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To Understand the
Evolving Landscape
and Opportunity

In B2B, We Surveyed [
B2B Marketing Leaders © ©

INn Eight Countries. Qe

U.K. Germany

India

Singapore

0 Australia
O

These countries represent
core B2Browth markets with
a vibrantinkedIn member base.

Brazil
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Our Perspective
|s Backed by
Data From Ipsos
and LinkedIn

Primary guantitative research was
conducted by Ipsos via a device
agnostic online survey, designed
with each market in mind.

LinkedIn internal data provided
critical context and understanding
VQ *RUQUzZ SWBPVJ

Research conducted by Ipsos, March 2024.

Research Methodology Respondent Profile

Ipsos recruited a sample of 2,001 B2B leaders from various A Regions:
iIndustries utilizing expert network sample providers. North America (n=250), LATAM (n=251), EMEA

Participants took a-bfinute devicegnostic survey on mobile (n=750), APAC (n=750)
or desktop. A Job title:

Survey development drew from existing Ipsos expertise as well CMO.S (nf448)’ *cher marketln@mt?

as findings from LinkedIn research. The focus of the survey was elEr=eisg); DIEEemhi reger (=)
challenges being faced by seieéwel B2B marketers globally. A Industries:

The large sample size allows for confident projection of results Financial services (n=405), Tech (n=430), Agency
andanalysis of subgroups of the target audience. (n=426), Professional services (n=402), Health (n=271)

LinkedIn also did an analysis of 1,000 B2B brands to and Education (n=67)

understand how B2B companies are faring in this environment. A Company Size:

We used our B2B Index, a new Linkedln metric that measures Small (149 employees) n=359, Medium-{S9
effective brand building, to identify the 1,000 B2B employees) n=814, and Large (500+ employees)
companiesve could analyze in aggregate to determine B2B enterprises n=828

trends on LinkedIn.

Data Collection Timeline
March 1 to Marc29, 2024

Data is based on respondents to the survey and is not representative of all B2B marketers.
*Other marketing Suite is comprised of titles of President, SVP, VP
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Blending Old and
New Tactics and
Techniques Will Help
5QEB|] zU .
Build théMoreNimble
Team of Tomorrow

Research conducted by lpsos, March 2024.

BT

The B2B marketing team of the future is likely to be more agievelatand customeentric than
ever before.

Teams will still need a strong foundation of traditional marketing skills, but they will also need to be
proficient in newer, more specialized capabillities to thrive in a rapidly changing environment. The E
marketer of the future must be a versatile and multidisciplinary professional who can blend establis
marketing principles with cuttgtye technologies to drive results.

So how does the marketer of today compare to the marketer of tomorrow?

LinkedlIn has partnered with Ipsos, tapping about 2,000 marketing leaders across eight different gl
markets for their thoughts, to determine how marketers are currently optimizing toward this future.

5QEB[ zU OBTMFVJPH NFBEFTU BTF DQPGJEFPV JP \
agility and adaptability on their teams. They are building relationships across the organization to al
marketing efforts with overall organizational goals. They are leveraging technology to become mor
efficient, more creative and more innovative. They are establishing the strong measurement frame
they need to both prove their worth iICtBaite and make their work more resonant with customers.

Above all, our report found they realize that leaning into people skills is important.

Being a number cruncher is no longer enohginds are seeking curious, resourceful and
collaborative marketers. As technology like GAI continues to transform marketing organizations, re
on human skills will be even more critical. Our report shows that marketers are well on their way to
balancing the skills that are needed to lead our organizations into the future.

Tequia Burt,
Editor in Chief of the LinkedIn Collective
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Essential
Characteristics

The B2B marketing team of tomorrow is agile,
data-driven and customer-centric.
Organizations need marketers with the
following characteristics to be successtul:

Research conducted by lpsos, March 2024.

The B2B Marketing Leaders of the Future Must Be

Strategic * Technology * Creative % Innovative * Data *

THINKERS TRAILBLAZERS VANGUARDS CONTENT INTERPRETERS
STRATEGISTS

with Strong Business Acumen

*  Continual  * * Collaborative x* x Visionary .

LEARNERS COMMUNICATORS @ CHIEF MARKETING CHAMPIONS
OFFICERS
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Strateqic
Thinkers

With Strong
Business Acumen

B2B marketers will need to think strategically and understand
how their marketing efforts align with broader business goals
and objectives. This includes understanding market dynamics,
competitive landscapes and industry trends.
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How do the strategic B2B marketing thinkers of today compare to those of tomorrow? Q

WHAT THEY ARE DOINGh 5 ! X WHAT THEWILL BEDOING TOMORROMW

5

Prioritizingbudget allocation andesources with company goals

NEARLY

9 . 10 With many competing demands, marketers

] n must be able to prioritize their efforts to meet their

FE GOOD goals, ensuring their teams’ efforts are in line with
T

=
ABOU ILITY their budget spend.

AB
TO DRIVEREVENUE

T BMIDMAWIE feamB dy neéd té cbmpeivcFo®dedJraarkéidihdes

O More than 4 in 10 respondents say their organization
6 ; / underwent a reorganization in 20238, and 6/7% of
O CMOs say it is likely they will undergo a reorganization

OF CMOS SAY this year. Marketing teams can take advantage of
THEY ARE LIKELY these changes to build the teams they need to

TO UNDERGO A compete in a crowded marketplace.
REORG THIS YEAR

Taking abalanced approach that combines customer
acquisition and retention strategies

The optimal balance between acquiring new customers and retaining existing ones
will vary for each company and may evolve over time, but maintaining a balanced
approach to customer acquisition and retention is Keydo so, regularly reassess
priorities, monitor key metrics and stay adaptable to market dynamics.
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Trailblazers

Marketers will need to be comfortable using a wide range of marketing
technology tools, including CRM systems, marketing automation
platforms, analytics tools and emerging technologies such as GAl.

Research conducted by lpsos, March 2024. Linkedﬂﬂ B2B Marketing Benchmark 2024 8



How do the technology trailblazers of today compare to those of tomorrow? }

WHAT THEY ARE DOINGh 5 ! X WHAT THEWILL BEDOING TOMORROMW

5

Embracing technology to JUST OVER

Using GAI In their marketing efforts

gain efficiencies 1 . q
: + 2 O O/ Those who have adopted GAl have cited -I n
-I n O increased productivity (40%), acceleration of

content creation (39%), and better campaign HAVE AN EXTREMELY

ideation (30%). However, there is an opportunity GOOD UNDERSTANDING
) ) . OF HOW TO USE Al IN
for GAl education as marketers still aren't MARKETING ACTIVITIES

using the tech to its full potential.

CURRENTLY USING GAI YoY INCREASE SINCE 2023

Establishing guidelines for GAIl use

. Continuing to develop clear policies on technology use
HAVE GUIDELINES : .. : C .. : : "
-I n FOR GAl USE There are still organizations with no policies in place, leaving marketers in the dark. Providing

teams with clear direction on GAl usage will enable them to harness the power of the tools.

OPPORTUNITY AR E Ensuring technology usage guidelines are communicated broadly within organizations

SAY THEY HAVE ESTABLISED GAUIDELINES SAY ORG PROVIDES GATRAINING OPPORTUNITIES
CMO OTHER GCGSUITE DIRECTOR/MGR CMO OTHER GSUITE DIRECTOR/MGR

These differences signal a clear communication divide within organizations and lost opportunities, especially as Directors/Managers are less likely to say they currently use Al in marketing efforts

Research conducted by lpsos, March 2024. Linkedm B2B Marketing Benchmark 2024



Creative
Vanguards

In a crowded marketplace, creativity and innovation will be
essential for B2ZB marketers to stand out and capture the attention
of their already inundated audience. To connect with customers,
B2B marketers will need to think outside the box creatively.

Research conducted by lpsos, March 2024. Linkedﬂﬂ B2B Marketing Benchmark 2024 10



How do the creative vanguards of today compare to those of tomorrow? @

WHAT THEY ARE DOINGh 5 ! X WHAT THEWILL BEDOING TOMORROMW

)

Continuing toinvest in lband-building efforts
JUST UNDER Investments in brand and creative can pay off big time. Roughly 6 in 10 say the benetit

( ) . 7 O of that outstanding creative was more brand engagement, while 55% said increased
-I n 1O 6 / Share of Voice, and 48% reported increased earned media coverage.

CMOs ARE ADVOCATING INCREASING BUDGETS ® MARKETERS SAY THEY HAVE
FOR BOLDER, MORE FOR BRANDBUILDING 'In DEVELOPED CREATIVE THAT

CREATIVE CAMPAIGNS EFFORTS

STOOD OUT IN THE PAST YEAR

Using technology creatively to build better customer experience:
Increasing investment in customer experiences B2B marketers should take advantage of technologies such as CTV, AR/VR and

GAl to improve customer experience. Marketers report these technologies are
helping with better targeting/personalization, boosting customer engagement and
increasing brand experience.

O
647, cime e A79 209 33Y

1 ALLOCATINGMORE PERSONALIZATION CTV AR/VR G A
BUDGET TOWARD
CUSTOMER EXPERIENCE
INCREASING BRAND 460/ 4_50/
EXPERIENCE O O
CTV AR/VR

Research conducted by Ipsos, March 2024. Linkedm B2B Morketing Benchmark 2024 11



'nnovative

Content
Strateqists

Content marketing will remain a cornerstone of B2B marketing in
the future. Marketers will need to develop compelling and valuable
content across different formats and platforms to engage with their
target audience and drive conversions.

Research conducted by lpsos, March 2024.
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How do the innovative content strategists of today compare to those of tomorrow®? @

WHAT THEY ARE DOINGh 5! | X

Blending traditionatechnigueswith cuttingedge technology
to delivercontentthat resonateswith theiraudiences

CHANNEL USAGE

SOCIAL MEDIA

/07

Research conducted by lpsos, March 2024.

WHAT THEWILL BEDOING TOMORROMW

Consideringnew mediums and channels for content delivery

Looking ahead, CTV is poised to compete with leading channels.

MORE THAN

IO YA 4in 10

SAY THEY ARE SAY THEY PLAN TO
PLANNING TO INCREASE INCREASE THEIR
THEIR USE IN CTV USE OF BLOGS

v
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Dato
Interpreters

With the abundance of data available, marketers will be able to
orove impact to the wider organization. They will need to be
oroficient in analyzing data to uncover insights about customer
oehavior, preferences and market trends.

Research conducted by lpsos, March 2024. Linkedﬂﬂ B2B Marketing Benchmark 2024 14



How do the data interpreters of today compare to those of tomorrow?

WHAT THEY ARE DOINGh 5 ! X

5

Putting the rightsystemsand technologies
In place to boost their data analytics capabilities

/in 10 82%

HAVE THE RIGHT TECH SAY MARKETING CAN
IN PLACE TO MEASURE DEMONSTRATE IMPACT

MARKETING ACTIVITIES TO THE GSUITE

Boosting data literacy skills

TOP DIGITAL SKILLS
ADDED TO LINKEDIN
PROFILES GLOBALLY

TOP OVERALL SKILL
ADDED TO LINKEDIN
PROFILES GLOBALLY

@ Analytical Skills

Research conducted by lpsos, March 2024.

&

WHAT THEWILL BEDOING TOMORROMW

Usingdata to inform decisiormaking and measure performance

Leveraging data enables B2B marketers to make informed decisions, optimize
performance and stay competitive in a rapidly evolving market. It transforms marketing
from an art into a science, where decisions are backed by evidence, performance is
continually improved, and customer experiences are deeply personalized.

Focusing on boosting data skills

Being proficient in data analysis will be a requirement for marketers to succeed in the
coming years, enabling them to provide actionable insights that guide strategic decisions,
enhance customer engagement and drive business growth. Being able to transform raw
data into meaningful information that demonstrates the impact of marketing efforts to the
wider organization is invaluable.
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| earners

The marketing landscape is constantly evolving, with new
technologies, channels and trends emerging all the time. B2B
marketers will need to be adaptable and committed to continual

learning to stay ahead of the curve and remain effective in their roles.

Research conducted by lpsos, March 2024.
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How do the continual learners of today compare to those of tomorrow?

@

WHAT THEY ARE DOINGh 5 ! X WHAT THEWILL BEDOING TOMORROMW

5

Providingtrainings for their teams Further investing In training opportunities

‘ l B2B organizations must continue to invest in training and development

5 5 O/ 5 5 O/ so that their teams can stay ahead of rapid changes.

SKILLSTRAINING GAl TRAINING IS ONE REASON THEY HAVE
NOT IMPLEMENTED GAI

C
) "b

OPPORTUNITY AREA: TOP SKILLS NEEDED IN THE NEXT YEAR OR TWO
Hire for both leftand rightbrained skills

Marketing organizations should seek talent with a mix of technical, 4‘ ; /C) 41 /() | 1 /()

creative and interpersonal skills. Being agile is becoming
increasingly important for B2B marketers.

INNOVATIVE THINKING PROBLEMSOLVING ADAPTABILITY

Linkedfl] B2B Marketing Benchmark 2024
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Collaborative
Communicators

Working cross-functionally with sales, product and other teams is
imperative for the B2B marketer of the future. Strong communication
and collaboration skills will be crucial for aligning marketing efforts
with overall business objectives as well as fostering teamwork.

Research conducted by lpsos, March 2024. Linkedﬂﬂ B2B Marketing Benchmark 2024 18



How do the collaborative communicators of today compare to those of tomorrow?

WHAT THEY ARE DOINGh 5 ! X

)

Creating synergies between departments

MORE THAN WHILE ONLY

1in 2 10%

CITE SOME CITE NO ALIGNMENT
SYNERGIESBETWEEN BETWEEN MARKETING
DEPARTMENTS AND SALES

Building their communication skills

#] 1#O i,

COMMUNICATION COMMUNICATION
IS THE TOP ADDED IS THE 2ND

SKILL AMONG HIGHEST ADDED
B2B MARKETERS SKILLAMONG CMOS

Research conducted by lpsos, March 2024.

Continuing efforts to connect marketing and sales

With the loss of data from third-party cookies, the relationship between marketing
and sales is in greater focus. Continuing relationship building between the
departments is critical as growing a high-quality pipeline is one of the top priorities
for B2B organizations in the next year as well as one of the top challenges.

Improving communications
skills to foster relationships
and show marketing impact

Building and maintaining strong
relationships is foundational to driving
business growth, securing client loyalty,
fostering innovation and gaining @
competitive edge in a complex and
evolving market landscape. The ability
to communicate effectively and solve
problems will be key to marketers
success in the years ahead.

—
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Visionary

CMOQOs *

Visionary = x%

CHIEF MARKETING

The CMO serves as a visionary leader, strategist and advocate for OFF,CERS
customer-centricity and innovation within the B2B marketing
organization of the future. They play a critical role in driving growth,
fostering collaboration and ensuring that marketing efforts are aligned
with the overall goals and objectives of the organization.

Research conducted by lpsos, March 2024. Linkedﬂﬂ B2B Marketing Benchmark 2024 20



How do the visionary CMOs of today compare to those of tomorrow?

WHAT THEY ARE DOINGh 5 !

Building influence among their peer set
697
O

MORE THAN

3in4
367%
307

Research conducted by lpsos, March 2024.

CMOs WHO SAY THEIR ROLE

HAS GROWN IN IMPORTANCE

CMOs TRY TO INVOLVE AS MANY
C-SUITE MEMBERS IN MARKETING
DECISIONS AS THEY CAN

CMOs SAY THEY NOW HAVE
MORE INFLUENCE IN DRIVING REVENUE
AND GROWTH THAN THEY USED TO

CMOs SAY THEY ARE
HELPING DRIVE OVERALL COMPANY
STRATEGY AND BUDGETING

o

WHAT THEWILL BEDOING TOMORROMW

Continuing to cultivate partnerships across the organization

For the B2B CMO of the future, building and nurturing relationships encompasses
both external and internal stakeholders. While it drives trust, loyalty and advocacy
with customers, it also enhances team collaboration, employee engagement and
organizational efficiency. Managing relationships in both areas is essential for
sustained business growth, driving innovation and boosting competitive advantage.

ROUGHLY

91in 10

CMOs SAY RELATIONSHIP
BUILDING HAS BECOME
IMPORTANT TO SUCCEED
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DE|

Champions

In a time when the legitimacy of DEl is being questioned,
B2B marketers are holding the line and serving as
ambassadors when it comes to ensuring DEl is integrated
in strategic decision-making companywide.

Research conducted by lpsos, March 2024. Linkedﬂﬂ B2B Marketing Benchmark 2024 22



How do the DEI champions of today compare to those of tomorrow?

WHAT THEY ARE DOINGh 5 ! X

5

Setting the example for other functions outside of marketing
56()/ SAY THEIR MARKETING TEAMS
O

HAVE INCREASED INVESTMENT
IN DEI IN THE PAST YEAR

*/ $3&" 4& % * [/ 7T &45. &/ 5

48%  47%

CONTENT LEARNING
ACCESSIBLE TRAINING

8 * 5) 0 * / ( 5 0 3

007

DEI TALENT
RECRUITMENT
IHIRING

These actions show how marketing teams are embracing DEI to better compete.

Research conducted by lpsos, March 2024.

o

WHAT THEWILL BEDOING TOMORROMW

Continuing to prioritize diversity, equity and inclusion efforts

DE| efforts are not just about fulfilling a moral or ethical obligation - they are strategic
imperatives that can drive competitive advantage, foster innovation and enhance
brand perception. By creating more inclusive and equitable environments,
organizations can unlock the full potential of their workforce, better serve diverse
markets and build stronger, more loyal customer relationships.

Establishing comprehensive DEI measures

B2B marketers should establish comprehensive DEl measures that address the
needs of all marginalized groups. While progress has been made in increasing the
representation of white women, a truly inclusive and equitable environment
requires a multifaceted approach that benefits everyone.
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“Strateqists, storytellers and
scientists will make the
marketing teams of tomorrow.
They will leverage the power
of data and Al to craft content,
experiences, and connections
and empower professionals

in their complex roles.”

.....

Marc-AntoineJarry

Managing Director,
Marketing + Communications Strategy Lead, Accenture
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Now let's dig deeper into our

ideal BZB marketing team of

the future and what B2B Ry — -
marketers are doing right il §\\

now to [
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