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Foreword
Brand marketing has an accountability challenge. Not 
because it doesn't work, but because too many 
organizations lack the measurement infrastructure to 
prove that it does.                                                              

This isn't a new tension. But it's getting worse. Over the 
past two years, budgets have steadily shifted toward 
performance marketing, not because performance is 
more effective, but because it's easier to measure. The 
result: brand investment is being squeezed by a 
measurement gap, not a strategy gap.                                        

MMA Global and WPromote partnered on this study to 
answer a straightforward question: what do the 
marketers who successfully defend brand budgets 
actually do differently? We surveyed 102 senior 
marketers across North America and found that roughly 
half have built what we call "Brand Accountability”,  the 
ability to use measurement to justify and protect brand 
investment. The other half remain “vulnerable”.

The gap between these two groups isn't about budget 
size, industry, or company maturity. It comes down to 
three things: measurement confidence, finance 
alignment, and the ability to link brand metrics to 
business results. Brand Accountable marketers aren't 
just more confident, they're getting more budget, more 
internal support, and more resilience when cuts come.

This report lays out the data behind that divide and 
gives you a practical framework for closing it, whether 
you’re starting from scratch or looking to sharpen what 
you already have.



State of Brand Marketing Accountability in 2026
The shift to performance 
continues

Confidence in brand 
measurement is low

Marketing and Finance 
aren’t aligned on brand ROI

The #1 capability gap: 
linking brand metrics 
to sales

Your managers may be 
more optimistic than 
reality warrants
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45% of marketers shifted budget toward performance over the past two 
years. Looking ahead, net budget optimism favors performance (+38%) 
over brand (+30%).

Only 18% of marketers feel very confident in their brand measurement 
strategy. Low confidence means brand budgets are first to be cut when 
times get tough and harder to grow when times are good.

Only 24% of companies report being "very aligned" with Finance on brand 
measurement. Brand Accountable marketers are 2.6x more likely to have 
this alignment in place.

When asked what single capability they most need, marketers said: linking 
brand metrics to business outcomes. Quantifying brand ROI is strongly 
associated with confidence (r=0.58) and finance alignment (r=0.56), the 
factors most correlated with budget protection.

Executives are more realistic about measurement limitations than their 
direct reports. Managers tend to overestimate finance alignment and 
underestimate barriers to advanced measurement.
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Study Makeup 
& Methodology

01
102 Private Sector Senior Marketers 
from North America

Online Survey, LOI 13m
Fieldwork: Aug-Nov 2025

Respondents sourced from MMA 
and two verified external B2B 
panel providers



Industries Represented & Revenue

6

21%

16%

13%

12%

10%

7%

7%

6%

6%

1%

0% 10% 20% 30%

Retail & E-commerce

Manufacturing & Industrial

Consumer Packaged Goods (CPG/FMCG)

Healthcare Organization

Financial Services & Insurance

Technology Company (IT/Software)

Transportation & Logistics

Enterprise Brand/End Client

Hospitality, Travel & Food Service

Educational Institution

Q: Which best describes your company's primary industry or sector?  (Select one)
Q: To the best of your knowledge, what was your company’s 2024 reported annual gross revenue? (in US Dollars)
N=102 Senior Marketers

7%

20%

34%

25%

11%

3%

0% 10% 20% 30% 40% 50%

$50 billion +

$10 billion - $50 billion

$1 billion - $10 billion

$500 million - $1 billion

$250 million - $499 million

Under $249 million / Not sure



Marketer Role & Seniority
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17%

7%

17%

45%

11%

4%

0% 10% 20% 30% 40% 50% 60%

C-Level Executive
(CEO, CMO, CTO, etc.)

Executive Vice President/
Senior Vice President

Vice President

Director/Senior Director

Senior Manager/Group Manager

Other Titles

Q: Which best describes your current title/level within your organization? (Select one)
Q: In which area best describes your role within the marketing department at your current company? (Select one)
N=102 Senior Marketers

31%

26%

16%

13%

7%

3%

0% 10% 20% 30% 40% 50%

Executive Leadership
(CMO, Managing Director, VP, etc.)

Brand Marketing

Digital/Performance Marketing

Marketing Operations

Analytics/Measurement

Advertising/Creative



State of Brand and 
Performance Budgets

02



State of Brand and Performance budgets

Brand and performance budgets are perceived to be mostly at “equilibrium” 
vs what marketers consider optimal

Marketers have seen a shift towards performance, due to an increased focus 
on outcomes, which is expected to continue, although mildly

Confidence in brand marketing measurement is low, which is part 
of the challenge

~50% of marketers used measurement insights to defend or increase brand 
marketing budget. We will call them “Brand Accountable”

Brand Accountable leaders are a lot more confident about their measurement 
capabilities, so they are much more likely to plan for increased budgets in 
next 12 months but also to protect their brand budget in case of a downturn
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Brand and performance budgets are mostly 
balanced vs what marketers consider optimal

10

Q: Approximately what percentage of your marketing budget goes to brand-building (upper funnel) vs performance marketing 
(lower funnel)? (Must total 100%)
Q: Ideally, what would your budget split between brand and performance be to drive long-term growth? (Must total 100%)
N=102 Senior Marketers

45%

55%

0%

10%

20%

30%

40%

50%

60%

Avg % Brand MarketingAvg % Performance Marketing

Current Budget Allocation

48%
52%

0%

10%

20%

30%

40%

50%

60%

Avg % Brand MarketingAvg % Performance Marketing

Long-Term Growth Allocation



Marketers see a shift towards performance, 
due to an increased focus on outcomes.

11
Q: Over the past two years, how has your budget allocation between brand and performance changed? (Select one)
Q: How did you arrive to this budget allocation between brand and performance? (Select all that apply)
N=102 Senior Marketers

45%

31%

24%

0% 20% 40% 60%

More towards
Performance Marketing

More towards
Brand Marketing

Stayed the same

Shift Last 2 Years

53%

49%

41%

37%

22%

8%

0% 20% 40% 60%

Our leadership decides based on
company goals and priorities

We prioritize performance marketing
which we measure, and then we

allocate the rest to brand marketing

We fine-tune the allocation every year
based on outcomes, but we don't have

a sophisticated attribution approach

We benchmark to industry data
and what our competitors are doing

We have a unified measurement and
attribution system for brand and performance

that gives us exact allocation recommendations

Other (please specify)

Factors Influencing Shift



The shift to performance is expected to 
continue although mildly

12
Q14: Thinking about the next 12 months how do you expect your budgets to be (up, same down) for…
N=102 Senior Marketers

11% 13% 17%

41% 36%
36%

48% 51% 47%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Total Marketing Performance Marketing Brand Marketing

Next 12 Months Shifts

Down (Less budget) The Same Up (More budget)



Confidence in brand marketing measurement 
is not strong and is part of the challenge

13
Q30: How confident are you about your current brand measurement strategy? (Select one)
N=102 Senior Marketers

18%

54%

17%

10%

2%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Very confident

Somewhat confident

Neutral

Somewhat unconfident

Very unconfident

Brand Measurement Confidence Level

82%
Not very 
confident



~50 of marketers used measurement insights 
to defend or increase brand marketing budget 

14
Q: In the last year, have you explicitly used measurement insights to justify or defend your brand marketing budget? (Select one)
N=102 Senior Marketers

53%

30%

12%

3%

1%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Yes, successfully increased
or defended brand budget

Yes, but did not impact
budget decisions

No, measurement insights
were not explicitly used

Not applicable / did not
face budget pressures

Other (please specify)

Impact of Measurement on Budget

53%
Brand 
Accountable 
Leaders



Brand Accountable leaders are a lot more 
confident about their measurement capabilities 

15
Q30: How confident are you about your current brand measurement strategy? (Select one)
N=102 Senior Marketers

4%

17%

27%

46%

6%

0%

4%

7%

59%

30%

0% 10% 20% 30% 40% 50% 60% 70%

Very unconfident

Somewhat unconfident

Neutral

Somewhat confident

Very confident

Brand Measurement Confidence Level

Brand Accountable (N=54) Brand Vulnerable (N=48)



Brand Accountable leaders are much more 
likely to unlock more support for the brand 
as they improve measurement 

16
Q35: Has improving brand measurement led to greater internal support for brand investments? (Select one)
N=102 Senior Marketers

4%

2%

33%

58%

2%

2%

0%

4%

63%

31%

0% 10% 20% 30% 40% 50% 60% 70%

Not applicable /
measurement not improved

Less support

No change

Somewhat more support

Yes, significantly more support

Brand Measurement Impact on Budget Support

Brand Accountable (N=54) Brand Vulnerable (N=48)



As a result, Brand Accountable invest more 
in brand, and they are closer to what they 
perceive optimal for long term growth.

17

Q: Approximately what percentage of your marketing budget goes to brand-building (upper funnel) vs performance marketing 
(lower funnel)? (Must total 100%)
Q: Ideally, what would your budget split between brand and performance be to drive long-term growth? (Must total 100%)
N=102 Senior Marketers

49% 51%

62%

38%

0%

10%

20%

30%

40%

50%

60%

70%

Avg % Performance Marketing Avg % Brand Marketing

Current Budget Allocation

49% 51%
56%

44%

0%

10%

20%

30%

40%

50%

60%

70%

Avg % Performance Marketing Avg % Brand Marketing

Long-Term Growth Allocation

Brand Accountable (N=54) Brand Vulnerable (N=48)



Brand accountable leaders are also much more likely 
to increase their budgets (brand + performance) in 
next 12 months 

18
Q: Thinking about the next 12 months how do you expect your budgets to be (up, same down) for…
N=102 Senior Marketers

7% 15% 7%
19% 11%

23%

33%

50%

30%

42%

30%

46%

59%

35%

63%

40%
59%

31%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Brand 
Accountable

Brand Vulnerable Brand 
Accountable

Brand Vulnerable Brand 
Accountable

Brand Vulnerable

Performance budgets next 12MTotal Marketing Budgets next 12M Total Brand Budgets next 12M

Up
(More budget)

The Same

Down
(Less budget)



Brand Accountable leaders are also more likely to 
protect their brand budget in case of a downturn

19
Q: If you had to reduce your marketing budget today, which area would likely be cut first? (Select one)
N=102 Senior Marketers

8%

42%

50%

28%

35%

37%

0% 10% 20% 30% 40% 50% 60%

Performance Marketing

Both equally

Brand Marketing

First-Cut Budget Reductions

Brand Accountable (N=54) Brand Vulnerable (N=48)



The North Star: 
Quantifying Brand ROI 
and Aligning with 
Finance
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Quantifying Brand ROI and aligning with finance

In general, brand ROI is not an area of clear alignment between marketing 
and finance

Brand Accountable leaders are much more likely to have established process to 
collaborate with finance 

Shared KPI and ongoing collaboration between marketing and finance are key parts 
of the accountability process

Most companies claim to have quantified the total contribution of marketing. But 
Brand Accountable are more likely to have done it for the brand investment as well. 

Companies need to triangulate results from multiple tools in order to integrate 
brand and performance measurement 

Linking brand metrics and sales is the number one capability needed to boost 
brand marketing accountability

Brand Accountable companies are much more advanced in linking brand metrics to 
business outcomes, using MTA, or MMM as the starting point and are much more 
likely to focus on individual-level data and experiments

21
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In general, Marketing and Finance are not 
very well aligned when it comes to brand ROI

22
Q: How aligned are your marketing and finance teams on evaluating brand investment ROI? (Select one)
N=102 Senior Marketers

24%

49%

19%

8%

1%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Very aligned

Somewhat aligned

Neutral

Somewhat misaligned

Very misaligned

Marketing and Finance Alignment

76%
Not very
aligned



23
Q: How aligned are your marketing and finance teams on evaluating brand investment ROI? (Select one)
N=102 Senior Marketers

2%

13%

33%

40%

13%

0%

4%

7%

56%

33%

0% 10% 20% 30% 40% 50% 60%

Very misaligned

Somewhat misaligned

Neutral

Somewhat aligned

Very aligned

Marketing and Finance Alignment

Brand Accountable (N=54) Brand Vulnerable (N=48)

Brand Accountable leaders are much more likely to 
have established process to collaborate with Finance 



Ongoing collaboration and shared KPIs between 
Marketing and Finance are key parts of an 
accountability process

24
Q: How do your marketing and finance teams specifically align on measuring brand ROI? (Select all that apply)
N=102 Senior Marketers

50%

45%

42%

32%

28%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Collaborative budgeting
and planning meetings

Shared metrics/KPIs used
for decision making

Regular joint review
of measurement results

Shared ownership/accountability
for ROI targets

Currently limited or no
formal alignment process

How Marketing and Finance Align



25
Q: How do your marketing and finance teams specifically align on measuring brand ROI? (Select all that apply)
N=102 Senior Marketers

33%

23%

29%

29%

40%

24%

41%

52%

57%

59%

0% 10% 20% 30% 40% 50% 60% 70%

Currently limited or no
formal alignment process

Shared ownership/accountability
for ROI targets

Regular joint review
of measurement results

Shared metrics/KPIs used
for decision making

Collaborative budgeting
and planning meetings

How Marketing and Finance Align

Brand Accountable (N=54) Brand Vulnerable (N=48)

Brand Accountable companies are much more 
likely to have established a process with Finance



Most companies claim to have quantified the contribution 
of marketing. But Brand Accountable are more likely to 
have done it for the brand investment as well 

26
Q: Have you quantified the overall contribution of marketing (brand + performance) to sales or business outcomes? (Select one)
N=102 Senior Marketers

25%

33%

4%

38%

0%

9%

13%

78%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

No, not formally or quantitatively

Yes, Performance only

Yes, Brand only

Yes, both Brand Performance

Quantifying Marketing Impact

Brand Accountable (N=54) Brand Vulnerable (N=48)



Linking brand metrics and sales is the number 
one capability for brand marketing accountability

27
Q: What single measurement capability do you most wish you had to improve brand marketing accountability? (Select one)
N=102 Senior Marketers

46%

27%

14%

11%

2%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Better linkage between brand metrics and sales

Real-time ROI measurement

Improved cross-tactic attribution

More reliable long-term ROI models

Other (please specify)

Capability Improvement Needed



Most companies attempt to triangulate results 
from multiple tools, to integrate Brand and 
Performance measurement

28
Q: How does your organization integrate brand and performance marketing measurement to quantify impact on company financial 
performance and growth? (Select one)
N=102 Senior Marketers

34%

27%

21%

12%

4%

2%

0% 10% 20% 30% 40% 50% 60%

We triangulate results from multiple tools
(e.g., MMM, brand lift, attribution) to estimate

business impact, even if not in a single model.

We use internal dashboards or financial KPIs
(e.g., ROAS, CAC, LTV) to track marketing

performance against financial goals.

We use a unified model that incorporates both
brand and performance marketing into financial

outcome modeling (e.g., MMM or custom econometric models).

We report brand and performance marketing
separately, with minimal integration to

business or financial outcomes.

We don't currently link marketing activity
to business or financial impact

in a structured way.

Other (please specify)

Brand & Performance Measurement Integration Approach



Difficulty of isolating effects remains the key 
barrier to prove brand ROI for most marketers

29
Q: What is the greatest barrier you currently face in proving brand marketing ROI? (Select one)
N=102 Senior Marketers

4%

8%

23%

27%

38%

19%

17%

17%

17%

30%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Internal silos

Lack of reliable data

Inadequate measurement tools or analytics

Short-term focus of leadership

Difficulty isolating brand effects

Key Barriers in Proving Brand ROI

Brand Accountable (N=54) Brand Vulnerable (N=48)



Brand Accountable are much more advanced in 
linking brand metrics to business outcomes, 
using MTA, or MMM as the starting point

30
Q: In what specific ways do you link brand metrics to financial or business outcomes (sales, revenue, market share)? (Select all that apply)
N=102 Senior Marketers

25%

15%

31%

33%

27%

33%

31%

27%

7%

17%

30%

33%

39%

46%

52%

54%

0% 10% 20% 30% 40% 50% 60%

We currently do not link brand
metrics to business outcomes

Syndicated category-level
research

Connecting individual-level brand survey
responses to behavioral or sales outcomes

Qualitative or judgment-based
assessments

Market-level controlled experiments
(e.g., regional tests)

Incorporating aggregate brand tracking
data into Marketing Mix Modeling (MMM)

Using Multi-Touch Attribution (MTA) that includes
brand engagement or sentiment variables

Statistical regression/correlation analysis between
brand health metrics and financial KPIs

Methods for Linking Brand Metrics to Financial Outcomes

Brand Accountable (N=54) Brand Vulnerable (N=48)



Brand Accountable are much more likely to 
focus on individual-level data

31
Q: What type of analytical approaches do you use to measure impact: (Select all that apply)
N=102 Senior Marketers

58%

27%

77%

54%

65%

80%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Conduct in market experiments

Model HH/ individual level data

Model aggregate data

Analytical Approaches used to Measure Impact

Brand Accountable (N=54) Brand Vulnerable (N=48)

65%
Brand 
Accountable 
Leaders



Brand Accountable are also much more 
likely to use experiments

32
Q: How does your marketing effectiveness measurement approach incorporate brand-building tactics 
(e.g., TV, online video, display advertising)? (Select all that apply)
N=102 Senior Marketers

21%

19%

10%

35%

38%

6%

20%

46%

54%

57%

0% 10% 20% 30% 40% 50% 60% 70%

Does not include brand-building 
tactics in attribution

Minimal credit, primarily
click-based attribution

Assigns full incremental credit 
through controlled experiments

Uses MMM or similar aggregate-
level modeling only

Assigns partial credit through 
impression/view-through attribution

How Measurement Incorporates Brand Tactics

Brand Accountable (N=54) Brand Vulnerable (N=48)



Measurement and 
Attribution Deep Dive
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Measurement and attribution deep dive

Companies use a portfolio of tools, some of them for planning insights 
(MMM), while others for ongoing tracking data (social listening)

Most companies use MMM as the main attribution approach

When it comes to brand, Marketers track brand preference as well as 
specific attributes that drive it, with 50% of companies aiming to 
review brand health at least monthly

Brand Accountable leaders are much more likely to have an 
actionable process of measuring brand health

34
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”Brand Accountable” companies are more 
likely to use a combination of MMM, MTA and 
user level linkage of surveys to behavior

35
Q: Which measurement tools or methods do you currently use regularly (at least quarterly)? (Select all that apply)
N=102 Senior Marketers

4%

31%

27%

38%

50%

52%

54%

71%

56%

2%

31%

39%

48%

48%

57%

63%

70%

72%

0% 20% 40% 60% 80% 100%

Other (please specify)

Syndicated brand or category trackers

User-level survey and
behavioral data linkage

Multi-Touch Attribution (MTA)

Controlled Experiments
(regional, audience-based)

Continuous Brand Tracking Surveys

Brand Lift Studies (per campaign)

Social media listening tools
(sentiment tracking)

Marketing Mix Modeling (MMM)

Measurement Tools Used

Brand Accountable (N=54) Brand Vulnerable (N=48)



Most companies use MMM as the main 
attribution approach

36
Q: What primary attribution model do you currently use? (Select one)
N=102 Senior Marketers

55%

31%

7%

6%

1%

0% 10% 20% 30% 40% 50% 60%

Marketing Mix Modeling (MMM)

Multi-touch attribution (algorithmic)

We don’t formally use attribution

Last-click

Other (please specify)

Primary Attribution Approach



Marketers try to track both brand 
preference, and key attributes that drive it.

37
Q: Which brand health metrics do you regularly track? (Select all that apply)
N=102 Senior Marketers

66%

61%

56%

55%

47%

42%

39%

38%

37%

31%

25%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Brand Preference / Consideration

Brand Favorability / Sentiment

Brand Attributes (e.g., trust, innovation, quality)

Brand lift

Purchase Intent

Brand Equity or Financial Valuation

Aided Awareness

Net Promoter Score (NPS)

Unaided Awareness

Brand love

Customer Lifetime Value (CLV)

Brand Health Metrics Tracked



~50% of companies aim to review brand 
health at least monthly

38
Q: How frequently do you measure and review brand health metrics? (Select one)
N=102 Senior Marketers

25%

26%

34%

12%

3%

0% 10% 20% 30% 40% 50% 60%

Continuously (via dashboard)

Monthly

Quarterly

Annually or less frequently

Other (please specify)

Frequency of Tracking Brand Health Metrics

51%
Review at 
least monthly



Brand Accountable leaders are much more 
likely to have an actionable process of brand 
health measurement

39
Q: How useful and actionable is your current process for measuring and reviewing brand health metrics? (Select one)
N=102 Senior Marketers

17%

71%

13%

0%

0% 20% 40% 60% 80%

Brand Vulnerable (N=48)Brand Accountable (N=54)

63%

35%

2%

0%

0% 20% 40% 60% 80%

Very useful and actionable

Somewhat useful and actionable

Not very useful and actionable

Not at all useful and actionable

Assessment of Brand Measurement Process



The seniority Gap
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Dimensions of the seniority disconnect

Managers tend to overestimate Finance alignment vs executives

Executives are more realistic about measurement limitations and 
have better visibility into barriers to advanced measurement

Senior marketers emphasize incrementality and see the value of 
user-level linkage of brand and behavior data 

In the end, Executives default to performance, as day-to-day 
execution gravitates toward measurable tactics

41
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Managers tend to overestimate the degree 
of alignment with Finance

42
Q: How do your marketing and finance teams specifically align on measuring brand ROI? (Select all that apply)
N=102 Senior Marketers

38%

25%

24%

34%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Shared ownership/accountability
for ROI targets

Currently limited or no formal
alignment process

How Marketing and Finance Align

Executive Leadership (N=41) Management Leadership (N=61)



Marketing Executives are more realistic about 
the limitations of their measurement capabilities

43
Q: Have you quantified the overall contribution of marketing (brand + performance) to sales or business outcomes? (Select one)
N=102 Senior Marketers

15%

5%

64%

29%

15%

51%

0% 10% 20% 30% 40% 50% 60% 70%

Yes, Performance only

Yes, Brand only

Yes, both Brand Performance

Quantifying Marketing Impact

Executive Leadership (N=41) Management Leadership (N=61)



Marketing Executives are also more likely to 
have better visibility into barriers to 
advanced measurement

44
Q: Do any of the following barriers prevent you from adopting advanced measurement practices like experiments or 
consumer-level tracking? (Select all that apply)
N=102 Senior Marketers

21%

28%

26%

46%

32%

39%

39%

56%

0% 10% 20% 30% 40% 50% 60%

Lack of user-level or first-party data

Insufficient internal analytical capabilities

Organizational resistance or cultural barriers

Limited budget or investment

Barriers to Adopt Advanced Measurement 

Executive Leadership (N=41) Management Leadership (N=61)



Marketing Executives emphasize the 
importance of incrementality 

45
Q: Do any of the following barriers prevent you from adopting advanced measurement practices like experiments or 
consumer-level tracking? (Select all that apply)
N=102 Senior Marketers

18%

29%

0% 5% 10% 15% 20% 25% 30% 35%

Difficulty proving 
incremental value internally

Barriers to Adopt Advanced Measurement 

Executive Leadership (N=41) Management Leadership (N=61)



Marketing Executives are more likely to see the value 
of user-level linkage of brand and behavior data

46

28%

67%

41%

46%

0% 10% 20% 30% 40% 50% 60% 70% 80%

User-level survey and
behavioral data linkage

Brand Lift Studies
(per campaign)

Measurement Tools Used

Executive Leadership (N=41) Management Leadership (N=61)

Q: Which measurement tools or methods do you currently use regularly (at least quarterly)? (Select all that apply)
N=102 Senior Marketers



Marketing Executives are more likely to focus on 
quarterly brand health measurement vs more frequent

47
Q: How frequently do you measure and review brand health metrics? (Select one) 
N=102 Senior Marketers

28%

30%

30%

44%

22%

17%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Quarterly

Monthly

Continuously (via dashboard)

Frequency of Tracking Brand Health Metrics

Executive Leadership (N=41) Management Leadership (N=61)



Looking into the 
future 
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Looking into the future 

Most companies follow a wait-and-see strategy when it comes to 
measurement, but as expected, Brand Accountable are more likely to 
lean into testing new tools

Budget, privacy and data restrictions hinder measurement excellence

Share of search, attention, and survey to behavior integration are 
becoming new areas of focus

Brand Accountable leaders are much more likely to experiment with 
new approaches, especially linking surveys to behavior 

49
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Most companies follow a wait-and-see 
strategy when it comes to measurement

50
Q: How would you describe your organization's openness to adopting new measurement methods? (Select one)
N=102 Senior Marketers

23%

42%

33%

2%

0% 10% 20% 30% 40% 50% 60%

Pioneer – actively test new methods

Fast follower – adopt methods after 
proven elsewhere

Cautious – slow to adopt new methods

Reluctant – rarely change methods

Openness to New Measurement Approaches



Brand Accountable are more likely to lean 
into testing new tools
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Q: How would you describe your organization's openness to adopting new measurement methods? (Select one)
N=102 Senior Marketers

4%

50%

35%

10%

0%

19%

50%

31%

0% 10% 20% 30% 40% 50% 60%

Reluctant – rarely change methods

Cautious – slow to adopt new methods

Fast follower – adopt methods after 
proven elsewhere

Pioneer – actively test new methods

Openness to New Measurement Approaches

Brand Accountable  (N=54) Brand Vulnerable (N=48)



Budget, privacy and data restrictions hinder 
measurement excellence

52
Q: Do any of the following barriers prevent you from adopting advanced measurement practices like experiments or 
consumer-level tracking? (Select all that apply)
N=102 Senior Marketers

51%

48%

33%

31%

26%

22%

5%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Limited budget or investment

Privacy concerns or data restrictions

Insufficient internal analytical capabilities

Organizational resistance or cultural barriers

Lack of user-level or first-party data

Difficulty proving incremental value internally

Other (please specify)

Barriers to Adopt Advanced Measurement



Budget, privacy and data restrictions hinder 
measurement excellence, especially for 
”brand vulnerable” companies

53
Q: Do any of the following barriers prevent you from adopting advanced measurement practices like experiments 
or consumer-level tracking? (Select all that apply)
N=102 Senior Marketers

4%

27%

29%

33%

35%

71%

46%

6%

19%

22%

30%

30%

31%

50%

0% 20% 40% 60% 80% 100%

Other (please specify)

Difficulty proving incremental value internally

Lack of user-level or first-party data

Organizational resistance or cultural barriers

Insufficient internal analytical capabilities

Limited budget or investment

Privacy concerns or data restrictions

Barriers to Adopt Advanced Measurement

Brand Accountable (N=54) Brand Vulnerable (N=48)



Share of search, attention, and survey to 
behavior integration are key areas of focus

54
Q: Have you experimented with any of these newer measurement approaches recently? (Select all that apply)
N=102 Senior Marketers

48%

46%

39%

37%

32%

26%

14%

0% 10% 20% 30% 40% 50% 60%

Share of Search metrics

Integrated consumer-level surveys linked
directly to purchase or behavioral outcomes

Attention metrics (e.g., time-in-view)

Geo/regional holdout experiments

Persistent, user-level longitudinal experiments (ID-based tracking)

Other incrementality testing (i.e. matched market)

Neuroscience or biometric testing

New Approaches for Experimenting



Brand Accountable leaders are much more 
likely to focus on all areas, especially linking 
surveys to behavior 
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Q: Have you experimented with any of these newer measurement approaches recently? (Select all that apply)
N=102 Senior Marketers

4%

33%

21%

31%

29%

44%

29%

20%

20%

41%

43%

50%

52%

59%

0% 10% 20% 30% 40% 50% 60% 70%

Neuroscience or biometric testing

Other incrementality testing (i.e. matched market)

Persistent, user-level longitudinal experiments (ID-based tracking)

Geo/regional holdout experiments

Attention metrics (e.g., time-in-view)

Share of Search metrics

Integrated consumer-level surveys linked directly to purchase or 
behavioral outcomes

New Approaches for Experimenting

Brand Accountable (N=54) Brand Vulnerable (N=48)



Firmographics



Company Type

57
Q: Which of the following best describes the type of company you work for? (Select one)
N=102 Senior Marketers

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Global / International Corporation

National Corporation

Small or Mid-Sized Business

Consultancy

Agency

Non-profit Organization

Other (please specify)



Marketing spend as a percentage of sales
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Q: What is your company’s total marketing spend as a percentage of annual sales (approximate)? (Select one)
N=102 Senior Marketers

9%

37%

32%

12%

10%

0% 10% 20% 30% 40% 50% 60%

More than 10%

6% to 10%

2% to 5%

Less than 2%

Not sure



Sales Structure
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Q: Does your company primarily sell...
N=102 Senior Marketers

25%

27%

47%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B2B

B2C

Both



Marketing Budget

60
Q: To the best of your knowledge, what was your company’s 2024 marketing budget? (Select one)
N=102 Senior Marketers

16%

17%

18%

11%

18%

7%

7%

2%

6%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

$250 million +

$100 million - $249.99 million

$50 million - $99.99 million

$25 million - $49.99 million

$10 million - $24.99 million

$5 million - $9.99 million

$1 million - $4.99 million

Less than $1 million

Don’t know/unsure



The leading trade 
association for 
marketing.

MMA Member Organizations Include:

Learn more at mmaglobal.com

The Marketing + Media Alliance (MMA) is the only trade 
association that unites the entire marketing ecosystem—

CMOs, MarTech, AdTech, media, and marketer-supported 
companies—working collaboratively to architect the future of 
marketing while delivering growth today. Led by CMOs, the 
Alliance drives marketing change by tackling unanswered 

questions and challenging entrenched assumptions. We are 
unapologetically committed to science and inquiry, knowing 
that transformative impact only comes from constructively 
disrupting the status quo. Through peer-driven collaboration, 

the Alliance helps members aggressively adopt proven, 
science-backed practices. Each year, MMA Global invests 
millions in breakthrough research to deliver unassailable 

truths, actionable insights, and practical tools. By 
enlightening, empowering, and enabling marketers, we shape 
the future of marketing and propel business growth.




