketers saw significant layoffs 
in 2020 as well, ranging from 7% to 13%24. 

Customer loss

Seventy-nine percent of CMOs are looking 
to existing customers to fuel growth in 
202110. But 70% of B2B technology buyers 
are considering replacing existing vendors11 
in favor of vendors that create better digital 
experiences, coordinate messaging across 
channels, and deliver personalized offers. Only 
31% of marketers12 think their experiences are 
meeting customer expectations.

P  —  10Integrate.comWhere Business Starts
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According to Salesforce’s State of Marketing Report, 84% of customers say 
that the experience a company provides is as important as its products and 
services. Marketers also cite data unification and activation among their top 
five challenges, which isn’t surprising in a world of 8,000 marketing technology 
vendors alone. To deliver on the expectations that our leads and customers 
have for personalized experiences, we must focus on gathering our data into 
one place to create a single source of truth. From this single source of truth, 
we can standardize, enrich, and activate campaigns that build trust and delight, 
instead of fragmented campaigns that confuse and overwhelm.

— 
Sara McNamara
Marketing Technology Solutions Architect at Slack

R E A R C H I T E C T I N G  R E V E N U E

https://www.salesforce.com/blog/2020/05/top-marketing-trends-navigate-change.html
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Bad data Is marketing’s biggest problem.

Bad data prevents marketers from quantifying the impact of their spend, from delivering 
personalized experiences, and from making intelligent, data driven decisions.

Bad data makes optimization and  revenue reporting tedious and time-consuming.
Marketers have little insight into how their channels or technology are influencing the buyer’s 
journey. Eighty-seven percent rank as “very poor to average” their ability to connect the dots 
on how channel investments lead to account engagement, pipeline and revenue13. Forty-seven 
percent can’t connect and analyze marketing data across applications and platforms13.

Bad data prevents marketers from delivering personalized experiences to accelerate demand. 
Thirty-seven percent of marketers can’t track activity between specific buyer stages13 because 
their “data is a mess.”
 
Bad data causes ABM, personalization, and buyer enablement initiatives to fail. 
Many marketers are adjusting their 2021 plans. They’re working towards more targeted ABM, 
increased personalization, and buyer enablement. But these efforts require a foundation of high-
quality data and many still don’t have it.

52% of marketers say data quality has 
prevented completion of between one and 
more than five business initiatives. 
Fifteen percent said bad data led to the 
failure of four or more initiatives14.
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To create the right experiences for buyers, marketers must 
eliminate silos and integrate their teams, technology, and 
channels. McKinsey5 recommends leveraging data from 
every interaction in order to deliver relevant one-to-one 
marketing messaging.

But at every step, inaccurate, incomplete, and disconnected 
data is in the way. Marketing teams are wasting hours on 
scrubbing, standardization, and enrichment.

Where Business Starts
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Bad data leads to poor decision making. According to Forrester, 80% of B2B marketers believe 
taking actions quickly from data and insights is challenging or extremely challenging16. Many are 
forced to rely on guesswork to fund the right strategies to accelerate demand.

In 2021, CMOs are allocating 80% of their budgets10 to digital channels. They are hopeful that, by 
combining digital, ABM, social, and third-party data, they’ll be able to make their digital targeting 
more effective at driving pipeline and revenue.

However, if marketers don’t have a foundation of accurate first-party data, even with additional 
intent and intelligence targeting, they’ll fail to deliver personalized experiences to buyers from 
their CRMs, marketing automation platforms, or customer data platforms (CDPs).

Manual data governance is increasingly risky. Data privacy regulations are more widespread, 
and their penalties are more stringent than before. A single data breach could cost you as much 
as $210 million in fines25.

Data is damaging your revenue. Forty-four percent of marketers report poor quality CRM data 
reduced annual revenue by 5% to more than 20%14. Another 42% of marketers don’t know the 
impact data quality is having on revenue14.

Marketers’ efforts to fix their data are falling short.

Ninety-one percent say they’re taking some actions to improve their data, but 95% still have  
issues14 with data that is missing or incomplete, duplicated, invalid, or expired.
 
Leads from marketing programs are rife with errors. Data quality problems are present in 
nearly 50% of the leads marketers generate. A 2019 analysis of 3.64 million leads showed 45% 
of them were not marketable because of a data quality problem17.
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Reactive strategies to data quality are not working. Only 40% of marketers clean data before 
importing it14. When bad data from demand channels enters CRM and marketing automation 
platforms, the costs of fixing it rise exponentially.

“It costs $100-$120 per record to clean data once it’s in your 
systems, compared to only $2-$3 to get it right before it hits 
your database. At 100,000 new records a year that is the 
difference between investing $200,000 for a clean data first 
strategy versus spending $700,000 to try and fix it later.”
– Scott Vaughan, Chief Growth Officer at Integrate

Manual data cleanup is failing. Sixty-one percent of marketers cite a lack of time and resources 
as their biggest barrier to implementing an effective process to fix data quality18. And a manual 
approach isn’t the answer. It’s not only slow, it’s costly. SDR’s spend an average of 27 hours a 
month cleaning up bad data generated from marketing programs. That’s an estimated $4,000 
worth of monthly salary for every SDR.

Where Business Starts
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Data is the foundation of your targeting, orchestration and measurement. 
It gives you the Who, the Why, the What—informing your ability to deliver the 
right message at the right time to the right person. If your data is incomplete, 
or inaccurate, you jeopardize and sacrifice the ability to drive revenue from 
your marketing efforts with any form of predictability or velocity.

— 
Jess Weimer
Vice President, Global Revenue Marketing at Confluent

R E A R C H I T E C T I N G  R E V E N U E
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Marketers who automate their data management 
processes can evolve beyond basic personalization 
to deliver the experiences that buyers crave.

What is marketable connected data?

Data can only be marketable if it is complete, valid, deduped, compliant, and standardized. 
Once it is, the next step is to turn that marketable data into marketable connected data. 
Connected data encompasses all revenue teams, data sources, technologies, and demand 
channels. It connects the dots for marketing teams, showing how each buyer has interacted 
with different marketing and sales touchpoints. 
 

When data becomes marketable connected 
data, it enables marketers to use 
digitally led experiences to connect 
with buyers and drive revenue.

Where Business Starts
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Connect 
Your Data

Integrate All 
Demand Channels

Add 
Intelligence

Link CRM, Marketing 
Automation and CDP

Optimize and Scale 
The Journey

Data-powered, digital-led experiences are the way 
forward. And when done right, with precision, they 
deliver 3x’s the returns — even amid uncertainty.

Five Steps to Precision 
Demand Generation.

Where Business Starts
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Three Rules to Create and Sustain Marketable Connected Data.
 
Data decay is a constant. Even with third party data providers, it’s not possible to sustain a 100% 
marketable database. Maintaining 85% marketability is a realistic goal. That level of marketability 
provides you with enough reliable data to increase pipeline and revenue on a consistent basis.

Here are three rules that will help ensure a database is always 85% marketable:

1. Only allow marketable data to enter the CRM, marketing automation, and customer 
data platforms. While every organization has different requirements, we recommend 
a database that includes name, title, company, and contact information (email and 
country, for compliance purposes). 

2. Use automation to process and manage data from every demand channel: third party, 
webinar, events, digital, ABM, display, and social. 

3. Be proactive and prevent bad data from entering the database. Feed the database 
the right data by focusing all demand efforts on your target accounts, buying groups, 
and buyers.

Use data as a foundation for ABM and intelligence.

More marketers than ever are investing in Account-Based Marketing (ABM) strategies. 
But successful ABM isn’t just about increasing media consumption with target accounts. 
For ABM to generate revenue, it must connect account journeys and buyer journeys. To do 
that, you must connect ABM platform account level engagement data with the buyer level 
data inside your CRM and MA systems.

Advanced strategies like ABM, third party intent, and intelligence data require a foundation of 
accurate first party data to be successful. According to Sirius Decisions15, “focusing marketing 
efforts on buying groups requires organizations to manage an increase in data volume and 
demands improved data record accuracy.” If 25% of marketing database contacts15 contain 
critical errors, bad data will cause ABM initiatives to fail before they even get off the ground.
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“How much of the data you have about buyers at your 
target accounts is marketable? Without a foundation of 
marketable data, it’s not possible to connect the activity 
of buyers, buying units and accounts.”

– Danny McKeever, Sr. Director of Marketing Operations at Integrate

DiscoverOrg put data first and found success with ABM.

DiscoverOrg is the world’s leading sales and marketing intelligence solution provider and it’s one 
of the largest private B2B SaaS companies in the world, with $325 million in revenue20. It’s also 
one of the fastest growing companies, boasting 35%+ YoY ARR growth. 

DiscoverOrg took a data first approach. The company’s marketing team used highly marketable 
CRM data as the foundation, layered website behavioral data on top of accurate account and 
prospect data, and then delivered dynamic, personalized display ads to top prospects via Integrate.

The intelligent ABM program boosted visitor-to-closed-won conversion rate by 76%. A cohort 
analysis showed that people exposed to Integrate ads generated $4.2 million dollars more 
revenue than a baseline group of equally qualified prospects.

Where Business Starts
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Data accelerates demand and makes digital efficient.  

Without a demand acceleration platform, marketers who try to improve their data quality are 
playing a losing game. They can funnel data into their systems quickly by connecting channels 
directly to MarTech through APIs, but the data is not marketable. As a result, the system slows 
and the whole process drags.

When follow-up is just five minutes too slow, conversion rates decrease by a factor of 1021. 
Irrelevant messaging makes matters worse. Together, drag and data quality deliver a one-two 
punch that dooms marketers’ chances of connecting with buyers before nurturing even begins. 
These problems compound at the increased complexity of scale with more marketers, MarTech 
tools, and demand channels.

For Iron Mountain, pipeline grew more than 5x.

Iron Mountain is the leading provider of storage and information management. They assist more 
than 156,000 organizations across 36 countries. Drag and poor data quality were damaging the 
company’s conversion rates. A manual data management process didn’t help matters.

Iron Mountain used the Integrate Demand Acceleration Platform to automate lead verification, 
deduplication, and standardization. This allowed the company to filter out bad leads while injecting 
good leads into Oracle Eloqua through a single API from every lead provider.
 
As a result of the changes, Iron Mountain’s lead follow-up time dropped from nine days to one day. 
Automation saved revenue teams 84 hours a month. Improved data quality ensured that demand 
would continue to accelerate.
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Data connects omnichannel global marketing efforts.

B2B marketing teams run campaigns in an omnichannel environment, but their approaches are 
often siloed. As a result, marketers can’t see how campaigns are working together to generate 
pipeline and help sales increase revenue.

When demand programs are scaled globally, marketing silos can damage revenue and expose 
companies to regulatory risk. A foundation of marketable connected data breaks down silos and 
safely supports global scale. 

Iron Mountain’s MQL conversion rates jumped 
from 6% to 22%. And after six months, the 
company saw 20 million dollars of growth in 
marketing influenced pipeline.

Where Business Starts
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Gigamon fosters connectivity to scale global marketing initiatives.

Gigamon solutions aggregate, transform and analyze network traffic for 3,000 organizations, 
including 80% of the Fortune 100. The Gigamon marketing organization was looking for ways 
to optimize and align its brand and demand strategies for greater impact.
 
The company needed a global standard for lead processing that was efficient and that met 
compliance standards. Gigamon began by using the Integrate Demand Acceleration Platform to 
automatically ensure all of its leads from content syndication and display ads were marketable, 
compliant, and ready for action in connected systems.

In a single quarter, Gigamon’s sales lead acceptance rate 
grew to 80%. A global campaign using Integrate ABM 
Advertising nurtured accounts from awareness to action 
and lead generation. Halfway through the year, Gigamon 
global revenue teams had engagements with buying groups 
at more than 11,500 target accounts.

Build a foundation of marketable connected data.

Achieving precision demand generation starts with the Integrate Demand Acceleration Platform, 
a scalable foundation for improving lead quality and delivering marketable, connected data from 
your demand programs. Using the Integrate Demand Acceleration Platform increases campaign 
conversions while delivering new levels of efficiencies for B2B marketers. It’s the first step 
toward precision demand generation.
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Watch an On-Demand 
Demo of Integrate

Get Your Data Right

https://www.integrate.com/resource/integrate-live-demo-session-get-your-data-right/
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Integrate centralizes your data,
channels and tech into one 
powerful demand cloud.
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T H E  I N T E G R A T E  D E M A N D  C L O U D

Driving revenue through precise digital experiences that 
connect with buyers, starts with the Integrate Demand 
Acceleration Platform – a scalable foundation at the heart 
of your demand cloud. With this platform, B2B marketing 
and demand generation teams can ensure they have the 
right data to power nurture and lead programs to reach 
the right buyer at the right time and in the right channels.

Customers such as Avalara, Rackspace, Box, and Iron
Mountain were able to increase lead acceptance 
rates, save thousands of wasted media dollars, and 
significantly cut lead follow-up time, ensuring their sales 
teams quickly connected with interested buyers.
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