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About BZ2B Marketing

B2B Marketing is the comprehensive information resource for B2B
marketers. Its mission is to provide pracfitioners with the information
they need to perform betfter and achieve more, whatever sector of the
B2B space they are operating in.

¥ Marketing

Launched in 2004 as B2B Marketing magazine, it has since evolved into
a multi-faceted resource, delivering a broad range of content in a variety
of different forms and formats.

Its key products are:

Community: The only online resource allowing B2B marketing
professionals fo share information on their industry. B2B Marketing is a
community where you can learn, share and connect with other marketers
to help better achieve your objectives.

The site also holds a huge archive of confent focusing on every
conceivable aspect of B2B marketing and includes various opportunities
for online interaction and learning, such as a best practice webcast
programme and an interactive online directory for supplier sourcing.

Magazine: The essential monthly guide to B2B marketing, with a key
focus on best practice guidance, plus monthly features looking at current
trends, regular research and profiles.

Awards: The showpiece event for brands and practitioners, attracting
over 700 people. Former winners include a host of top-tier B2B brands,
including Cisco, Dell, Fujitsu, IBM, KPMG, Nokia, 02, Oracle, Orange, SAP,
Thomson Reuters, Vauxhall UK, and many more.

Training and events: Highly focused seminars and training sessions
aimed at helping marketers hear and learn first hand from the experts in
order fo hone their skills.

Membership: Become a member and receive all research and reports for
free. You will also receive exclusive invites to members-only networking
events, get discounts on fraining seminars, workshops and conferences and
receive a subscriptfion to the monthly magazine. There are different levels of
membership available so please call +44 20 7269 6592 to find out more.

For more information on any of these products or services go
to b2bmarketing.net or call +44 20 7438 1370
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RPM — the most important
business concept of the decade

Revenue performance management (RPM] is set to become one of the
most imporfant business concepts o emerge this decade. RPM is rapidly
becoming the new mindset and de-facto strategy fo maximise revenue,
and empower organisations to better engage customers across the entire
revenue cycle.

The evolution of marketing autfomation info RPM is perhaps the single
most imporfant step in accelerating revenues for your organisation. For
the first time in modern management history, marketing can truly track
and maximise ROl for an organisation, and have a powerful, direct impact
on revenue performance. Thanks to advances in technology, marketers
are now equipped with the tools and strategies to transform their revenue
processes and realise significant increases in performance and results.

As maturity and engagement in marketing automation increase, we will
begin to see frue RPM on the frontlines of creating new ways of thinking
and creating business excellence in organisations.

So where is that change taking companies now? And how can we harness
it to maximise top line results while improving bottom line profitability? The
answers lie in how RPM is providing a strategic and operational framewaork
with which companies can rethink, enhance and expand their critical
relationships with customers.

We know from this RPM Report, as well as other studies, there is a huge
spike in revenues as companies move up the maturity curve from traditional
marketing to RPM. Marketing is taking a larger share of the responsibility for
pipeline generation, and using lead nurturing and lead scoring o transform
revenue performance. As you'll see from these report findings, RPM leaders
achieve greater revenue against their plan, and sales reps spend less time
prospecting and more of their fime actually selling to hot leads.

In other words, companies that are more mature at RPM generate more
revenue and achieve faster revenue growth. The more mature, proficient
and engaged you are with marketing automation, the more you will be able
to drive sophisticated revenue performance for your organisation.

Regardless of where you are on the maturity curve of embracing RPM, you
can make a significant impact on your company's revenue performance
by generating more pipeline from your marketing efforts, enabling sales
teams to spend less time prospecting and more fime selling.

Revenue Performance Management Report © B2B Marketing 2012

ELIZABETH SMYTH
EMEA MARKETING DIRECTOR
MARKETO

"Companies that are more
mature at RPM generate
more revenue and achieve

aster revenue growth"
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SURVEY ANALYSIS

Figure 1. Location of respondents

Q: In which of the following regions are you currently based?

UK
North America
France

56%

Germany
Spain

Italy
Scandinavia .
Europe [other]
South/Latin America
Asia Pacific _
Middle East/Africa
Other

Fifty-six per cent of the respondents to this survey were located in the
UK, reflecting the origins of B2B Marketing's historic audience. However,
one in five were from North America, and 15 per cent from Europe, making
this a very global survey.

Figure 2. Business activity of respondents

Q: Which categories best describes the primary sector in which
your organisation operates?

Business services 25%
IT/telecomms

Professional services
Engineering/manufacturing
Media/publishing

Financial services
Construction/property
Automotive

Pharmaceuticals

Leisure/health

The largest sector in terms of the respondent base was 'business
services' which is a very broad category and encompasses a wide range
of organisations, performing widely diverse functions and activities. T/
telecomms was also strongly represented, predictably, with 20 per cent
of the installed base.

Revenue Performance Management Report © B2B Marketing 2012 5
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Figure 3. Roles of respondents

Q: What is your job title?

Marketing manager

Owner/managing director

Head of marketing/communications/
online

Marketing/sales executive
Marketing director
Other director
CMO/VP
Product/brand manager 7

Other 33%

Respondents to this survey were weighted towards senior and middle-
ranking marketers. Just over one third of respondents were marketing
managers, who have day-fo-day responsibility for management of lead
activity, while a similar figure were marketing leaders (either CMOs,
VPs, directors or heads of marketing] who are more responsible for
setting revenue strategy, and are obviously more influential across the
organisation. Only 12 per cent of respondents were marketing executives.

Figure 4. Awareness of the term RPM

Q: Are you familiar with the term revenue performance
management?

® Yes - I'm aware of if,
ffffff but we don't use it
much

I've heard of if, but
_~ don't understand
aet what it means

"=~~__ Ihave never heard of
" it before

Despite the best efforts of vendors, the level of both recognition of and
(more significantly) alignment with revenue performance management
remains fairly limited. Less than 30 per cent of respondents either use
it regularly or are aware of it. While this is unlikely to directly correlate
with the level of sophistication of B2B marketers sales integration and
enablement, it does suggest that many are some way behind the latest
thinking on this potentially key subject.

Revenue Performance Management Report © B2B Marketing 2012 6
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Figure 5. Marketing strategy

Q: Which statements best describes your marketing?

Random acts of marketing — our marieting - 13%

has very little strategy

We have o strategy. but ecch campaign | 43%
requires a lot of manual effort

G ity o cer o corirrt - | 2%

but we fend to focus on single channels or

factics

ey « | 0%

reuse optimised programmes across

multiple channels

This guestion was designed to determine the level of sophistication of
respondents’ marketing activities, and their use of strategy or lack of it.
Each response indicates a different level of sophistication, with the first
‘random acts of marketing' indicating the most basic type of marketing,
which is very tactical and relatively uncoordinated.

A relatively small minority (13 per cent of respondents) selected this
option, while the largest group — 43 per cent — selected the second
option, which indicates a limited amount of strategy, but a relatively low
level of technology fo assist with the efficient delivery of campaigns.

Oneinfive marketers have achieved the highest level of strategic alignment
of their acftivities. Clearly there is significant room for improvement by
marketers, and consequently many brands may be failing to leverage the
maximum potential from their marketing budget.

Revenue Performance Management Report © B2B Marketing 2012
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SURVEY ANALYSIS

Figure 6. Level of segmentation

Q: How well targeted would you say your marketing is?

—————————— = We don't currently use
segmentation

® We somefimes segment our
marketing by basic

— =" demographic/firmographic

criteria

We always segment our
marketing by demographic/
e “ firmographic criteria.

We know where individual
- propsects are in the buying
- cycle and segment
accordingly

™. "All messages are

*  personalised and adjust to
behaviours over fime

Bearing in mind the relative lack of sophistication of respondents in terms
of their understanding of RPM terminology, the response to this question
regarding targefing may be seen as quite surprising. Over 55 per cent
of respondents had a fairly sophisticated attfitude to segmentation and
targeting, with only 10 per cent completely failing fo use it alfogether.
However, the most advanced level was only attained by six per cent —
showing that most respondents have a long way to go and much room
for improvement in this area.

Figure 7. Processes for lead recycling

Q: What do you do with leads that are not sales-ready?

I o

Wo havo o basic bt formised recycig | 32%

programme

We have no process 1o recyce thom for | 20%

nurturing

There is sporadic or ad hoc recycling

We have a complex lead recycling and g
e e« compe bt g et [

profile characteristics and needs
r 4%
Don't know

Processes for the recycling of non-marketing qualified leads was shown
to be pretfty basic, with less than 10 per cent having a full programme
for the recycling and nurturing of leads that do not meet the handover
criteria. One in five have no process for the recycling of leads, suggesting
those sales that fail to convert are lost, as is any revenue.

Revenue Performance Management Report © B2B Marketing 2012
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Figure 8. Follow-up on sales-ready leads

Q: How do you follow-up on marketing qualified leads?

® We pass all leads directly to
_ —~- sales for follow-up

= We have an inside lead-

qualification function that
e L 'quaﬁﬁss sach lead before
passing fo sales

Don't know

i
™. We don't follow them up

The majority of companies (562 per cent] simply pass new leads directly
to sales for conversion, according to the results, with no validation
or checking by marketing first. Only one third of respondents have a
gualification function that qualifies each lead before passing it over
to sales. This suggests that many sales teams may be wasting fime
chasing leads that are not ready for conversion, and consequently they
may be functioning inefficiently.

Figure 9. Sales and marketing alignment

Q: How closely aligned are marketing and sales?

e s e oy et I 55
definition of leads and co-ordinate activities

wherever possible

ety e ot ey v | 57
use a mutually agreed definition of leads

and opportunifies

et et ke w et =« | =%
single unit fo achieve common revenue

based goals
Mam'ngarusalsmknsmelyasJ_Q%
possible

Ninety per cent of respondents have some form of dialogue with the
sales function, although at varying levels of sophistication; co-ordinating
with one another generally, rather than working specifically fogether.
Only a quarter of marketing departments work together seamlessly with
sales, while at the other end of the spectrum, just under 10 per cent of
marketers say they tfalk as rarely as possible to sales.

Revenue Performance Management Report © B2B Marketing 2012 9
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Figure 10. Identifying hot leads

Q: How does marketing help sales to focus on the
hottest leads and opportunities?

_ — - " Marketing does not help sales -
all leads are passed over and
sales cherry-picks

= Marketing scores leads based on
7 fit only
-

Marketing scores leads on both
= fit and inferest

Survey an aligning marketing
* with revenue

~

The extent o which marketing helps sales to identify and focus on the
hottest prospects for conversion varies significantly. Just over a third
of respondents (34 per cent] say that marketing does not help sales at
all in their organisation: sales simply cherry picks what it considers to
be the hotftest leads from the list. Meanwhile, for a similar percentage
of respondents, marketing scores the leads handed over, based on both
fit (with specified criteria) and level of interest, potentially significantly
increasing the efficiency of sales follow-up and conversion.

Figure 11. Information sharing

Q: What information does sales receive about each lead passed
from marketing?

® Contact details only
o

® Contact defails plus BANT
. information (budget, authority,
need, timing]

Contact details plus activity
history

Contact information plus
comprehensive view of relevant
behaviours and interacti

%
N Don't know

In terms of the level of information passed on between marketing and sales,
less than a third of respondents (31 per cent] only pass on contact details of
prospects to sales, with just under 20 per cent passing on comprehensive
details of inferactions and relevant behaviours — which is the maximum
amount of information that could be expected to be provided.

Revenue Performance Management Report © B2B Marketing 2012 10
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Figure 12. Monitoring follow-up

Q: How does marketing monitor and ensure that sales follows up
on leads?

——— P

follow up

Senic lovecgreements (SLAs] o npcce | 21%
1o define and enforce speed of follow up

p— PV
based on rep capacity and location

SLAs are in placs, plus escalation alerfs and - 11%

reassign alerts where necessary
7%
Don't know

Just over half of respondents (52 per cent] are monitoring leads handed
over to sales to ensure they are followed up effectively, with one third (32
per cent) using service level agreements between sales and marketing
to monitor this activity.

However, the single largest group of respondents (41 per cent] to this
guestion did not monitor handed over leads at all, while seven per cent
did not know whether monitoring fook place or not. This underlines
the disconnect between sales and marketing in foo many companies,
with leads seen as one-way fraffic, moving from sales and marketing,
with limited proviso, feedback or procedures put in place fo improve
effectiveness and therefore ROI.

Revenue Performance Management Report © B2B Marketing 2012
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Figure 13. ROI strategy

Q: Which of the following statements best describes your
organisation’s approach to planning for and measuring ROI?

= Half our marketing investment
~  is wasted, | just don't know
which haif

® We frack basic operation
- mefrics fo analyse and compare
effectiveness.

We measure ROI and impact on
_ ——- revenus for all activities.

.. We have a highly structured
* approach at each stage, from
goal-setting fo ROl review

.
Don't know

When asked to make general statements about the effectiveness of their
marketing and their ability fo measure marketing, almost 60 per cent
had failed fo move beyond the basic level of measurement and analysis.
Only one in 10 could claim to have a highly sfructured approach to each
stage, confirming once again the inability of most B2B companies to
demonstrate ROL.

Revenue Performance Management Report © B2B Marketing 2012 12
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Figure 14. ROI on revenue-focused marketing

Q: How do you measure the ROI of revenue-focused
marketing programmes?

® Number of respondents

® Number of qualified
respondents and/or leads
generated

Contribution fo pipeline and
revenue, assigning all value fo a
° single source

Predict marginal impact of each
activity over time [influence in
lead acquisition or migration
through revenue cycle]

Don't know

A range of different metrics are being used to demonstrate ROl on revenue-
focused marketing programmes, ranging from extremely basic fo highly
sophisticated, although over 50 per cent are using the more rudimentary
optfions. Only 30 per cent can show contribution fo pipeline and revenue,
and only six per cent can 'predict the marginal impact of activity over time'.
There are significant opportunities for marketers to be more focused on ROI.

Revenue Performance Management Report © B2B Marketing 2012 13
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Figure 15. Lead lifecycle

Q: How ‘closed-loop’ is your lead lifecycle process?

Markating has no visibilty of leads once _29%

passed fo sales

Makating can soe loads which tum iwto | RN 1
opportunities and custfomers

m&mmdm] 25%

imferactions with o lead at every stoge

Marketing can predict lead conversion | 6%
propensity and create pipeline forecasts

8%

The concept of RPM suggests marketing should have complete visibility,
ownership and control over the lead pipeline. However, the failure of
respondents to embrace this concept is underlined by the response to
this question, with only six per cent of respondents fully able to predict
lead conversion propensity and create pipeline forecasts.

The largest group of respondents (41 per cent] can see which leads turn
into opportunities, but that does not provide complete transparency over
the process and consequently provide marketing with control over the
revenue flow.

Revenue Performance Management Report © B2B Marketing 2012 14
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Figure 16. Leads converted to MQLs

Q: What percentage of new names per month become MQLs?

38%

Average = 25%

o

oo[u on]n ooh 0«[0 09]0 oc]n
WO W 0 W

o oSk oot ok
& 2 g 1

% of new names per month that become
marketing qualified leads [MQLs]

On average, 75 per cent of leads created by marketfing are not ready o
be passed on to the sales feam, according to the result of this question.
This confirms the need for processes to nurture those that are not ready
towards possible future handover and conversion.

For some companies the percentage of leads that are marketing qualified
is less than 10 per cent, which suggests marketing should re-evaluate its
gualification criteria with the aim of producing fewer, but better leads. As
a consequence, marketing spend may also be reduced.

Revenue Performance Management Report © B2B Marketing 2012 15
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Figure 17. Lead volumes

Q: What impact have your activities had on the volume of MQLs
you have generated over the last 12 months?

® Volume is increasing slightly
e [under 10 per cent]

® Volume is increasing a lot [over
7 10 per cent]

_ —= " Volume is remaining constant

" Don't know

Volume is decreasing a lot [over
10 per cent]

The majority of respondents (61 per cent]) have succeeded in increasing
the volume of leads they have generated over the last 12 months. Of
these, the largest portion (36 per cent] have increased lead volumes by
less than 10 per cent, while the remainder (25 per cent) have increased
lead volume by more than 10 per cent.

The volume of leads generated has only declined for less than 20
per cent of respondents. Clearly quantity of leads has been a major
priority for respondents — however, this is likely fo have been at the
expense of quality.

Revenue Performance Management Report © B2B Marketing 2012 16
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Figure 18. MQLs converted to SQLs

Question: What percentage of MQLs become SQLs?

38%

Average = 26%

ofe ofo ofo ofo ofo ofo ofo ofo ofo ofo ofo
O WO (1% (B I 8 (1

1 9'\'\

% of marketing qualified leads [MQLs]
that become sales qualified leads [SQLs)

It's an interesting coincidence that just as 25 per cent of all leads
generated are ultimately qualified by marketing, of those MQLs, on
average a further 25 per cent of leads become sales qualified (SQL).
In other words, on average, 75 per cent of the volume of leads drop off
at each stage: there is an extremely high level of wastage, suggesting
marketers need to put more emphasis on the quality rather than quantity
of leads generated.

Revenue Performance Management Report © B2B Marketing 2012 17
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Figure 19. Lead conversion

Q: What impact have your activities had on the conversion of
leads over the last 12 months?

® Conversions are increasing a lot
- [by over 10 per cent]

® Conversions are increasing
_ —~ slightly [by under 10 per cent]

Conversions are remaining
~~=" constant

T Conversions are decraasing
slightly [by under 10 per cent]

F Conversions are decreasing a
lot [by over 10 per cent]

™ = Don't know

Just over half of respondents (51 per cent) claim to have succeeded in
increasing conversions over the last 12 months, which suggests that
these marketers are directly impacting positively on the bottom line.

Fifteen per cent of respondents have increased conversions by over
10 per cent, while 36 per cent have increased conversions by up to 10
per cent. Less than five per cent of respondents claim that conversions
have decreased over this period, while 18 per cent 'don't know' what has
happened to conversion rates.

Revenue Performance Management Report © B2B Marketing 2012
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Figure 20. Percentage of qualified opportunities won

Q: What percentage of qualified opporfunities become closed?

38%

Average = 26%

29 3% 3% 39 2y

oelo oolo d\]s oeje oolo
A0 6\:] 1.\,0 ) O

oe]o \oe[e ool« Q@h hoele 600’0
W a6 g% g

% of qualified opportunities that become closed or won
customers

Despite the best efforfs of marketers fo qualify the leads they are
passing over fo sales, in order to ensure maximum possible conversion,
on average only 25 per cent ultimately result in a sale. This suggests
marketing needs to work harder tfo improve qualification criteria o
provide sales with better flow of leads, which will ultimately lead fo a
higher conversion rate and higher revenues.

Figure 21. Time sales spends on selling

Q: What percentage of your sales reps' fime is spent on selling?

Average = 54%

18%

17%

|

|

|

|

|

| 14%
|

10%

O

fo bpclo 600[0 600,0

ofo ofo oo
oF \\90 ‘}\:50 REBFC 6\30

ofe ofo ofo ofo
O O O

% of sales reps’ time spent directly on selling

Sales reps appear, on average, to be fairly inefficient with their time
and overburdened with bureaucracy and ancillary tasks, according to
respondents. Only 54 per cent of sales execs' fime is currently spent on
actually selling, meaning that 46 per cent is wasted. This figure could
conceivably be reduced by better sales force management and improved
communications with marketing.
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Figure 22. Target revenue achieved

Q: What percentage of your target revenue was achieved in the
last 12 months?

30%

Average
=82%

!

|

| 17%
1% 15%

4% 4%

3%

09]9 ots]e q’oo]o 30‘)'“ 0°’° 600[9 ‘609,@ osln

W 6 a0

oo]n oo]o oslo R
& o ot

A% @

% of your organisation's target revenue plan/sales target
achieved over the last 12 months

On average, respondents achieved 82 per cent of their target revenue
or sales plans over the last 12 months. This means that, on average,
companies were around 20 per cent down on expected revenues,
which must have had significant repercussions for them in terms of
remuneration and business planning.

Figure 23. Marketing budget ratio

Q: What is your marketing budget ratio?

® Less than 30:1

s -
= Don't know

Responses fo this question were broadly split info three. Just over a third
of companies have a marketing budget ratfio of less than 30:1, meaning
for every £/S/€1million generated in revenue, less than £/$/€3500 is
spent on revenue. A further third spend more than that (up to 1:1) while
the final third have no idea about their marketing budget ratio.
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Figure 24. Marketing's role in driving revenue

Q: What percentage of your pipeline is marketing-sourced?

26% Average
=36%

15%

12%

10% 9%

4% 4% 6% 5% 5% 4%

*

ofo ofo ofo ofo
0 \_\0 \\3)9 ‘2:\50 &

gk b
1" (8

ofo ofo ofo ofo
o" e\»" o°

¥ & o

% of pipeline that is marketing sourced

On average, just over one third of respondents total pipelines (36 per cent)
is marketing sourced — in other words two thirds of revenue comes from
sources other than marketing. This suggests marketing's role in driving
revenue is nat critical, for most organisations, therefore undermining their
perceived relevance and status among other departments.

Figure 25. Average deal price

Q: What's your average deal price?

— o
Dwver £100,000

I 25

A 32%

£6000-£20,000

— 33%
£1000-£6000

Respondents were asked to express average deal price in their local
currency. Given that the maijority of respondents (55 per cent] were
from the UK, and respondents using other currencies do not provide a
meaningful sample, it seems most appropriate to only analyse results
for UK-based respondents. The average deal size was evenly distributed
between the three price bands provided — up to £5k (33 per cent], £6-
20k (32 per cent), and over £20k (25 per cent). These splits demonstrate
marketing automation is being used by companies with a broad range
of product and service offerings and price points. The appeal of this
technology is very broad, and not restricted to companies at the very top
end of the value chain.
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Figure 26. Marketing automation platform usage

Q: Please identify which marketing automation platform you use

_® We don't use marketing
=7 automation

. ®Act-On
-

Mariceto
= ~- = Pardot

. 28
~ I Bilverpop

= Other

Only one third of respondents currently use automation, of which over
half use systems supplied by lesser known vendors, which suggests
they may actually be using systems that don't fit info the key automation
category — such as enhanced email platforms or CRM systems. Of the
automation systems used, Eloqua and Markefo were by far the maost
popular, confirming their leadership of this category. However, it would
seem all vendors have significant opporfunities as the installed base
remains low and there is significant scope for expansion.

Figure 27. CRM platform usage

Q: Which CRM vendor’s platform do you use?

Salesforce 27%
Other

None

Microsoft Dynamics
Built in-house _ 8%
Oracle/Siebel

Netsuite
ACT

SAP

Don't know

Goldmine

SalesLogix

Salesforce is overwhelmingly the most popular CRM system used by
respondents, with 27 per cent of the total responses, way ahead of
the second most popular solution, Microsoft Dynamics on 10 per cent.
Sixteen per cent of respondents had no CRM system in place, while eight
per cent used one developed inhouse.
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