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Key Takeaways

= Budget optimism is back, climbing = Al adoption is advancing beyond
across every company size content into journey mapping and
revenue forecasting
= Cost-center thinking is fading, as

demand gen gains greater strategic = BDRs and Al are sharing the lead
weight qualification workload

= Sourcing new pipeline remains the = ABM signals and needs-based
top KPI defining demand gen success account information are most

Important to Sales teams

ACtiVale  sutc ot bemand Gen2026 | iz marketne ACTIVATEMS.COM .



Respondent Demographics

Department Company Size
B Demand Generation Marketing 1-99
employees
Strategic Marketing m 100 - 499
employees
B Marketing Operations m 500 - 4,999
employees
m Field Marketing 5,000 - 9,999
employees
B Account Based Marketing 10,000+
employees
m Corporate Marketing
m Other
212 qualified demand-gen and tech 78% of respondents were from
marketer respondents North America (US and Canada)
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Budget & Demand
Gen Expectations




Budget optimism is on the rise

QUESTION TAKEAWAY
In the next 12 months, how do you expect Budgets are growing again, with 2026 marking the
your demand generation budgets to change? strongest growth outlook since 2021.

2021 m2022 m2023 m2024 w2025 m2026

49%

45% 46%
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18%
15%
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Enterprise companies more optimistic this year

In the next 12 months, how do you expect Large companies caught the optimism bug this year, as budget
your demand generation budgets to change? growth expectations spiked sharply over 2025 projections.

Companies with 5K+ Employees 2025 2026

55%

51%

26%

24%

17%
13%
6%

] - - ——
]

Grow significantly Grow somewhat Stay flat Decrease somewhat Decrease significantly
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Smaller companies double down on optimism

In the next 12 months, how do you expect
your demand generation budgets to change?

Companies with Less
than 5K Employees

9%

Grow significantly

activate

38%

15%

State of Demand Gen 2026

37%

Grow somewhat

«s Marketing

e.ee Charts

Smaller companies keep compounding their optimism;
growth expectations rose again on top of an already strong base.

m 2025 2026

43%

40%

9%

6%
I

Stay flat Decrease somewhat Decrease significantly
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Positive outlook across company size

In the next 12 months, how do you expect Overall, the market is feeling bullish, with the vast majority
your demand generation budgets to change? of respondents betting on stable to higher budgets.
B Less than 5K Employees 5K+ Employees
51%
40%

37%

26%

15% 17%
(]

6%

- %

Grow significantly Grow somewhat Stay flat Decrease somewhat Decrease significantly
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Goals reached, budget or not

Did you beat your demand generation goals last Nearly 3in 4 companies hit their demand gen goals last
year? year, despite budget worries and belt tightening.

B VYes No
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Attribution models are still up for grabs

Which revenue attribution model does your Marketing attribution remains a patchwork, no single
leadership primarily use to evaluate your demand model owns even a third of the market.
generation team'’s performance?

Marketing-sourced revenue - credit for deals marketing originated 25%

Marketing-influenced revenue - credit for any deal marketing touched 22%

Marketing-enabled revenue - credit for marketing’s role in supporting or

[0)
accelerating deals 8%

A combination of models depending on the audience or context 30%

We don’t have a consistent attribution model 13%

Unsure 3%
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Cost-center thinking is no more

How does leadership perceive your demand Most leaders now call demand gen a
generation efforts? strategic partner.

Viewed as essential to the company’s growth and closely integrated with

[0)
management strategies 19%

Considered a strategic partner with significant contributions 37%

Recognized for efforts but not seen as a key driver of revenue impact 35%

Seen as a cost center with limited impact 9%
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Essential and strategic delivers real edge

How does leadership perceive your demand Calling demand gen essential and strategic isn't just
generation efforts? flattery, it tracks with a real edge in hitting goals.

Viewed as essential to the company’s growth and closely 21%

integrated with management strategies 14%

40%
Considered a strategic partner with significant contributions
29%

Recognized for efforts but not seen as a key driver of revenue 30%
impact 48%

9%
Seen as a cost center with limited impact W Exceeded Demand Gen Goals

9% Did Not Exceed Demand Gen Goals
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KPI confidence running high for next year

Which best describes your outlook on meeting KPI confidence is running high heading into
or exceeding your team’s most important KPIs in next year.
the coming year?

63%

23%

14%

Somewhat positive Somewhat negative Extremely negative

Extremely positive

ACTIVATEMS.COM
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Pipeline, lead progression top success measures

Which of the following most closely describes how Sourcing new pipeline and progressing leads and inquiries
you define demand generation campaign to MQL stage top the list of success measures.
success?

New pipeline sourced 27%

19%

Marketing-qualified leads (MQLs) generated

New revenue sourced 17%

15%

New opportunities sourced

Sales-qualified leads (SQLs) generated 14%

5%

Quantity of opted-in/permissioned contacts

Other 3%
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Audience, accuracy, account info top partner priorities

Which of the following capabilities are most Marketers rank audience scale, data accuracy,

important to you when evaluating a content account- and lead-level details as most important.
syndication partner? (Select up to 3)

Volume and scale of permissioned contacts

48%

Data accuracy quality 45%

Details about the account and prospect 38%

Flexibility of content formats and number of assets accepted 35%

Access to pre-lead engagement signals from the prospect journey 31%

Speed and frequency of lead delivery 28%
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Pressure is the new normal, but the gap is closing

ROI pressure still tops the list, but branding and Al usage

To what extent do you agree or disagree with .
are closing the gap compared to last year.

the following statements?

B Strongly agree B Somewhat agree Total
Pressure to prove ROl on demand generation efforts is increasing 37% 37% 74%
Branding supports our demand generation efforts a great deal 35% 34% 69%

The use of Al will positively impact our ability to meet demand generation o
goals in the year ahead 27% 39% 66%

Our customers' purchase timelines have lengthened 26% 36% 62%

Our demand generation strategy is primarily always-on rather than

53%
campaign-based 17% 36% 6

Our demand generation strategy includes the use of key influencers to
reach and engage target buyers

15% 36% 51%

Demand generation budgets are releasing later than they used to 17% 30% “7%

Our technology stack is fully optimized to help us meet our demand

i 32%
generation goals 9% 23% A
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Trust in 3rd-party intent data has fallen

To what extent do you agree or disagree with Trust in 3rd-party intent data hanging in the balance;

the following statements? "The reliability of intent data has ~ MOre marketers are losing faith than gaining it.
declined over the past 12 months.”

34%
31%

17%

13%

5%

Strongly agree Somewhat agree Neither agree or disagree Somewhat disagree Strongly disagree
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High awareness of Al features, average-to-good adoption

For each of the following tools or platforms in your While feature awareness clears 50% across almost the entire
technology stack, please indicate your use of their Al stack, active use hovers at just half that level, showing teams
features. remain in an adoption phase.
m Actively using Al features m Aware of Al features but not using them Total
Ad platforms (e.g. Google Ads) 43% 31% 74%
Analytics/Bl (e.g. Google Analytics) 72%
CRM (e.g. Salesforce) 68%
Sales engagement platform (e.g. Outreach) 64%
Marketing automation/MAP (e.g. Marketo) 61%
Data enrichment/intelligence (e.g. Zoominfo) 31% 28% 59%
Content syndication platform 27% 31% 58%
ABM platform (e.g. 6sense) 56%
Intent data platform (e.g. Bombora) 25% 27% 52%
CMS (e.g. WordPress) 23% 26% 49%
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ABM programs led the pack last year

Thinking about 2025, which demand generation ABM program growth leapfrogged prior year
tactics/channels did you increase the most? darlings: Social and Paid Search.

(Select up to 3)

TN 33%
I 2596
I 4%
I 23%
Email marketing [ 23%
Online events (e.g. webcasts) [N 3%
Al-powered outreach [ 239
Paid search [ 229
Content syndication [ 219
Lead nurturing [ 159
Display/programmatic advertising |GGG 12
Influencer/analyst marketing |GG 2
Review site/community programs (e.g. G2, TrustRadius) [ IEGTNIGEGEGEGEGEGEGEEEEE o
other [N 3%

Account-based marketing (ABM) programs
Social (including Reddit and LinkedIn)
High-quality lead programs (Late-funnel, HQL/SRL)

Live events
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Those who beat goals diversified their strategy

Thinking about 2025, which demand generation Marketers who beat goals focused more on demand

tactics/channels did you increase the most?
(Select up to 3)

Account-based marketing (ABM) programs
Al-powered outreach

Content syndication

High-quality lead programs (Late-funnel, HQL/SRL)
Online events (e.g. webcasts)

Social (including Reddit and Linkedin)

Paid search

Email marketing

Live events

Lead nurturing

Display/programmatic advertising
Influencer/analyst marketing

Review site/community programs (e.g. G2, TrustRadius)
Other

gen, digital events, and automation, hat tip to review
sites/social proof.

. ()
. 44%
—150/ 25%
(0]
—150/ 24%
(o)
I D £.0),
24%
—W 24%
(o)
e LA
33%
[ A
20%
. D)%/,
24%
I — 9%,
35%
R | 30/
5%
I | 30
17%
_9<V 13%
0
o 1% B Exceeded Demand Gen Goals
(o]

_2%4% Did Not Exceed Demand Gen Goals
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ABM, Al, late-funnel programs are next year's bets

In the coming 12 months, which demand ABM and Al outreach are the two bets being made
generation tactics/channels do you expect to for next year, as are late-funnel (HQL/SRL)
increase the most? (Select up to 3) programs.

Account-based marketing (ABM) programs
Al-powered outreach

High-quality lead programs (Late-funnel, HQL/SRL)
Lead nurturing

Live events

Email marketing

Social (including Reddit and LinkedIn)

Online events (e.g. webcasts)

Influencer/analyst marketing

Review site/community programs (e.g. G2, TrustRadius)

Content syndication

Paid search [EEEEEGEGN 127
Display/programmatic advertising ||| GGG s
other [N 4o
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Channel, not quality, divides winners

In the coming 12 months, which demand
generation tactics/channels do you expect to
increase the most? (Select up to 3)

Account-based marketing (ABM) programs
Al-powered outreach

High-quality lead programs (Late-funnel, HQL/SRL)
Lead nurturing

Live events

Email marketing

Social (including Reddit and LinkedlIn)

Online events (e.g. webcasts)

Influencer/analyst marketing

Review site/community programs (e.g. G2, TrustRadius)
Paid search

Content syndication

Display/programmatic advertising

Other

ACLIVAL®  site of Dermand Gen 2026 o

Lead quality isn't the divide, channel is: paid search
and digital events versus live events and branding.

. 4%,
24%

Wl

I 1 8%
22%
. "] %,
22%
—W 17%
0
I 1 7%
7%
I 50y
13%
I |59
7%
I 1 4%
15%
I 7%
> 1%

33%

B Exceeded Demand Gen Goals

o o% Did Not Exceed Demand Gen Goals
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Case studies continue to do double duty

Which content types do you find to be most Customer case studies are doing double duty, topping both
effective at the top-of-funnel / middle-of-funnel / middle- and bottom-of-funnel picks for most effective.
bottom-of-funnel (BOF)? (Select up to 3)

70% Top-of-funnel Middle-of-funnel Bottom-of-funnel
60% ® Customer case studies
® Customer case studies ROI calculators
® Videos
50%
® Solution briefs
40% Live events ® Webcasts .
Blogs 8 In-depth white papers or e-books Live events
é .
. ' 'Research ¢ Infographics Virtual events ® |In-depth white papers or e-books
30% Concise white papers - ®_ solution briefs
Research
20% ® Podcasts ® Concise white papers
(0]
10%

0%
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Live events, case studies rule ROI

In your opinion, which content types deliver Live events and case studies appear to
the highest ROl overall? (Select up to 3) remain the ROl heavyweights.
36%
31%
29%
25%
[0)
20% 19% 18% 18%
16%
12%
[0) [0)
8% 7% 8%
Live events Customer Videos Webcasts ROI Research In-depth Virtual Concise Solutions Podcasts Blogs Other Unsure
case studies calculators white papers events  white papers briefs
or e-books
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Live events split the room

In your opinion, which content types deliver Is execution the deciding factor? Virtual events and proof-
the highest ROl overall? (Select up to 3) based content delivering for those who beat goals.
58% B Exceeded Demand Gen Goals Did Not Exceed Demand Gen Goals

31% 31%  21%

27% 0
24% 27% 529 24%
° 20% 20% 20%20% g, 20%
16% . 14%
11% 13%
9% 8% 8% 9%
4% 4% 4% o
= B= BN >
Customer Videos Live events Webcasts Research Virtual ROI In-depth Solutions Concise Podcasts Blogs Unsure Other
case studies events calculators white papers briefs white papers
or e-books

aCtlvate State of Demand Gen 2026 Pt ACTIVATEMS.COM



| Artificial
o Intelligence

State of Demand G




Al is more pervasive

How is your organization currently using Al in Al still mostly a copywriting tool for email but

email-based prospecting or lead nurture? becoming more utilized in outbound email workflows.
(Select all that apply)

Al-assisted email copywriting or personalization

57%

Al-driven nurture workflows triggered by behavioral signals 31%

Al for determining outreach timing or frequency optimization 26%

We are not currently using Al in email prospecting or nurture 21%

Fully automated Al email sequences with no human review

18%

Other 4%
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Al use is expanding beyond content

In the past 12 months, have you increased Al is moving beyond content creation to create value
your use of Al in any of the following areas? in key content strategy areas for marketers.
(Select all that apply)

Content creation | — cao
Personalization [
Audience segmentation |, <%
Testing and optimization [ NNEGEGEGEGEGEGEGEEEEEEEEEEEEEE 2
chatbots | 2
Lead scoring | o
Predictive analytics [|[|NNENEGEGEGEGEGEEEEEEEEEE 24
customer journey mapping [||IIEGEGEGEEGEEEEEEEEEE 2z
Sales forecasting _ 22%
Appointment setting _ 16%

Reputation Management - 6%
None of the above - 3%
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Al use is expanding beyond content

In the past 12 months, have you increased Content creation is plateauing; Al adoption is moving
your use of Al in any of the following areas? into audience segmentation, journey mapping, and
(Select all that apply) sales forecasting.

68%

Content creation 68%

N 47%
P S O Az O e /()

. . [0)
AU ONCE S g M e N A O N 207 e

. NP 7%
Testing and optimization e
32%
a0 o 500

Lead SCONNg e 050,

Predictive analylics e ——— 750,
i ; 23%
Customer Journey Ma PPN g e 15%

Sales forecasting | —— 11 22% 2026
Appointment setting oy >0 2025

Reputation Management g 2% e%

3%
None of the above ey o/
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Automated lead scoring goes mainstream

QUESTION TAKEAWAY

Are you using Al or machine learning to score

Al and Machine Learning lead scoring has crossed
leads from your demand generation efforts?

the tipping point; more companies use it than don't.

56%

31%

14%

Yes Unsure

aCtlvate State of Demand Gen 2026 il
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Automation adopters pull ahead

QUESTION TAKEAWAY

Are you using Al or machine learning to score

Automation adopters are pulling ahead; lead
leads from your demand generation efforts?

scoring adoption tracks with hitting goals.

58%

B Exceeded Demand Gen Goals

49% m Did Not Exceed Demand Gen Goals
(o]

38%

29%

14% 13%

Unsure

Yes No
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Confidence in lead scoring still a mixed bag

How confident are you in the current approach to Some marketers confident they've cracked
scoring leads from demand generation efforts? the code, but still a work in progress for most.

59%

17% 17%

7%

Extremely confident Moderately confident Slightly confident Not at all confident
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Confidence in lead scoring still a mixed bag

How confident are you in the current approach to Adopters trust automated scoring far more
scoring leads from demand generation efforts? than those who haven't yet taken the leap.

B Using Al or machine learning to score leads from demand generation efforts

66%
Not using Al or machine learning to score leads from demand generation efforts
54%
23% 0
18% 20%
12%
9%
Extremely confident Moderately confident Slightly confident Not at all confident
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BDRs go high-tech

BDRs are going high-tech; Al agents screening leads

When thinking about telephone outreach to leads,
and setting appointments for Sales doubled this year.

which of the following best describes your
organization’s approach?

w2025 2026
60%

54%

27%

20%
16%
12%
8%
[ -
We have a lead qualificationteam  We use Al agents to screen leads We do not have a lead qualifying Unsure
that screens leads and sets and set appointments for sales team, leads go straight to sales

appointments for sales

ACTIVATEMS.COM
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Winners are moving faster on Al agents

When thinking about telephone outreach to leads, Marketers who beat goals experiment with Al agents
which of the following best describes your to screen and set more so than others.
organization’s approach?

64% B Exceeded Demand Gen Goals Did Not Exceed Demand Gen Goals
(0]
58%
24%
(o)
20% 17%
[0)
7% 5% 4%
We have a lead qualificationteam  We use Al agents to screen leads We do not have a lead qualifying Unsure
that screens leads and sets and set appointments for sales team, leads go straight to sales

appointments for sales

aCtlvate State of Demand Gen 2026 marketing ACTIVATEMS.COM




Skipping lead qualification is falling out of favor

QUESTION TAKEAWAY
When thinking about telephone outreach to leads, which of the Skipping lead qualification is falling out of favor for
following best describes your organization's approach? “we do marketers, broadly.

not have a lead qualifying team, leads go straight to sales.”

m Exceeded Demand Gen Goals

m Did Not Exceed Demand Gen Goals

32%
24% 24%

17%

2025 2026
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Signhals and needs-based account info beat BANT

In the opinion of your sales team, which of the following Sales teams prioritize ABM signals, needs-based
indicators are the most important to capture prior to account info, and data accuracy above all else.
engaging a lead/account? (Select up to 3)

Positive intent/behavioral data 44%

In-depth understanding of customers’ needs 42%

Accurate contact information

41%

Active or sustained engagement history

37%

High lead score/status 33%

Qualified via BANT 29%

Reputable lead source

Other . 2%

20%
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Account signal and penetration rate highest

Please rate the importance of each engagement

signal below. (1 = Not at all important,
Extremely important)

At least one deep-funnel engagement (e.g. live
webcast attendance)

More than one MQL from Account
Intent data

Web visit from Account

One MQL from Account

Social engagement from Account

activale  <uic of bermand cen 2026

Deep-funnel engagement signals and account

5= penetration rank highest versus other signals.

N
W

Not at all important

«s Marketing
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3.8

5

Extremely important
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