EXTRACTS FROM THE 2026 B2B MARKETING EFFECTIVENESS BENCHMARK REPORT

THE CONFIDENCE PARADOX

B2B marketers 929
feel eftective. _ 9
Many struggle

to prove it.
+2%  117%

B2B marketers rate their own effectiveness
highly. But when asked to demonstrate it, the

. . . ) Cannot clearly Say measurement
picture is more complicated — and in a market demonstrate the is a core strength
where leadership demands commercial proof, impact of their brand
that gap has real consequences.

WHY THE GAP EXISTS
MOSt BZB mar ke tlIlg Ask marketers to name their greatest strengths and the
b .1 f answers cluster around planning, creative, and
te d11S arc ul t or ositioning — yet measurement and attribution, the
% g-Y
capability most directly responsible for demonstrating
Str ategy. NOt fOI' pI‘ OOf. that all of it is actually working, ranks last.

STRATEGY & PLANNING
AUDIENCE TARGETING & SEGMENTATION
CREATIVE EXCELLENCE & DIFFERENTIATION
PERCEIVED
STRENGTHS BRAND POSITIONING & MESSAGING

DATA QUALITY & INSIGHTS

AGILITY AND SPEED TO MARKET

PERCEIVED Al AND AUTOMATION CAPABILITIES
WEAKNESSES

ALIGNMENT WITH SALES

TECHNOLOGY AND MARTECH STACK

MEASUREMENT AND ATTRIBUTION

N
The 40-point gap between strategy and measurement reflects how marketing has
historically been recognized and rewarded for its strategy, creative, and positioning.
Today's boardroom asks a different question: can you prove it worked? It's clear

[from our research that most teams aren't equipped to answer it.

J

CONFIDENCE VS EVIDENCE

HOW Wide iS the gap ? Each row pairs a confidence question with an

evidence question on the same topic. In a

ACI‘ OSS €VCer dlmeIlSIOIl market where leadership demands commercial
J
proof, the distance between them is where

it' S Signiﬁcaﬂt. marketing's budget position gets decided.

WHAT MARKETERS FEEL WHAT THEY CAN DEMONSTRATE

OVERALLPERFORMANCE
High-performing or performing well 89%
Revenue attribution clear & trusted 58 %

ICPACCURACY
Confident ICP reflects best-fit customers 92%
ICP validated within the last 6 months S571%

BRANDIMPACT
Confident brand creates preference among buyers 90%
Clear attribution linking brand to outcomes S58%

AUDIENCEDATA
Confident data reflects real human audiences 90%
Customer data fully unified across all platforms 5]%

BUDGET ALLOCATION
Confident team has the resources to keep pace S %

Budget allocation described as data-led 47%
and strategically alighed

FIGURE 7-N=269 - EACH DIMENSION DRAWS ON TWO SEPARATE SURVEY QUESTIONS

“Confidence across B2B marketing is high, but the

standard of proof is inconsistent. That gap matters.
A & Confidence without validation is fragile — it doesn’t

survive a serious budget conversation.”

— Jamie Hendrie, CEO, The Insight Collective
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WHERE IT SHOWS UP IN PRACTICE

COIlﬁdCIlCG dOCSIl't The gaps above aren't just about what teams believe —
they show up in the buyers they can reach, the brand
converttor CSllltS impact they can prove, and the revenue they can
. attribute. Each is a vulnerability when leadership asks
Oon 1ts own. marketing to justify its budget.
TARGETING BRAND IMPACT REVENUE ATTRIBUTION

347 +27% 377

. cite finding and reaching cannot clearly demonstrate can only partially quantify
| e target buyers as their their brand's impact on marketing's contribution to
A biggest challenge — even business outcomes — revenue, while 5% cannot
i 17 with 92% expressing despite 90% believing it quantify it at all
e confidence in their ICP drives buyer preference

N=269-FIGURE 8,12, 19

THE GAP IS CLOSEABLE

ngh pCI’ fO Irmers ar eﬂ't Only 36% of B2B marketers rate their effectiveness
o at 9 or 10 out of 10 — the rest are performing, but
]llSt IMOrce COIlﬁde nt. not pulling ahead. What separates that top group

' . isn't ambition or strategy, but how rigorously they
They I'C INN0IrC Valldated. test what they believe to be true.

ICP RECENTLY VALIDATED

validated their ICP against
8 0 6 7 real performance data
[ 0 within the last six months. Use CRM data as a

vs 34.5% primary targeting input 6 ] % 46 %

Use predictive or
UNIFIED CUSTOMER DATA propensity models 33% ]3%
for targeting
have a fully unified view of
; ; 6 % customer data across all
o latforms - a +43 point gap. Track revenue or
- - SaP ARR contribution as 3 7 % 2 7 %
vs 35.1 % a success metric
Prioritize market share
REVENUE ATTRIBUTION TRUSTED growth over brand 30% ]6%
say their revenue attribution EEITENEES
8 0 6 7 is clear and trusted - even
o 0 the smallest gap on this list

. . HIGH PERFORMERS N=98 (36% OF SAMPLE) - ALL OTHERS N=171 -
VS 44. 4% is 36 points. SCORED 9-10/10 ON SELF-RATED EFFECTIVENESS - FIGURES 21, 22, 23

“What stands out among self-reported high performers is a
more evidence-based approach to decision-making — clearer

ICP definition, stronger attribution, and tighter alignment

between marketing and commercial outcomes. That's where

we help clients close the gap and make the biggest gains in

marketing effectiveness.”

— Jennifer Brennand, VP, Marketing & Customer Experience
The Insight Collective

CLOSE THE GAP

Better B2B marketing
starts with better insight.

The Insight Collective is a specialist lead generation partner
for B2B technology companies — applying marketing science
to help you find, reach, and convert the right opportunities. 3
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Source: The Insight Collective, B2B Marketing Effectiveness Benchmark Report 2026. n=269 verified B2B marketers surveyed November
13, 2025 - January 25, 2026. All figures self-reported. Confidence vs. evidence pairs (Figure 7) each draw on two separate survey questions.
This infographic is a companion piece to the full report.
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