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Observations and Conclusions 

 The market for Marketing Automation Systems is wide open as 73% or 

responders have yet to incorporate one into their marketing paradigm. 

 On average, responders feel that it is most critical to improve their 

identification of quality leads. 

 Responders feel that measurement of marketing’s impact on revenue is 

somewhat limited. 

 70% of responders indicate that their marketing tactics and programs 

are a mix of traditional and some online methods. 

 Insufficient evidence of marketing’s impact on revenue  (34%), resource 

constraints (33%), and unfocused messages (27%) are key roadblocks 

to a better marketing contribution to revenue. 
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Program Overview 

 Between August 17 and  October 5, 2010, Gatepoint Research invited 1,026 

selected marketing executives to participate in a survey themed Marketing 

Optimization Strategies. Candidates were invited via email to participate in 

a survey and 97 executives have participated to date. 

 91% of responders are employed at the Director Level or higher: 33% are 

VPs or CxOs. 

 65% of responders are executives in Fortune 1000 companies. 

 100% of responders participated voluntarily; none were engaged using 

telemarketing. 
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What best describes your role in relation to 

pipeline generation? 

48% of responders are senior executives overseeing their  

entire marketing portfolios. 
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Generating pipeline for sales is not part of my job

I manage one or a collection of marketing

programs which generates pipeline

I manage my company's marketing program

portfolio which generates pipeline

I own everything related to marketing, including

pipeline generation

% Responders
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What percentage of your sales pipeline is 

generated by marketing? 

69% of responders indicate that at least 15% of their sales pipeline is 

generated by marketing. 
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What Marketing Automation System do you 

use? 

The market for Marketing Automation Systems is wide open as 73% of 

responders have yet to incorporate one into their marketing paradigm. 
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How important is the improvement of the 

following: 

On average,  responders feel that it is most critical to improve their 

identification of quality leads. 

Not 

Important 

Critically 

Important 

1 1 2 3 4 5 

Generating more leads 

Gaining more business from 

your house database 

Identifying quality leads 4.12 

3.54 

3.51 
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In your opinion, your marketing tactics and 

programs:? 

70% of responders indicate that their marketing tactics and programs 

are a mix of traditional and some online methods. 

7%
18%

75%

Are in need of a refresh

Are a mix of traditional and

some online methods

Are as cutting edge as it

gets
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To what extent is your organization measuring 

marketing’s impact on revenue? 

On average, measurement of marketing’s impact on revenue 

 is somewhat limited. 

1 1 2 3 4 5 

2.88 

Measured 

closely 

Not being 

measured 
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How do you think your CEO and CFO think 

about marketing? 

 

 

A majority of CEOs and CFOs (52%) consider Marketing and Sales as 

partners in generating company revenue. 
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Marketing is not worth doing

Marketing is a necessary cost center, but

doesn't drive revenue

Marketing drives revenue, but marketing ROI

is very difficult or impossible to measure

Marketing is partners with Sales on the

company's revenue generation team

% Responders
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What holds marketing back from contributing 

more to revenue? 

 

 

Insufficient evidence of marketing impact on revenue, resource constraints, 

and unfocused messages are key roadblocks to a better marketing 

contribution to revenue. 
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Other

Our sales team is inefficient in their follow-up

Our sales team can't support any more

pipeline; we need to hire more reps

We struggle to deliver the right message to

the right person at the right time

Resource constraints make it difficult to get

programs out the door

We can't prove marketing impact on

revenue, so marketing is underbudgeted

% Responders
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If your budget is increased by 20% next month, 

which of the following would be true? 

 

 

0 10 20 30 40 50

It would be difficult to spend it in a

way that wasn't wasteful

We could spend it, but the ROI

would be unclear

I know exactly which programs we

would invest in to maximize ROI

% Responders

91% of responders could spend a 20% increase in their budget, but half 

of those responders are unsure of the ROI. 
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Profile of Responders: Job Level 

93% of responders work at the Director Level or above;  

33% are VPs or CxOs. 

CxO 2% 

VP 31% 

Director 60% 

Manager 7% 
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Profile of Responders: Company Revenue 

65% of responders are employed by companies with annual revenues 

exceeding $1.5 billion.  

>1,500 Million

65%250-500 Million

13%

<250 Million

4%

501-1,500 Million

18%
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             About 

Marketo is the global leader in Revenue Performance Management. 

Marketo’s powerful yet easy-to-use marketing automation and sales 

effectiveness solutions transform how marketing and sales teams of all 

sizes work — and work together — to drive dramatically 

increased revenue performance and fuel business growth. The 

company’s proven technology, comprehensive services, and expert 

guidance are helping corporations around the world to turn marketing 

from a cost center to a business-building revenue driver. 

 

For more info, www.marketo.com 


