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Executive 
Summary
We asked, you answered: The 2015 State of Digital Marketing 
Survey results are in. Over 600 U.S. marketing professionals 
weighed in on what they see as this year’s top objectives, toughest 
challenges, and hottest trends. 

It’s clear marketers continue to face one major, overarching 
challenge this year: Revenue-driven marketing is the goal, but not 
always the practice. 

While most marketers recognize “driving sales” as a top priority, it’s 
also the #1 challenge for over 27% of marketers – easier said than 
done. 

However, there’s hope. Despite the increasing complexity of digital, 
marketers continue to make strides toward revenue reporting with 
more marketers than ever investing in attribution this year.

Read on to discover your fellow marketers’ habits, tactics, and 
investments in 2015.
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2015 Survey Highlights
•	 Revenue maintains top billing. 

Sales is the #1 B2C and #2 B2B objective for the second year running. The 
marketing-sales alignment trend is sticking.

•	 Digital gets the buzz, but not the budget. 
While overall digital marketing spend is increasing YoY, marketers struggle to 
win more budget because of their continued inability to tie ROI to digital. As a 
result, about half of marketers spend less than 25% of their total budget online.

•	 Proving ROI has become a major challenge. 
For B2B marketers, "measuring and proving ROI" emerged as a major pain 
point with a sharp 46% increase YoY.

•	 Gut instinct trumps attribution. 
When it comes to allocating budget, it seems many marketers still rely on 
"gut instinct". Ability to prove ROI does not correlate with the channels 
used. Although 9% more marketers have invested in revenue reporting this 
year, 38% still don’t have an attribution model at all.

•	 Video dominates content marketing. 
3 out of 4 marketers (B2B & B2C) use video in their marketing mix, and 7 
out of 10 believe it's the most effective content marketing tactic, trumping 
eBooks, case studies, infographics, webinars, blogs, and mobile apps.

•	 Marketers are disenchanted with display. 
Surprisingly, only a single digit percentage of marketers (B2B & B2C) believe 
display is effective.

•	 Account-based marketing is the B2B secret weapon. 
Just 29% of B2Bs practice account-based marketing, but a whopping 95% of 
those that do find it effective.

•	 Marketers take mobile seriously. 
Of the 36% of B2B marketers who still lack a mobile-friendly site, 3 out of 4 
plan to invest in responsive design this year.
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What is the #1 objective of your digital marketing efforts?

Question

1

Lead generation is the #1 B2B digital 
marketing objective for the fourth 
year running.

Sales is top priority for B2Cs again 
this year.

Once the top ranking 

objective for B2Cs in 2012, 

brand awareness tumbled 

into fourth place, while 

“increase website traffic” 

grew 77% YoY.
[ ]
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What is your biggest digital marketing challenge?

Question

2

ROI trumps lead generation as the 
biggest B2B digital marketing challenge. 

The nearly 4-way tie for top B2B challenge 

highlights the rapidly changing landscape of digital, yet 

“proving ROI” emerged as a major pain point with a sharp 

46% increase YoY.[ ]

24% 
Proving ROI

23% 
Converting Leads

23% 
Generating Leads

8% 
Securing Budget

22% 
Producing Content

#1 
OBJECTIVE

B2B
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What is your biggest digital marketing challenge? (cont.)

Question

2

B2Cs struggle to convert leads to 
customers.

27% 
Proving ROI

12% 
Generating Leads

15% 
Securing Budget

12% 
Producing Content

Meanwhile, “proving ROI” fell from the top 
B2C challenge last year to a close second this year.[ ]

33% 
Converting Leads

#1 
OBJECTIVE

B2C



 2015 State of Digital Marketing  |  7

What percentage of your overall marketing budget goes 
to online marketing? (Vs. offline)

Question

3

Almost half of marketers spend only 25% or 
less of their budget online.

Less 
than 10%

10-25% 26-40% 41-60% 61-80% 81-100%

Despite the overwhelming adoption of digital, marketers 

struggle to secure online budget due to their continued 

inability to prove ROI. Of marketers that allocate less than 

10% to digital, almost half can’t tie ROI to digital channels.  

However, overall digital spend is rising with a 12% YoY 

increase in marketers that spend over 25% of budget on 

digital.
[ ]

20%

14% 12%
9%

19%

27%

&

WINNER

B2B B2C



 2015 State of Digital Marketing  |  8

Which of the following channels is a part of your digital 
marketing mix?*

Question

4

Contrary to popular belief, email is far from being “the 

dinosaur of digital.” Email is ubiquitous to B2B marketing. 

Why? Email is the one channel where 
the majority of B2Bs can prove ROI.

And, surprisingly only HALF of B2B marketers do SEM!

*Respondents were asked to choose all that apply.

[ ]

A whopping 93% of B2B marketers 
practice email marketing. 

93% 
Email

56% 
Paid Search

56% 
Display

87% 
Social Media

78% 
SEO

WINNER

B2B
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Which of the following channels is a part of your digital 
marketing mix?* (cont.)

Question

4

Although B2B marketers are closing the gap, B2Cs 
are 14% more likely to incorporate 
paid channels than their B2B counterparts.[ ]

Social media is the most commonly used 
B2C marketing channel. 

*Respondents were asked to choose all that apply.

80% 
Email

64% 
Paid Search

61% 
Display

87% 
Social Media

72% 
SEO

WINNER

B2C
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Which channel makes the biggest positive impact on 
revenue?

Question

5

Nearly 1/3 of marketers don’t know which 
channel makes the biggest impact on revenue.

26% 
Email

33% 
Not Sure

15% 
Paid Search

5% 
Display

5% 
Social Media

17% 
SEO

WINNER

&B2B B2C
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Which channel makes the biggest positive impact on 
revenue? (cont.)

Question

5

In fact, compared to a year ago, 6% more 
B2B marketers are unsure which 

channels drive the most revenue.

B2C marketers are gaining 
confidence in paid search and 
SEO, with a 29% increase and 57% increase in their ability to prove 

ROI, respectively. Display is the biggest surprise here, as even B2C 

marketers aren’t sure it’s working.

[
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Nearly 20% of marketers still rely on “website 
traffic” to measure success.

What is the #1 metric you use to measure digital 
marketing performance?

Question

6
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It’s no wonder marketers still struggle to prove ROI. Only less 

than 9% of B2B marketers track total revenue brought in by 

digital marketing. 

B2B marketers that measure digital 

success by “total revenue” are 41% more 

confident in their ability to prove ROI 

than those that choose any other metric.

Unsurprisingly, the 20% of B2Bs that 

measure success by website traffic have 

the toughest time proving ROI. Nearly 

half are “not sure” which digital channel 

makes the biggest impact on revenue.

[ ]
What is the #1 metric you use to measure digital 
marketing performance? (cont.)

Question

6

B2Cs narrowly beat out the B2B crowd with just over 12% 

tracking digital performance to revenue.[ ]

B2B

B2C

Conversion Rate

Website Traffic

Total Lead Volume

Not Sure

Total Revenue

Cost per Lead

Return on Ad Spend

Cost per Acquisition

20%
26%

18%

11%

9%

5%

7%

4%

WINNER
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21%
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7%

12%
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66% 
Email

23% 
SEO

21% 
Display

37% 
Paid 
Search

17% 
Social 
Media

When it comes to allocating budget, it seems many marketers 

still rely on “gut instinct”. Ability to prove 
ROI does not correlate with the 
channels used. B2B has stronger confidence in 

the effectiveness of email marketing, while B2C relies much 

more on paid search and social media.
[ ]
The overwhelming majority of B2B marketers 
use social media, yet only less than 17% can 
prove ROI.

*Respondents were asked to choose all that apply.

Do you have clear ROI from any of the following?*

Question

7

WINNER

B2B

WINNER

B2C

44% 
Email

31% 
SEO

25% 
Display

51% 
Paid 
Search

27% 
Social 
Media
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Which of the following attribution models do you use 
to measure ROI?*

Question

8

38% of marketers still lack an attribution model. 

*Respondents were asked to choose all that apply.

Yet, 9% more marketers have invested in attribution 

since last year. [ ]

21% 
Multi-Channel	
(all influencing touch points)

38% 
Don’t have an attribution	
model in place

19% 
Last Touch	
(conversion)

9% 
Other Custom Model

15% 
First Touch	
(lead source)

18% 
First and Last Touch	
(lead source & conversion)

WINNER

&B2B B2C
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Which of the following attribution models do you use 
to measure ROI?* (cont.)

Question

8

Almost 3 in 10 B2C marketers use 
the “last touch” attribution 
model, doubling from last year.[ ]

*Respondents were asked to choose all that apply.

23% 
Multi-Channel	
(all influencing touch points)

28% 
Last Touch	
(conversion)

8% 
Other Custom Model

12% 
First Touch	
(lead source)

18% 
First and Last Touch	
(lead source & conversion)

38% 
Don’t have an attribution	
model in place

WINNER

B2C
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Which of the following social media channels below 
have generated revenue for you?*

Question

9

LinkedIn is the best social channel for 
driving B2B revenue, while Facebook 
takes the cake for B2Cs.

a large percentage 

still don’t know if they 

generate revenue at all 

from social media.

Despite the hype, just over 

6% of B2C marketers have 

generated revenue from 

Pinterest.

[

[

]

]
*Respondents were asked to choose all that apply.

Facebook

LinkedIn

Pinterest

Twitter

37%

20%

3%

19%

12%

46%
Other

Not Sure

Facebook

LinkedIn

Pinterest

Twitter

14%
56%

6%

23%

9%

34%

Other

Not Sure

WINNER

WINNER

B2B

B2C
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Is your website mobile friendly?

Question

10

However, 78% of the B2B marketers 

without a mobile solution plan to 

invest in responsive design next year.[ ]
36% of B2B marketers continue to 
ignore mobile.

64% 
Yes

36% 
No

B2B

25% 
No

75% 
Yes

WINNER

B2C B2C marketers still have B2Bs beat 
when it comes to mobile. 

WINNER

78% 
Yes

22% 
No

WINNER
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Do you have a company blog?

Question

11

60% 
Yes

40% 
No

51% 
No

B2Bs have fully bought into content marketing: 
60% of B2B brands have a blog compared to only 
49% of B2C marketers.

49% 
Yes

WINNER

WINNER

B2B

B2C
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At least 	
once a week

At least 	
once a week

Once every 	
other week

Once every 	
other week

Once a Month

Once a Month

Once a Quarter

Once a Quarter

19%

14%

62%

15%

22%

3%

5%

1%

1%

Our Blog is Dead

Our Blog is Dead

No slackers here. 60% of marketers (both B2B 
and B2C) with a company blog post at least once 
a week.

How often do you update the company blog?

Question

12

58%

WINNER

WINNER

B2B

B2C
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Which of the following content marketing tactics do you 
use?*

Question

13

Video is the most widely used and the most 
effective content marketing tactic according to 
both B2B and B2C marketers. 

*Respondents were asked to choose all that apply.

eBooks

eBooks

Case Studies

Case Studies

Infographics

Infographics

Webinar

Webinar

Blogs

Blogs

Mobile Apps

Mobile Apps

Videos

Videos

28%

10%

69%

25%

54%

40%

64%

25%

19%

44%

61%

44%

76%

74%

WINNER

WINNER

B2B

B2C



B2B

B2C
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Videos beat webinars as the single most effective 
marketing tool for B2B marketers.  

B2C marketers agree videos are highly effective.  If 
you don’t have a video strategy for 2015, it’s time to 
catch up!

[

[

]

]

Which of the following content marketing tactics do you 
think is effective?*

Question

14

The surprise here is that B2B marketers favor 
infographics more than their B2C counterparts do.

*Respondents were asked to choose all that apply.

eBooks

eBooks

Case Studies

Case Studies

Infographics

Infographics

Webinar

Webinar

Blogs

Blogs

Mobile Apps

Mobile Apps

Videos

Videos

Other

Other

30%

15%

63%

32%

53%

40%

66%

34%

29%

47%

55%

46%

68%
11%

16%
73%WINNER

WINNER
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Even given the crowded space, only less than 
half of marketers (both B2B and B2C) have a 
marketing automation system in place.

Do you have a marketing automation system in place?

Question

15

49% 
Yes

51% 
No

This is a rare instance where B2B leads the pack.

55% 
Yes

45% 
No

35% 
Yes 65% 

No

WINNER

WINNER

WINNER

B2B B2C



 2015 State of Digital Marketing  |  24

Do you have a marketing automation system in place? 
(cont.)

Question

15

Only 38% of those that have a marketing automation 

system employ advanced tactics like 
progressive profiling.[ ]

Yet, those that do go the extra mile find progressive profiling effective.

38% 
Yes

62% 
No

WINNER

&B2B B2C
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B2B

B2C

33%

54%

67%

47%

Do you have lead scoring in place?

Question

16

67% of B2B marketers use lead scoring 
compared to 47% of B2Cs.

Yet, B2Cs are 
more confident 
in their ability 
to get it right. [ ]

WINNER

WINNER

Yes

NO

&B2B B2C

NO

Yes
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Do you believe your current lead scoring is useful and 
effective?

Question

17

3 out of 4 marketers believe in lead scoring.

68% 
Yes

32% 
No

74% 
Yes

26% 
No

WINNER

WINNER

B2B

B2C
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Do you use marketing personas?

Question

18

B2B

49%

51%

B2C

49%

51%

Do you think marketing personas are effective?

Question

19

B2B

10%

90%

B2C

10%

90%

WINNER

WINNER

WINNER

WINNER

&B2B B2C

&B2B B2C

NO

YES

NO

YES

YES

YES

NO

NO

Marketing personas get a big 
thumbs up from both sides.

About half of 

marketers use 

personas to shape 

their messaging 

and nearly 90% 
agree it’s 
effective.

[ ]
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If you haven’t tried 
account-based 
marketing yet, it’s time 
to give it a whirl. Only 
29% of B2Bs have 
tried account-based 
marketing, but 95% 
of those who have 
consider it effective.

Have you ever tried, or are you currently engaged in 
account-based marketing?

Question

20

29% 
Yes

71% 
No

Do you think account-based marketing is effective?

Question

21

95% 
Yes

5% 
No

WINNER

WINNER

B2B

B2B
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The fourth annual Webmarketing123 State of Digital 

Marketing Survey was conducted in the winter 

of 2014. Over 600 U.S. marketing professionals 

completed the survey. All participants responded to 

an email invitation, and answered questions using an 

online survey tool.

For more information about the survey, please contact 

marketingteam@webmarketing123.com.
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