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Research Conducted by Ascend2 in Partnership with Dun & Bradstreet NetProspex

FIND. NURTURE. CONVERT.



IF YOU HAVEN’T YET, THE TIME IS NOW TO DEVELOP  
AN EFFECTIVE B2B MARKETING AUTOMATION  
STRATEGY TO REMAIN COMPETITIVE AND ENSURE  
A BETTER CONNECTION WITH YOUR CUSTOMERS.

We’ve seen huge growth in and around the marketing automation space this year—the Oracle Modern 

Marketing Experience and Marketo Summit both drew huge numbers of attendees. However, 47% of 

marketers surveyed here report that “the lack of an effective strategy” is still their most challenging  

obstacle to marketing automation success.  We wanted to know more about what’s working, what’s not, 

and what’s holding B2B marketers back when it comes to extracting maximum returns from their marketing 

technology investments.

To find out Dun & Bradstreet NetProspex, in partnership with Ascend2, fielded the 2015 Marketing 

Automation Strategy Survey.  We completed interviews with 317 business, marketing and sales professionals, 

195 of whom are dedicated to the B2B channel and are exclusively represented in this report. We thank these 

busy B2B professionals for sharing their valuable insights with us, and with you. 

In addition to the survey results, we have included key considerations for applying these findings to your 

own marketing automation strategy. We have produced this research for your use. Put it to work in your own 

marketing strategy planning and presentation materials. Feel free to clip the charts and write about them in 

your blog or post them on social media. (And remember, please share this research credited as published.)

Lauren Brubaker
Director of Demand Generation
Dun & Bradstreet NetProspex

1.

Lauren serves as the Director of 

Demand Generation for Dun & 

Bradstreet NetPropspex.  Like 

most marketers, Lauren wears 

many hats, from driving high-

performance marketing strategy 

to serving as a thought leader 

on the company blog. 

She has extensive experience 

in maximizing the ROI of 

marketing technology, 

developing multi-channel 

digital programs that align 

across buyer persona and stage, 

and is a passionate advocate for 

sales and marketing alignment. 

Naturally, she understands that 

great marketing starts with 

great data and invites you do 

learn more about what we do.  

Visit www.netprospex.com.



 

IN WITH THE “IN” CROWD.
Only 5% of B2B marketers say they’re not interested in using marketing 
automation.  That means 95% of survey respondents think it’s a good 
idea for their business.
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Consider This:

More than 60% of B2B marketers 
are already relying on marketing 
automation and nearly all the rest 
are planning to use it.*

What is this telling you?  If you’re 
not using data and technology 
to drive your marketing efforts, 
you’re most likely losing 
leads and customers to your 
competition.

*2015 State of Marketing Data, Dun & Bradstreet 

NetProspex

24%

37%

34%

5%

Extensive use 
of marketing 
automation

Limited use 
of marketing 
automation

Not using now and 
NOT PLANNING TO 

in the future

Not using now but 
PLANNING TO in 

the future

To what extent does your company currently use Marketing Automation?

2.

To what extent does your company currently use MARKETING AUTOMATION?



 

LESS IS MORE.
B2B marketers expect marketing automation to do the heavy lifting:  
generate leads, convert those leads to customers and drive sales growth.

Consider This:

According to DemandGen’s 2015 
benchmark study, 74% of B2B 
marketers surveyed consider 
“lead quality over lead quantity” 
as their primary focus for 2015.

At the end of the day your 
objective is to pave the way to 
successful sales. More often than 
not you don’t need more data, 
you just need less, better data to 
produce stronger results.  

What are the MOST IMPORTANT OBJECTIVES of a marketing automation strategy?

Increase lead generation

Improve lead nurturing

Increase sales revenue

Improve customer engagement

Improve marketing productivity

Improve performance measureability

Improve marketing-sales alignment

Improve campaign targeting

51%

46%

45%

23%

22%

35%

33%

24%
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What are the MOST IMPORTANT OBJECTIVES of a marketing  
automation strategy?



 

TOUCH, LISTEN, RESPOND, REPEAT….
Improving lead nurturing is the most valuable feature of a marketing 
automation system, followed by analytics and reporting to measure 
performance.

Consider This:

A recent report from the 
Economist found that 75% of 
478 global CMOs and senior 
marketers surveyed expect to be 
responsible for the end-to-end 
customer experience within the 
next 3-5 years.

To establish and maintain 
engagement with buyers over 
lengthy B2B buying cycles, you 
need to deliver content that 
continually breaks through and 
speaks to your target buyers at 
the right time – in the right voice.

What are the MOST VALUABLE FEATURES of a marketing automation system?

Lead nurturing

Analytics and reporting

Email marketing

Integration capabilities

Campaign management

List segmentation

Lead scoring

Landing  page creation

56%

51%

39%

28%

14%

36%

36%

28%
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What are the MOST VALUABLE FEATURES of a marketing automation system?



 

IT’S NOT HOW YOU START, IT’S HOW YOU FINISH.
Lead generation is a top objective but the rate of conversion from  
lead to customer is the most useful metric for measuring marketing 
automation performance.

Consider This:

SiriusDecisions reports that 67% 
of the buyer’s journey is now 
done online.  That’s why effective 
marketers are increasingly 
turning to personas to customize 
the buyers journey for maximum 
impact.  

Use marketing automation to 
align engaging content with 
company and contact level data.  
You will reduce acquisition costs, 
shorten the buying cycle and 
increase the lifetime value of  
your customers.

What are the MOST IMPORTANT OBJECTIVES of a marketing automation strategy?

Increase lead generation

Improve lead nurturing

Increase sales revenue

Improve customer engagement

Improve marketing productivity

Improve performance measureability

Improve marketing-sales alignment

Improve campaign targeting

51%

46%

45%

23%

22%

35%

33%

24%
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What are the MOST USEFUL METRICS for measuring marketing automation 
performance?



 

THERE’S PLENTY OF ROOM FOR IMPROVEMENT.
2/3 of companies that use marketing automation believe it’s critically 
important to their business and yet almost 75% think they still haven’t 
maximized its benefits.

Consider This:

B2B marketers on average use 
13 different content marketing 
tactics.* 

Distributing consistent messages 
across all these channels presents 
challenges in its own right, but is 
further complicated when contact 
records are outdated, inaccurate 
or incomplete.

Marketing Automation is key to 
increasing efficiency and B2B 
marketers are responding with 
significant investment. But the 
return on those efforts will fall 
short without complete and 
accurate contact and company 
information. 

*Content Marketing Institute/Marketing Profs

25%

60%

14%

1%

Very successful Somewhat 
successful

Very unsuccessfulSomewhat 
unsuccessful

How do you RATE THE SUCCESS of marketing automation to achieve important objectives ?
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How do you RATE THE SUCCESS of marketing automation to achieve  
important objectives?



 

YOU’RE ONLY AS GOOD AS YOUR STRATEGY.
Most marketers say that the lack of a clear strategy for how to create and use 
quality content is a bigger obstacle than insufficient budgets, the technology 
itself, or their employees.

Consider This:

Success boils down to how well 
marketers maintain contact and 
company data and how well that 
data aligns with go-to-market 
strategies. 

Sales, Manufacturing and 
Customer Service expect their 
Marketing partners to ensure  
that customers see a good fit 
with the company’s offerings and 
that when it’s time to call a lead 
there is a valid person on the 
other end of the line.

What are the MOST CHALLENGING OBSTACLES to B2B marketing automation success?

Lack of an effective strategy

Lack of quality content

Budget constraints

Complexity of marketing automation

Lack of employee skills

Insufficient contact data quality

Lack of marketing-sales alignment

Lack of management support

47%

40%

37%

36%

31%

30%

23%

9%
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What are the MOST CHALLENGING OBSTACLES to B2B marketing  
automation success?



 

A “NEED” TO HAVE, NOT A “NICE” TO HAVE.
67% of companies who use marketing automation think it’s “very important” 
to the overall success of their marketing program.  Almost everyone else 
thinks it’s at least “somewhat important.” 

Consider This:

Given that contact and company 
data are at the core of marketing 
automation systems, doesn’t it 
make sense to have a defined 
data management strategy to 
ensure its efficacy?

Continuous marketing data 
management drives more 
effective targeting and 
segmentation, content 
alignment and lead scoring –  
all key attributes to a  
successful marketing  
automation deployment.

Email hello@netprospex.com 
to start a conversation around 
developing a data strategy. 

Very important 
67%

Somewhat important
31%

Not important 2%

How important is MARKETING AUTOMATION to the overall success 
of a marketing program?
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How important is MARKETING AUTOMATION to the overall success of a 
marketing program?

mailto:hello%40netprospex.com%20?subject=


 

MARKETERS ARE PUTTING THEIR MONEY WHERE 
THEIR MOUTH IS.
More than half of B2B marketers are planning to increase their marketing 
automation spending in 2015 to overcome budget constraints, the third  
most significant obstacle to success.

Consider This:

B2B organizations are investing 
in marketing technology at an 
accelerating rate. But are they 
spending in the right places?

Given marketing automation’s 
dependency on accurate data, 
you should be thinking about 
allocating a portion of increased 
spend to ensure that ongoing 
health of your contact and 
company data. 

Increase 52%

Stay the same
45%

Decrease 3%

How will your marketing automation BUDGET CHANGE in the  year ahead?
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How will your marketing automation BUDGET CHANGE in the year ahead?



 

TWO (OR MORE) HEADS ARE BETTER THAN ONE.
Almost 80% of B2B marketers outsource all or part of their marketing 
automation planning to gain expertise they don’t have and to build more 
effective strategies.

Consider This:

Outsourced marketing 
automation experts can help you 
succeed quickly by finding the 
most profitable segments in your 
target audience and getting your 
programs and nurture streams up 
and running quickly.

Providing these resources with 
automated data management 
solutions allow them to focus 
more on the programs and 
less on cleaning up bad data – 
ensuring a more rapid return  
on their efforts. 

In-house planning 
resources only

22%

Combination of outsourced and 
in-house resources 69%

Outsource planning 
to a specialist 9%

What are the MOST EFFECTIVE  for planning a marketing automation strategy?
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What is the MOST EFFECTIVE for planning a marketing automation strategy?



GREAT MARKETING STARTS 
WITH GREAT DATA. HOW 
HEALTHY IS YOURS?  
FIND OUT FOR FREE.

   As a B2B marketer with big growth goals, you need to focus on the markets       

  that matter. Then you have to work like crazy to engage those target buyers    

   with content that creates interest, builds priority and triggers decisions.  

But as the participants in this survey dictate, at the heart of a great marketing program is  

accurate, complete data. And choosing the right outsourcing partner and automation  

platform to help you ensure quality data that is optimized continuously.  

At Dun & Bradstreet NetProspex, that’s all we do. 

Your first step is to understand how great (or not so great) your data really is.  Give us a try.  

And then give us a call to discuss how we can help you optimize and automate your data, 

1.888.826.4877. Visit: www.workbench.netprospex.com

Try our 

Data HealthScan in our 
Workbench solution.  Take a 
few minutes of your time to 
assess your email deliverability, 
phone connectability, record 
completeness, duplication, target 
profile breakdown and more.
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https://workbench.netprospex.com/
http://www.workbench.netprospex.com


About

Dun & Bradstreet NetProspex is the premiere cloud-based B2B marketing data management services and solution provider, committed 

to helping customers unlock maximum value from their relationships between data points, between businesses and between people. We 

help thousands of B2B marketing and sales organizations optimize their revenue impact by increasing the quality and effectiveness of their 

marketing database through better segmentation, targeting and communication with their ideal customers.  Tightly integrated with Dun & 

Bradstreet’s proprietary global business data and analytics, Dun & Bradstreet NetProspex offers a suite of data services that make marketing 

databases accurate, targeted, and actionable. Dun & Bradstreet NetProspex is headquartered in Waltham, MA. Visit www.netprospex.com.

Marketing agencies, marketing software and data companies partner with Ascend2 to provide research-based demand generation. Our 

Research Partner Programs are transparent – spotlighting your brand and the interests of your market. Visit www.ascend2.com.
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