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Signals to Performance:
How B2B marketers are measuring what matters.

If your budget got cut tomorrow, could you defend what marketing programs to
keep? And can you clearly show how marketing contributes to revenue, not just
leads? If the answer is no, you're not alone. Budgets are tighter, targets are higher,
and the business wants proof.

This series delves into the real measurement challenges B2B marketers face and
how brands like yours are solving this with real results.

Read on for a summary of each episode:
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Episode 1l

From Cost Center to Growth Engine: —
How ClickLearn Proved ABM’s Business Impact

Episode 2

From Zero-Click to Closed-Won: -
How Sales & Marketing Alignment drove B2B Growth for Jasper
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Growth Engine:

How ClickLearn Proved

ABM'’s Business Impact
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If you're a B2B marketer, you already know the struggle: sales cycles can take months
(272 days), multiple stakeholders are involved (20+), and prospects interact with your brand
across a dozen different channels before ever booking a demo.

For Dennis Hauge, Growth Marketing Manager at ClickLearn, a software platform for
enterprise user training, this complexity made it incredibly difficult to connect marketing
activities to actual revenue. He realized that relying on performance metrics and
over-crediting highly visible channels like paid search wasn't enough to secure buy-in
from leadership.

By revamping their measurement infrastructure using HubSpot and LinkedIn’s Conversions
API (CAPI), ClickLearn achieved a 400% increase in conversions and a staggering 240%
return on investment. More importantly, they transformed marketing from a perceived
expense into a proven driver of pipeline growth.

Here are three actionable takeaways from ClickLearn’s playbook to help you
prove your marketing ROI.

Speak Your CFO’s Language Takeaway 1

Marketing credibility isn’t built on performance metrics like clicks orimpressions; it is built
on financial metrics. When discussing marketing impact with his CFO and Commercial
Director, Dennis recognized that leadership didn’t just care about lead volume.

“Instead, | focus on how many opportunities were created, the cost per opportunity and
pipeline, to understand if marketing contributed enough pipeline for sales to actually grow
and have enough accounts to reach out to,” says Dennis.

By centralizing reporting into a single dashboard, marketing, sales, and finance can all
look at the exact same numbers.
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Overcome Signal Loss with Server-Side Tracking Takeaway 2

In a world where buyers frequently reject cookies or use restricted browsers, traditional
tracking leaves massive gaps in your attribution.

ClickLearn solved this "signal loss" by implementing LinkedIn’s Conversions API (CAPI) and
connecting it directly to their HubSpot CRM. This integration allowed them to track offline
conversions and measure how entire accounts were engaging across their 180-day sales
cycle, regardless of cookie limitations. By capturing these hidden touchpoints, they could
finally see the true influence of their campaigns from the first impression to the closed deal.

Optimize Creatives for Pipeline, Not Just Clicks Takeaway 3

Having reliable data is only useful if it informs your decisions. ClickLearn stopped
optimizing their campaigns based on surface-level metrics like CTR. Instead, they
optimized on the fly based on actual conversions and pipeline impact.

Dennis discovered that sometimes, an ad with a lower CTR was actually driving higher
quality CRM conversions and lead form submissions.

“When this happens, we optimize our creatives in each stage of the funnel based on the
winning creative, so we can actually test and improve constantly.”

By reviewing and tweaking creatives on a monthly basis using pipeline data, ClickLearn
was able to double down on what truly worked and cut wasted ad spend faster.

The Bottom Line

“Marketeers who succeed are the ones who combine precision targeting, account-based

thinking, and data-driven measurement,” Dennis advises. “When every decision from
messaging to channel creative is guided by real insights, marketing stops being a cost
centre and becomes a true growth engine.”




Episode 2

From Zero-Click to
Closed-Won:

How Sales & Marketing

Alignment drove
B2B Growth for Jasper

Watch full episode —

In today's B2B landscape, there is more noise than ever, and proving marketing's value
has never been more difficult. For Noah Jeong, ABM & Demand Gen Director atttt Jasper,
an Al content platform purpose-built for marketers, the biggest hurdles were dealing with
non-linear buying journeys, the rise of "zero-click" marketing, and the constant pressure
to justify spend channel by channel.

Noah realized that to build scalable and credible demand, his team needed to act as the
connective tissue between the brand, the product, and revenue.

By completely rethinking their measurement strategy and leveraging Al to execute
Account-Based Marketing (ABM) at scale, Jasper successfully transformed brand
awareness into provable business outcomes.

Here are three takeaways from Jasper’s playbook that you can use to
upgrade your demand generation and ABM strategies.

Stop Relying on Last-Touch Attribution in a "Zero-Click" World Takeaway 1l

Zero-click marketing is the reality of B2B buying in 2026: prospects consume your
top-of-funnel content and build trust with your brand within Al-led search. And according
to Jasper, zero-click marketing has always existed within top-of-the-funnel content.

The implication?

“If you're only looking at last-touch attribution, a BDR email or a direct visit is almost always
going to get credit,” says Noah. “That doesn't mean marketing wasn't influential. It just
means it probably wasn't visible. And proper measurement gives us three critical things,
visibility into what's driving impact, not just what captured the final click””

To solve this, Jasper's data science team provided multiple attribution models rather than
relying on a single view. By using tools like LinkedIn's Revenue Attribution Report, Jasper
could track the holistic impact of top, middle, and bottom-of-funnel campaigns.



Stop Relying on Last-Touch Attribution in a "Zero-Click" World Takeaway 2

Marketing cannot operate in a silo. To scale investment with confidence, you must bring
sales and finance leadership to the table and educate them on the full picture of attribution.

Instead of just showing these leaders how many leads were generated, Jasper focuses on
how specific channels, like thought leadership and competitive differentiation content,
accelerate the pipeline and improve closed-won conversion rates.

“When we ask prospects on sales calls, ‘Hey, how did you hear about Jasper?’ They say,

‘We came across your CMO's post on LinkedIn, which talked about the specific use case.
And it was interesting enough for us to want a demo request! Historically, you probably
would have never been able to get that type of measurement around a social post from a
thought leader and the type of impact that has on the sales journey. That picture helps us to
make informed decisions from a content generation standpoint.”

By connecting marketing engagement at the CRM lead level, Noah provides the validation
that their efforts are actively helping sales close deals.

Leverage Al for "Personalization at Scale" in ABM Takeaway 3

The true power of Al in an ABM strategy is the ability to personalize at an unprecedented
scale. Instead of just creating content for an entire target company, Jasper used their own
Al platform to generate messaging tailored down to the specific function and job title

of the buyer.

In a recent campaign, Jasper targeted 100 key accounts and, within a couple of days,
generated highly personalized landing pages and ad creatives in each brand's
specific voice.

“We were able to run specific ads speaking to specific companies. That led to not only
relevant visits to the sites, but also executive engagement with those posts as signals.

Not just from a demo request or lead gen standpoint, but social signals for our sales team
to then go reach out to”

The Bottom Line

As Noah advises, "Today every decision around activation and incremental spend has to
be made with real clarity, otherwise you do really end up under investing in what works or
over investing in what's easy to measure.”

Align tightly with sales, measure holistically, and let data guide your next move.




Next steps

Watch the series

Gain deeperinsight from these B2B leaders.

Audit your stack
Are you using LinkedIn’s Conversions API (CAPI)

to overcome signal loss?

Align your teams
Transform your marketing from a cost center into a growth engine.
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