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INTRODUCTION

Why It’s Time to Rethink Everything

*All sources in the appendix | 1

B2B marketers’ effectiveness in the last 12 months

After managing and analyzing hundreds of advertising accounts over the past years, I’ve 
learned one uncomfortable truth: marketing strategies age faster than we like to admit. 

What used to work reliably for years 
now burns out in months. Ad costs are 
rising, competition is fiercer, and AI is 
flooding every channel with content 
that looks and sounds the same. 
Decision makers are more distracted 
and skeptical than ever. If you’re relying 
on last year’s playbook, you’re already 
behind. 

63%
of Top Marketers Use 
Generative AI by Late 2025*

The companies that are thriving today aren’t necessarily the ones with the biggest budgets. 
They’re the ones who adapt fastest, experiment relentlessly, and challenge their own 
assumptions before the market does it for them.

This is my playbook for 2026 — not based on theory, but on patterns I’ve seen play out 
across hundreds of accounts.

12% Very effective (exceeded goals)

47%  Effective (met most goals)

31% Neutral (mixed)

7% Somewhat ineffective (fell short of most goals)

3% Ineffective (failed)
47%

31%

12%

7%
3%

Q: How would you rate the overall effectiveness of your 
organization’s marketing efforts over the last 12 months?

Source: B2B Content and Marketing Trends: Insights for 
2026

Source:  https://contentmarketinginstitute.com/b2b-
research/b2b-content-marketing-trends-research

https://contentmarketinginstitute.com/b2b-research/b2b-content-marketing-trends-research
https://contentmarketinginstitute.com/b2b-research/b2b-content-marketing-trends-research


-3.1%
Drop in 2025 Marketing

Budgets for the first time 

in 5 years*

The Economy and Its Direct Impact on Marketing

Budgets Under Pressure
For over a decade, our annual budget study has provided an accurate snapshot of the 
mood in industrial marketing. 2025 marks a turning point: for the first time in five years, the 
industry is seeing declining marketing budgets — on average, by 3.1 percent.

Every downturn teaches the same 
lesson: when margins shrink, marketing 
spend gets put under the microscope. 
In those moments, the companies that 
survive are the ones that can connect 
marketing directly to revenue. I’ve seen 
brands lose half their budget overnight 
because they couldn’t prove impact.

I’ve also seen marketing teams defend 
or even grow their budget in the same 
climate — simply because they showed 
the CFO that every euro was

tied to pipeline or customer lifetime 
value.
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The takeaway: if you can’t translate your marketing into 
business language, someone 

else will translate it into “cost cutting.”



The Economy and Its Direct Impact on Marketing

Key Factors Elevating B2B 
Marketing Efficiency
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0 20 40 60 80

Strategy refinement 74

New technology implementation 51

Team restructuring/resource changes 40

Measurement capabilities 26

Budget adjustments 16

Market conditions 14

Competitive landscape shifts 13

Audience behavior changes 10

Factors that contributed to B2B marketers’ improved content 
strategy effectiveness

Q: If you selected a change in content strategy effectiveness, which factors have contributed to this change? 
(Select all that apply.)

Base: B2B marketers whose content strategy significantly improved in the last year.

Source: B2B Content & Marketing Trends: Insights for 2026

Source:  https://contentmarketinginstitute.com/b2b-research/b2b-content-marketing-trends-research

https://contentmarketinginstitute.com/b2b-research/b2b-content-marketing-trends-research


The Economy and Its Direct Impact on Marketing

The CFO–CMO Relationship
One of the clearest success factors I’ve noticed is the relationship between marketing and 
finance. In accounts where the CMO and CFO sit down regularly, align on metrics, and work 
from a shared playbook, marketing becomes untouchable. In accounts where they operate 
in silos, marketing is treated as an expense line. 

*All sources in the appendix | 4

100%
of CMOs agree that poor 
marketing–finance collaboration 
hinders their ability to hit revenue 
growth goals.*

To effectively manage expectations within the management team, clearly explain which 
marketing campaigns are succeeding and the rationale behind expanding to new channels. 
For example, shifting from trade fairs to DemandGen strategies often makes sense when 
traditional methods fail to yield desired results.

However, DemandGen—like LinkedIn ads with 
precise targeting—is typically a long-term 
investment, not an immediate source of sales-
qualified leads. Set realistic timelines (six to twelve 
months), run pilot projects, and ensure either in-
house expertise or trusted external support. Involve 
CFOs and CEOs early in planning to align on 
expected returns, costs, and schedules.

45%
of CFOs plan to increase

spending on sales and

marketing in 2026*



The Economy and Its Direct Impact on Marketing

Interest Rates and Short-Term Thinking
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Over the last two years, rising interest rates 
have completely reshaped marketing 
behavior. When capital is expensive, boards 
demand faster returns. This leads to a 
heavy shift into performance marketing: 
paid search, retargeting, short-term

promotions.

That’s understandable — but it’s also 
dangerous. I’ve seen accounts that 
doubled down on performance, cut brand 
spend, and looked brilliant for a quarter or 
two. Then suddenly, acquisition costs 
spiked, because the brand wasn’t pulling 
its weight anymore.

The healthiest businesses keep a baseline of brand 
investment, even when pressure is high. It’s not about 
choosing brand or performance — it’s about finding the 
right balance for the economic context.

only 35%
of marketing leaders work regularly 
with their finance teams*



Megatrends I’m Watching Closely

AI Content: The Double-Edged Sword
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After managing and analyzing hundreds of advertising accounts over the past years, I’ve 
learned one uncomfortable truth: marketing strategies age faster than we like to admit. 

AI has completely transformed how we create. I can generate in an hour what used to take 
a design and copy team a week. That speed is a gift. It lets us test creative angles faster and

run experiments at scale.

But I’ve also seen what happens when teams rely on AI too heavily. Content starts to sound 
bland, predictable, and soulless. Audiences notice — and they tune out.

The accounts that succeed are the ones that use AI as a co-pilot, not a replacement.

AI can draft, brainstorm, and accelerate. But 
the final cut — the voice, the storytelling, the 
humanity — still needs a human hand. 
Without that, brands risk blending into a 
gray mass of sameness.



The Economy and Its Direct Impact on Marketing

The Rise of AI-Driven Marketing
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Al-powered marketing applications that

B2B marketers use or are actively implementing

0 20 40 60 80 100

Content creation 89

Creative assets 53

SEO optimization 41

Social media tools 38

Email marketing 36

Market research/insights 35

Conversational 28

Advertising optimization 16

Personalization 14

Predictive analytics/targeting 12

Q: Which Al-powered marketing applications is your team currently using or actively implementing?

(Select all that apply.)

Base: B2B marketers whose organizations use Al-powered marketing applications. Source: B2B Content and 
Marketing

Trends: Insights for 2026

Source: https://contentmarketinginstitute.com/b2b-research/b2b-content-marketing-trends-
research



Megatrends I’m Watching Closely

The Return of Human Interaction
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In a world drowning in AI-generated posts 
and automated ads, real human 
engagement is standing out again.



Webinars, live Q&As, interactive workshops, 
and thought leadership posts from real 
people — these formats are resonating far 
more than polished campaigns.

In B2B especially, I’ve seen webinars fill 
pipelines at a fraction of the cost of trade 
shows. Why? Because they deliver value 
first. They teach, they answer questions, 
they feel human. And trust built in that 
format translates directly into sales 
conversations.



We’re moving back to marketing that feels 
less like shouting and more like dialogue. 
That shift is long overdue.

20%-40%
of webinar attendees end up in the 
sales pipeline as qualified

leads.*



Strategic Opportunities for 2026

Automation With Boundaries
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Automation has freed up enormous amounts of time. Reporting, bidding, scheduling, even 
the first draft of sales outreach — all of that can now be automated. But I’ve also seen 
automation backfire. Social feeds filled with generic posts. Chatbots that frustrate instead 
of help. Outreach that feels spammy.

The key is to treat automation as a multiplier for what already works, not as a substitute for 
what you don’t want to do. Automate the repetitive tasks. Keep the human touch where 
trust is on the line.

I advise my team to remain mindful that large language models are trained primarily on 
historical data from the past century, with a significant proportion stemming from the last 
two decades. It is important to recognize that the marketing landscape evolves rapidly; 
aggregating insights from various blog articles and books published in recent years—
essentially the output provided by ChatGPT—rarely delivers the impact or effectiveness of a 
strategy crafted by experienced marketers for a specific company, industry, and market 
context. This distinction should be kept at the forefront of any strategic discussions.

These inspirations often spark effective strategies, and I enjoy brainstorming with ChatGPT 
or Gemini.

When it comes to automating marketing strategies, I frequently observe junior colleagues 
drafting materials with the assistance of ChatGPT. While leveraging such tools can be a 
valuable source of inspiration, these strategies often lack consistency and do not reflect 
comprehensive, long-term planning.

By end of 2026, an estimated

90%
of customer interactions will 
involve AI technologies*



Strategic Opportunities for 2026

Omnichannel Marketing Is No Longer 
Optional

*All sources in the appendix | 10

As advertisers, we saw firsthand in 2025 just how quickly user behavior can change. Large 
language models (LLMs) rapidly gained adoption, traditional search platforms saw declining 
usage, and currently, no LLMs even support advertising. Thought Leadership Ads (TLAs) 
consistently outperformed standard LinkedIn ads — the landscape keeps evolving.



In this fast-paced environment, relying on a single source for new business is more of a risk 
than a strategy. Any marketing approach that depends on just one or two channels to 
generate leads is vulnerable. We witnessed this in the B2C space back in 2020, when 
Apple’s move to block META tracking caused tens of thousands of companies to lose 
control of their entire marketing operations overnight.

Single-channel strategies always hit a limit — I’ve seen this time and again. Brands that put 
all their efforts into Google Ads, LinkedIn, or just email eventually reach a plateau. Costs 
climb, competition increases, and growth stagnates.



The businesses that continue to scale are those that prioritize omnichannel marketing from 
the start. They seamlessly integrate search, social, email, content, and even offline 
interactions. Customers rarely convert after seeing just one ad — it usually takes 8 to 10 
touchpoints. If your brand isn’t present throughout that journey, you risk being invisible.



Strategic Opportunities for 2026

Thought Leadership and Influencer 
Marketing

*All sources in the appendix | 11

In 2026, B2B TLAs or influencer marketing will no longer be 
a niche experiment — it will be a core strategy.

Only 10% of the companies currently really work 
with a TLA strategy.*



This is one of the most powerful shifts I’ve seen 
in recent years. In B2B, faceless brand ads are 
easy to ignore. Posts, videos, and talks from real 
people — whether executives, employees, or 
respected industry voices — stand out.

10%
of the companies currently 
really work with a TLA 
strategy*

I’ve seen thought leadership ads consistently outperform traditional brand ads. The rise of 
LinkedIn’s “Thought Leader Ads” format is accelerating this trend.



Strategic Opportunities for 2026

ABM Automation

*All sources in the appendix | 12

It’s not unexpected that Dreamdata secured an additional $55 million on October 25, as 
their services provide significant value for numerous B2B companies.



ABM automation tools like Clay and Dreamdata unlock new possibilities by merging 
precision targeting with operational speed. They automate the once-manual work of 
identifying, enriching, and engaging key accounts, allowing teams to personalize outreach 
at scale.



Clay connects live data sources to find decision-makers and tailor messages dynamically, 
while Dreamdata attributes revenue back to every touchpoint, clarifying which campaigns 
actually drive pipeline.



Together, these tools create a closed-loop system — where insights turn instantly into 
action. The result is smarter prioritization, faster execution, and a new level of measurable 
impact for B2B growth teams.

Dreamdata secured an additional

$55M for providing significant value for 
numerous B2B companies



What Winning Looks Like in 2026
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Here’s the pattern I see across the top-performing accounts:

Marketing has always been about connecting with people. In 2026, that hasn’t

changed. What’s changed are the tools, the economics, and the competition. The

brands that win will be the ones that combine the speed of AI with the depth of human 
creativity, and the efficiency of automation with the authenticity of real people.

They use AI, but never outsource their 
voice to it.

They defend brand spend even when 
finance is nervous.

They work with finance, not against 
them, and prove marketing’s role in 
revenue.

They automate the routine, but keep 
human creativity where it matters.

They build omnichannel systems early, 
before costs force them to.

They put people front and center — 
founders, experts, customers, 
influencers.
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