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Gone are the days of B2B marketing organizations operating as the glorified arts and crafts 
department. And for SaaS businesses in particular, owning a piece of the sales pipeline is a great 
start but still limiting.  After all, in SaaS, getting the deal is just the beginning.  Maximizing 
engagement and conversion  from each stage of the funnel and buying journey is where the real 
scale and profitability for your business exists.

Imagine decreasing your marketing spend by 15 percent, yet increasing lead volume by 11 percent 
and increasing lead-to-opportunity conversion rate by another 9 percent.  For many companies, 
that would spell a dramatic increase in marketing productivity (not to mention higher sales and 
greater revenue yield).

Unlocking that value in your business is closer than you think. 

In this executive Chief Marketing O�cer (CMO) briefing, we will examine and detail how leading 
high-growth B2B CMOs, and particularly those operating in SaaS businesses, are embracing a 
new strategic approach to unlocking far greater revenue impact, results and scale.

A NOTE TO B2B MARKETING LEADERS
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B2B CMOs must embrace new 
innovative ways to engage 
prospective customers at every 
step of the buyer journey.
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A QUICK LOOK AT THIS GUIDE

Most organizations already 
have the insights and data they 
need to make smarter 
decisions and drive greater 
revenue impact, yet that data 
is often locked in silos, and is 
never activated in their 
campaigns and channels.

A focus on marketing 
intelligence can unlock 
massive value and revenue 
results for the entire 
organization.
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While the opportunity for B2B SaaS CMOs has never been greater, the 
challenges of achieving success are also high and growing increasingly more 
complex.  At the top of the list of challenges keeping CMOs up at night are:

MARKETING IS BECOMING MORE COMPLEX

Increasingly Complex 
Selling Environments
Sales cycles are getting longer, and internal buying committees 
are getting larger.  Combine those with increasing complexity 
for how companies sell and you have a perfect recipe for 
confused prospects, stalled deals and missed customer 
revenue opportunities.

Revenue Fulfillment vs
Acquisition Focus
 
With early stage companies in particular, the majority of focus is 
put on acquiring new customers – and often for good reason 
early on. Few companies adequately pivot e�ectively and early 
enough to focus on earning ongoing loyalty and advocacy that 
drives higher and more advanced revenue targets.

More Data = Less Clarity, 
Insights & Actions
One would think that the increasing amount of data available to 
B2B CMOs is helpful.  Unfortunately, more data often leads to 
silos, fewer complex insights and fewer stories to tell your 
customers and your sales team to help drive interest, urgency 
and higher revenue.

Market Conditions are 
Changing Rapidly
Sales cycles are getting longer, and internal buying committees 
are getting larger.  Combine those with increasing complexity for 
how companies sell and you have a perfect recipe for confused 
prospects, stalled deals and missed customer revenue 
opportunities.
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For those who want to increase their impact on the business and drive proactive, 
sustained and predictable revenue performance, today’s most advanced and 
successful CMOs tend to focus in the following five areas:

FORTUNATELY, IT’S NOT ALL BAD NEWS

Revenue Impact
of Marketing

All decisions, priorities and initiatives are 
chosen and measured based on their 
revenue impact.  This includes a tight 
synchronization on the goals of the sales, 
customer success and account 
management teams, and alignment of all 
marketing activities around the target 
customer, buying journey and full customer 
success lifecycle.

Predictable, Repeatable
& Scalable Impact

Rather than constantly generate “random 
acts of marketing”, market-leading B2B 
CMOs seek a foundation of programs that 
repeatedly and predictably generate results.  
This focus drives greater productivity of 
resources (sta� and budget), increases 
throughput on revenue priorities, and gives 
the overall team more room and bandwidth 
to test new creative ideas to expand impact 
and scale even further.
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An Intelligent, Advanced 
Approach to Data

Increasingly for B2B businesses, their 
approach and leverage of data is separating 
winners from losers, market leaders from 
laggards.  Smart CMOs are establishing a 
fundamental approach to marketing 
intelligence and leverage that is increasing 
precision, relevancy and impact of customer 
conversations.:  Smart B2B CMOs realize 
that comprehensiveness isn’t the goal.  
More activity isn’t the goal.  Impact is all that 
matters.

Focus on Impact 
vs Transparency

Smart B2B CMOs realize that 
comprehensiveness isn’t the goal.  More 
activity isn’t the goal.  Impact is all that 
matters.
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Many B2B demand generation and operations teams 
put a focus on data management – keeping clean, 
accurate and up-to-date information about their 
customers and prospects - in an attempt to engage 
the buyer throughout their journey. And while clean 
data sounds nice, it simply is not su�cient at driving 
predictable, e�cient and scalable revenue 
performance across your customer-facing teams and 
activities.

Clean data isn’t the answer, nor is it your goal.  Clean 
data sitting in your database does not help you make 
money.  Accurate data that is not coupled with 
customer and market insights fails to give you the 
intelligence and leverage you need to have smarter, 
more impactful conversations.

Managing data accuracy and organization is not an 
e�ective strategy.  Actionable, scalable intelligence 
is the competitive di�erentiator helping market-lead-
ing B2B SaaS companies drive broader revenue 
results.

IT’S NOT JUST ABOUT MANAGING DATA
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According to the Harvard 
Business Review, 55 percent of 
companies rank data as highly 
influential to their go to market 
strategy. Yet only four percent 
of those organizations place a 
high priority on improving their 
data strategy.
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BECOMING MORE INTELLIGENT WITH DATA

According to SiriusDecisions, B2B organizations can generate up to 70 percent more revenue than a typical 
organization by improving the quality of their data.  But data quality is just the beginning.  Marketing intelligence is 
all about connecting your data together, unlocking it’s value, and activating it in programs, campaigns, and 
channels that drive greater impact and results. Marketing Intelligence should be at the heart of your marketing-led 
revenue revolution.

There are several reasons why becoming more intelligent with data has helped B2B organizations embrace and 
achieve greater lifetime revenue results:

What insights, based on your understanding of 
target customer personas and their buying 
journey, will help you identify when certain 
customers are ready to buy, and buy again?  
These insights are not tied to having more data.  
You don’t win more customers by simply 
collecting more information about them.  The 
right data, applied together in an intelligent 
way, delivers actionable and repeatable stories 
your customer-facing teams and marketing 
campaigns can leverage.

It is not enough to simply “enrich” your data.  
Does it really matter if you have 10 data points 
on each customer vs 20, 50 or even 100 data 
points?  If you can’t take action on that 
information, what value is it to you?  Many 
companies spend countless dollars on 
enrichment with little to no ROI to show for it.  
Smart B2B CMOs focus instead on actionable 
data, combined with processes that help their 
teams deliver marked improvements through the 
funnel.

More Data vs the 
Right Data

Don’t Just Enrich Your
Data, Activate It
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Some of your most valuable buyer and custom-
er insights have a short shelf life.  What your 
customer is experiencing today might change 
significantly by tomorrow, let alone next week.  
Your ability to intelligently derive insights from 
your combined data and quickly take action is 
paramount.  Fast data that engages your 
prospects and customers at the right moment 
is increasingly a make or break di�erentiator to 
drive more frequent revenue-driving decisions 
by your customers.

Faster Time to 
Insight

Demand generation teams are consistently 
looking to improve engagement with their 
campaigns and programs throughout the funnel, 
A 20% lift at the top can lead to impressive 
revenue growth. The same applies for 
improvements at each stage of the funnel. Your 
ability to activate data quickly to power targeted 
programs will lead to improvement.

A Lift In Conversions 
Across the Funnel
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SCOTT BRINKER’S DATA OPERATIONS
MATURITY FRAMEWORK

The following framework by Scott Brinker cleanly communicates the di�erences 
between data management and marketing intelligence.  At the bottom are table 
stakes.  At the top - marketing execution and intelligence - are where today’s most 
successful SaaS businesses focus.
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A FOCUS ON TIME TO IMPACT

The benefits of moving beyond just data 
management are numerous and include:
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Utility
Better insights lead to more natural, 
impactful customer stories and 
conversations, as well as greater 
customer-facing team adoption and 
conversion of insights into conversations 
and action.

Impact Clarity
Mapping insight impact to action and 
conversion across your platforms is clear, 
simpler and easy to communicate to your 
leadership peers and board.

Segmentation & Personalization
Marketing intelligence makes having 1:1 
conversations with customers at scale 
possible.

Funnel Growth
With all due respect to every other benefit of 
marketing intelligence, the measurable and 
immediate impact on revenue growth is 
paramount and worth the price of 
admission.

Speed
Faster insights and action lead to more lead 
conversions, better opportunities and higher 
revenue. 
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DIAGNOSE YOUR DATA-DRIVEN
GROWTH STRATEGY

To determine your current state and readiness to pivot to a focus on marketing intelligence, 
address the following questions inside your marketing organization:
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1. 
Is your data easily accessible?

2. 
Are you connecting your disparate marketing, sales, 
and engagement platforms and data together?

3. 
Do you have your customer’s buying journey 
mapped to key stages of the buying and customer 
engagement process?

4. 
Do you know precisely which insights represent 
buying signals and trigger events for your prospects 
and customers, unlocking value that drives 
engagement?

5. 
How quickly are you currently converting customer 
information and insights into action that improve 
campaign performance?
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To convert this opportunity into revenue results for your 
organization, we recommend you focus on the following 
six areas first:

#1
Prioritize Data Type, Sources, 
Objectives & Use Cases

Forget comprehensiveness and cleanliness.  Focus on 
data that is actionable.  Think about specific 
customer-facing use cases and work backwards to the 
insights you need to deliver desired marketing, sales, 
account management and customer behavior.

#2
Pivot Based on Your Full Customer 
Lifecycle Revenue Journey

Seek to better understand the full customer lifecycle 
journey, including key moments that drive purchase 
behavior and increased loyalty.

SIX STEPS TO REVENUE REVOLUTION

Executive Guide: How B2B CMOs Can Lead The Revenue Revolution

#3
Stack-Rank Insights & Actions that 
Deliver Velocity and Behavior

Based on those customer journey insights, prioritize 
your immediate marketing intelligence plays based on 
where you might be weakest today, and/or where the 
greatest revenue increase and yield opportunity exists.

#4
Prioritize Tools that Increase
Speed & Leverage of Data

Stop focusing on more data.  Instead, find tools and 
processes that increase utility and velocity of delivering 
insights and behavior-changing information to your 
customers.
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#5
Launch More Quickly

Perfect is the enemy of good. Start small if necessary 
to record quick wins and proof of concept that your 
focus on data intelligence is immediately paying o�.

#6
Adjust and Expand Regularly

Perform regular evaluations of the impact of your 
insights and processes, make adjustments where 
necessary, and expand to new insights and 
customer opportunities as appropriate.
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Conclusion

It is essential that B2B organizations pivot how they 
think about data to improve revenue performance.  
And it is critical that B2B CMOs lead this revolution 
to sustain and solidify their measurable impact on 
business results, growth and profitability.

THANK YOU

About Heinz Marketing

Heinz Marketing is a B2B sales and marketing 
acceleration firm that delivers measurable revenue 
results. We connect marketing and sales like no 
other to make companies’ demand generation 
engines more e�cient & successful.

www.heinzmarketing.com

About CaliberMind

CaliberMind is a B2B Marketing Intelligence 
company that connects, unlocks, and activates data 
to help high-growth B2B SaaS organizations to 
acquire new buyers, grow revenue, and improve the 
customer experience.

www.calibermind.com
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#5
Launch More Quickly

Perfect is the enemy of good. Start small if necessary 
to record quick wins and proof of concept that your 
focus on data intelligence is immediately paying o�.
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Perform regular evaluations of the impact of your 
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necessary, and expand to new insights and 
customer opportunities as appropriate.
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