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About Activate
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Your pipeline’s 
gonna love us.

ATTRACT MORE. ENGAGE MORE. CONVERT MORE.

About The Research

• Taking the pulse of demand gen pros since 
2016

• Each year brings change, but 2020 is 
significant

• Partnership with MarketingCharts to 
explore the state of the market in June 2020

• 183 responses, of which 120 were qualified 
and used in the analysis
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Pre-Covid
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Thinking about 2019 (before the COVID 
pandemic), which Demand Gen tactics/channels 
did you increase the most? (choose up to 3)

5

#1 Content syndication

#2 Account-based marketing (ABM) programs 

#3 Paid search

#4 Social

#5 Live events

State of Demand Gen :: 2020

Top 5 most commonly cited options.
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(Last Year’s Data) In the next 12 months, how do you expect your budgets to 
change, if at all? 

What did professionals think 
about 2020 last year?

60% of respondents 
expected growth in their 

demand-gen budget, while 
56% expected their overall 
marketing budget to rise. 10%

50%

32%

8%
5%

51%

39%

5%

Grow significantly Grow significantly Stay flat Decrease

Demand-gen budget outlook
Marketing budget outlook

Grow somewhat
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Post-COVID Outbreak
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(This Year’s Data) In the next 12 months, how do you expect your budgets to 
change, if at all? 

What’s the shift?

Despite the crisis, 78% of 
respondents say their 

demand-gen budget will 
grow or stay the same. 

Demand-gen budgets are 
stronger than marketing as a 

whole.

12%

34%
32%

22%

4%

32% 33%
31%

Grow significantly Grow somewhat Stay flat Decrease

Demand-gen budget outlook
Marketing budget outlook
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55% 
have increased demand 
gen activity
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59%

42%

34%
29% 29%

12%
7%

Reallocated
budget from

events

Need to fill fall
in pipeline

Reallocated
budget from

other activities

Strong ROI from
Demand Gen

activity

Increase
marketing

targets

Increase sales
targets

Other

What are the primary reasons behind the increase in Demand Gen activity 
since the outbreak of COVID-19? (choose up to 3)
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In the coming 12 months, which Demand Gen tactics/channels do you expect 
to increase the most? (choose up to 3)

#1 Online events (e.g. webcasts) 

#2 Account-based marketing (ABM) programs 

#3 High-quality lead programs (Late-funnel, HQL/SRL) 

#4 Inbound marketing (on your corporate website) 

#5 Email marketing 

#6 Content syndication 

#7 Display/programmatic advertising 

#8 Paid search 

#9 Social 

#10 Video marketing 

Online events are now the 
top-ranked tactic, with 48% 
expecting these to increase 

in the next 12 months.

How has the situation 
changed?
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Strategy and Execution
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Which of the following best describes how your brand qualifies leads after 
they have been generated by marketing?

Technology
35%

Telequalification
39%

Data appending
16%



State of Demand Gen :: 2020

What strategy do you find most effective in optimizing your relationship with 
sales?

5%

6%

7%

12%

15%

26%

29%

Other

Keeping the funnel full with leads at various stages of sales-readiness

Achieving sales buy-in to pipeline and revenue

Development of tools that helps sales start conversat ions with prospects and customers

Providing lead data that indicates readiness for sales contact

Delivering highly qualified leads

Regular cadence of communication, as well as steady flow of leads, to sales
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14%

12%

12%

16%

19%

24%

24%

27%

28%

28%

Other

Used additional contact-level fields

Used contact lead scores for account-based marketing

Reduced scoring for low-impact content and engagement

Changed score based on time since engagement

Enriched contact and/or account data to feed into lead scoring

Increased scoring for high-impact content and engagement

Changed the lead score at which contacts are qualified or pass to sales

Added additional fields / data through technology integrations

Used additional account-level fields

In the past 12 months, which of the following changes have you made to 
improve your lead scoring? (choose all that apply)
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Measurement & Challenges
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Please rate each of the following content types in terms of their value for 
demand generation (% rating as “best” on a 5-point scale)

7%

7%

17%

21%

21%

28%

35%

37%

41%

43%

Infographics

Blogs

Videos

In-depth white papers or e-books (technical, detailed content)

Research (internal)

Concise white papers (summary-level, snackable content)

Research (third-party, analysts)

Webcasts

Customer case studies

Live Events
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3%

6%

9%

18%

21%

43%

Don’t know 

We use an AI-based attribution model from a technology vendor

We use an AI-based attribution model developed in-house

We attribute success on a first-touch basis (i.e. first form fill)

We do not have a campaign attribution model

We use multiple touchpoints in attributing success

Which of the following best describes your campaign attribution model?
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Top pitfalls or challenges for demand 
gen

#1 Finding sources for quality leads

#2 Optimizing mix of channels and tactics 
for performance

#3 Collaborating with sales
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Looking Forward
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Thinking of the future, to what extent do you agree with the following 
statements? (% agreeing)

33%

51%

63%

70%

75%

75%

80%

Event marketing budgets will return to normal after the COVID-19 pandemic is over

Marketing budgets will return to normal after the COVID-19 pandemic is over

We will adapt our lead scoring based on increased content consumption

Successful Demand Gen will require more touchpoints before qualification

Prospects will consume more content in their buyer journey

Our Demand Gen KPIs will be even more closely tied to revenue than they are now

We will focus more on the quality of leads, rather than the quantity of leads
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3%

3%

13%

26%

54%

Other

Quantity of raw leads (minimally qualified)

Generate sales-qualif ied leads (SQLs) with buying timeframe insight included

Generate marketing-qualified leads (MQLs)

Source new pipeline opportunities  / new revenue

Which of the following most closely describes how you define demand-gen 
campaign success?
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Which of the following metrics do you plan to use in the next 12 months? 
(select all that apply)

5%

15%

26%

28%

29%

32%

43%

48%

52%

57%

72%

Other

Customer lifetime value

Account-level coverage

Cost of customer acquisition

Lead-to-opportunity length (or time)

SQL to Win Ratio

Account-level engagement

ROI by content theme / campaign

Marketing-generated revenue

ROI by channel

Marketing-generated pipeline
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Conclusion

Demand gen is seen as a critical part of 
today’s B2B marketing, and has become 
even more vital during uncertain times.

• More than half (55%) have increased their demand gen 
activities and 78% have increased or maintained their demand 
gen budgets.

• Account-based approaches remain strong. Marketers see ABM 
as one of the top three tactics for growth this year.

• Data maturity is high. When attributing campaign success, 43% 
use multiple touchpoints while 15% use AI-driven approaches.

• Revenue remains the most important area of focus. 
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About Activate
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Your pipeline’s 
gonna love us.

ATTRACT MORE. ENGAGE MORE. CONVERT MORE.

Thank You!

Download the research at 
activatems.com/state-of-demand-gen-2020

Ed Grossman
ed@activatems.com
(415) 562-7192

https://activatems.com/state-of-demand-gen-2020
mailto:ed.grossman@activatems.com

