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Key Takeaways

▪ Budgets have stabilized despite continued 
uncertainty in the market, but whether a 
comfort level has been reached is uncertain.

▪ Upstart companies are more likely to lift 
budgets and seem to be moving faster on 
lead follow up. Large tech may be lagging.

▪ Marketers are hopeful about AI, but use is 
still nascent: GenAI to create copy and 
power chatbots are most common uses. 
Other AI use cases are still experimental.

3

▪ The pressure is on to prove ROI, just as 
demand gen teams grapple with longer 
customer purchase timelines.

▪ High-ROI content is critical, with case 
studies leading mid- and bottom-funnel 
use cases. Expect to see more.

▪ Under-performer red flags are emerging: if 
you see lead generation a cost center rather 
than a strategic revenue driver, you may be 
outside of the safe zone.

▪ Similarly, those who rate their MarTech as 
ineffective are more likely to amongst the 
cohort who missed their goals.
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Respondent Demographics

Department Company Size

90% of respondents were from
North America (US and Canada)

56%

11%

9%

7%

5%

4%
8%Demand Generation Marketing

Strategic Marketing

Account-Based Marketing

Corporate Marketing

Field Marketing

Marketing Operations

Other

268 qualified demand-gen and tech 
marketer respondents

19%

14%

27%

9%

31%

1 - 99 
employees

100 - 499 
employees

500 - 4,999 
employees

5,000 - 9,999 
employees

10,000+ 
employees
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Budgets: Is stability the new normal?

The needle hasn’t moved much over the last few years. It’s 
hard to say if the dust is settling or if companies are hunkering 
down to see what happens with the “soft landing.”

T A K E A W A Y

In the next 12 months, how do you expect 
your Demand Gen budgets to change? 

Q U E S T I O N

18%

49%

29%

4%

11%

35%

42%

12%

6%

40%

45%

10%
7%

40% 41%

12%

Grow significantly Grow somewhat Stay flat Decrease

2021 2022 2023 2024
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Budgets: Not everyone sees it the same way

Larger companies more conservative. Upstart 
companies are more likely to spend to compete for 
growth in this market.

T A K E A W A Y

In the next 12 months, how do you expect 
your Demand Gen budgets to change? 

Q U E S T I O N

8%

48%

37%

6%

1%

6%

29%

47%

18%

0%

Grow significantly Grow somewhat Stay flat Decrease somewhat Decrease significantly

<5,000 employees 5,000+ employees
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Mission accomplished?

To what extent did you meet/exceed demand generation 
goals last year?

Q U E S T I O N

Despite headwinds, a majority met or 
exceeded their goals in 2023.

T A K E A W A Y

32%

52%

16%

Exceeded goals Met goals Did not meet or exceed goals
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The value of demand generation

How does leadership perceive your demand generation 
efforts?

Q U E S T I O N

A majority of respondents sees 
demand generation as strategic.

T A K E A W A Y

6%

27%

45%

22%

Demand generation is often seen as a cost center with limited impact on lead
quality and revenue.

Demand generation is recognized for its efforts but is not seen as a key driver
of high-quality leads and revenue.

Demand generation is considered a strategic partner and contributes
significantly to high-quality leads and revenue generation.

Demand generation is viewed as essential to the company’s growth and is 
closely integrated with management strategies to drive high-quality leads and 

revenue.
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The value of demand generation: do you see it?

How does leadership perceive your demand generation 
efforts?

Q U E S T I O N

Correlation or Causation? If you don’t 
view demand gen as strategic, you’re 
not doing it right.

T A K E A W A Y

11%

43%

30%

16%

6%

18%

52%

25%

Demand generation is often seen as a cost center with limited impact on
lead quality and revenue.

Demand generation is recognized for its efforts but is not seen as a key
driver of high-quality leads and revenue.

Demand generation is considered a strategic partner and contributes
significantly to high-quality leads and revenue generation.

Demand generation is viewed as essential to the company’s growth and is 
closely integrated with management strategies to drive high-quality leads 

and revenue.

Exceeded 2023 demand gen goals

Did not meet 2023 demand gen goals
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Measurement
and Challenges

State of Demand Gen 2024
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KPI confidence remains high

Which best describes your outlook on meeting or exceeding 
your team’s most important KPIs in the coming year?

Q U E S T I O N

Respondents are bullish on meeting 
their KPIs in 2024. 

T A K E A W A Y

23%

64%

13%

0%

Extremely positive Somewhat positive Somewhat negative Extremely negative
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Revenue marketing continues to dominate

A link between demand gen and pipeline 
becomes stronger.

T A K E A W A Y

Which of the following most closely describes how 
you define Demand Gen campaign success?

Q U E S T I O N

62%

21%

12%

2% 0%

45%

28%

20%

3% 4%

Source new pipeline
opportunites/ revenue

Generate marketing-qualified
leads (MQLs)

Generate sales-qualified leads
(SQLs) with buying timeframe

insight included

Quantity of raw (minimally
qualified) leads

Other

2024 2023
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Quality and conversion: outcomes matter

Other than ROI/pipeline, what attributes or data points are 
most important in measuring success? (Select up to 3)

Q U E S T I O N

Outcome-focused attributes rate 
more highly than activity-focused 
measures

T A K E A W A Y

5%

5%

10%

10%

12%

23%

24%

30%

34%

36%

39%

39%

Social engagement

Email engagement

Lead quantity

Website traffic

Customer Lifetime Value

Pipeline velocity

Cost per lead

Marketing Qualified Leads

Lead to opportunity rate

Sales Qualified Leads

Lead quality

Conversion rate
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Revenue attribution is good, not great

How successful are you at attributing revenue to demand 
generation efforts?

Q U E S T I O N

While many are somewhat successful in linking 
demand gen to revenue results, only one-in-five 
consider themselves unsuccessful.

T A K E A W A Y

18%

65%

13%

4%

Extremely successful Somewhat successful Somewhat unsuccessful Extremely unsuccessful



Topics, Tech, and 
Tactics
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The pressure is on, big time. The tech stack less so.

Strong agreement on demand gen pressure, branding 
and AI. Respondents not feeling great about purchase 
timelines, budgets or tech stack.

T A K E A W A Y

To what extent do you agree with
the following statements?

Q U E S T I O N

9%

18%

33%

23%

42%

59%

43%

47%

46%

60%

42%

34%

Our technology stack is fully optimized to help us meet our
Demand Gen goals.

Demand Gen budgets are releasing later than they used to.

Our customers' purchase timelines have lengthened.

The use of AI will positively impact our ability to meet Demand
Gen goals in the year ahead.

Branding supports our Demand Gen efforts a great deal.

Pressure to prove ROI on Demand Gen efforts is increasing.

Strongly agree Somewhat agree

93%

Total

84%

83%

79%

65%

52%
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Is MarTech making marketing better?

Rate the effectiveness of your current marketing technology 
stack in enabling you to meet your goals.

Q U E S T I O N

While a majority are finding at least some 
success with their marketing technology, 
about one-in-five are finding it ineffective.

T A K E A W A Y

10%

72%

15%

3%

Extremely effective Somewhat effective Somewhat ineffective Extremely ineffective
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Is MarTech making marketing better? Not for everyone

Rate the effectiveness of your current marketing technology 
stack in enabling you to meet your goals.

Q U E S T I O N

Those who missed their goals are more 
likely to struggle with their MarTech stack.

T A K E A W A Y

13%

76%

8%
3%5%

57%

33%

5%

Extremely effective Somewhat effective Somewhat ineffective Extremely ineffective

Exceeded 2023 demand gen goals Did not meet 2023 demand gen goals
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Rear view: Can’t shake content syndication

ABM and content syndication remain the tactics 
of choice.

T A K E A W A Y

Thinking about 2023, which Demand Gen 
tactics/channels did you increase the most? 
(choose up to 3)

Q U E S T I O N

2%

4%

8%

10%

14%

15%

16%

18%

20%

22%

22%

25%

26%

32%

40%

Other

Phone-based lead qualification

Video marketing

Appointment setting

Display/programmatic advertising

Inbound marketing (on your corporate website)

Online events (e.g. webcasts)

High-quality lead programs (Late-funnel, HQL/SRL)

Live events

Social

Lead nurturing

Paid search

Email marketing

Content syndication

Account-based marketing (ABM) programs
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Future view: A shift to precision and quality

Content syndication and email marketing replaced 
by lead nurturing and high-quality lead programs.

T A K E A W A Y

In the coming 12 months, which Demand Gen 
tactics/channels do you expect to increase the most? 
(choose up to 3)

Q U E S T I O N

3%
6%

10%
12%

13%
14%

15%
16%

18%
18%

19%
24%

25%
28%

47%

Other

Phone-based lead qualification

Appointment setting

Video marketing

Email marketing

Online events (e.g. webcasts)

Inbound marketing (on your corporate website)

Display/programmatic advertising

Content syndication

Social

Live events

High-quality lead programs (Late-funnel, HQL/SRL)

Paid search

Lead nurturing

Account-based marketing (ABM) programs



Content that 
Performs
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Podcasts
Surveys/Quizzes

Live events Live eventsResearch
Research

Concise white papers
Concise white papers

Blogs

Videos

Virtual events
Solution briefs Solution briefs

Webcasts

In-depth white papers or e-books

In-depth white papers or e-books

Customer case studies

Customer case studies
ROI calculators

0%

10%

20%

30%

40%

50%

60%
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Content effectiveness trends emerging

Demand Gen marketers see different assets needed 
at different funnel stages. Case studies stand out as 
powerful mid- and late-funnel performers.

T A K E A W A Y

Which content types do you find to be most effective at the 
top-of-funnel / middle-of-funnel / bottom-of-funnel (BOF)?

Q U E S T I O N

Top-of-funnel
(% top-3)

Middle-of-funnel
(% top-3)

Bottom-of-funnel
(% top-2)
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ROI winners and losers

High-ROI content tends to be associated 
with mid- and late-funnel assets.

T A K E A W A Y

In your opinion, which content types deliver 
the highest ROI overall? (Select up to 3) 

Q U E S T I O N

33%
30%

21% 21%

17% 17%
14%

12% 11%
9%

5% 5% 4% 4%

Customer
case studies

Live events In-depth
white

papers or e-
books

Webcasts Research ROI
calculators

Virtual
events

Concise
white

papers

Solution
briefs

Videos Blogs Surveys /
quizzes

Podcasts Other
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ROI winners and losers

Those who beat their goals view which content 
works best differently than those who missed 
their goals.

T A K E A W A Y

In your opinion, which content types deliver 
the highest ROI overall? (Select up to 3) 

Q U E S T I O N

Customer
Case Studies

Live
Events

In-depth
white papers 

or e-books

Webcasts ROI
Calculators

Virtual
Events

Concise
White Papers

Solution
Briefs

Videos Blogs Surveys/
Quizzes

Podcasts OtherResearch

25%
23%

35%

29%

16%

23%

11%

16%

11%

4%

1%

8%

3%
1%

32%
29%

5%

10% 10%

17%
15%

2%

7%

12% 12%

2%

10%
7%

Exceeded 2023 demand gen goals Did not meet 2023 demand gen goals
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On the horizon: mid-funnel preference

Case studies are far-and-away the highest ranked 
for increased use in the coming year.

T A K E A W A Y

Which content types do you expect to increase the use 
of in the year ahead to improve your demand 
generation strategy? (Select all that apply)

Q U E S T I O N

8%
4%

14%
15%

16%
18%

21%
22%

25%
26%

29%
30%
30%

38%
53%

Unsure

Other

Podcasts

Surveys/quizzes

Solution briefs

Blogs

Virtual events

Research

ROI calculators

Concise white papers

Live events

In-depth white papers or e-books

Webcasts

Videos

Customer case studies
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The impact and role of BDRs

Having BDRs to focus on lead qualification and 
follow-up has become a clear best practice.

T A K E A W A Y

When thinking about telephone outreach to leads, which of 
the following best describes your organization’s approach? 

Q U E S T I O N

64%

29%

8%

59%

30%

11%

63%

27%

10%

We have a lead qualification team that screens leads
and sets appointments for sales

We do not have a lead qualifying team, leads go
straight to sales

Unsure

2022 2023 2024
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The impact and role of BDRs

Smaller companies are catching up 
to larger companies in their BDR 
use.

T A K E A W A Y

When thinking about telephone outreach to leads, which of 
the following best describes your organization’s approach? 

Q U E S T I O N

70%

19%

11%

58%

33%

9%

We have a lead qualifying team that screens
leads and sets appointments for sales

We do not have a lead qualifying team,
leads go straight to sales

Don’t know 

5K+ Employees Less Than 5K Employees
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The impact and role of BDRs

Those without BDR teams are more 
likely to have missed their KPIs.

T A K E A W A Y

When thinking about telephone outreach to leads, which of 
the following best describes your organization’s approach? 

Q U E S T I O N

79%

18%

4%

56%

37%

7%

We have a lead qualifying team that screens
leads and sets appointments for sales

We do not have a lead qualifying team,
leads go straight to sales

Don’t know 

Exceeded 2023 demand gen goals Did not meet 2023 demand gen goals
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The right data matters

What is the most important data you provide about warm 
leads to your SDR/BDR/ISR team? (Select up to 3)

Q U E S T I O N

Marketers are focused on delivering accurate 
contact information, ”need” info, and engagement 
history. Budget and intent less so.

T A K E A W A Y

5%

10%

12%

16%

18%

19%

24%

27%

32%

33%

34%

42%

Other

Previous communications

Budget

Behavioral data

Timeline for purchase decision

Company information

Decision-making authority

Lead source

Lead score/status

Engagement history

Pain points/needs

Accurate contact information
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The right data matters

What is the most important data you provide about warm 
leads to your SDR/BDR/ISR team? (Select up to 3)

Q U E S T I O N

Those who beat their goals much more likely to 
share engagement history and lead score. Those 
who missed more likely to focus on lead source.

T A K E A W A Y

5%

14%

10%

12%

17%

21%

19%

36%

26%

21%

24%

45%

5%

6%

10%

23%

13%

22%

26%

30%

35%

39%

29%

42%

Other

Previous communications

Budget

Behavioral data

Timeline for purchase decision

Company information

Decision-making authority

Lead source

Lead score/status

Engagement history

Pain points/needs

Accurate contact information

Exceeded 2023 demand gen goals

Did not meet 2023 demand gen goals
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Time is money: fast follow-up

On average, how long does it take your company to contact a 
lead after they engage with your brand (e.g., download a 
whitepaper, request a demo, etc.)?

Q U E S T I O N

By and large, most leads are followed 
up in a timely manner.

T A K E A W A Y

8%

14%

25%

12% 12%

2%

26%

Within one hour Within four hours Within one day Within two days Within one week More than one week Depends on the lead's
specific action or

interest level
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Time is money: size matters

On average, how long does it take your company to contact a 
lead after they engage with your brand (e.g., download a 
whitepaper, request a demo, etc.)?

Q U E S T I O N

While larger companies generally follow 
up faster, more smaller companies 
consider action or interest level.

T A K E A W A Y

12%

17%

28%

9% 10%

1%

23%

3%

10%

20%

15% 16%

4%

31%

Within one hour Within four hours Within one day Within two days Within one week More than one week Depends on the lead's
specific action or

interest level

<5,000 employees 5,000+ employees
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What can we do with AI?

Are you currently using AI in any of the following 
areas? (Select all that apply)

Q U E S T I O N

Content creation is a no-brainer for 
GenAI. Elsewhere still to be decided.

T A K E A W A Y

26%

15%

12%

12%

17%

19%

23%

24%

37%

38%

52%

Average

None of the above

Sales forecasting

Customer journey mapping

Audience segmentation

Lead scoring

Testing and optimization

Predictive analytics

Chatbots

Personalization

Content creation
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