
MarTech Capability Is Collapsing 
While Spending Grows

B2B marketing stacks use only a third of their
capabilities. The rest sits idle, burning budget
and fragmenting data across systems that
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Machintel is a B2B demand generation company combining proprietary audience data, AI-powered media, 
and full-funnel execution to help marketing and revenue teams build pipeline that converts. With 25 years of 
experience, 33 owned publications, and over 4,000 campaigns a year, Machintel operates at the scale that 
makes a measurable difference. Learn more at machintel.com.

"The problem is not that marketing technology does not work. The problem is that 
most of it was bought to solve a symptom, not the system."
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The MQL Handoff Is an 
Alignment Problem Disguised 
as a Pipeline Problem

CRM Accuracy Declines 
Faster than Teams Can 
Maintain It

10-15% of MQLs become real opportunities.
68% of B2B organizations have no shared lead
definition between marketing and sales, turning 
every conversion metric into a negotiation.

B2B contact data decays 22.5% per year,
and 37% of CRM users lose revenue because of it. 
Every scoring model, dashboard, and AI tool built 
on that data carries the same errors forward.

of MQLs become genuine sales 
opportunities

10-15%
53%
of companies have broken 
handoffs, with sales following up on 
fewer than 35% of marketing leads

Budgets up, tools up, MQLs up, but pipeline flat. The cause is not one broken tactic,
it is compounding failures in how teams measure, target, and sell.

Intent Data Turns Timing from a 
Guess into a Signal The biggest lever in B2B demand gen right

now: behavioral signals over firmographic targeting. 
Intent data shows who is researching the problem 
this week, so sales focuses where conversations are 
welcome.12%+

15-25%

AI Works When It Touches 
Scoring and Routing, Not Just 
Drafts Most teams use AI for content: email copy, blog 

posts, captions. But scoring, routing, and 
forecasting is where AI changes revenue outcomes. 
The gap between content-AI and pipeline-AI teams 
is widening.

3.7x

Brand Investment Is a Pipeline 
Strategy, Not an Optional 
Marketing Spend

At any given time, 95% of the market is not buying. 
The brands present in that space get shortlisted 
when buying begins. Research backs a 46% brand / 
54% activation split for B2B.95%

15,384
marketing technology solutions 
on the market, up 9% from 14,106

of martech capabilities 
actually used, down from 58%

33%

8 hrs/week

211 days

reply rates for signal-personalized 
outreach vs. 3-5% for cold email

higher SQL conversion for teams 
using intent data vs. standard 

of the market is not actively 
buying. Brand demand gen builds 
recognition for when they are.

average B2B buying journey, 76 
touchpoints. Standard attribution 
sees only 20-40%.

More likely to meet quota when sellers 
partner with AI tools effectively

Reclaimed by teams using AI agents 
for pipeline-connected tasks

Prof. John Dawes, Ehrenberg-Bass Institute 

"B2B marketers spend too much time capturing the 5% who are in-market and 
ignoring the 95% who will buy later. That is a pipeline problem hiding in plain sight."

Agentic AI Is Gaining
Traction Quickly, but
Results Aren’t Always
Keeping Pace
Autonomous agents that score,
route, and act on pipeline data
without human input are the next
wave. But 40%+ of those projects
are predicted to be canceled by
2027, not because of bad models,
but fragmented data underneath
them.

of brands predicted to use agentic 
AI for 1:1 interactions by 2028

of agentic AI projects predicted 
to be canceled by end of 2027

The Buyer Is Not 
a Person. It Is a 
Committee.
A typical B2B deal involves 22
decision-makers (13 internal, 9
external). Targeting one contact
misses the rest. And 85% of 
brand mentions in AI-powered 
search come from third-party 
sources, not vendor content.

Success depends on building brand first,
replacing forms with buying signals, choosing 
pipeline over volume, and reaching buying 
groups, not single leads. A structural shift, not 
incremental.

Dimension What is broken What works instead

Primary KPI

Targeting

Content

Sales handoff

AI deployment

Budget split

Buyer model

MQL volume

Firmographic lists, 
form fills

Gated PDFs

Name dump, 53% broken

Content drafts

80%+ capture

Single lead

SQLs and marketing-sourced
 pipeline

Intent signals, buying-group 
mapping

Ungated thought 
leadership

Signal-qualified, 
behavioral context

Scoring, routing, 
forecasting

46% brand / 54% 
activation

Buying group: 13 + 9 
stakeholders

The Demand Gen
Stack Is Broken by the 
Model, Not the Tools
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