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Running Is a Bit Like
the Pursuit of Growth




of CEOs cite growth as

62% ?top business priority
or




Growth When the
Goi

-
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What Is the
CMO Spend Survey?




Essential Marketing Benchmarks Since 2012

o
° Countries 43 A’ B2B
Q Major industries 21% B2C
Median annual revenue 36% Even mix of B2B & B2C

n =395 CMOs

Q: Respondent profile
Source: 2024 Gartner CMO Spend Survey
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The state of Resource 2024 marketing
marketing priorities and channel trends
budgets in 2024 trade-offs



The State of
Marketing
Budgets Iin 2024




Growth = More budget, right?



Average Budgets Fall to Postpandemic Low

2024 Marketing Budget as a Percent of Total Revenue

14%
10.5% 11.0%,
(1)
!‘ 9.5 /0 9-1 %
2' 0 7-7%
. 9' 6.4%
>
O
@)
|
|
0%
2019 2020 2021 2022 2023 2024

n = 395 (2024); 410 (2023); 400 (2021); 342 (2020); 342 (2019); 618 (2018); 350 (2017); 375 (2016) CMOs, excluding “don’t know”

Q: What percentage of your revenue is being allocated to your total marketing expense budget in 2022?
Source: 2024 Gartner CMO Spend Survey
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11%
%
Average marketing 8-2 (1

budget the four years Average marketing
before the pandemic  pdget the four years
following the

pandemic




Productivity Privation

The quality or state of being productive The state of being deprived, especially
lack of what is needed for existence



Managing Marketing in the Era of Less

4%

Marketing Is being asked to
to execute the 2024 plan

n = 392-395 CMOs, excludes don’t know

Q: Statement agreement: Our marketing organization lacks the necessary budget to successfully execute its marketing strategy in 2024.
Q: Statement agreement: Our marketing organization lacks the necessary resources to successfully execute its marketing strategy in 2024.

Source: 2024 Gartner CMO Spend Survey G
artner.
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Media |04

Industry view




Pharma WL

Industry view




Consumer Products .

-




Average Budget:

B2B B2C Even mix
8.4% 5.7% 71.9%




CMOs Face Budgetary and
Strategic Hurdles in 2024

‘ @ Interest rates

Digital ROI
Inflation



CMOs Report How Marketing Is Viewed Across the Company

Percentage of respondents
Almost half of the

CMOs report that

61% 53% marketing Is regarded
as a cost center in 2024

B Cost center

Profit center

2023 2024



3 Key Actions: Marketing Budgets

1> 29 3D

Build a growth-first |dentify your Prioritize productivity
marketing value case fiscal hurdles

Gartner



Questions?
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Resource
Priorities and
Trade-Offs




Growth = Vlore
customers, right?




of CEOs expect a

higher rate of return for
internal investments

in 2024-2025.

Source: 2024 Gartner CEO and Senior Business Executive Survey



CMO Objectives:

Top Marketing Objectives Focused on Driving Greater Returns and Efficiency

Increase the performance of o
key marketing assets 30%

Better leverage of digital technologies to P
; 28%
transform marketing processes

Measure and optimize the effectiveness 259,
of marketing programs and campaigns o

Reduce/eliminate waste 11%

Reduce marketing spending 6%

0% 20% 40%

n = 395 CMOs

Q: What is your top marketing objective in 2024 focused on driving greater returns and efficiency from marketing investments?

Source: 2024 Gartner CMO Spend Survey G
artner.



of CMQOs changed

priorities in 2024.

Source: 2024 Gartner CMO Spend Survey



Radical Reprioritization of the Resource Mix

2024 Marketing Budget Allocation Across Major Resources

- Martech - Labor Paid media = Agencies

30% |29.2%

e

27.9%

24.5% \
— v (+)
23.0% - T 22.6%
22.00%
20%
2018 2019 2020 2021 2023 2023 2024

n = 390 CMOs (2024), bases vary by year
g(:)llj—:z\év. i§0y204ur62(:t2nt:oct:?\jlgasrgggggsifsg}r)se budget being allocated to or spent on each of the following major resource categories? G
| artner.



Media: The Most Productive Source of Growth

30%
27.9%

—

e ——————
23.29% /

PAONRS AONRS 2020 2021 2023 2023 2024

20%

n = 390 CMOs (2024), bases vary by year

Q: How is your 2024 total marketing expense budget being allocated to or spent on each of the following major resource categories?
Source: 2024 Gartner CMO Spend Survey Gartner
®



Capability Gaps impecde
Channel iImpact



1  Personalization

2  Multichannel marketing

3 ' Customer journey orchestration

Capability
Gaps

n =395 CMOs

Q: In what areas do the largest gaps between current capabilities and the capabilities needed to meet business goals exist within the marketing organization?
Source: 2024 Gartner CMO Spend Survey



Martech: CMOs Cede Influence and Budget

30% |29.2%

e

R 23.8%

PAONRS) 2020 2021 2023 2023 2024

A0
PAONRS

n = 390 CMOs (2024), bases vary by year

Q: How is your 2024 total marketing expense budget being allocated to or spent on each of the following major resource categories?
Source: 2024 Gartner CMO Spend Survey Gartner
®



Martech Budgets:

CMO challenge 1 — CMO challenge 2 —
60% 58%
-27% Configuration and deployment of new martech
42% : :
5 - -21% Integration of disparate martech and databases
(0]
30% -18% Management of the martech roadmap
-18% Managing vendor relationships and contracts
-16% Acquisition of budget for martech
0%
2020 2022 2023

Gartner
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What about Al?

Isn’t Al going to
solve everything?



of CMOs Still Have High Hopes for Al

_ 5% 3%
Level of Impact on 2024 Marketing

T— I
Investment & Strategy “ “

Percentage of respondents

B Negative impact
M Neutral

Positive impact 79% 79%

Generative Al Advances in other
Al excluding GenAl

n = 395 CMOs

Q: What level of impact do you expect each of the following to have on your 2024 marketing investment and strategy as compared to 2023?
Source: 2024 Gartner CMO Spend Survey

Gartner



GenAl Delivers

Where GenAl Investments Are Delivering Most ROI

Sum of top three rank

Improved time efficiency

Improved cost efficiency

Identifying, testing and optimizing
customer data into segments/personas

Reduced spend on media

Headcount reductions

GenAl investments are
not currently a priority

n =391 CMOs

0%

h 12%

35%
I 9% 34%
I 8% 24%
6% 14%
4% 11%
F 5%
20% 40%

Q: Where are your investments in GenAl to support your organization’s marketing execution efforts delivering the most ROl/impact?

Source: 2024 Gartner CMO Spend Survey

Sum of top three
B First choice

Gartner



3 Key Actions: Marketing Resources

1> 29 3D

Benchmark your Build a capability- Embed Al-powered
resource mix oriented martech efficiency and
strategy productivity drivers

Gartner



Questions?



2024 Marketing
Channel Trends




Growth = Greater share of
voice, right?




Media: Growing Share of Marketing Budget

30%
27.9%

p—

S

PAONRS) 2020 2021 2023 2023 2024

20%
PAONRS

n = 390 CMOs (2024), bases vary by year

Q: How is your 2024 total marketing expense budget being allocated to or spent on each of the following major resource categories?
Source: 2024 Gartner CMO Spend Survey Ga rtner
®



Media: Declining Share of Enterprise Revenue

Declining top-
2.4% line marketing

4 2.3% budgets mean
2.0%

1%

2022 2023 2024

n = 390 CMOs (2024)

Q: How is your 2024 total marketing expense budget being allocated to or spent on each of the following major resource categories?
Source: 2024 Gartner CMO Spend Survey

Gartner



Budget Allocations Across Journey Stages

Budget allocations across

the customer journey

28.6%

Awareness

22.5%

Consideration

27.9%

Conversion to sale

20.6%

Loyalty and advocacy

v
A
\4

Source: 2024 Gartner CMO Spend Survey
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27.9%

Marketing’s Total
Budget Allocated
to Media in 2024




Digital’s Share Rises

57.1%

Digital channels




Search Dominates Channel Mix

Search advertising 13.6%
Paid : -
e Social advertising 12.2%
Digital display advertising 10.7%
Owned/ SEO 10-4%
earned
media Email marketing 7.1%

0% 8% 16%



Event & Sponsorship Top Offline Spend

2024 Marketing Budget Allocation Across Major Resources

Event marketing 17.1%
Sponsorship 16.4%
TV 16.0%
Partner/co-op 14.0%
Direct mail 13.5%
Out of home 12.3%
Radio 10.0%
0% 15% 30%

n = 390 CMOs (2024)

Q: How is your 2024 total marketing expense budget being allocated to or spent on each of the following major resource categories?
Source: 2024 Gartner CMO Spend Survey



Growth = Focus on most
impactful channels, right?




Mapping Journey Impact Against Channel Spend

T a4
=
T
@ Digital channels
Offline channels
'
S Channel B
= Channel A
o
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o
7))
=
o Channel C
|
>
Low Journey impact rank High
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Mapping Channel Journey Impact Against Spend

Spend rank High

Low

V'

Search ads
Sponsorship ‘
_ Social ad
Linear TV Event marketing ‘
Digital display @
Direct mail Partner/co-op ‘
OOH @ seo Video and
streaming
© Audio/ podcast
Radio Influencer @ Emai
@ Sponsored marketing
‘ content _ _
Digital OOH ‘ ‘ Retail media
igita work
‘ SMS/push At
b
Low Journey impact rank High

@ Digital channels

Offline channels

Gartner



Spend rank High

Low

Journey Impact Against Spend

Search ads

‘ @ Digital channels
Social ad Offline channels

Digital display @

© seo Video and

streaming
© Audio/ podcast
Influencer ‘ Emalil
@ Sponsored marketing
‘ content _ _
R p—— ‘ ‘ Retail media
igita
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>
Low Journey impact rank High
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Spend rank
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Journey Impact Against Spend
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Low Journey impact rank High
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Spend rank High
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Journey Impact Against Spend

Search ads
S et Social ad
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@ Digital channels
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b
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©) Why invest in channels that you
don’t perceive as effective?



It's Time to Get Serious About

RCQ



3 Key Actions: Marketing Channels

1> 29 3D

Reacquaint Revisit channel Focus on channel
yourself with your plans; sharp focus measurement across
target audiences on journey value all journey stages

Gartner



The state of Resource 2024 marketing
marketing priorities and channel trends
budgets in 2024 trade-offs



Running Is a Bit Like
the Pursuit of Growth




“Exerting yourself to the fullest
within your individual limits:
that’s the essence of running,
and a metaphor for life.”

“What | Talk About When | Talk About Running,” Haruki Murakami
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Gartner

Gartner Conferences
2024

Access more research-backed
Insights to master your role and
transform your business.

View the global Gartner
conference calendar at:
gartner.com/cal



https://www.gartner.com/en/conferences/calendar?utm_source=Bizzabo&utm_medium=in-webinar&utm_campaign=RM_GB_2024_WB24_NPP_WB1_ALLCONFSLIDE2024

Additional resources to help you refocus your
marketing priorities to drive success in the era of less

G:::Spenzsurvey Markgting Bydget asa Pgrcentage of Revenue
Gartner.
2024[1)I\/tlarls<et|nqhBltquet Tool to Benchmark Your
ata onapsnots Marketing Budget

Data for CMOs to benchmark their
marketing budget and make informed
decisions to drive growth in the era of less.

Assess your organization’s spending levels and
associated headcounts to optimize investment
and support long-term functional improvements.

Use Tool

Download Now

Learn how we can help you become a world-class marketing leader: Get to know Gartner for CMOs

RESTRICTED DISTRIBUTION G a rtne r
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Gartner for
Marketers on
social media

Get daily updates and insights on key
trending topics to stay ahead of the
trends that matter.
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Gartner for Marketers
Gartner delivers actionable, objective insight to marketing leaders and their teams.

Information Services - Stamford, CT - 25,000 followers

+ Follow / Signup & : " More :Z

Home About Posts

About

Gartner for Marketers provides CMOs and marketing executives the actionable, objective insight, expert
guidance and practical tools they need to seize the right opportunities with clarity and confidence. We
help the world's leading B2B and B2C brands: - Benchmark performance with data-driveni...
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Become a Client

Clients receive 24/7 access to proven management
and technology research, expert advice,
benchmarks, diagnostics and more.

Fill out the form to connect with a representative
and learn more.

Learn More

Or give us a call: +441784614280 | +1 855 637 0291
8am.—-7p.m.ET
8a.m.-5p.m. GMT
Monday through Friday
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Rate Session
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| loved the speaker’s insight on this
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» LIVE 00:32:32 / 01:00:00

This session allows the audience to clap in real time.

e rooee

« LIVE Tue Nov 15, 11:00 AM - 12:00 PM EST (1 Hour)

The Future of Cloud in 2027: From Technology to Business
Innovation
As cloud computing evolves from technology enabler to business disruptor, IT leaders must ensure they
understand their organization’s business strategy. Only then can they seek opportunities to leverage new and
emerging cloud capabilities to accelerate that strategy. This free webinar reveals Gartner’s top predictions for
where cloud computing will be by 2027, and explores how these predictions will shape your cloud value
proposition.

« Explore what cloud computing will look like in 2027

» Discover how multi-cloud and cloud native can affect organizations’ cloud efforts

= Ensure a successful cloud journey for your organization

Return to this web page to watch this webinar. Contact us at gartnerwebinars@gartner.com with questions
about viewing this webinar.

Speakers

Gartner



	Slide 1: Gartner Webinars
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9: Essential Marketing Benchmarks Since 2012
	Slide 10
	Slide 11
	Slide 12
	Slide 13: Average Budgets Fall to Postpandemic Low
	Slide 14
	Slide 15
	Slide 16: Managing Marketing in the Era of Less 
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24: 3 Key Actions: Marketing Budgets 
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29: CMO Objectives: Driving Efficiency & Returns 
	Slide 30
	Slide 31: Radical Reprioritization of the Resource Mix
	Slide 32: Media: The Most Productive Source of Growth
	Slide 33
	Slide 34
	Slide 35: Martech: CMOs Cede Influence and Budget
	Slide 36: Martech Budgets: Displaced, Not Disappeared
	Slide 37
	Slide 38: >75% of CMOs Still Have High Hopes for AI
	Slide 39: GenAI Delivers Time & Cost Efficiencies for CMOs
	Slide 40: 3 Key Actions: Marketing Resources 
	Slide 41
	Slide 42
	Slide 43
	Slide 44: Media: Growing Share of Marketing Budget
	Slide 45: Media: Declining Share of Enterprise Revenue
	Slide 46: Budget Allocations Across Journey Stages
	Slide 47
	Slide 48: Digital’s Share Rises 
	Slide 49
	Slide 50
	Slide 51
	Slide 52: Mapping Journey Impact Against Channel Spend
	Slide 53: Mapping Channel Journey Impact Against Spend
	Slide 54: Digital Channel Journey Impact Against Spend
	Slide 55: Offline Channel Journey Impact Against Spend
	Slide 56: High-Impact Journey Impact Against Spend
	Slide 57: Low Performers’ Journey Impact Against Spend ​
	Slide 58: TV & Video Streaming Journey Impact/Spend
	Slide 59
	Slide 60
	Slide 61: 3 Key Actions: Marketing Channels 
	Slide 62
	Slide 63
	Slide 64
	Slide 65
	Slide 66: Gartner Conferences 2024
	Slide 67
	Slide 68
	Slide 69: Become a Client  Clients receive 24/7 access to proven management and technology research, expert advice, benchmarks, diagnostics and more.   Fill out the form to connect with a representative and learn more.
	Slide 70
	Slide 71: Rate this session

