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Don’t get 
caught in the 
Data Dead Zone 
in 2024



5 signs that your company’s approach to data is 
holding you back and how to fix it 

Introduction

B2B marketers have a tough situation on their hands. On one side, their goals are more challenging 
than ever. On the other side, their budgets are being squeezed. Having to do more with less is tough, 
and B2B organizations are making it even tougher, requiring marketers to “prove it or lose it.” That is, 
show that they’ve driven revenue, or lose budget.

At the same time, B2B buyers are changing significantly. They’re much more likely to use online 
channels to search for information, research solutions and even transact online. Winterberry Group 
calls this the “consumerization” of B2B marketing in their recent report “Outlook for B2B Marketing, A 
Market In Transformation.” B2B buyers are starting to look more like B2C buyers, and it’s dramatically 
shifted the strategies that B2B marketers need in order to succeed. Regular consumers search, shop, 
and transact online in large numbers, and B2C marketers have spent years collecting customer data 
and creating data-driven technology stacks to market to them based on their online behavior. 
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Data Heroes are pulling ahead

Our research shows that there are some B2B marketers who are 
thriving through this time of change. Their secret? Better data and 
better use of data. They reported in the 2023 Data Impact Report 
that they have the right data and can prove it in their pipeline.

We’ve defined these B2B marketers as Data Heroes. These 
marketers saw significant growth in the past year (43% saw 
significant revenue growth vs 13% of other marketers) and are 
getting bigger budgets (78% of them!) because of their data-driven 
approach.

However, there are plenty of marketers who aren’t experiencing 
the same data-driven nirvana. Of all the marketers surveyed, 44% 
of them reported challenges with data quality and completeness. 
These unfortunate marketers are in the Data Dead Zone. While 
100% of the Data Heroes report they use the right data and can 
prove it in their pipeline, only 26% of those in the Data Dead Zone 
could say the same.

Steps to success
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report challenges 
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https://anteriad.com/whitepapers/outlook-for-b2b-marketing-trends-whitepaper
https://anteriad.com/ebooks/2023-b2b-marketing-data-impact-report
https://anteriad.com/whitepapers/outlook-for-b2b-marketing-trends-whitepaper


Introduction continued

Left behind 
in the Data 
Dead Zone?

Here are the five signs that 
you’re in the Data Dead 
Zone. If more than two of 
these apply, read on!

1. �Issues with data quality and 
completeness

2. �Not using third-party intent 
data 

3. �Unhappy with lead scoring 
methodology

4. �Little exposure to B2C 
marketing tactics 

5. �Trouble meeting goals
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Issues with data quality and completeness
Sign #1

We defined those being in the Data Dead 
Zone as the B2B marketers who reported a top 
challenge associated with 2nd and 3rd party 
data being its data quality and completeness 
because good, comprehensive data is the key to 
a successful marketing strategy. While 100% of 
marketers in the Data Dead Zone are challenged 
by data quality, only 44% of Data Heroes are.

B2B marketers in the Data Dead Zone lack 
confidence in their data, and that can affect their 
entire marketing strategy. Chances are data is 
old, sitting in different databases, or not coming 
from top-quality sources. When this happens, 
your data isn’t powering your audience insights, 
targeting, and measurement as it should be.

The fix: 

Time for a data audit. Look at 
the data you have available and 
determine what’s needed to improve 
quality and completeness. If data 
is old, see if there’s a way to gather 
newer data or work with partners 
who offer real-time data or more 
regular refreshes. If data isn’t 
aggregated, talk to stakeholders 
about bringing data together into one 
technology platform or data cloud for 
a “single source of truth.” And if data 
is incomplete, start testing new data 
sources to see what new insights you 
can add that can deliver incremental 
performance. 
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Marketers challenged by 
data quality

44%
Data Heroes

100%
Data Dead Zone
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Intent data is a newer form of buyer insight that 
helps you prioritize and personalize marketing 
outreach. If someone shows stronger intent to 
buy, they should be getting more attention and 
a higher lead score. Knowing what a prospect 
intends to buy can help you tailor content and 
offers to their needs. Not surprisingly, marketers 
in the Data Dead Zone aren’t as experienced with 
intent data, aren’t able to drive as much value 
with it, and so aren’t planning to use more of it; 
only 4 out of 10 of these marketers currently use 
intent data. Marketers in the Data Dead Zone are 
also more likely to be using intent data from their 
own sources such as their website, vs. third-party 
intent data. 

This matters because they likely aren’t seeing the 
full scope of intent data that they could unlock 
through a third-party intent provider. While they 
can see a small portion of a prospect’s behavior 
that points to intent, like downloading an eBook 
from their site, they aren’t able to get the full story 
of how they are engaging on other websites and 
platforms. This means they’re also missing out 
on prospects who aren’t engaging on their site 
but are showing high intent for their products or 
services.

On the other hand, Data Heroes are getting 
the most out of intent data. They are not only 
using intent, they are using it for more than just 
targeting and content; they’re implementing more 
sophisticated use cases. 

Not using third-party intent data
Sign #2

The fix: 

Time to test more intent data. 
Think about the entire buyer journey 
– a lot of it happens off of your 
website. Marketers with access to 
intent data from search, third-party 
research sites, and other sources will 
be able to recognize what marketing 
messaging might be most effective, 
when someone is ready for content 
specific to a phase in the purchase 
journey, or when to have a seller reach 
out. It’s worth testing intent data from 
third parties to see what competitive 
advantage you can gain. 
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Unhappy with lead scoring methodology
Sign #3

Lead scoring is the thread that runs through most marketing programs. It’s what ties marketing to 
sales, what leaders use to gauge the value of marketing activity, and how marketers prioritize one 
marketing strategy over another. When lead scoring isn’t working, it’s hard for marketers to get 
anything right. 

The fix: 

If you’re stuck only measuring engagement, you’re still in the dark about the real value 
of your leads. It’s worth the effort to dig deeper and layer on more data points to 
see what you can do to connect the dots from individual behaviors and signals to actual 
purchase. This might require a third-party data partner to help measure and model it out, 
but you’ll be left with a much more accurate understanding of how to score leads that will 
drive value now and in the future.

For marketers looking at individual leads, now’s a good time to aggregate those leads into 
buying groups. Gartner notes that a typical B2B purchase includes anywhere from 6-10 
stakeholders. Mapping these stakeholders together can create a much more accurate 
picture of who is involved in the buying process allowing you to customize outreach to 
each buying role. Since members of the buying group have different priorities and levels of 
involvement you can improve your lead velocity by engaging the whole buying group with 
customized messaging.

Marketers satisfied 
with their lead 
scoring

83%
Data Heroes

36%
Data Dead Zone

The vast majority of Data Heroes, 83%, are satisfied with their 
lead scoring, compared to only 36% of marketers in the Data Dead 
Zone. What’s more, Data Heroes are more likely to be using newer 
scoring techniques – 61% of Data Heroes use buying group scoring 
compared to only 42% in the Data Dead Zone. Marketers in the 
Data Dead Zone are most likely to be focused on engagement. 
While scoring for content consumption or engagement may not 
tell the whole story, it is OK to have it as part of your scoring 
methodology. What sets Data Heroes apart is they are layering 
more metrics to tell a more complete story for their leads.
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Little exposure to B2C marketing tactics
Sign #4

Our study shows that marketers in the Dead 
Zone are much more likely to work at companies 
that only sell to other businesses. While 63% 
of Data Heroes sell to both consumers and 
businesses, only half of marketers in the Data 
Dead Zone sell to consumers as well. Having 
exposure to B2C marketing helps B2B marketers 
adapt to the “consumerization” of B2B buyers. 
Consumerization refers to the fact that more B2B 
buyers are starting to approach the purchase 
process like they would for personal shopping 
- using digital channels, preferring more self-
directed product research and purchase, seeking 
insights from social proof and peer validation, 
and expecting personalized marketing.  
Winterberry Group notes that B2B buyers are 
used to a more intuitive experience and want the 
same ease and convenience in a B2B purchase 
experience that they get elsewhere. They are 
seeing more B2B marketers focus on improved 
UX design, customer care and omnichannel 
marketing to meet customers where they are. 

If your company doesn’t do any B2C marketing, 
you likely don’t have the benefit of tapping into 
pre-existing digital marketing processes and 
technologies that address the consumerization of 
your buyers. 

The fix: 

Start to map your new B2B buyer 
journey. It’s likely many of them have 
started to use more online channels, 
be more self-directed in their purchase 
process, and expect personalization. 
You can interview prospects and 
new customers, work with your data 
partners and talk to your agency to 
create an accurate picture of your 
prospects. Prioritize a few changes 
that could help align your marketing 
activity with your prospect behavior. 
There might also be holes in your 
customer journey where you don’t 
provide enough online support or don’t 
have good iinformation or content 
available. Starting conversations with 
potential partners can help create a 
good understanding of what’s working 
for your peers and what you can do to 
fill those gaps.  
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Trouble meeting goals
Sign #5

Marketers in the Data Dead Zone have a tougher 
time meeting goals; they are half as likely than 
the Data Heroes to have reported that they are 
very likely to meet their marketing goals this year. 
The difference is in the details. If any of the issues 
above are plaguing your team, then meeting 
goals is going to be tough.

The fix: 

Rather than give in to the Data 
Dead Zone, now’s the time to create 
a plan to get out of it. For skeptical 
executives who think your data is just 
fine as it is, have them compare your 
current situation to the Data Heroes in 
this report and in our report 4 Steps To 
Become a Data Hero.

Marketers likely to meet their 
marketing goals this year

Data Heroes

2x 
 as likely

Data Dead Zone
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http://4 Steps To Become a Data Hero. 
http://4 Steps To Become a Data Hero. 


Get out of the Data Dead Zone
Steps to Success

If you’re feeling stuck in the rut in the Data Dead Zone, it’s not too late to get out. By addressing a few 
key issues you can rise to the ranks of the Data Heroes. Data Heroes see more improved metrics, can 
prove the value of their efforts, and are more confident about hitting goals than their peers.

To get started, follow this checklist with the actions to take and resources to guide you through fixing 
each of the challenges you may be experiencing in the Data Dead Zone.
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Steps to get out of the Data Dead Zone

Address issues with data quality and completeness

• Create a “data center of excellence” that includes data stakeholders, CIO and privacy
to kick off a data audit. Learn how to conduct a data audit.

Start using intent data

• Reach out to data partners to sample and test intent data as part of different
marketing campaigns. Get started with a free intent data trial from Anteriad.

Revamp your lead scoring methodology

• Look for lead scoring webinars, guides and other content from data partners and get
smart on which approach could work for you. Check out this resource on buying
group scoring to get started.

Learn about B2C marketing tactics

• Learn more about the “consumerization” of your buyers and identify the key elements
of your marketing approach that need to be adapted. Take a deep dive into B2B
marketing consumerization and why it matters.

Adjust your strategy to meet your goals

• Take a page from the Data Hero’s book. Look to your successful peers for inspiration
and make adjustments to your strategy. Discover how the Data Heroes do things
differently.

It’s possible to escape the Data Dead Zone. Better data, and better marketing, is within reach. 
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https://anteriad.com/blog/how-to-conduct-data-audit
https://info.anteriad.com/intent-trial
https://anteriad.com/blog/the-benefits-of-buying-group-scoring
https://anteriad.com/blog/the-benefits-of-buying-group-scoring
https://anteriad.com/blog/the-consumerization-of-b2b-marketing-what-it-is-and-why-its-important
https://anteriad.com/blog/the-consumerization-of-b2b-marketing-what-it-is-and-why-its-important
https://anteriad.com/ebooks/4-steps-to-become-a-data-hero
https://anteriad.com/ebooks/4-steps-to-become-a-data-hero


Anteriad puts B2B marketers in front of their next customer and ahead of their competition. Companies 
such as IBM, Microsoft, Forbes, SHRM, and Lenovo have benefited from our high-fidelity B2B buyer 

data, full and self-service multichannel execution, tele-based conversion services, analytics, and expert 
advisory to generate impactful ROI multiples. Our award-winning Anteriad Marketing Cloud platform 

tracks more than 500 billion buyer-related signals each month. BNZSA, our international division, delivers 
GDPR-compliant data and qualified prospects directly to sales teams with BDRs that offer local expertise 

in 26 languages. Start creating your future today – get to know us at https://anteriad.com/. 
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https://anteriad.com/



