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Chart: Average lead generation ROI by industry sector 

 

Organizations in the professional or financial services sector have the lowest average ROI, but with a value 

of 75 percent, they are still generating $1.75 in revenue for every $1 they spend in lead generation 

activities, based on standard calculation. Organizations in this sector may have a more difficult sell since 

prospects may have higher criteria and greater committees to influence in order to make a purchasing 

decision.   

119% 

148% 

75% 

108% 

Average lead generation ROI

Manufacturing or Packaged Goods Media or Publishing

Professional or Financial Services Software or Software as a Service

Source: ©2011 MarketingSherpa B2B Marketing Benchmark Survey  
Methodology: Fielded June 2011, N=326 CMOs 
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Chart: Average lead generation ROI by organization size 

 

As organization size increases, average lead generation ROI increases, as well. This is an indication that as 

organization size increases, lead generation maturity also increases.  
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Chart: Average lead generation ROI by lead generation maturity 

 

The above chart demonstrates the benefits of gaining lead generation maturity by establishing formal, 

repeatable processes for lead generation activities. As maturity progresses from Trial to Transition phases, 

organizations gain a 79 percent lift in lead generation ROI. As maturity progresses from Transition to 

Strategic phases, organizations gain a 36 percent lift. The overall lift in lead generation ROI received from 

transitioning from Trial to Strategic phases is 143 percent.   
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Methodology: Fielded June 2011, N=326 CMOs 



































































































































































































































































































MarketingSherpa LLC is a research firm publishing Case Studies, benchmark data,  
and how-to information read by hundreds of thousands of advertising, marketing and PR 
professionals every week. 

Praised by The Economist, Harvard Business School’s Working Knowledge Site, and 
Entrepreneur.com, MarketingSherpa is distinguished by offering practical, results- 
based marketing information researched and written by a staff of in-house reporters. 

MarketingSherpa’s publications, available at www.MarketingSherpa.com, include:

 • 960+ Case Studies on marketing from Agilent Technologies to  
  Xerox, searchable by company or topic. 

 • Annual Benchmark Guides featuring primary research and collected  
  “best of” secondary research on statistics related to search  
  marketing, email marketing, online advertising, ecommerce and business  
  technology marketing. 

MarketingSherpa Newsletters
Visitors to MarketingSherpa.com may sign up for their choice of 8 newsletters, including: 
specific Case Studies for B2B and B2C marketers, email-focused Studies and Career Climber – 
the best way to find a great marketer or a great marketing job. 

 
Sign up for newsletters at www.MarketingSherpa.com.
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- September 26-27, 2011 - Boston, MA
- October 24-25, 2011 - San Francisco, CA    

• Email Summit 2012
- February 7-10, 2012 - Las Vegas, NV                       
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MarketingSherpa’s Newsletters include:
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Register for Summits and Workshops at http://www.marketingsherpa.com or Contact 
MarketingSherpa: 
Customer Service available M-F, 9-5 (ET) 
Service@MarketingSherpa.com  
(877) 895-1717 (outside the U.S. call 401-247-7655) 








