
The B2B Marketing 
Organization of Tomorrow



To Understand the 
Evolving Landscape 
and Opportunity 
in B2B, We Surveyed 
B2B Marketing Leaders 
in Eight Countries.

These countries represent 
core B2Bgrowth markets with 
a vibrantLinkedIn member base.
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Research Methodology
Ipsos recruited a sample of 2,001 B2B leaders from various 
industries utilizing expert network sample providers.

Participants took a 15-minute device-agnostic survey on mobile 
or desktop.

Survey development drew from existing Ipsos expertise as well 
as findings from LinkedIn research. The focus of the survey was 
challenges being faced by senior-level B2B marketers globally. 
The large sample size allows for confident projection of results 
andanalysis of subgroups of the target audience.

LinkedIn also did an analysis of 1,000 B2B brands to 
understand how B2B companies are faring in this environment. 
We used our B2B Index, a new LinkedIn metric that measures 
effective brand building, to identify the 1,000 B2B 
companieswe could analyze in aggregate to determine B2B 
trends on LinkedIn.

Data Collection Timeline
March 1 to March29, 2024

Respondent Profile
Å Regions: 

North America (n=250), LATAM (n=251), EMEA 
(n=750), APAC (n=750)

Å Job title: 
CMOs (n=448), *Other marketing C-Suite
C-Suite(n=682), Director/Manager (n=871)

Å Industries: 
Financial services (n=405), Tech (n=430), Agency 
(n=426), Professional services (n=402), Health (n=271) 
and Education (n=67)

Å Company Size: 
Small (10-49 employees) n=359, Medium (50-499 
employees) n=814, and Large (500+ employees) 
enterprises n=828

Our Perspective 
Is Backed by 
Data From Ipsos 
and LinkedIn

Primary quantitative 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 *RUQUź SWBPVJVBVJXF GJPEJPHUŚData 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



Blending Old and 
New Tactics and 
Techniques Will Help 
5QEB[źU .BTMFVFTU 
Build theMore-Nimble 
Team of Tomorrow

The B2B marketing team of the future is likely to be more agile, data-driven and customer-centric 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 capabilities to thrive in a rapidly changing environment. The B2B 
marketer of the future must be a versatile and multidisciplinary professional who can blend established 
marketing principles with cutting-edge technologies to drive results.

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

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

5QEB[źU OBTMFVJPH NFBEFTU BTF DQPGJEFPV JP VIFJT QYP BPE VIFJT VFBOUź BCJNJV[ CWV BTF UVJNN NQQMJPH VQ CQQUV 
agility and adaptability on their teams. They are building relationships across the organization to align 
marketing efforts with overall organizational goals. They are leveraging technology to become more 
efficient, more creative and more innovative. They are establishing the strong measurement frameworks 
they need to both prove their worth in theC-Suite 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 enough ŭ brands are seeking curious, resourceful and 
collaborative marketers. As technology like GAI continues to transform marketing organizations, relying 
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



Essential 
Characteristics





W H AT  T H E Y  A R E  D O I N G ¢h5!¸Χ W H AT  T H E YW I L L  B E D O I N G  T O M O R R O WΧ

Prioritizing budget allocation andresources with company goals

Building the teams they need to competein crowded marketplaces

Taking abalanced approach that combines customer 
acquisition and retention strategies

but maintaining a balanced 
approach to customer acquisition and retention is key

Allocating budgets across many channels/ activities 

P A I D  M E D I A  C R E A T I V E  
D E V E L O P M E N T  

E V E N T S  &  
S P O N S O R S H I P S  

O F  C M O S  S A Y  
T H E Y  A R E  L I K E L Y 
T O U N D E R G O  A  
R E O R G  T H I S  Y E A R

3FBUUFUUJPH QTHBPJ\BVJQPBN UVTWDVWTF BPE VIFJT VFBOUź UMJNNU

Pursuing new customers 
instead of investing in 
existing relationships

S P L I T

N E A R L Y  

F E E L  G O O D
A B O U T A B I L I T Y  
T O D R I V E R E V E N U E

M O R E  T H A N  

S A Y  T H E I R  O R G A N I Z A T I O N  
U N D E R W E N T  A  R E O R G





Embracing technology to 
gain efficiencies

Continuing to develop clear policies on technology use 

Using GAI in their marketing efforts 

C U R R E N T L Y  U S I N G  G A I Y o Y  I N C R E A S E  S I N C E  2 0 2 3

H A V E  G U I D E L I N E S  
F O R  G A I  U S E

Establishing guidelines for GAI use 

S A Y  T H E Y  H A V E  E S T A B L I S E D  G A I G U I D E L I N E S

J U S T  O V E R  

H A V E  A N  E X T R E M E L Y  
G O O D  U N D E R S T A N D I N G  
O F  H O W  T O  U S E  A I  I N  
M A R K E T I N G  A C T I V I T I E S

O P P O R T U N I T Y  A R E A :  Ensuring technology usage guidelines are communicated broadly within organizations

S A Y  O R G  P R O V I D E S  G A I T R A I N I N G  O P P O R T U N I T I E S

C M O O T H E R  C- S U I T E D I R E C T O R / M G R C M O O T H E R  C- S U I T E D I R E C T O R / M G R

W H AT  T H E Y  A R E  D O I N G ¢h5!¸Χ W H AT  T H E YW I L L  B E D O I N G  T O M O R R O WΧ





Continuing to invest in brand-building efforts

Using technology creatively to build better customer experiences

A L L O C A T I N G M O R E  
B U D G E T  T O W A R D  
C U S T O M E R  E X P E R I E N C E

Increasing investment in customer experiences  

I N C R E A S I N G  B U D G E T S  
F O R  B R A N D- B U I L D I N G  
E F F O R T S

C M O s  A R E  A D V O C A T I N G  
F O R  B O L D E R ,  M O R E  
C R E A T I V E  C A M P A I G N S

J U S T  U N D E R

W H AT  T H E Y  A R E  D O I N G ¢h5!¸Χ W H AT  T H E YW I L L  B E D O I N G  T O M O R R O WΧ

M A R K E T E R S  S A Y  T H E Y  H A V E  
D E V E L O P E D  C R E A T I V E  T H A T  
S T O O D  O U T  I N  T H E  P A S T  Y E A R

H E L P I N G  W I T H  
B E T T E R  T A R G E T I N G /
P E R S O N A L I Z A T I O N  

C T V A R / V R G A I

I N C R E A S I N G  B R A N D  
E X P E R I E N C E  

C T V A R / V R





W H AT  T H E Y  A R E  D O I N G ¢h5!¸Χ W H AT  T H E YW I L L  B E D O I N G  T O M O R R O WΧ

Considering new mediums and channels for content delivery

O P P O R T U N I T Y  A R E A :  
Leverage video and visualizations 
to boostcustomerengagement

M O R E  T H A N

S O C I A L  M E D I A

C H A N N E L  U S A G E

Blending traditional techniques with cutting-edge technology 
to deliver content that resonates with their audiences

E M A I L B L O G C T V

S A I D  V I S U A L  C O N T E N T  S U C H  A S  
V I D E O S  A N D  I N F O G R A P H I C S  A R E  
T H E  T O P  F O R M  O F  C O N T E N T  U S E D  
I N  T H E I R  M A R K E T I N G  E F F O R T S .

S A Y  T H E Y  A R E  
P L A N N I N G  T O  I N C R E A S E  
T H E I R  U S E  I N  C T V

S A Y  T H E Y  P L A N  T O  
I N C R E A S E  T H E I R  
U S E  O F  B L O G S

M O R E  T H A N





Usingdata to inform decision-making and measure performance

T O P  D I G I T A L  S K I L L S  
A D D E D  T O  L I N K E D I N  
P R O F I L E S  G L O B A L L Y

Putting the right systems and technologies 
in place to boost their data analytics capabilities

S A Y  M A R K E T I N G  C A N  
D E M O N S T R A T E  I M P A C T  
T O  T H E  C- S U I T E  

H A V E  T H E  R I G H T  T E C H  
I N  P L A C E  T O  M E A S U R E  
M A R K E T I N G  A C T I V I T I E S

Boosting data literacy skills

T O P  O V E R A L L  S K I L L  
A D D E D  T O  L I N K E D I N  
P R O F I L E S  G L O B A L L Y

Focusing on boosting data skills

W H AT  T H E Y  A R E  D O I N G ¢h5!¸Χ W H AT  T H E YW I L L  B E D O I N G  T O M O R R O WΧ

Data Analysis 

Data Analytics 

Analytical Skills 





W H AT  T H E Y  A R E  D O I N G ¢h5!¸Χ W H AT  T H E YW I L L  B E D O I N G  T O M O R R O WΧ

Further investing in training opportunities

P R O V I D E
S K I L L S T R A I N I N G

O P P O R T U N I T Y  A R E A :  
Hire for both left- and right-brained skills

T O P  S K I L L S  N E E D E D  I N  T H E  N E X T  Y E A R  O R  T W O

I N N O V A T I V E  T H I N K I N G P R O B L E M- S O L V I N G A D A P T A B I L I T Y

Providing trainings for their teams

P R O V I D E
G A I  T R A I N I N G

S A Y  L A C K  O F  A I  S K I L L S  
I S  O N E  R E A S O N  T H E Y  H A V E  
N O T  I M P L E M E N T E D  G A I





W H AT  T H E Y  A R E  D O I N G ¢h5!¸Χ W H AT  T H E YW I L L  B E D O I N G  T O M O R R O WΧ

Continuing efforts to connect marketing and sales

C I T E  S O M E  
S Y N E R G I E S B E T W E E N  
D E P A R T M E N T S

Creating synergies between departments

C I T E  N O  A L I G N M E N T  
B E T W E E N  M A R K E T I N G  
A N D  S A L E S

W H I L E  O N L YM O R E  T H A N

Building their communication skills

Improving communications 
skills to foster relationships 
and show marketing impact

C O M M U N I C A T I O N  
I S  T H E  2 N D  
H I G H E S T  A D D E D  
S K I L L  A M O N G  C M O S

C O M M U N I C A T I O N  
I S  T H E  T O P  A D D E D  
S K I L L  A M O N G  
B 2 B  M A R K E T E R S





W H AT  T H E Y  A R E  D O I N G ¢h5!¸Χ W H AT  T H E YW I L L  B E D O I N G  T O M O R R O WΧ

Continuing to cultivate partnerships across the organization

C M O s  S A Y  R E L A T I O N S H I P  
B U I L D I N G  H A S  B E C O M E  
I M P O R T A N T  T O  S U C C E E D

Building influence among their peer set

R O U G H L Y

M O R E  T H A N

C M O s  T R Y  T O  I N V O L V E  A S  M A N Y  
C - S U I T E  M E M B E R S  I N  M A R K E T I N G  
D E C I S I O N S  A S  T H E Y  C A N

C M O s  S A Y  T H E Y  N O W  H A V E  
M O R E  I N F L U E N C E  I N  D R I V I N G  R E V E N U E  
A N D  G R O W T H  T H A N  T H E Y  U S E D  T O

C M O s  S A Y  T H E Y  A R E  
H E L P I N G  D R I V E  O V E R A L L  C O M P A N Y  
S T R A T E G Y  A N D  B U D G E T I N G

C M O s  W H O  S A Y  T H E I R  R O L E  
H A S  G R O W N  I N  I M P O R T A N C E





W H AT  T H E Y  A R E  D O I N G ¢h5!¸Χ W H AT  T H E YW I L L  B E D O I N G  T O M O R R O WΧ

Continuing to prioritize diversity, equity and inclusion effortsSetting the example for other functions outside of marketing

S A Y  T H E I R  M A R K E T I N G  T E A M S  
H A V E  I N C R E A S E D  I N V E S T M E N T  
I N  D E I  I N  T H E  P A S T  Y E A R

D E I  T A L E N T  
R E C R U I T M E N T
/ H I R I N G

M A K I N G  
C O N T E N T  
A C C E S S I B L E

8*5) */$3&"4& % */7& 45.& /5 (0*/ ( 50Ş

D E I  
L E A R N I N G  
T R A I N I NG

Establishing comprehensive DEI measures

O P P O R T U N I T Y  A R E A :  Practicewhat you preach when it comes tohiring

P R I O R I T I Z E  
D E I  
W H E N H I R I N G

J U S T



Marc-Antoine Jarry



Let'scontinue 
theconversation!


