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Large B2B marketing organizations are evolving to address 
market challenges, competitive threats and changing consumer 
behavior. This study examines the status of Marketing’s 
YLPU]LU[PVU�HUK�ÄUKZ�H�Z\YWYPZPUNS`�\UL]LU�JVTTP[TLU[�[V�
creating real change.
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EXECUTIVE SUMMARY

Business-to-Business (B2B) companies recognize 
that an evolution in marketing is necessary to adapt to 
today’s external forces. This study, jointly conducted 
I`�:WHYRZ�.YV]L�HUK�,JVUZ\S[HUJ �̀�PKLU[PÄLZ�MV\Y�
distinct types of B2B companies. The four types are 
KLÄULK�I`�4HYRL[PUN»Z�M\UJ[PVUHS�YLZWVUZPIPSP[PLZ�HUK�
Marketing’s relationship with Sales.

Within this continuum we see the Sales Led 
organization and the Marketing Led organization. 
Both have unique challenges and limit the 
contributions possible by the corresponding function. 

Two-thirds of responding B2B organizations classify 
themselves “in the middle” of this spectrum with some 
form of partnership between Sales and Marketing. 
Our study, however, reveals that more than half of 
these organizations mistakenly believe that their 
arrangement maximizes the value of their marketing 
function, when in fact Marketing is often hindered 
from contributing to meaningful growth. We’ve labeled 
these organizations False Partnerships.

6\Y�ÄUKPUNZ�ZOV^Z�[OH[�True Partnership 
organizations (in which there is joint contribution and 
accountability between Sales and Marketing) are 
ZPNUPÄJHU[S`�TVYL�SPRLS`�[OHU�[OLPY�False Partnership 
peers to enjoy substantial company growth. 

>L�ÄUK�^P[OPU�True Partnership companies,  
Marketing has revenue responsibility and plays a 
lead role in customer insights, lead generation, 
innovation, customer experience, and product/service 
development.

:[\K`�ÄUKPUNZ�HSZV�Z\NNLZ[�[OH[��V]LY�[PTL�� 
Sales Led and False Partnership organizations’ 
performance will deteriorate further. 

Those companies that recognize the implications 
presented by the 2013 Reinvention of B2B Marketing 
Study and respond to the need for reinvention can 
take full advantage of the expertise and impact of the 
Sales and Marketing functions. 
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EVOLUTIONARY FORCES

Recent years have shown that few industries or 
entities are immune to disruption. The Global 
Financial Crisis of 2008 constricted credit markets, 
ZPNUPÄJHU[S`�YLK\JLK�KLTHUK�HUK�JYLH[LK�PTTLUZL�
LɉJPLUJ`�WYLZZ\YLZ��SLHKPUN�THU`�ZLLTPUNS`�
stable organizations to explore new solutions to 
VSK�WYVISLTZ�PU�VYKLY�[V�Z\Y]P]L��;OLZL�LɈLJ[Z��
combined with digitalization’s impact on how 
businesses research, evaluate, source and 
W\YJOHZL�NVVKZ�HUK�ZLY]PJLZ��OHZ�ÄUHSS`�W\[� 
the reinvention of the B2B marketing practice  
on the table. 

This report explores what Marketing’s reinvention 
VɈLYZ�)�)�LU[LYWYPZLZ��^OH[»Z�Z[HUKPUN�PU�[OL�^H`�
of reinvention in most organizations and, most 
importantly, how to overcome those obstacles.

EXPECTATIONS & CHANGES

6\Y�Z[\K`�ÄUKPUNZ�YL]LHS�[OH[�SLHKLYZ�PU�)�)�
organizations aren’t unaware that the ground is 
shifting. There is a strong marketing evolution 
movement in B2B across industries and sectors. 
90% of respondents to The 2013 Reinvention of 
B2B Marketing Study believe that marketing can 
contribute more to the enterprise, but the way in 
which companies choose to react varies greatly. 

(�JLU[YHS�ÄUKPUN�[V�V\Y�YLZLHYJO�PZ�[OH[�THU`�
organizations believe that they have built a new 
foundation for marketing, but have merely  
JHYWL[LK�V]LY�H�OVSL�PU�[OL�JVTWHU`�ÅVVY�

FOUR TYPES OF  
B2B ORGANIZATIONS

>L�ÄUK�[OL�YLSH[PVUZOPW�IL[^LLU�:HSLZ�HUK�
Marketing is fundamental to determining the scope 
and impact of organizational change.

<ZPUN�[OPZ�ÄS[LY��^L�PKLU[PM`�MV\Y�VYNHUPaH[PVUHS�
models; delineated by Marketing’s responsibilities 
and relationship with Sales (shown in Figure 1 on 
page 4). 

While 66% have made, or are taking steps, to 
evolve marketing in some capacity, their progress is 
uneven at best. Some have made small tweaks to 
YLZWVUZPIPSP[PLZ��^OPSL�V[OLYZ�OH]L�THKL�ZPNUPÄJHU[�
progress in transforming marketing’s contribution.

Sales Led companies (34%) follow a traditional 
model, with marketing playing a useful, but 
supporting role. At the other end of the spectrum, 
there are a small number of Marketing Led 
companies (8%) where marketing is responsible for 
predicting and driving revenue growth.

It’s the majority (58%) in the middle however, that 
are the most interesting. These organizations see 
themselves as having some degree of Sales and 
Marketing partnership. But not all partnerships 

are created equal. 

Roughly half of all partnerships describe their 
marketing departments as having a broad role and 
YL]LU\L�THUKH[L��I\[�V\Y�Z[\K`�ÄUKZ�[OH[�[OL`�SHJR�
Z\ɉJPLU[�V^ULYZOPW�HUK�HJJV\U[HIPSP[`�[V�M\SÄSS�P[�
(False Partnerships). 

In True Partnership organizations (also close to 
half of all partnerships and 28% of the total sample) 
marketing has the responsibility and capabilities 
that match its accountability.

¸(IV\[�Ä]L�`LHYZ�HNV�^L�ZH^�[OH[�YL]LU\LZ�
^V\SK�NV�Vќ�H�JSPќ�PM�^L�KPKU»[�TV]L�V\Y�MHJL�
[V�MHJL�ZLY]PJLZ�VUSPUL�HUK�[Y`�[V�THPU[HPU�]HS\L�
HUK�WYPJPUN��;OH[»Z�THYRL[PUN»Z�^VYSK��UV[�ZHSLZ�¹

�)�)�,?,*<;0=,�3,(+,9:/07��-05(5*0(3�:,9=0*,:����)��(55<(3�9,=,5<,
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IMPACT OF EVOLUTION: GROWTH 
REQUIRES TRUE PARTNERSHIP

As shown in Figure 2 on page 5, Marketing Led 
companies sit on the extremes of high growth and 
MHSSPUN�YL]LU\L��>L�ÄUK�[OPZ�YPZR�YL^HYK�WYVÄSL�
may be in some ways structural (many of these 
companies are built on a digital or ecommerce 
model) or marketing’s evolution may have directly 
followed strong revenue decline. We believe this 

model may be uniquely appropriate in rare 

instances only. 

Sales Led companies generally experience more 
stability, but they are also less likely to enjoy high 
growth. Over half of them (52%) sit comfortably in 
the growing slowly category. This perceived stability 
may discourage these organizations from pursuing 
healthy evolution of their go-to-market functions.

The performance of the Partnership companies 
varies substantially. True Partnership companies 
are 40% more likely to be growing quickly than 

their False Partnership peers and 27% more likely 
to be growing quickly than Sales Led companies. 
Conversely 22% of False Partnerships are 
mired in stability (compared to only 13% of True 

Partnership companies).

We believe the appropriate target and aspiration  
for the vast majority of B2B companies is the  
True Partnership model.

TRUE PARTNERSHIP  
MARKETING FUNCTIONS

Critical factors to marketing's evolution include 
marketing’s relationship with revenue and its 
PUÅ\LUJL�V]LY�J\Z[VTLY�MHJPUN�M\UJ[PVUZ�IL`VUK�
promotion and acquisition. Marketing functions in 
True Partnership companies stand out in many 
ways:

̶ Far more likely to own customer experience  

 management than their False Partnership peers  
 (60% vs. 25%) 

Source: Sparks Grove/Econsultancy 2013 Survey of B2B Marketers
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̶ Far more likely to own new product   

 development (70% vs. 31%)

̶ Have ownership of customer research and  

 insights (76% vs. 50%) and 

̶ Much more likely to actively embrace sales  

� Z\WWVY[�LɈVY[Z�rather than downplaying  
 those responsibilities (72% vs. 55%). 

THE PATH TO REINVENTION  
& GROWTH

6\Y�Z[\K`�ÄUKZ�[OH[�VYNHUPaH[PVUHS�YLHZVUZ�MVY�
enacting change in the marketing function vary, but 
common catalysts include realization of a changing 
customer value proposition, new executive 
leadership and competitive pressures.

Source: Sparks Grove/Econsultancy 2013 Survey of B2B Marketers
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Our analysis also reveals that marketing requires 
executive sponsorship to build the case for 
transformation. Interviews, marketer comments  
and survey analysis strongly suggest that 
successful reinvention requires more than an 
intellectual reason for change but a true cause 
or catalyst that can inspire action and long-term 
organizational commitment. 

The full 2013 Reinvention of B2B Marketing Study, 
available to Sparks Grove and Econsultancy 
clients and research webinar participants, provides 
YLJVTTLUKH[PVUZ�HUK�ZWLJPÄJ�HJ[PVUZ�YLSH[LK�[V�
marketing reinvention for all organizational types.

CONCLUSION

Growth in the B2B environment will require actively 
enabling the Marketing function in order to allow 
it to provide value in line with its full potential. 
This ultimately means providing a seat next to 
Sales at the B2B executive round table and a 
True Partnership between those functions. The 
mark of a True Partnership includes Marketing 
accountability for revenue; ownership of customer 
PUZPNO[Z��UL^�WYVK\J[�ZLY]PJL�HUK�KPNP[HS�PUUV]H[PVU�
for the organization; and strong enablement of the 
sales force and sales function. 

Those organizations lacking this fully developed 
partnership must inspire change by recognizing the 
environmental and customer indications of need 
and creating a meaningful call to action. 

Those who evolve and reinvent Marketing—in order 
to empower both Marketing and Sales—will be 
the companies that experience lasting growth and 
KPɈLYLU[PH[PVU��

THE STUDY & METHODOLOGY

;OL�ÄUKPUNZ�HUK�HZZVJPH[LK�YLJVTTLUKH[PVUZ�PU� 
this paper originate from a joint study conducted by  
Sparks Grove and Econsultancy in late 2013. 

The study was initiated as a result of Sparks Grove’s 
VIZLY]H[PVUZ�VM�KPќLYPUN�)�)�JSPLU[�THYRL[PUN�
responsibilities and Econsultancy’s recognition of 
the digital impact to B2B marketing practices. Both 
organizations determined that a study to evaluate  
the status, drivers and opportunities arising from  
)�)�4HYRL[PUN»Z�L]VS\[PVU�JV\SK�WYV]PKL�ZPNUPÄJHU[�
value to our respective clients. 

The study included interviews with senior B2B 
marketing leaders and an online survey of over 425 
enterprise-level B2B marketers. Responses from 
marketing decision makers at a manager level and 
above in organizations with annual revenue greater 
than $250 million were included. Study participants 
represented a cross-section of industries including 
ÄUHUJPHS�ZLY]PJLZ��TLKPH�HUK�LU[LY[HPUTLU[��
healthcare, and retail, among others. 

This sample allows us to view the data at a  
JVUÄKLUJL�SL]LS�VM� ����^P[O�H�THYNPU�VM�LYYVY� 
of +/- 4 percentage points.

 

FULL RESEARCH RESULTS

This abstract contains summary level data and 
interpretation of a more extensive and detailed 
research report available to Sparks Grove and 
Econsultancy clients.
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ABOUT SPARKS GROVE

Sparks Grove is an innovation agency that integrates 
marketing, design, and technology. We create 
predictive and disruptive solutions to help the world’s 
largest brands realize what’s possible. Sparks Grove 
is a division of North Highland, a global management 
JVUZ\S[PUN�ÄYT�^P[O�\UWHYHSSLSLK�Z[YH[LN`�[OYV\NO�
execution capabilities.

sparksgrove.com

twitter.com/sparksgrove

linkedin.com/companies/sparks-grove 

 
ABOUT ECONSULTANCY

Econsultancy helps clients achieve digital   
marketing and ecommerce excellence through 
access to intelligence and capabilities development 
resources. These include premium subscriptions, 
research, training and elearning, consulting and 
events. Founded in 1999 and with over 200,000 
registered users worldwide, Econsultancy is a  
SLHKPUN�H\[OVYP[`�PU�P[Z�ÄLSK�

econsultancy.com

twitter.com/econsultancy

linkedin.com/company/econsultancy
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