2025 B2B Marketing Benchmark

Trust s
the New KPI

ow video and influence
drive full-funnel impact
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lo Understand the
Fvolving Landscape

and Opportunity UK. Germany
in B2B, We Surveyeo us © O

B2B Marketing Leaders o
in Six Countries.

India

Brazil
These countries represent core BZB growth markets Q

with a vibrant LinkedIn member base. e

Australia
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Our Perspective Is
Backed by Data From
losos and LinkedIn

Primary quantitative research was
conducted by lpsos via a device-agnostic
online survey, designed with each market
in mind. LinkedIn internal data provided
critical context and understanding to
losos’ guantitative findings.

Research conducted by Ipsos, March 2025.

Research Methodology

lpsos collected a sample of 1,500 participants using a strategic blend of 70%
expert network sample and 30% B2B panel providers. Participants completed
a 20-minute device-agnostic survey, accessible on both mobile and desktop
platforms. The primary focus of the study was to explore and analyze the
challenges faced by senior-level B2B marketers.

Data Collection Timeline
March 7 to April 7,2025

Respondent Profile

A Countries:
United States, United Kingdom, Germany, Brazil, India & Australia (h=250 each)

A Job title:
CMOs (n=344), *Other marketing C-Suite (h=400), Director/Manager (h=/56)

A Industries:
Financial services (n=274), Tech (n=310), Agency (n=315), Professional services (n=288),
Health (h=60), Manufacturing (n=/3) & Other (h=180)

A Company Size:
Small (10-49 employees) n=202, Medium (50-499 employees) n=719,
and Large (500+ employees) enterprises n=5/9

Data is based on respondents to the survey and is not representative of all B2B marketers. *Other marketing C-Suite is comprised of titles of President, SVP, VP
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Trust has become the most valuable outcome in B2B — and the clearest path to ROI. It's what

Tr U St ‘ nﬂ ence drives every deal, every decision and every long-term relationship. But trust today isn't built through
’

traditional brand messaging alone. It's earned through relevance, credibility and human

O N d th e POW@I’ connection, often delivered through video and creator-driven content.
- - That's why this year’s B2B Benchmark Report explores the influence effect and how modern
of Video in BZB

marketers are using video and trusted voices not just to capture attention, but to build confidence.
The data tells a clear story:

A Video is now table stakes in B2B

A Short-form formats are leading in RO

A Influencer marketing is growing fast with trust as the #1 goal

A But measurement gaps are holding many marketers back from scaling their impact

What emerges is a new model for brand building, one where trust drive results. It blends content
with credibility, reach with relatability, and performance with purpose.

This report introduces three strategic tools to help marketers put trust into practice:
A The Trust Flywheel — how trust builds momentum

A The Trust Maturity Index — how far along your brand is in building trust

A The Trust Funnel — how to activate trust across the buyer journey

Tequia Burt,
Editor in Chief Whether you're modernizing your mix or doubling down on what works, this is your playbook for
The Linkedln Marketing Collective what’s working and what's next.

Research conducted by lpsos, March 2025. Linked m | M



Trust is the B2B growth engine

[t's not just a brand metric — it's a business strategy. Brands that lead with trust see stronger
oerformance across the funnel.

VWhat You Neea
to Know in 2025

In 2020, credibility is currency, and
BB marketers are earning it with video
and influence.

Video is now table stakes

Currently, /8% of B2B marketers use it, and short-form content leads in effectiveness. It you're
not investing, you're falling behind.

Influencer marketing is gaining ground

Fifty-five percent of B2ZB marketers now use creators, with trust cited as the top goal. Credibility is

This year's Benchmark data reveals
the new reach.

that brands prioritizing these aren't
just capturing attention — theyre
ouilding trust, driving confidence and
outperforming their peers.

Authenticity drives results

We found 58% of marketers prioritize credibility and brand alignment when selecting influencers.
The most trusted voices are relevant, human and reall.

[t you're not using video or tapping
credible voices, you're already behind.

Measurement is the next frontier

Trust is measurable, but many marketers still struggle to connect it to business outcomes.
Those who do are scaling faster.

Trust must be operationalized

It's not a campaign — It's a system. Leading marketers are aligning teams, content and creators
around a consistent, measurable trust strategy.

Research conducted by lpsos, March 2025. Linked m | @



In BZB, Trust Builds the Brand

BB buyers today are more selective, skeptical and seli-directed
than ever before.

Traditional content tormats often tall short in building the kind of
credibility that drives action. That's why more marketers are
leaning into formats that foster authenticity, relatability and human
connection — namely, video and influencer-led content. These

tools don't just generate reach; they cultivate beliet. Marketers Agree:
Building trust is the @ Strongly Agree
This shift toward trust-building isn't just anecdotal: it's data- most important factor
backed. Marketers who prioritize credibility-building approaches for achieving B2B ® Agree
are seeing stronger brand engagement, better alignment with brand success @ Don't Agree/Neutral

buyer expectations, and deeper long-term relationships. In o
market where every click and conversation counts, trust has
become the defining brand asset.

42% of marketers ranked increasing brand
awareness and reputation among decision- 94% of marketers agree that trust is the key to B2B success.
mabkers as their top business priority — more
than any other option.

To what extent do you agree or disagree with the following statement:
'Building trust is the MOST important factor for achieving success as a B2B brand?’

N=1,500

Research conducted by lpsos, March 2025. Linked m | M



Th M .t I:" ° b" T " Few tools in the B2B marketer’s repertoire are as versatile or as effective as video. Whether
e OS eX] e OO you're raising brand awareness, nurturing buyer confidence or driving conversions, video

o o adapts to the moment and the message. That flexibility is why 78% of marketers use it today,
1N th c BQ B TO O-‘ k]t and over half plan to do even more with it in the year ahead.

. y . Beyond performance, video'’s real power is its ability to convey emotion, demonstrate value
V'ldeO S EXpCInd'lng Role and build credibility at every stage of the journey. From short-form social clips to deep-dive

demos, it helps brands show—not just tell—their story.

Video Momentum in B2B Marketing

Already using video

78%

Plan to increase use in the next year

067

Just getting started
20%

Which statement best describes the use of video in your company’s marketing efforts (n=1500)
Thinking about the next year, how, if at all, do you think you or your company’s usage of each of the following content types will change? [Videos] (n=1500)
What are the primary goals of your video marketing efforts (n=1462)

Research conducted by lpsos, March 2025. Linked m | M



Short-Form Video,
Big-Time RO

With no end in sight to our scrolling and swiping,
short-form video is emerging as the B2B marketer’s
best tool for capturing attention and credibility.
With limited time and attention to work with,
marketers are leaning into formats that deliver
value quickly and leave a lasting impression.

The data speaks volumes: Short-form social is the
top-performing format, followed closely by brand
storytelling and testimonials. These formats don't
just inform — they spark connection and build trust.

Research conducted by lpsos, March 2025.

Video Content Driving Highest RO

SHORT-FORM BRAND
SOCIAL STORYTELLING

r ¢

41% 38%

Quick, credible, snackable Narrative-driven, emotionadl

In your opinion, what kinds of videos produce the highest ROI? Please select all that apply. (n=1462)

TESTIMONIALS
& DEMOS

s

347%

Social proof in action
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What Works in

What is your primary objective?

BZB Video: Goals,

Formats & Metrics

Increase Brand Awareness Build Trust & Credibility

39% 29%

Marketers today are deploying video with clear intent

Testimonials
Product demos/walkthrough

Case study videos

Webinars/live Q&As

... and they’re watching closely to see what works. CONTENT TYPES
The top gOG]S behind video efforts are to drive A Short-form social video i A Educational/explainer videos i A
awareness, build trust and generate conversions. A Brand awareness videos A Behind-the-scenes or A
To achieve those outcomes, marketers are leaning A Thought leadership content employee spotlights A
into proven formats like short-form social, brand A Influencerinterviews 4
storytelling, and testimonials or demos. | |
But the real signal lies in how performance is SUCCESS METRICS
measured. With engagement rate, total views and | |
click-through rates as top metrics, marketers are A Engagement Rate A Average Watch Time A
increasingly focused on reach and resonance, A Views A Completion Rate A
not just leads or last-touch conversions. A Social Sharing . A Comment Qudlity/Sentiment A
i A Brand Life (if measured) i A

What are the primary goals of your video marketing efforts (n=1462)
In your opinion, what kinds of videos produce the highest ROI? Please select all that apply. (n=1462)
Which metrics doyou. . . to measure the success of your video marketing? Please select all that apply (h=1462)

Research conducted by lpsos, March 2025.

Click-Through Rate
Lead Generation
RO

Conversion Rate
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Video Maturity

. More B2B advertisers are investing It's not just that more marketers are using
A ﬂd th e R]Se in video—and members are watching video: it's that they're using it better.
to the end. That’s influence in action. LinkedIn's Creative Labs found that the
Of TrUSt creative choices brands make are having
On LinkedIn we see: a real impact on trust and performance
+12% YoY increase in " : : _
B2B marketers are makin g . . . 54 Emotionally resonant videos =
smarter video bets. The result? H2b advertisers using video +447% higher VIR, 2x completions
More comp]et.ions, more trust +347% increase in video completions * Short-form video =
and more business impact. +17% lift in completion

+3.8 pts rise in view-through rate

Video > static =
+26% lift in brand favorability,

As B2B marketers' level up +19% lift in purchase intent

their video craft, audiences
are responding—and trusting.

* LinkedIn’s Creative Labs latest research, "The Art & Science of Video.," analysed over 13,000 B2B video ads on LinkedIn to decode
which creative decisions consistently led to higher engagement, deeper connection and real business impact.

Research conducted by lpsos, March 2025. Linked m | M




Why Video
Paved the \Way
for B2B Influence

What made video so powerful in B2B
marketing — authenticity, relatability and
trust — is exactly what's now fueling the rise of
influencer marketing. In a sense, video set
the stage for the Creator era. For the past
three years, B2B marketers have told us that
they prioritize video. They saw that when you
elevate a human voice, you build brand
credibility. Now they're applying that insight
1N New ways.

The same marketers who leaned into video
to build awareness and trust are now turning
to influencers — experts, practitioners,
creators — to continue that journey. The
message is clear: When trust is the godl,
people-powered content is the strategy.

Research conducted by lpsos, March 2025.

Where Video and Influence Overlap: The Trust Intersection

VIDEO
MARKETING

Demonstration
& Storytelling

Authenticity Trust
Human Voice

INFLUENCER
MARKETING
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What Marketers Believe

About BZB Influence

Influence isn’t just working -
it’s winning over skeptics.

A full 76% of marketing leaders believe that
collaborating with creators helps build authenticity for
brands. While this belief resonates strongly with CMOs
and SMBs, there’s a noticeable gap among other
marketing C-suite executives and some

specific sectors like financial services.

Most companies are already on board: 55% are using
influencers today, and another 29% plan to adopt
influencer marketing in the next year.

When it comes to selecting the right creators,
marketers prioritize authenticity and credibility above
all else, followed by relevance, alignment and
expertise. In particular, enterprise organizations are
raising standards for influencers across all metrics.

Research conducted by lpsos, March 2025.

Top Creator Selection & Effectiveness Criteria

Top Criteria for Selecting B2B Most Effective Influencer Types
Creators (Ranked #1)

o - 28% Thought Leaders/

os Authenticity
08% & Credibility w

Industry Analysts
o 490/ Industry Company
o | O Relevance Customers

N 47% Brand “ 20% Independent

Alignment Creators

(6 47% Subject Matter %,T: 15% Industry

Expertise Partners

Engagement Employees

% 45% Audience e[— A 14% Company
\\HL”:;‘ y

Do you believe collaborating with B2B influencers/creators builds authenticity for brands? (n=1500)

Which statement best describes the use of influencers in your company’s marketing efforts? (n=1500)

Please rank the following on their effectiveness in being used as influencers for your brand, with 1 being most effective and 5 being least
effective. [Company employees (e.g., executives, subject matter experts)] (n=1260)

What criteria do you consider when selecting a B2B influencer? Please select all that apply. (h=1260)

Linked | 9



Influencer
Marketing:

From Awareness
to Authority

Influencer marketing drives impact
across the funnel . Not just for building
awareness, it is helping marketers move
buyers all the way to conversion.

Whether you're looking to build brand
awareness, nurture leads or close dedls,
our research shows that brands that
leverage creators outperform those
who don't throughout the buyer journey.

This full-funnel impact positions
influencer marketing as a strategic
driver of both trust and performance.

Research conducted by lpsos, March 2025.

Creator Impact Across the Funnel

Impact of Influencer Marketing on Goal Attainment Across Funnel (Measured as Percentage Increase)

+39% pts

Awareness in Brand Awareness
Consideration +30% pts
in Lead Gen

+30% pts

in Revenue Growth

How successful was your marketing team in achieving the following specific goals over the past year? (n=1500)
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Brands [hat Leverage
Creators Outperform
Across the Funnel

The data reveadls a clear and consistent performance
advantage for B2B marketers who partner with creators.

Across key goals—from customer engagement

to revenue growth—those who use influencer
marketing outperform non-users by as much as 39
percentage points.

Biggest gaps: +39 pts for both customer engagement and
brand awareness

Smallest gap: +22 pts for customer loyalty.

These aren’t vanity metrics; they're directly tied to pipeline,
loyalty and market expansion.

For marketers looking to modernize their strategy,
influencer marketing isn’t optional. It's a proven driver of
business impact.

Research conducted by lpsos, March 2025.

Where Creators Make the Biggest Impact

Customer engagement through content and campaigns
I 39%
Increase in brand awareness
I 39%
Building thought leadership in industry
I 32%

Expansion into new markets
I 31%

Generating qualified leads for the sales pipeline
T 30%

Revenue growth

T 30%

Lead generation

24

Customer retention and loyalty

T — 9%

How successful was your marketing team in achieving the following specific goals over the past year? (n=1500)
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Activating Video &
Creators at Every Stage Full-Funnel Video Strategy

Now that we've seen how B2B marketers are driving TOFU . MOFU BOFQ
performance across the funnel, let’s look at the formats Awareness Consideration & Engagement Conversion

and tactics they're using to bring that strategy to life,

especially video and influencer marketing. How are they Short-Form
bringing that strategy to lite? \Where are they focusing their Videos
efforts by stage?
At the top, 42% are using social media videos to drive
awareness, while 4/% say thought leadership Thouah

i ) . 5 ought
collaborations are an effective entry point. ﬁ Leadership

o oo

In the middle, 39% are leaning on customer success story
videos, and 39% are co-creating content with creators to
build credibility and engagement.

At the bottom of the funnel, it’s all about trust and proof:
40% use product reviews or testimonials and 23% utilize
case study videos focused on ROl to close the deal.

This is how today’s marketers are aligning tactics to
buyer intent and moving prospects forward.

In your opinion, what kinds of videos produce the highest ROI? Please select all that apply. (h=1462)
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