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Insights from a survey of 250+ B2B technology marketers
on how teams measure content, invest in authority,
and connect their work to business impact.



5, -

of marketing teams can’t
prove content drives revenue

Here's what the other 15% do differently

THE GAP WHAT FOLLOWS

Content has never been easier to create, The 15% take a different approach to

but business impact has never been measuring content, investing in authority,
harder to prove. and creating value across the business.
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INTRODUCTION

When marketing can't
show how content
contributes to the
business, it's harder to
justify investment, earn
executive confidence, or
stand out in a market
flooded with increasingly
similar content.

To understand what separates the highest-impact
teams from everyone else, Redpoint Insights
surveyed 252 U.S. B2B marketing leaders from
technology and SaaS companies about how

they measure success, invest in content, create
differentiated expertise, and adapt to changing
buyer behavior.

The research revealed four distinct marketing
operating models. Only one consistently
demonstrated measurable business impact. We
call this model Business Impact because these
teams connect content to Sales, buyer trust, and
measurable business outcomes.

The report explores what those teams do
differently, from the way they measure success
and prioritize investments to how they build
authority, support the Sales team, and create
lasting competitive advantage.
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The Four Marketing Operating Models

The four operating models show how marketing teams move from tracking content activity to proving content's
role in pipeline, revenue, customer relationships, and business growth.

INCREASING ABILITY TO PROVE IMPACT

WHAT THEY
CAN MEASURE

WHAT THEY
CAN PROVE

WHAT THEY
CANNOT PROVE

Activity

Traffic
Engagement
Downloads

They can demonstrate
top-of-funnel activity

and engagement metrics,

such as traffic, views,
and downloads.

They cannot reliably

connect their content to

leads or downstream
business outcomes.

Performance

Leads
Conversions [ form fills
Quallitative Sales feedback

They can connect content to

leads, MQLs, and conversions.

They cannot reliably
demonstrate a connection
to pipeline, revenue,

or Sales outcomes.

Influence

Pipeline influence
Revenue influence
Deal velocity

They can demonstrate
that some content
connects to pipeline
or revenue influence.

They cannot prove this
consistently; their
attribution process is
still inconsistent

or incomplete.

-
04

Business Impact

Revenue & pipeline impact
Deal velocity & win rate
Buyer- & Sales-reported
attribution

They can confidently and
consistently demonstrate their
content's direct connection to
pipeline, revenue, Sales
outcomes, and broader
business growth.

No material gap between what
they measure and what
they can prove.

-

~

/
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HOW BUSINESS IMPACT
TEAMS PROVE

CONTENT'S VALUE

Teams that consistently demonstrate business impact
measure marketing differently. Rather than relying
primarily on activity or campaign metrics, they evaluate
how content influences buyers, supports Sales, strengthens
customer relationships, and contributes to business results.




Proving content’s value requires more than a revenue metric

Most marketing teams already have dashboards
filled with traffic, engagement, attribution, and
conversion metrics. Yet despite all that data, many
still struggle to answer the question executives care
about most.

Is our content creating
measurable business value?

The data reveals that answering that question isn't
simply a matter of tracking more revenue metrics.
In fact, Influence teams are more likely than
Business Impact teams to track revenue influence
as an ongoing metric (51% vs. 35%) and to name it
as a top measurement priority (16% vs. 8%).

Business Impact teams take a broader approach.
They are the most likely of the four operating
models to track website traffic (41%) and social or
email engagement (43%), while also measuring
signals that connect content to buyers, Sales,
customers, and commercial outcomes.

While traffic and engagement show whether content is
reaching and resonating with an audience, Sales and
customer feedback show whether it is useful in real buying
situations. Pipeline and revenue measures help connect
those effects to commercial results.

No single metric tells the whole story.

For Business Impact teams, measurement is less about
finding one definitive number and more about connecting
signals across the buyer journey to understand how
content contributes to the business.

SALES-REPORTED CONTENT INFLUENCE BUYER ATTRIBUTION

57% vs. 38%
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Business Impact teams track broadly rather than optimizing around
a single KPI

Marketing teams maintain a broad measurement set even though leadership tends to concentrate attention
on a much smaller number of outcomes. Business Impact teams stand out not by abandoning activity metrics,
but by combining them with pipeline, revenue, and Sales/customer signals.

Il CURRENTLY TRACKING LEADERSHIP'S MOST IMPORTANT MEASURE
Activity Performance Influence Business Impact

29% I 28% I 267 I 41%
WEBSITE TRAFFIC 8% % 4% o5
SOCIAL/ EMAIL 35% . 39% I 20% I 437
ENGAGEMENT 8% 8% 3% 8%

27% I 0% I 5 N 35%
REVENUE INFLUENCE 5% 2% 16% 8%

7% I 3% I 367 I 327

PIPELINE INFLUENCE 59 29 ™ 10%
QUALITATIVE SALES | 24% I 39% I 25 I 32%

4% W%

CUSTOMER FEEDBACK 6% 7%



The strongest teams measure content across the entire
buyer journey

Business Impact teams don't rely on a single KPI to demonstrate content’s value. They combine multiple signals to

understand how content influences buyers, supports Sales, strengthens customer relationships, and contributes to
commercial results

o1
Did content influence buyers?

Nearly half of Business Impact teams (49%) measure or

are exploring buyer- or customer-reported attribution,
compared with 37% of teams overall. These measures
help marketers understand content influence well
before revenue can be directly attributed.

02

Did content help Sales
move opportunities forward?

Business Impact teams are more likely to measure
sales-reported content influence (57%), sales usage
(43%), and deal velocity or win rate (38%), giving them
greater visibility into how content supports active sales
conversations.

03

Did content strengthen customer
relationships?

35% of Business Impact Teams measure content
contribution to customer retention or expansion,
compared with 25% overall, recognizing that content
continues creating value long after the initial sale.

04

Did content contribute to
business growth?

More than two-thirds (68%) of Business Impact Teams
measure or are exploring pipeline or revenue
influence, compared with just 24% of teams overall.
The difference shows a much stronger focus on
connecting content to commercial results.
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HOW BUSINESS IMPACT TEAMS MEASURE CONTENT ACROSS THE BUYER JOURNEY

@ overall @ Business Impact
24%
PIPELINE | REVENUE INFLUENCE () . +44
68%
38%
SALES-REPORTED INFLUENCE [ ] . +19
57%
37%
BUYER ATTRIBUTION [ ] ‘ +12

49%
25%

SALES USAGE o ‘ +18

43%
21%

DEAL VELOCITY |/ WIN RATE (] ‘ +17

38%
25%

CUSTOMER RETENTION / EXPANSION ‘ ‘ +10

35%

+ 4 4 PERCENTAGE-POINT GAP IN PIPELINE / REVENUE INFLUENCE.



Business Impact teams have

fewer measurement blind spots

Business Impact teams have clearer visibility across nearly
every stage of content measurement — from understanding
buying committee engagement and pipeline influence to
demonstrating marketing's value to leadership.

11% of Business Impact marketing teams say
they have no major measurement blind spots,
compared with 2% of marketing teams overall.

One exception stands out. Measuring visibility and citations
in Al tools such as ChatGPT and Claude remains a significant
blind spot even for Business Impact teams. Al visibility
appears to be an emerging measurement challenge that
affects organizations regardless of their level of marketing
model.

9%

OF BUSINESS IMPACT TEAMS IDENTIFY
Al VISIBILITY AND CITATIONS AS A
SIGNIFICANT BLIND SPOT

n



BIGGEST BLIND SPOTS IN CURRENT CONTENT MEASUREMENT

MEASUREMENT BLIND SPOT

PROVING CONTENT IMPACT
TO LEADERSHIP

CONNECTING CONTENT ENGAGEMENT ACROSS
BUYING COMMITTEES

UNDERSTANDING CONTENT'S IMPACT ON CUSTOMER
RETENTION / EXPANSION

UNDERSTANDING INFLUENCE BEFORE BUYERS DIRECTLY
ENGAGE WITH SALES [ MARKETING

UNDERSTANDING CONTENT’S ROLE IN SALES
CONVERSATIONS ORDEAL PROGRESSION

UNDERSTANDING CONTENT’S INFLUENCE ON
PIPELINE OR REVENUE

MEASURING VISIBILITY OR
CITATIONS IN Al TOOLS

MEASURING THOUGHT LEADERSHIP
OR BRAND IMPACT

WE DO NOT HAVE MAJOR
BLIND SPOTS

TOTAL ACTIVITY PERFORMANCE INFLUENCE BUSINESS IMPACT

31% 40% 31%

40% 38% 52% 40%

37% 35% 38% 37% 35%

36% 51% 36% 30%

34% 33% 44% 32%

33% 37% 30% 36%

31% 35% 31% 35%

32% 31%

N
£
o
R
o
X
N
£

N%

N



PARTII

HOW BUSINESS
IMPACT TEAMS BUILD

LASTING ADVANTAGE

Business Impact teams don't outperform because they
have bigger budgets or fewer constraints. They outperform
because they make different choices about where to invest.
Rather than chasing short-term campaign results, they
prioritize investments that continue creating value long
after a campaign ends. Over time, those investments
strengthen their authority, support Sales, and create assets
competitors can't easily replicate.




Business Impact teams look beyond pipeline when
deciding where to invest

Expected pipeline or revenue impact matters to mature marketing teams. Performance, Influence, and Business
Impact teams are equally likely to prioritize it when evaluating major content investments (41%).

Where Business Impact teams stand apart is what they consider alongside pipeline. They place greater emphasis

on whether an investment can build authority, improve discoverability, and build on content approaches that have
already proven effective.

41% 32% 32% 30%

COMPARED WITH PRIORITIZE IT COMPARED COMPARED WITH COMPARED WITH
33% OVERALL WITH 27% OVERALL 25% OVERALL 21% OVERALL
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Business Impact teams invest in content that compounds

in value over time

Business Impact teams place greater emphasis on both immediate commercial impact and factors
that can extend content's value over time, including authority, discoverability, and evidence of what

has worked before.

Il BUSINESS IMPACT TEAMS ALL MARKETING TEAMS

Pipeline [ revenue impact

I <1

33%

SEO potential
I 32

25%

Authority-building potential

I :2'.

27%

Past performance of similar assets

I

21%
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What gets in the way isn’t the same for every marketing team

Creating content that delivers business value doesn’t come with one universal set of challenges. The constraints teams
report differ substantially depending on how they approach and measure content.

o1
Finding original perspectives is
marketers’ #1challenge

34% of marketers say their greatest obstacle is finding
original perspectives buyers haven't already seen.

02

Activity and Performance teams face
more resource and capability constraints

Activity and Performance teams are more likely to
struggle with limited budgets, access to subject-matter
experts or original data, and adapting to changing buyer
behavior.

03

Resource constraints matter less for
Business Impact teams

Just 3% of Business Impact teams identify limited
budget as their biggest obstacle, compared with 12%
overall. Another 19% cite limited access to expertise or
original data, versus 31% overall. Nearly one in five
report no significant barriers.

04

Sales alignment is the biggest barrier
for Business Impact teams

38% of Business Impact teams identify Sales
alignment or clear ownership as their biggest barrier.
For teams focused on connecting content to business
outcomes, the challenge is not only creating strong
content, but making sure it is adopted and used
across the business.
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FOR BUSINESS IMPACT TEAMS, SALES ALIGNMENT — NOT BUDGET — IS THE BIGGEST BARRIER

The obstacles marketers face vary depending on how their teams operate. Compared with the other three operating models,
Business Impact teams are less likely to be constrained by budget, access to expertise and original data, or changing buyer
behavior, but more likely to cite Sales alignment and clear ownership as a barrier.

Il OVERALL ACTIVITY I PERFORMANCE Il INFLUENCE Il BUSINESS IMPACT

LACK OF SALES ALIGNMENT OR P50
CLEAR OWNERSHIP 29%

LIMITED ACCESS TO SMES, N4
CUSTOMERS, OR ORIGINAL DATA 38%

DIFFICULTY ADAPTING TO o J¥EU
CHANGING BUYER BEHAVIOR 32%

LIMITED BUDGET I 12%

I 3%
NOT BLOCKED FROM CREATING THIS NG ¢
TYPE OF CONTENT 0%

| 0%

I 5%



Marketers turn to original insights to drive greater business impact

Many marketers remain hesitant to invest in original research or proprietary-data content. 42% say uncertainty about
measurable business impact is the biggest factor limiting their willingness to invest.

Business Impact teams make that investment more often

43% say original research delivers their most meaningful business outcomes, compared with 26% across the other
three marketing models.

BUSINESS IMPACT TEAMS ARE MORE LIKELY TO PRODUCE

OVERALL BUSINESS IMPACT
ORIGINAL RESEARCH OR PROPRIETARY DATA 37% 54%
EXPERT-DRIVEN THOUGHT LEADERSHIP 31% 38%
CUSTOMER STORIES ON REAL-WORLD OUTCOMES 8% 35%

For Business Impact teams, original knowledge isn't simply a differentiator. It is a source of authority and meaningful
business value. Together, these investments create something competitors can't easily replicate: original evidence,
expertise, and real-world insights that buyers, Sales, analysts, and the media can continue to reference and reuse.
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For Business Impact teams, the biggest barriers to original research
are expertise and capacity
Business Impact teams are less likely than marketers overall to say uncertainty about business impact limits their

investment in original research (30% vs. 42%). Instead, lack of internal research expertise and team capacity rise to the
top of their list of constraints.

LESS LIKELY TO HOLD BUSINESS IMPACT TEAMS BACK [l BUSINESS IMPACT  Jl] OVERALL
UNCERTAINTY ABOUT BUSINESS IMPACT

DIFFICULTY TURNING FINDINGS INTO N, 27%
COMPELLING CONTENT / STORYTELLING N, 34%

DIFFICULTY IDENTIFYING THE RIGHT TOPIC OR I 22
ANGLE N 33%

MORE LIKELY TO HOLD BUSINESS IMPACT TEAMS BACK

LACK OF INTERNAL RESEARCH EXPERTISE OR N, 41%
RESOURCES e, 33%

I 32%

LIMITED TEAM CAPACITY OR BANDWIDTH e
I, 24%

14% of Business Impact teams report no limiting issues, compared with 4% overall.
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Buyers trust content grounded in research and expertise

When B2B buyers evaluate vendors, the most credible content draws on evidence and expertise
rather than marketing claims alone. Our previous Content That Converts research found that
original research and expert opinions are the two types of evidence buyers are most likely to trust.

ORIGINAL RESEARCH I 70%
EXPERT OPINIONS I 64%
PEER INSIGHTS I 62%
TESTIMONIALS . 55%

CASE STUDIES N 54%
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https://redpointinsights.com/insights/content-that-converts-2025-b2b-buyer-insights/

Business Impact teams pair expertise with proprietary evidence

Expert perspectives are widely used across marketing teams: 38% of Business Impact teams use them
as evidence, exactly the same as marketers overall. What distinguishes Business Impact teams is their
greater use of proprietary data, original research, and industry benchmarks.

[l BUSINESS IMPACT

I ¢

40%

PROPRIETARY DATA

I o

38%

ORIGINAL RESEARCH

I 57

40%

INDUSTRY BENCHMARKS

EXPERT PERSPECTIVES: NO DIFFERENCE 38% BUSINESS IMPACT 38% OVERALL
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PART Il

THE VALUE OF CONTENT
WITH ORIGINAL INSIGHTS

EXTENDS BEYOND MARKETING

Original, evidence-backed insights create value far beyond
awareness or engagement.

Business Impact teams report stronger outcomes across

nearly every business measure, pulling furthest ahead of

marketers overall in Sales enablement, pipeline influence,
and customer trust.




The biggest gains show up where executives are paying attention

Business Impact teams report greater value from original insights across every outcome measured.
The largest gaps are in pipeline influence, Sales enablement, and customer trust, showing that
the value of original insights extends well beyond marketing visibility.

BUSINESS OUTCOME OVERALL BUSINESS IMPACT
INFLUENCES PIPELINE 48% 67%
SUPPORTS SALES ENABLEMENT 36% 57%
STRENGTHENS CUSTOMER TRUST 29% 47%
REINFORCES BRAND AUTHORITY 36% 43%
IMPROVES VISIBILITY IN Al-GENERATED RESPONSES 24% 30%
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Business Impact teams see greater value from original insights

Every marketing model reports pipeline value from original research — but only Business Impact teams see it
compound across Sales, customer trust, and brand authority long after launch.

BUSINESS VALUE CREATED ACTIVITY |l PERFORM. [ INFLUENCE [J] BUS. IMPACT
32%

PIPELINE INFLUENCE OR I 49%

REVENUE IMPACT I 47%

. 67 %

26%
SALES ENABLEMENT OR I 29%
SALES CONVERSATIONS I 36%

I 57 %

32%
CUSTOMER TRUST OR I 23%
CREDIBILITY I 21%

I, 47 %

21%
BRAND AUTHORITY OR I 40%
MARKET CREDIBILITY I 40%

I 4 3%
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Business Impact teams create content Sales actually uses

Publishing content isn't the finish line. Its value depends on what happens after launch.
Business Impact teams are particularly effective at turning content into a Sales resource, creating
assets that help Sales educate buyers, answer difficult questions, and move opportunities forward.

95% of Business Impact teams say Sales frequently uses
marketing content vs. 73% overall.

They also report better alignment with Sales. Only 24% say Sales lacks visibility into content, compared
with 40% overall, while 32% report no major gaps between what Marketing creates and what Sales needs,

compared with 9% overall.

SALES ADOPTION OVERALL BUS.IMPACT MARKETING & SALES ALIGNMENT OVERALL BUSINESS IMPACT

SALES LACKS VISIBILITY INTO CONTENT 40% 24%
FREQUENTLY USES MARKETING CONTENT 73% 95%

MARKETING LACKSINSIGHT INTO SALES 37% 22%
VERY OFTEN 33% 49%

CONTENT TOO GENERIC 33% 22%
OFTEN 40% 46% NO MAJOR GAPS 9% 32%
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PART IV

WHY AUTHORITY MATTERS MORE
IN AN AI-DRIVEN MARKET

The practices that distinguish Business Impact teams
today are becoming even more valuable as buyers use Al
to discover, compare, and evaluate vendors. Original
insights, proprietary evidence, and recognized expertise
can't be generated at scale — and that's exactly what
makes them matter more.
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Al is making familiar content easier to replicate

Marketers already see several activities becoming less differentiated because of Al.

ACTIVITIES BECOMING LESS DIFFERENTIATED BECAUSE OF Al

JUNIOR-LEVEL CONTENT PRODUCTION

36%
PERFORMANCE REPORTING 34%
SOCIAL COPYWRITING 34%
DESIGN OR CREATIVE PRODUCTION 33%
RESEARCH SUMMARIZATION 33%

Generative Al can produce familiar explanations at scale, making generic content easier to create and harder to
differentiate. What it can't easily recreate are the original research, proprietary data, and expert perspectives that
give organizations unigue insights and evidence for buyers and Al tools/LLMs to reference, cite, and reuse.

Business Impact teams already invest more heavily in these sources of original insight. Their advantage comes from
contributing something the market hasn't already seen.



Business Impact teams are adapting content for an
Al-driven buying journey

Changing buyer behavior and Al-driven discovery are reshaping content strategy across the market. Business
Impact teams stand out most in how they create and distribute content — putting greater emphasis on
reusable assets, original expertise, and content designed to be discovered and cited.

59%

Break large assets into modular,
reusable content

Business Impact vs.38%overall

51%

Create more original or expert-
led content

Business Impact vs.35%overall

WHY IT MATTERS: BUYERS ALREADY USE AI TO

67% 63%

SUMMARIZE VENDOR CONTENT LEARN ABOUT UNFAMILIAR
TOPICS

BUSINESS IMPACT TEAMS VS. MARKETERS OVERALL [l BUSINESS IMPACT OVERALL

Video, audio, or I, 46 %

social-first formats 36%

Content designed for [ 43%

citation [/ discoverability 36%

I, 35%

Ungating more content
25%

Community, PR,or third- I 32%

party visibility 43%

56% 51%

COMPARE VENDORS ASSESS VENDOR CREDIBILITY
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Four practices that turn content into business impact

01

Connect content measurement to
business outcomes

Define the business outcomes each major content
initiative is expected to influence, then measure beyond
activity and engagement to understand how content
supports buyers, Sales, pipeline, revenue, and customer
relationships.

02

Invest in evidence competitors can’t
easily replicate

Build content around original research, proprietary data,
industry benchmarks, and credible expertise that give
buyers something genuinely new and useful.

03

Create content Sales and other teams
can use

Plan for reuse from the start by identifying how each
Major asset can support Sales conversations,
customer education, executive communications, and
other business needs.

04

Build authority wherever buyers look
for answers

Publish original insights in formats that are easy to
find, reference, and cite, then extend them through
search, earned media, third-party channels, and Al-
driven discovery.
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PART V

METHODOLOGY

Redpoint Insights surveyed 252 U.S.-based B2B content
marketers and marketing leaders in June 2026. The
survey had a median completion time of approximately
1T minutes and was conducted with a 95% confidence

level and a margin of error of £6.2%.
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How this research was conducted

To ensure the data reflects the realities of mid-market and enterprise B2B tech organizations,
participants were required to be directly involved in their organization’s content strategy, performance, or
measurement decisions. Respondents held Manager, Director, VP/SVP, or CMO titles and worked at technology

companies with at least $25 million in annual revenue.

RESPONDENT ROLE COMPANY INDUSTRY
VP [svP I 38% B2B SAAS/ SOFTWARE I 45%
DIRECTOR I 28% DATA | ANALYTICS TECH D 24%
cMo - 23% ITINFRASTRUCTURE / 13%

CLOUD / DEV TECH
MANAGER Nn%

CYBERSECURITY TECH 9%

MARTECH [ REVTECH | 6%

SALESTECH

TECHNOLOGY-ENABLED 1%

SERVICES

HARDWARE OR CONNECTED 2%

TECHNOLOGY
ANNUAL COMPANY REVENUE COMPANY TYPE
$100M-s199.00 I 5 I <7
$25M-599.50 I :5% seancozc [N 3%

$200M-$999.9M s e

31



point

ABOUT REDPOINT INSIGHTS

Redpoint Insights helps B2B technology companies become the trusted voice in their market
through original research and evidence-based thought leadership. We design and execute
custom survey research that helps organizations better understand their markets, customers,

brands, and competitive landscape.

We then transform those insights into reports, content, Sales enablement assets, and other
strategic resources that build market authority, support executive decision-making, and drive
demand.

Are You Building Business Impact?

Compare your organization’s authority with your top three o
competitors and identify opportunities to strengthen the Get Your AUthorlty Benchmark Score

capabilities that drive measurable business impact.


https://redpointinsights.com/free-authority-benchmark/

