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SponSorS We would like to thank our sponsors for supporting the 
Marketing Automation Report - 2014

Pepper  |   www.pepperglobal.com
Pepper is a leading integrated marketing and communications agency, serving its clients through global reach and local focus. Through a 
combination of strategy, analytics and creativity, Pepper provides the broad range of services and cross-channel approach that deliver real 
results even for the most complex products and industries. Offering full marketing automation support, from technical implementation to 
communication and creative development, Pepper supports clients to engage their targets along the entire lifecycle. Pepper employs 150 
marketing professionals across three continents, including offices in Munich, Chicago and Singapore. Clients include Adobe, Allianz, Alphabet, 
Datev, Hewlett Packard, Kraft Foods, NetApp, Roche, Royal Caribbean, Siemens, Symantec and Trustwave.

acquireB2B  |   www.acquireb2b.com
AcquireB2B is a privately held, full-service lead generation agency.  Established in 2010 by two industry veterans with decades of experience, 
AcquireB2B offers a staff of seasoned marketers, technologists, content mavens, art directors and email professionals. AcquireB2B excels in 
strategy development, systems integration, and tactical know-how. Whether there is a need for a single engagement or a long-range program; 
as an independent team or as partners, AcquireB2B can provide improvements in most any aspect of the lead generation process.

Bislr   |  www.bislr.com
Bislr is the intelligent marketing OS for marketing automation, content management, and real-time analytics.  Marketers in mid-market and 
enterprise settings rely on Bislr to create and optimize lead nurturing campaigns, landing pages, campaign or microsites for the social and 
mobile era.  Bislr and the intelligent marketing OS enables drag & drop creation, makes all assets immediately available via social and mobile 
channels, and supports real-time testing and analytics.  Customers include:  Cambium Technologies (formerly Motorola’s infrastructure group), 
DocuSign, and Sol Republic.

Demodia  |   www.demodia.com
Demodia is an award winning demand generation and content marketing agency. Based at the heart of Europe, we deliver sales and marketing 
programmes for leading organisations around the globe. Our team of skilled designers, developers, writers and consultants are here to help you 
understand how to make your marketing content work better - connecting marketing to sales, and sales to prospects. Utilising modern marketing 
tools such as Prospecteer™ (www.prospecteer.com) we create engaging inbound marketing campaigns and sales enablement programmes which 
generate leads, nurture their interest, and deliver new revenue to your sales teams. For further information contact us at info@demodia.com

Mediacurrent  |  www.mediacurrent.com
Mediacurrent is a leading provider of Enterprise-level Drupal implementations. After completing hundreds of custom-built websites, we 
understand how companies need to engage their audience and have developed a proven process to deliver successful projects. Our team can 
build any range of websites and help improve messaging for lead generation, lead nurturing and lead qualification.  We also fully understand 
marketing automation and can seamlessly integrate most platforms with your Drupal website. Our clients include the Miami Dolphins, Manhattan 
Associates, The Weather Channel, AutoTrader, Turner Sports, PGi, and the University of Georgia.

oMa  |  www.getoma.com
OMA is a content marketing platform that helps you:
+ Increase traffic to your content online and increase search rankings
+ Scale outreach and content promotion by identifying niche influencers
Interested? Contact us for a free demo and assessment for your organization at info@omalab.com.

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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Marketing automation is a hot topic in 2014 as more B2B marketers 
are adopting the technology to generate more and better leads, improve 
marketing productivity, and increase conversion rates. 

But what are the current trends, challenges, and success factors 
for marketing automation? We conducted a comprehensive survey, 
leveraging the combined wisdom of over 50,000 B2B marketers in the 
B2B Technology Marketing Community on LinkedIn to get answers to 
questions like:

•  What are the biggest barriers to marketing automation adoption?
•  What marketing automation benefits do marketers expect?
•  How do marketers evaluate marketing automation vendors?
•  How do marketers measure ROI of investments in marketing automation?

We received over 900 survey responses and distilled the survey findings 
into this easy to digest, information-rich report. Please feel free to share 
this survey with your colleagues.

Thanks to everyone who participated in the survey!

Holger Schulze
Group Owner, B2B Technology Marketing Community
hhschulze@gmail.com

IntroductIon

Welcome to 
the Marketing 
Automation 
Report 2014!

More B2B 
Marketing Reports

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
http://www.slideshare.net/hschulze/b2b-content-marketing-trends-2013
http://www.slideshare.net/hschulze/b2-b-lead-generation-report-2013
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SurVEY HIGHLIGHtS 

The key benefits marketers are receiving from marketing automation: more and better 
leads, improved marketing productivity, and improved conversion rates.

The most important marketing automation features are lead nurturing, integration with 
CRM, social media and mobile platforms, and analytics & reporting capabilities.

The most popular marketing automation platforms are: Marketo, Oracle Eloqua, 
and Hubspot.

Budget constraints, lack of skilled employees, and poor contact database quality are 
the three biggest obstacles to more effective use of marketing automation.

The most frequently used ROI performance metrics are response metrics, including 
open rate, click through rate, and unsubscribes.

top-5 trends in Marketing Automation

1

2

3

4

5

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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level of marketing automation adoption?Q1 WHAt IS Your coMpAnY’S oVErALL

Currently using or applying
marketing automation

Evaluating or considering
marketing automation

Aware of the application and benefits of
marketing automation, but not using it yet

Not actively looking to implement
marketing automation

Not aware of the applications and
benefits of marketing automation

Not sure

Abandoned marketing automation

Other

0%                                  20%                                 40%                              60%

0.5%

0.9%

2.0%

53%

6.4%

6.6%

13.4%

17.0%

53 percent of our B2B marketing audience is actively using marketing automation. 
Another 17 percent are currently evaluating or considering marketing automation. 

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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Generating more and better leads

Improved marketing productivity

Improved conversion rates

Improved response and
engagement rates

Improved segment targeting

Shortened sales cycles

Increased Web traffic

Reduce marketing cost

Increased customer retention

Increased email click-through rate

Less reliance on sales for follow up

Increased revenue per customer

Improved email open rates

Reduction in email bounce rates

Other

Not Sure

0% 20% 40% 60% 80%

48.0%

39.0%

37.7%

33.8%

29.3%

21.1%

20.6%

19.2%

17.9%

16.5%

15.9%

15.7%

6.4%

3.1%

1.7%

64%

The top-3 benefits 
marketers are looking to 
receive from marketing 
automation are: 

1.  More and better leads 
    (64 percent)

2.  Improved marketing productivity 
    (48 percent)

3.  Improved conversion rates 
     (39 percent)

benefits are most important to you?Q2WHAt MArkEtInG AutoMAtIon 

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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 been using marketing automation?Q3HoW LonG HAS Your coMpAnY 

35.2% |  1-2 years

25.3% |  Less than 1 year

28.9% |  3-5 years

10.6% |  More than 5 years

35.2%

Of the companies that have deployed marketing automation, 

75 percent have been using it for more than 1 year. 
Only 25 percent have been using marketing automation for less than a year.

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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Of the surveyed companies that use marketing automation, most B2B marketers implemented their 
platform in 6 months or less (75 percent). Only 7 percent took more than 12 months.

purchase to implementation of your 
marketing automation platform?Q4HoW LonG dId It tAkE froM 

59.4% |  1-6 months

16.2% |  Less than 1 month

17.0% |  7-12 months

7.4%  |  More than 12 months

75%

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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marketing automation platforms and vendors?Q5WHAt crItErIA do You uSE to EVALuAtE 

Cost of ownership is the dominant criterion for evaluating marketing automation solutions 
(56 percent), followed by product integration into other systems (53 percent), and ease of use (50 percent).

Price / Cost of Ownership

Product integration
(CRM, social, mobile, etc.)

Ease of use / learning curve

Analytics & reporting features

Ability to customize

Technical support / customer service

Scalability

Vendor size and longevity

Not sure

On-premise deployment 
vs SaaS/Cloud delivery

Supported list size

Other

0% 20% 40% 60%

53.0%

50.0%

44.6%

22.8%

20.9%

19.9%

12.5%

11.6%

10.4%

7.4%

4.2%

56%

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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features are most important to you?Q6WHAt MArkEtInG AutoMAtIon

Lead nurturing

Integration with CRM,
social, mobile, etc

Analytics & reporting

Lead scoring and qualification

Campaign management

Email marketing

Lead activity tracking

Lead capture

Website visitor tracking

List segmentation

Multi-channel tracking

Content publication (eg. PDF's,
video, product demos)

Social media monitoring
& engagement

Not sure

Other

0% 10% 20% 30% 40% 50%

42.0%

46.0%

38.4%

36.3%

35.2%

35.0%

25.3%

22.4%

21.7%

17.3%

14.8%

14.1%

2.7%

1.1%

48% The most important 
marketing automation 
features selected by our 
audience are lead nurturing 
(48 percent), integration with 

CRM, social media and mobile 

platforms (46 percent), and 

analytics & reporting capabilities 

(42 percent).

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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68 percent of marketers who use marketing automation perform all related 
campaign tasks in-house.

marketing automation campaigns?Q7 do You outSourcE Your

6.6% |  We use an outside 
    agency for campaigns

68.0% |  We perform all tasks 
    associated with a 
    campaign in-house

25.1% |  Combination of both

68%

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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Of the marketers who outsource parts of their marketing automation, 22 percent outsource creative 
design, 21 percent outsource content creation, and 15 percent outsource technical 
implementation.

Creative (email html and design)

Content creation (research,
writing of content assets)

Technical Implementation

Campaign execution

CRM integration

Strategy (go to market planning)

Reporting

Other

0%                                  10%                                 20%                              30%

3.4%

5.4%

8.2%

22%

10.7%

13.3%

15.0%

21.0%

areas do you outsource?Q8WHAt MArkEtInG AutoMAtIon

32 percent of 
marketers outsource 
some or all of 
their marketing 
automation activities.

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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Content marketing is a high priority for 58 percent of B2B marketers.

58.0% |  High priority

17.0% |  Moderate priority

11.9% |  Somewhat a priority

6.0% |  Neutral

3.6% |  Not sure

3.2% |  Not a priority

58%

to your digital marketing strategy? Q9HoW IntEGrAL IS contEnt MArkEtInG 

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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Budget constraints (37 percent), lack of skilled employees (36 percent), and poor 
contact database quality (33 percent) are the three biggest obstacles to more effective use of 
marketing automation.

Budget constraints

Lack of skilled employees to
manage marketing automation

Poor contact database quality

Lack of content to utilize marketing
automation capabilities

Complexity of marketing
automation software

Lack of feedback from
sales on evaluating leads

Poor integration with sales
and marketing initiatives

Poor infrastructure to collect
and analyze data
Compatibility &

interoperability issues
Lack of performance standards

for marketing automation

Not sure

Other

0% 10% 20% 30% 40%

15.3%

18.7%

21.2%

23.2%

32.1%

33.0%

36.0%

11.4%

10.5%

7.5%

5.5%

37%

to effective use of marketing automation?Q10WHAt ArE tHE bIGGESt obStAcLES 

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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metrics do you use to measure ROI?Q11WHAt MArkEtInG AutoMAtIon 

The most frequently used performance metrics to measure ROI are response metrics 
(57 percent), including open rate, click through rate, and unsubscribes. Only 14 percent of B2B marketers 

surveyed don’t measure ROI.

Response metrics (e.g. open rate, click
through rate, unsubscribe rate, etc.)

Value metrics (e.g. revenue generated,
pipeline value generated, etc.)

Efficiency metrics (e.g. cost per lead, 
close rates, conversion rates, etc.)

Activity metrics (e.g. number 
of emails sent, etc.)

We don’t measure ROI

Not sure

Other

0%                        20%                    40%                       60%

3.0%

8.2%

14.2%

57%

24.7%

49.1%

54.3%

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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For a majority of B2B marketers, marketing automation budgets in 2014 stay flat (48 percent)
or increase (41 percent), significantly so for 7 percent of marketers. 

48.0% |  Stays flat

41.0% |  Increase

6.6% |  Increase significantly

3.6% |  Decrease

0.7% |  Decrease significantly48%

budget going to change over the next 12 months?Q12 HoW IS Your MArkEtInG AutoMAtIon 

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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Most frequently (34 
percent), marketers 
allocate about 10 
percent of their 
marketing budgets to 
marketing automation.

0

10%

5%

0%

20%

25%

35%

10 3020 40 50 60 70 80 90 100

30%

15%

22.6%

33.9%

13.3%

18.5%

3.7%
3.1%

1.8% 1.2% 1.0% 0.6% 0.2%

Percentage of budget allocated to content

Responses

budget is allocated to marketing automation?Q13 WHAt pErcEntAGE of Your MArkEtInG 

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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Marketing automation is clearly a marketing responsibility with 67 percent of decision makers 
in marketing roles. In 25 percent of marketing organizations, the marketing director is the primary 

decision maker.

Marketing Director

CEO / President / Owner

VP Marketing

CMO

Marketing Manager

Not Sure

Other

VP Sales

0%                    5%                 10%             15%                   20%                 25%

3.2%

3.5%

5.1%

25%

11.1%

12.3%

19.0%

21.0%

implementing and managing marketing automation?Q14WHo IS tHE prIMArY dEcISIon MAkEr for

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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The top-3 most often deployed marketing automation platforms are:

1) Marketo (23 percent)

2) Oracle Eloqua (17 percent)

3) Hubspot (12 percent)

platform(s) do you actively use?Q15WHAt MArkEtInG AutoMAtIon 

Marketo

Oracle Eloqua

Hubspot

Salesforce Pardot

Act-On

Custom platform

Silverpop

Aprimo

SalesFusion

Sitecore

Other

0% 5% 10% 15% 20% 25%

17.0%
23%

12.0%

8.6%

6.1%

4.8%

4.3%

2.8%

2.2%

2.0%

25.0%

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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57 percent of sales teams regularly access marketing automation platforms, either 
directly or through the CRM system.

45.1% |  Our sales team accesses marketing 
    automation data, but only through its 
    integration with our CRM platform

12.0% |  Our sales team is on-board and accesses 
    our marketing automation platform daily 
    through its native interface

10.8% |  Sales management uses marketing 
    automation for analytics, but sales reps 
    don’t generally access it

32.5% |  Our sales team does not generally 
    use marketing automation; it is 
    primarily used as a marketing tool

45.1%

marketing automation?Q16HoW ArE SALES tEAMS uSInG

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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47 percent of marketers have no plans to change their current marketing automation 
platform in the next two years. 35 percent will likely migrate to a different platform.

migrating your existing marketing automation 
system in the next two years?Q17 do You AntIcIpAtE cHAnGInG or 

47.0% |  No changes planned

22.8% |  Not sure

19.7% |  Yes, because we need
    more/better capabilities

6.3% |  Yes, because business
    requirements have changed

4.9% |  Other

3.3% |  Yes, because our MA platform
    is not performing as expected

1.9% |  Yes, because of budget constraints

47%

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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The most popular CMS for integration with marketing automation is Wordpress (22 percent). 

Wordpress

Our CMS is not integrated with our
marketing automation platform

We do not currently use a CMS

A custom / in-house web platform

Not sure

Drupal

Other CMS

A proprietary licensed based CMS

0%              5%                10%        15%             20%               25%

22%

10.4%

8.7%

8.5%

7.5%

12.7%

19.5%

20.2%

do you currently have integrated with your 
marketing automation platform?Q18WHAt contEnt MAnAGEMEnt SYStEM 

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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The survey was completed by 905 B2B marketers in 

September 2013. Here is the detailed breakdown of 

the survey demographics. 

SurVEY dEMoGrApHIcS 

Software

High tech

Advertising / marketing

Consulting

Business services (Other)

Manufacturing

Professional services

Internet / online services

Telecommunication

All Other Responses

What industry is your company in?

0%               5%                 10%               15%                20%               25%

Owner / CEO / President

VP

Other

Specialist

Consultant

What is your job title?

0%        5%            10%          15%     20%           25%           30%

Manager

Director

Analyst

Intern

How many employees work at your company worldwide?

31.1% |  10-99

24.9% |  Fewer than 10

23.6% |  100-999

12.7% |  1,000-10,000

7.5%  |  10,000+

Sales

Product management

Other

Operations

What is your functional role in your company?

0%                  20%                  40%                 60%                 80%

CEO / president / owner

Marketing / advertising
communications / PR

IT

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
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tHAnk You

Many thanks to everybody who participated in this survey. 

If you are interested in co-sponsoring upcoming surveys, or creating your 
own survey report based on the wisdom of the 50,000 member B2B 
marketing crowd in our B2B Technology Marketing Community, please 
contact Holger Schulze at hhschulze@gmail.com 

About the B2B Technology Marketing Community on LinkedIn

With over 50,000 members, the B2B Technology Marketing 
Community is the single largest LinkedIn group exclusively focused  
on B2B technology marketing topics. This group is ideal for marketing 
professionals in B2B high-tech industries to enable networking, sharing 
of ideas, best practices and opportunities

Click to join the   
B2B TeChnOlOgy 
MARkeTIng COMMunITy 
on Linkedin

Technology
Marketing

Group Partner

ConTACT The AuThor

holger Schulze
Group Owner, B2B Technology 
Marketing Community (LinkedIn)

email: hhschulze@gmail.com

https://twitter.com/holgerschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.slideshare.net/hschulze
http://www.linkedin.com/groups?mostPopular=&gid=43707
http://www.linkedin.com/groups?mostPopular=&gid=43707
mailto: hhschulze@gmail.com 
http://twitter.com/holgerschulze
https://www.linkedin.com/profile/view?id=420307
http://www.slideshare.net/hschulze
http://everythingtechnologymarketing.blogspot.com

