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B2B marketing teams are producing more content than ever 
before. They are better tooled, more visible, and more confident in  
their capabilities. Yet for many organizations, confidence in marketing’s 
ability to drive predictable pipeline growth remains fragile.

New research, commissioned by Pipeline360 and 
conducted in partnership with The Expert Network, 
examines the gap between B2B marketers’ 
confidence and capability through the lens of 
content. Not because content alone determines 
growth outcomes, but because content is where 
leadership decisions around accountability, 
measurement, data trust, and authority become 
visible first.

The findings suggest that modern B2B marketing 
challenges are no longer rooted in scale or effort. 
They are rooted in clarity. Teams are busy. Systems 
are in place. Dashboards are full. But many leaders 
still struggle to explain how content creates 
momentum within buying groups, advances 
opportunities, and contributes to revenue 
outcomes the business trusts.

The result is a growing confidence gap. Here are 
five key insights from the report: 

1.	There’s a disconnect between perceived 
maturity and operational reality.

The majority of respondents in the 2026 State of 
B2B Marketing Content study view their content 
operations as mature. Advanced organizations 
report having structured strategies, documented 
processes, and alignment with business goals.

When these segments are examined more closely, 
meaningful differences emerge between content 
leaders and laggards. For example, marketers 
who describe their content strategies as advanced 
consistently report higher confidence in content’s 
contribution to pipeline and stronger measurement 
capabilities across the buyer journey. 

The findings point to a clear distinction between 
perceived maturity and the operational capability 
required to deliver consistent, explainable results.

2.	Measurement confidence breaks down  
under scrutiny.

Measurement has become table stakes for 
modern marketing organizations. Most survey 
respondents report that systems are in place 
to track content performance across channels 
and campaigns. Many describe themselves as 
confident in their ability to assess content’s impact 
across the buyer journey.

That confidence weakens under scrutiny.

Marketing dashboards provide visibility, but 
visibility is not the same as understanding. More 
than half of the respondents acknowledge ongoing 
attribution gaps that limit their ability to optimize 
content effectively. In many cases, teams can see 
what content is doing without being able to explain 
why pipeline moves or stalls. 

How would you rate your organization’s  
content strategy maturity? 

SOURCE: 2026 State of B2B Marketing Content
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3%EMERGING: 
early-stage, ad 
hoc, or strategy 
in development

INTERMEDIATE: 
some structure 
and strategy, 
foundational 
metrics, 
inconsistent 
outcomes

ADVANCED: 
documented 
strategy, scalable 
processes, 
consistent 
measurement, 
provable impact
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How do measurement or attribution  
gaps limit content optimization?

Moderately Slightly Not at allSignificantly

SOURCE: 2026 State of B2B Marketing Content
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True confidence comes when leaders can explain 
movement, not just activity.

3.	Data confidence is a leading indicator  
of performance.

Most B2B marketers report confidence in the 
quality of the data supporting their content and 
demand efforts. Those who are highly confident 
in their data are far more likely to consistently 
generate qualified pipeline from content and 
to expect future budget growth. Top pipeline 
performers are significantly more likely to express 
very high confidence in their data than average or 
low performers.

Data quality, in other words, is not an operational 
detail. It is a credibility signal. When leaders trust 
the data, they move faster. When they do not, 
everything slows down.

As content strategies become more complex and 
more tightly linked to revenue outcomes, data 
discipline shifts from a technical concern to a 
leadership requirement.

4.	AI is amplifying strategy, not fixing it.

AI adoption is widespread across B2B marketing 
organizations, but its application remains uneven. 
Most teams use AI to accelerate production 
tasks such as content creation, editing, and 
summarization. Fewer apply it to higher-value use 
cases like account-level targeting, personalization, 
and lead nurturing optimization.

Despite gains in speed, marketers cite the rise of 
low-quality content as their top concern related to 
AI. The tension highlights a critical divide between 
organizations using AI to increase output and 
those using it to improve precision, insight, and 
decision-making.

AI amplifies whatever operating model is already  
in place. Without clear accountability, trusted  
data, and defined outcomes, it scales noise. With  
them, it becomes a force multiplier for clarity  
and performance.

How are you using AI, including generative  
AI, in your content/creative operations?

Content creation

Analyzing content performance

Content editing/review

Surfacing market insights

Improving audience/ICP/account-level targeting (precision)

SOURCE: 2026 State of B2B Marketing Content
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5.	Marketers’ content mix reveals strategic 
sophistication.

How organizations allocate content development 
dollars offers a clear signal of maturity. Across the 
full respondent base, scalable formats such as 
video and short-form written content dominate, 
reflecting a focus on reach and efficiency.

Advanced organizations behave differently. They 
are more likely to invest in higher-effort formats 
such as research-driven content, long-form 
analysis, interactive experiences, and podcasts. 
These formats support deeper buyer education, 
authority building, and late-stage decision-making.

The distinction is not about creativity. It reflects 
leadership expectations for what content is 
meant to accomplish. Teams focused primarily on 
efficiency optimize for output. Teams focused on 
growth invest in depth, originality, and credibility 
that compound over time.

Closing the Confidence Gap
The most confident organizations in this study 
share a few common traits. They do not treat 
content as an output to optimize. They treat 
it as a system tied directly to buying behavior, 
pipeline movement, and revenue outcomes. They 
invest in authority-building work that supports 
decisions rather than just distribution. And they 
align content, data, and AI around outcomes the 
business trusts.

As scrutiny increases and AI accelerates execution, 
confidence based on activity alone will continue to 
erode. The organizations that outperform will be 
those that rebuild content, data, and measurement 
systems around precision, accountability, and 
explainable pipeline impact.

Those are the real confidence builders for modern 
B2B marketing leaders.

For more insights, read The Confidence 
Gap: What Content Strategies Reveal About 
B2B Pipeline Growth. 

DOWNLOAD THE REPORT


