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Executive summary
A weak global economy, SaaS headcount downsizing, the impact of “work from 

anywhere” on intent data accuracy and changes to cookie tracking/attribution 

are just a few of the issues facing B2B demand generation leaders.

Navigating these challenges requires a fresh approach as legacy demand 

generation playbooks simply don’t deliver the same results. We’ve talked to 

Tech demand generation leaders to find out what is working (and what is not) 

to create demand for the majority of their buyers not in-market (future 

pipeline) and capture demand for those buyers who are. 

After hours of recorded interviews, we’ve been able to compile voice-of-cus-

tomer insights that we believe you will find interesting – and perhaps familiar.
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What our research uncovered: 2 min read

Most B2B content strategies
need to be reimagined: 

#1

Extract more value from content investments by creating 

bite-size assets for reuse. 

Create fewer boring PDFs and more engaging video and 

interactive assets.  

Increase the variety of self-service assets (on-demand 

videos, podcast audio streams, etc.) to accommodate 

buyers on the move (plane, train, car, etc.).

Facilitate and capture peer ICP conversations (interviews, 

panels, workshops, expert series, etc.). 

A.

B.

C.

D.
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#2
2 min read

Focus the POV narratives less on brand-led thought 

leadership and more on the challenges facing their ICPs. 

Create feedback loops to allow buyers to tell you what 

topics and mediums they prefer so that your content gets 

consumed. 

Expand beyond product value propositions to tell more 

stories and use emotion to humanise your brand and 

increase engagement.

A.

B.

C.

Brands struggle to stand out 
because their “thought 
leadership” sounds similar to 
their competitors and offers 
little (real) value for buyers:
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#3
2 min read

Creating brand awareness and preference among the 

majority of buyers not in-market is critical to your future 

pipeline. 

If you don’t create demand in your category, somebody else 

will and then you’ll be competing to capture that demand. 

The obsession with multi-touch attribution and short-term 

lead pipelines undermines the long-term effectiveness of the 

Demand Generation function.

A.

B.

C.

Demand generation leaders need 
to continue to educate their 
organisations regarding the 
importance of creating demand – 
not just capturing demand:



Why should
you care?

If you’re a senior demand generation leader within a B2B 
Tech company, this is for you.

The team at Gravitas, a customer insights and marketing firm, interviews 

marketing and sales leaders like you to uncover critical insights regarding 

your top business challenges and how you are overcoming them to 

support growth. 

We’ve launched a series of research reports and expert interviews to help 

B2B Tech companies identify ways to improve demand generation and 

lead generation to support sales pipeline goals.

This report provides insights into the user experience and key business 

challenges facing Tech/SaaS leaders amidst changing global economic and 

buyer behaviours. Use the insights in this report to discover how your 

peers’ experiences compare with your own and some of the actions other 

demand generation leaders take to improve performance.

We hope you find this report useful.  

Connor Addis
Managing Director
Gravitas
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Research design 
We interviewed senior marketing leaders who are responsible for full-funnel demand 
generation to talk about how they are educating their ICPs to create demand and how they 
are engaging in-market buyers to generate marketing-sourced revenue.

In these interviews, we asked them to dig deep into sharing insights across the following 
discussion topics:

We also asked each B2B marketing leader to not only share how they are approaching each 
of these areas but also share insights into their 2023 demand generation planning.

In these interviews, we asked them to dig deep into sharing insights across 
the following discussion topics:

Top demand generation challenges (and their impact on themselves and their teams)

Educating buyers not yet in-market (content tactics that are working)

Creating awareness and engagement with top-of-funnel in-market buyers

The mix of brand-driven thought leadership content versus ICP peer insights

Content gaps to support demand generation

Measuring content effectiveness

Content strategy changes for 2023

1.

2.

3.

4.

5.

6.

7.



What did we
learn?
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Top demand generation
challenges

Several demand generation leaders cited the struggle to stand out as 

competitors are pushing out an overload of thought leadership 

content. In 2020 and 2021, brands shifted to producing and distributing 

a significant volume of webinars as lockdowns and work-from-home 

policies gave buyers more time to watch them. The result is that 

buyers are now inundated with content and often struggle to see 

meaningful differences between various vendors and solutions. This 

has placed new pressure on demand generation leaders to provide 

more value to buyers to compete for their attention.

“There is so much thought leadership-related activity out there at the moment 
in the world. Thanks to COVID, it exploded into one big webinar. Everyone's 
being hit up to come and listen to this or listen to that. So I think standing out 
in the market is more difficult because there's more noise. We are about 
delivering genuine value and insight. There's a lot of stuff out there that's not 
helping people buy. It's just trying to sell. Everyone says they're going to provide 
insight, and everyone says they're going to provide value, but the reality is that I 
don't think they do. So how do you stand out from that?”

CMO, AR/VR Enterprise Software 

We asked SaaS demand generation leaders to share their top challenges in both creating demand and capturing demand. 
Here’s what we found out.  

#1
TOPIC

PEER INSIGHT: It’s difficult to create content 
to stand out from competitors
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B2B demand generation leaders are facing stiff headwinds inside 

their organisations as they attempt to lead internal change to 

balance creating demand with capturing demand. This includes 

changes in focus (shifting from MQLs to Sales-Qualified 

Opportunities) and improving lead quality (in-market buyers) over 

lead quantity (anyone that submits an online form).  

The current lead management approach typically involves scoring 

Marketing on MQL volume and this creates misalignment with 

Sales, as Sales only wants to talk to in-market, sales-ready buyers. 

However, SDRs spend huge amounts of time disqualifying MQLs 

and sending them back to Marketing for future nurturing 

sequences. This creates a huge waste of time and resources and 

creates friction between the Marketing and Sales organisations.

PEER INSIGHT: The shift from lead 
generation to demand generation requires 
significant education and evangelism to 
change executive mindsets

“We need to take senior stakeholders along on the journey so they understand. 
For example, I told them I wanted to un-gate everything we've got, but it would 
result in losing 60% of the leads for them. They said we can't do that. I 
explained that the leads we’d get would be better quality and more qualified for 
our SDR team. I said we’d be able to have more productive conversations 
because the team would have fewer, but there'd be a higher conversion rate. All 
the logic was there, but we still needed to get over that hump of the top (lead) 
number going down.”

Head of Demand Generation, Data Analytics SaaS



Demand generation leaders are largely unified in their belief that 

they need to do much better in terms of the quality and quantity of 

the content they are producing. This includes more interactive 

formats, more personalisation to ICP pain points and improved 

relevance by journey stage. 

PEER INSIGHT: There’s a need to create 
more engaging content
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“I would say that from a regional perspective, there's a lack of skills and 
knowledge in how to create demand. I think that even now, even though they 
went through COVID like everyone else, there's a reliance on face-to-face events. 
There's a lack of understanding of digital in general. There's a lack of 
understanding of the whole revenue operations, such as lead routing, lead 
scoring, multi-touch attribution and nurturing. Of 400 people in Marketing, 
there are two or three who actually understand, which is shocking. Trying to 
drive demand through funnel marketing and customer journeys is like trying to 
teach a foreign language at the moment.”

VP of International Marketing, Enterprise SaaS

Some demand generation leaders expressed a need to find 

marketing staff that are more metrics-focused while others cited 

needing staff who can create demand, not just capture it. In terms 

of metrics, Marketing is under pressure to demonstrate their 

contribution to the revenue pipeline by capturing the right data 

and extracting/applying insights to optimise demand capture 

campaigns. In terms of creating demand, Marketers need staff who 

can educate and engage buyers throughout the buyer journey.

PEER INSIGHT: It’s difficult to find skilled 
demand generation staff who can create 
and capture demand

“I find PDFs to be quite archaic, in that people receive the information and 
download it, but then we don't know how they digest it, or which pages are 
really of interest. Also, once they download that sort of PDF, it can be in 
circulation on people's local machines for years. Some things seem to quickly 
become outdated. So I'm trying to look at interactive ways of producing content 
besides static PDFs.”

Director of Demand Generation, Hospitality SaaS



“The PE firm wants us to focus on optimising MQLs. And that means we’re 
looking at channels that might have an immediate result but might not have 
longer-term strategic benefits. We can't have the same types of measurement. 
A cost per MQL isn't necessarily the right measurement in a demand-creation 
world. I’m constantly trying to educate the board by explaining that you can't 
just do a PPC ad and expect a conversion into a sale.”

Senior Director & Head of EMEA Marketing, SaaS provider 

Marketing leaders shared that the obsession of their senior 

executives and investors (in the case of PE firms) with calculating 

ROI for every marketing activity makes it challenging to gain 

support for medium/long-range demand creation activities. The 

result is pressure on marketing teams to push out transactional 

(sales-focused) messaging instead of educating to develop 

understanding and brand preference.

PEER INSIGHT: There’s a need to overcome 
ROI obsession to gain executive support 
for demand creation

“You can call it data or you can call it measurement or just a single view. I 
think it's the biggest challenge. So, as you would imagine, as a 
medium-sized organisation we have lots of tools. We have a marketing 
automation tool, a CRM, and social, and we have various metrics for those. 
We have various KPIs, and all of those have numbers and metrics. But the 
roadblock? There is no single view of it.”

Field Marketing Director, Financial SaaS

While it should come as no surprise that data and attribution 

remain an ongoing marketing operations challenge, many demand 

generation leaders openly shared just how far their data 

collection, analysis and reporting capabilities need to go to 

become usable on a daily basis. Causes are rooted in the lack of 

appropriate people, processes and technology to make sense of 

their data and consistently apply it to optimising demand 

generation efforts.

PEER INSIGHT: Measuring effectiveness 
across the buyer journey remains a 
challenge given inaccurate/incomplete 
data and attribution gaps
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Educating buyers not (yet) 
in-market to create demand

We asked SaaS demand generation leaders to share how they are educating the majority of their target markets that are not 
in-market to create demand. Some research estimates suggest that only five per cent (5%) of buyers are in-market in any 
given calendar quarter, so creating demand is essential for capturing it later as marketing-sourced revenue. Here’s what we 
found out. 

#2
TOPIC

Many demand generation leaders have realised that continually 

pushing product-led messaging through automated nurture channels 

is delivering diminishing returns. Buyers have become more savvy 

and many are stretched thin as their companies are asking them to 

do more with less. Buyers want authentic interactions with vendors 

and that is forcing demand generation leaders to rethink their 

engagement approach.

PEER INSIGHT: There’s a need to educate target 
markets and create an emotional connection

“A year and a half ago, webinars were effective as a lot of people were 
furloughed, meaning they were at home with time to sit down and watch a 
45-minute webinar. Now, we find that a lot of our customers are understaffed. 
We've got people doing roles in three different departments. So now, our 
educational resources are probably more popular because people can digest 
them in their own time on the train or the bus or wherever they may be.”

Director of Demand Generation, Hospitality SaaS
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“We poll our clients. We might say to them, ‘look, if we were to cover this topic 
with a number of different content outreach pieces, is this something that 
would resonate with you? Is it something you would attend? Is it something that 
would potentially help you as part of the selection process to work with us?’ So 
we use our existing pool of customers because they're always one of the best 
sources to use to temperature check the market.”

CMO, AR/VR Enterprise Software 

Interestingly, some demand generation leaders recognise that one 

way to produce content and experiences that ICPs will appreciate is 

to simply ask them what they want so that they can take some of 

the guesswork out of choosing topics, content mediums, dialogue 

formats and delivery options.

PEER INSIGHT: Ask your ICPs what content 
and experiences they want

A common theme shared by demand generation leaders is the 

need to create connections with their target market through social 

media, networking, events and related channels as companies try 

to return to normal after two years of COVID lockdowns and video 

conference fatigue.

PEER INSIGHT: There’s a need to leverage 
social networks and live connections 
more frequently

“I’ve started up seminars and conferences, where we can go and speak and we 
can host round tables, etc.”

Head of Demand Generation, Data Analytics SaaS 

“We do webinars that are reasonably successful in generating awareness of us 
and interest in us from people that might not have been in-market. The most 
successful ways to connect have primarily been webinars and events.”

Senior Director & Head of EMEA Marketing, SaaS provider



Creating top-of-funnel 
awareness and engagement

While some demand generation marketers are sticking to their 

traditional mix of Google search & display ads, emails, webinars and 

events, others are looking more broadly at how they can improve 

awareness and engagement early in the buying journey. Demand 

generation leaders are asking their ICPs how they heard of their 

brand to reveal insights into which awareness channels to prioritise. 

One major challenge that persists is to personalise the type of 

content and brand interactions to the buyer journey stage as 

opposed to simply using the same tactics at every stage.

We asked SaaS demand generation leaders to share the tactics that are working (and those that are not) to create brand 
awareness and engage early-stage buyers. Here’s what we found out. T

#3
TOPIC

PEER INSIGHT: There’s a need to align 
messaging and channels to the buyer’s 
preferred channels
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“We have a lot of success running Google ads that we focus on brand and on 
competitors. Those are the two buckets within Google ads that really perform 
for us. And then if we deliver and we max out on budget on both of those, then 
we will go into the high-intent keywords as well. By ‘high intent’ I mean they 
really have a commercial buying signal. So those would be the three categories 
that we look at from a Google ads perspective. There’s a lot of work that’s been 
put into testing and messaging within that. So, as an example, we use Wynter 
to run tests across key pages for messaging and get back qualitative feedback. 
We then make adjustments and we see 40-plus per cent (40%+) increases in 
conversion rates just by doing that.”

CMO, API Microservice Platform
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Brand-driven thought
leadership vs ICP peer insights

Some demand generation leaders noted that the pressure to 

create brand-centric (typically product-centric) content is driven by 

product release schedules and legacy habits of focusing on 

product narratives. 

We asked Tech demand generation leaders to share how much of their content strategy and production focused on 
brand-driven narratives versus capturing peer insights from their ICPs for sharing as content and within social networks and 
communities. Here’s what we found out. 

#4
TOPIC

PEER INSIGHT: Product SMEs and brand-led 
communications habits continue to 
influence content roadmaps

“I think we could do more external peer content production. We do often 
partake in expert panels and produce bespoke thought leadership pieces for 
different sorts of media outlets, but a lot of what we do at the moment is 
owned by us. So I do recognise that we could be producing more bespoke 
content for third-party vendors to really drive that brand awareness space.”

Director of Demand Generation, Hospitality SaaS
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Brand
Driven

38.1%

61.9%

Peer
Driven

“It (narrative strategy) has been largely our company’s perspective, but the big 
change in the last quarter is that we have put together a digital magazine for 
CFOs. We have taken insights from top CFOs and financial decision-makers and 
put their viewpoints together. It’s just educational content and thought 
leadership content, and we’re not trying to drive any leads out of it.”

Field Marketing Director, Financial SaaS

Virtually every demand generation leader shared some internal 

programme(s) designed to shift their focus toward more 

buyer-centric content instead of the same “rinse and repeat” 

approach of high-level brand thought leadership and industry 

analyst content. Because buyers trust peers more than vendors, 

more Tech marketers are exploring ways to engage their ICPs to 

capture and share insights. 

PEER INSIGHT: The trend is beginning to 
shift toward more peer insights and useful 
content as buyer engagement is declining

Thought Leadership Content
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Content that should be
created more often

Demand marketing leaders fairly universally said that their 

budgets were not allocated to support the level of content 

production that they’d like to see to support their demand 

generation activity across the buyer journey.

We asked Tech demand generation leaders to share the types of content they wish they could produce more often, but don’t. 
In some cases, it’s production capability or budgets that are holding them back, but in many cases, it is simply changing the 
mindset to break out of the predictable content patterns they had before COVID (white papers, case studies, etc.) and have 
had since COVID (webinars). Here’s what we found out.

#5
TOPIC

PEER INSIGHT: Videos, case studies 
and interactive content top the list of 
desired content

Videos Case
Studies

Interactive
Content

Data-Driven
Content

Podcasts Infographics

46.15% 38.46%
23.08%

15.38% 15.38%

69.23%

“I think we need more interactive content. We need more calculators, VOC 
and demos. A lot of the content is image- and video-driven. We need to give 
someone an experience so they think, ‘If I do this, what is it going to cost or 
what is it actually going to save?’ We need that kind of content.”

Senior Director of Global Demand Generation, Enterprise Communications SaaS
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Capturing and applying
ICP insights to buyer journeys

We asked Tech demand generation leaders if they are routinely capturing ICP insights and applying them to buyer journey models 
and messaging frameworks. It’s one thing to conduct buyer research once every year or two, but it’s a different level of commitment 
to gather insights from social channels, communities, live events and content engagement and apply them on a monthly basis to 
continually refine your ICP understanding and optimise demand generation campaigns. Here’s what we found out.

#6
TOPIC

The ownership and maintenance of buyer insights are removed from Demand Generation 
teams that rely on them to guide marketing mix and channel investment decisions. Most 
of the Tech marketers cited the traditional Product Marketing function as owners of 
buyer insights, based on traditional point-in-time research during the product 
development cycle. What’s unclear is whether a process exists for ongoing updating of 
buyer insights to inform quarterly marketing decisions. In many cases, demand 
generation leaders are curating and analysing content and engagement data to better 
understand their ICPs – but a more collaborative approach to buyer insight management 
is needed between Product Marketing, Demand Generation and Sales.

PEER INSIGHT: Buyer insights are disconnected between 
product and demand marketing 

“We're very sophisticated on this. It's owned by the product marketing function and we have one 
bible-like  document that is a living, breathing thing that ties our messaging, positioning, pain points 
and value back to each ICP and core persona.”

CMO, API Microservice Platform

30.8%

30.8%

38.5%

Completed
Once

Current

Never

Updating Buyer Journey Maps



19    |    2023 Demand Generation Outlook

How to measure
content effectiveness

We asked Tech demand generation leaders to share how they are measuring the effectiveness of their content. This includes 
both content consumption and sharing and whether/how the content impacts a buyer’s progression through the sales 
pipeline to a closed deal. Here’s what we found out.

#7
TOPIC

Just about every demand generation leader classified their content 

measurement efforts as basic, citing consumption metrics (e.g. 

views, downloads) and influence metrics (e.g. referral traffic) as 

the most commonly used. However, one marketing leader is using 

business intelligence software to uncover a greater degree of 

correlation between content consumption and pipeline.

PEER INSIGHT: Consumption metrics and 
campaign contributions dominate

“We look at the basics, such as Google Analytics, and see if any of those pieces 
of content actually drove anything, particularly our blogs or content we tied to 
our resource section. With that, we look at the entrances and the bounce rates. 
The other way we're doing it is through UTM tracking, which involves attaching 
every piece of content we post either in a blog or as an education CTA. We still 
attach UTMs if we do internal linking if it's tied to a campaign.”

VP of Global Marketing, API Integration Platform

38.46%



Demand generation
strategy changes in 2023

We asked Tech demand generation leaders how they intend to adapt their demand generation strategy in 2023. We asked 
them to think about people, processes and technology and to reflect on the insights they had shared up to this point in the 
interview discussion. Here’s what they said.

#8
TOPIC

Demand generation marketers are realising the need to evolve their 

content strategy from decades-old PDF white papers and case studies 

to more videos, interactive digital content and peer-to-peer 

conversations. Overall, demand generation leaders understand the 

need to create greater connection and insight sharing among their 

target buyers in 2023 and beyond. 

PEER INSIGHT: There needs to be more 
emphasis on interactive content that is easy 
to consume
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“Being a SaaS company, to grow really fast, we try to do a million things all at 
the same time. So I think, trying to do a better job on fewer things and making 
them go further would help, because we spend so much time creating one thing 
and then we quickly move on to the next. I think we need to get more mileage 
out of the content we produce by repurposing it and getting it into different 
formats, and then sharing it as evergreen content, six or 12 months later. We 
need to understand what works best and then focus on that type of content or 
that theme rather than trying to do everything. I think more videos would be 
good, including customer-driven stuff and peer-to-peer stuff.”

Head of International Content Marketing, HR and Recruitment SaaS



21    |    2023 Demand Generation Outlook

About Gravitas
Since 2009, Gravitas has been helping international technology companies 

improve demand and lead generation results to accelerate their revenue 

pipeline. Because modern buyers trust peers more than vendors, we give 

B2B buyers what they want: peer insights. We conduct research and facilitate 

conversations with their peers and then package those insights into reports, 

articles, videos and panels that B2B brands can use to increase engagement. 

We equip Marketing teams with insight-led content for educating their target 

markets, including those in the early stages of their buyer journey. We equip 

Sales teams with insight-led content to create a value exchange to motivate 

prospects to engage as part of their outbound lead generation efforts. By 

shifting from brand thought leadership to peer insights, we help brands 

improve trust, engagement and pipeline velocity.

To learn more about how you can build ICP relationships and capture peer 

insights for demand generation, visit www.gravitas.io.
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Appendix

Refine Labs

We asked all participants where they go to stay up to date on marketing

Technology companies mentioned during the research 
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PEER INSIGHT: It’s difficult to create content to stand out from 
competitors

“I mean, we have a very competitive space, right? So it's figuring out how to cut 
through that noise.”

VP of Global Marketing, API Integration Platform 

“People are so busy and the internet is so noisy in terms of being bombarded 
with stuff. How do you stand out from the crowd from a branding, positioning 
and differentiation point of view? How do you get that messaging out there so 
that people know who you are, what you do and why you're different?”

Head of International Content Marketing, HR and Recruitment SaaS

PEER INSIGHT: The shift from lead generation to demand 
generation requires significant education and evangelism to 
change executive mindsets
   
Beyond educating senior leadership, there are challenges in breaking 
cultural habits such as gating most content to capture email addresses and 
generating a high volume of low-quality leads to keep SDR teams busy. In 
some cases, it even means redefining the role of SDRs as educators instead 
of pre-sales qualifiers in the revenue operations workflow. 

“There is no written playbook; there's not a lot of resources out there in terms of 
how you measure success when you go to scale that. On our paid platforms, 
we're running this always-on delivery of consistent, valuable content to our 
audience, completely un-gated. How do we actually work out a clear process 
and strategy, for example, of how often that content needs to be refreshed?”

CMO, API Microservice Platform

PEER INSIGHT: It’s difficult to find skilled demand generation staff 
who can create and capture demand   

“Our biggest challenge? Finding the right people – people with the right skills 
and the right mindset.” 

CMO, AR/VR Enterprise Software 

"It's almost what I call ‘colouring in marketers’ that have been in roles where 
they don't want to have metrics. They don't want to be measured. They don't 
want targets. They're just doing PR or they're doing branding, but they need to 
have a Sales-qualified opportunity or a pipeline target. But that's where 
marketers have to be in the future. That's where they need to be focused 
because it's got to be about the commercial impact they're having." 

Head of Demand Generation Data Analytics SAAS

PEER INSIGHT: There’s a need to create more engaging content

“We're still putting out content that is in PDF format. It isn't interactive. It isn't 
engaging. I've been saying that we need to change the way we think about this 
one. Everything we do has the same message. It needs to be joined up, but we 
also need to be looking at different things. A guide, an ebook or a white paper 
might be good in some situations, but what about a checklist? What about 
turning it into a video series? What about selling into something more engaging 
like a decision-making tree where people can click through and pick a journey? ”

CMO, API Microservice Platform

Additional insights and quotes: 

TOPIC 1: Top demand generation challenges
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PEER INSIGHT: There’s a need to educate target markets and create 
an emotional connection

Most frequently used tactics:

• Webinars
• Infographics
• Social media (organic and paid)
• Product success stories

Emerging tactics to create engagement:

• Polls
• Customer surveys to crowdsource content topics
• Peer connections (live and online)
• Shorter-form content assets (how-o guides, checklists, etc.)

TOPIC 2: Educating buyers not (yet)
in-market to create demand

“If you create a piece of content delivered through an email, how do you get 
them to open it and watch it? If you do a webinar, how do you get them to turn 
up and watch it?

Head of International Content Marketing, HR and Recruitment SaaS

PEER INSIGHT: There’s a need to overcome ROI obsession to gain 
executive support for demand creation

“Getting buy-in from the other members of the executive team to understand 
the overall marketing mix can sometimes be a challenge. There is always this 
fixation with having a very firm ROI. When you are trying to help people buy, it 
is sometimes a slower process.”

CMO, API Microservice Platform

PEER INSIGHT: Measuring effectiveness across the buyer journey 
remains a challenge given inaccurate/incomplete data and 
attribution gaps

“What are the metrics and the benchmarks that we should be looking at from 
an engagement perspective in an imperfect attribution world?”

CMO, API Microservice Platform

“At the end of the day, everything has to be tracked because you never know 
what piece of content, what blog posts, what brand piece of collateral, even on 
social media, drives pipeline. It's connecting all the dots to track every piece of 
content so that when we launch campaigns, we have accurate reporting.”

VP of Global Marketing, API Integration Platform

“It goes back to the typical story that we hear around Marketing typically being 
undervalued. So because the attribution modelling may not be working 
correctly, it's sometimes far too hard to prove or validate the amount of 
revenue that you're driving through the business, through your marketing 
activity and campaign.”

Director of Demand Generation, Hospitality SaaS

“First-touch leads don't know our brand very well and might consume one piece 
of content or register for one webinar. It's very hard to demonstrate the value of 
a campaign over a specific period of time. I try to zoom out and get the life 
cycle of the leads that we generate. And that's another challenge: the whole 
process therewith. We have challenges internally, as well in terms of our 
Salesforce and attribution.”

Senior Director of International Marketing, Legal SaaS
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“It’s the mass market stuff,  the brand campaigns. It's the emotional content. It's 
the human stories. It's the stuff where we're not selling at that point. It's not 
getting into the product, it's more human stories or best practices. Surveys that 
we do each year work well Because they bring together peers – be they heads of 
talent or heads of HR – to listen and learn from each other. I think if we can 
facilitate that, that always works. I think offering real-life examples that people 
can take with them and apply in their own jobs is always really useful.”

Head of International Content Marketing, HR and Recruitment SaaS

“In our educational resources, we often cover key challenges faced by hoteliers 
and then propose a solution based on their key pain points. We do a lot of 
trends or future thinking analysis from feedback that we found in the market 
from other hoteliers. So trends, forecasting and educational resources that 
Identify pain points and provide solutions. Another thing we do is Content 
Marketing and Demand Generation / Product Marketing. We create customer 
success stories and testimonials from different hotels that use our product. It 
helps us drive demand because our prospects see impressive numbers and 
stats achieved by our existing customers and it entices them to get more 
information.”

Director of Demand Generation, Hospitality SaaS

PEER INSIGHT: There’s a need to leverage social networks and live 
connections more frequently

"I typically launch something called an employee social program or social 
selling. I've got a particular vendor that I always partner with everywhere I go, 
just because they're awesome. I can track who generates the most awareness 
through a particular piece of content. Content gets created and they, the users, 
post it on social media. It's getting folks who are connected to our folks and 
who are connected to our existing customers – all of that matters.”

VP of Global Marketing, API Integration Platform

PEER INSIGHT: There’s a need to align messaging and channels to 
the buyer’s preferred channels

Tactics gaining momentum include:

• Optimising search marketing conversion via message testing

• Investing in SEO

• Identifying and recruiting brand ambassadors to engage ICPs on behalf 

of brands

• Engaging ICPs in forums and communities

• Engaging ICPs in niche networking and workshop events

• Ungating more content – including product tours

• Producing pre-recorded sales enablement videos to answer key sales 

objections

“Wynter is a platform where you can submit anything from an ad or video to 
webpage copy and pick your panel. We create our ICP, it goes to the panel and 
then, within 24 hours we get back a fully detailed document breaking down 
whatever it was we submitted with feedback from 10 to 15 panellists who will 
have reviewed it, and it's based on the questions that you asked within        
that as well.”

CMO, API Microservice Platform

TOPIC 3: Creating top-of-funnel awareness
and engagement



PEER INSIGHT: Product SMEs and brand-led communications habits 
continue to influence content roadmaps

“If I look at the content schedule coming down, it's always a battle between 
having way too many ideas and things to do and everyone wanting everything 
done. What can we prioritise? Honestly, it’s probably more of the product stuff.”

Senior Director of International Marketing, Legal SaaS

TOPIC 4:  Brand-driven thought leadership 
vs. ICP peer insights
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“We built community functions, for example, within the company. And we're 
now going to find the communities, ambassadors, influencers and champions 
out there who can speak for us. We're trying to go to those places and build up, 
but you ultimately do that by finding champions. So, when someone on Twitter 
says they love our brand, we find them, identify them, bring them into the 
family and build a programme where they then can go out and evangelise for 
us, either paid or unpaid. Obviously, we need content to be able to go to those 
people to turn them on.”

Sr. Director of Marketing, Database SaaS

“The first thing I did on the very first day was put on every single form a free text 
field entitled ‘How Did You Hear About Us?’ We hear all sorts of things, but no 
one says they saw an ad on Google. They say they heard a speech at a 
conference or that their colleague recommended us.”

VP of International Marketing, Enterprise SaaS

“From a demand generation standpoint, we don't tend to use a lot of internal 
thought leadership content because it’s a little too top-of-the-funnel. We use 
insights that we can get from analysts and from our existing customers.”

Senior Director of Global Demand Generation, Enterprise Communications SaaS

PEER INSIGHT: The trend is beginning to shift toward more peer 
insights and useful content as buyer engagement is declining

“We’re pretty heavy on the peer (approach). We have a subject matter expert 
programme, which is what powers all of the thought leadership content. So you 
will see on our sales thought leadership bucket that it’s all driven by subject 
matter experts. And then on the marketing side, again we run very similar plays 
and it's a lot easier because we have the connections to our ideal audience 
within that. So the thought leadership bucket is 80 per cent (80%) peer subject 
matter expert knowledge versus a CEO's point of view.”

CMO, API Microservice Platform

PEER INSIGHT: Videos, case studies and interactive content top the 
list

“I would say creative themes and brand stories that align with the broader 
social purpose is probably something I'm interested in because I think 
emotional connections to content bring it alive.”

Head of Demand Generation Marketing, SaaS Payment Platform

TOPIC 5: Content That Should Be Created
More Often



PEER INSIGHT: There needs to be more emphasis on interactive 
content that is easy to consume

”We want to do more case studies and videos. We also want to bring people together. So 
that integration into marketing is to say for opportunities, we’re having a meetup, having 
drinks so come along and meet some customers and see how they're doing it. It’s that 
crossover that I think is really critical. We are doing a lot more community-driven content 
as we get out there and meet people.”

Senior Director of Marketing, Database SaaS

“How can we get better insights/analytics into dark social and I’d like to start with 
TikTok.”

CMO, API Microservice Platform

TOPIC 8: Demand generation strategy 
changes in 2023

PEER INSIGHT: Consumption metrics and campaign contributions 
dominate

“We're not wildly sophisticated on that front, so it tends to be more consumption-led. I 
think we could get a bit more sophisticated on that front. I would say that although 
marketing within my organisation is beyond the early stage, it's still not particularly 
mature. We’re still having to do some things that are people can readily understand, such 
as downloads and email capture and stuff like that.”

CMO, AR/VR Enterprise Software

“We do look at engagement across the funnel and by type, and we split by everything. 
We've got Power BI and content metrics that we look at. We can also split by campaign 
and related content by stage, and then by type of solution.”

Head of Demand Generation Marketing, SaaS Payment Platform

TOPIC 7: How to measure contenteffectiveness 
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“In my experience, the best way to accelerate things is through videos. The videos 
have to be visionary and have customer and industry backup, but everyone wants 
videos. They're very difficult to do, and they're very expensive to do, so people 
usually defer to a white paper or blog. No one's going to read a white paper and I 
would say no one's going to read long blogs anymore. It has to be podcasts. It has 
to be interactive videos. It has to be interactive.” 

VP of International Marketing, Enterprise SaaS

“I definitely want to create more video content: short, snappy, scalable content that 
we can reuse; more infographics; and more visual content. So, digestible, bite-size 
content is what I would love to create.”

Field Marketing Director, Financial SaaS

PEER INSIGHT:  Buyer insights are disconnected between product 
and demand marketing 

“I would say we're definitely not doing anywhere near enough on that front. I think 
that historically, there's been a slight aversion to doing that and scepticism at the 
organisation. We have pretty basic personas and pretty basic buyer journeys.”

CMO, AR/VR Enterprise Software

“We’ve got a product marketing team that does a lot of research in terms of 
messaging and positioning from the buyer insights and they feed that through to 
us. We still do our own research, but a lot of it comes from our product team.”

Head of International Content Marketing, HR and Recruitment SaaS

TOPIC 6: Capturing and applying ICP
insights to buyer journeys
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