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Executive Summary

The role of the B2B Chief Marketing Officer is at a critical inflection point. The traditional
mandate to build brand and generate leads is no longer sufficient. Today’'s CMOs are
expected to be architects of growth, directly accountable for revenue performance.

This shift is occurring within a complex and challenging environment: 63% of CMOs cite
budget and resource constraints as their top challenge, while the pressure to
demonstrate ROl has never been greater.

In this new reality, the adoption of artificial intelligence is not just an option but a strate-
gic imperative. Our research, drawing on McKinsey, Gartner, and Forrester data along-
side real-world case studies, reveals that companies effectively harnessing Al are
already seeing a 3% to 15% revenue uplift and a 10% to 20% increase in sales ROI.
Yet the opportunity comes with significant risk: Forrester warns that B2B companies
stand to lose over $10 billion from the ungoverned use of generative Al.

Revenue uplift for Increase in sales ROI At risk from ungoverned
Al-adopting companies from Al integration GenAl use

This report examines the rise of the Al-Powered Revenue Engine—a new operational
model that leverages Al-driven personalization at scale to connect marketing and sales
activities directly to revenue outcomes. A detailed case study on Snowflake
demonstrates the transformative potential of this approach, showcasing how the
company achieved a 2.3x lift in meetings booked, a 54% increase in click-through rates,
and a 38% reduction in advertising spend by implementing an Al-driven Account-Based
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We conclude with a practical four-phase playbook for CMOs, outlining the key steps to
building and scaling an Al-Powered Revenue Engine within their own organizations. The
message is clear: the future of B2B marketing is intelligent, and the time to act is now.
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The New Imperative for Growth

The B2B commercial landscape is undergoing a seismic shift. Customer expectations,
shaped by their experiences as consumers, have evolved dramatically. B2B buyers now
demand the same level of seamless, personalized, and digitally-native interaction they
receive in their personal lives. In fact, 94% of B2B buyers are now using Large Language
Models (LLMs) during their purchasing process, fundamentally altering how they
research, evaluate, and select vendors. Meanwhile, 61% prefer a rep-free buying
experience, signaling a decisive move toward self-service and digital-first engagement.

Simultaneously, CMOs are facing unprecedented pressure to deliver more with less.
With budget constraints as the top concern for nearly two-thirds of marketing leaders,
every marketing dollar must be justified with a clear and measurable return on
investment. The old model of marketing as a cost center, focused on top-of-funnel
metrics like brand awareness and lead volume, is becoming obsolete. The new model
demands that marketing function as a revenue engine, directly contributing to top-line
growth and demonstrating a clear causal link between marketing activities and
business outcomes.

EXHIBIT 1

The Shifting B2B Buyer Landscape: Key Statistics Reshaping CMO
Strategy
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Itis in this context that Al, and particularly generative Al, has emerged as the single most
powerful lever for B2B growth. Al enables companies to bridge the gap between rising
customer expectations and tightening resource constraints. It allows for personalization
at a scale previously unimaginable, automates time-consuming tasks to free up human
capital for more strategic work, and provides the data-driven insights necessary to
optimize every aspect of the customer journey.

KEY INSIGHT 1

Companies that have successfully integrated Al into their commercial operations
are not just seeing incremental improvements; they are achieving a multiplier effect,
increasing their market share by at least 10% annually. These winning companies
invest more than 20% of their digital budgets in Al-related technologies and build
hybrid sales teams that combine human expertise with Al-powered tools.

The convergence of three forces is accelerating this transformation. First, the matura-
tion of Al tools—particularly large language models and predictive analytics—has made
sophisticated personalization accessible to marketing teams of all sizes. Second, the
explosion of “usable” data, combined with a millionfold increase in computation capacity
since 2012, has created the infrastructure necessary for Al to deliver actionable
insights.2 Third, the relentless pressure on CMOs to prove marketing's contribution to
revenue means that Al’s ability to optimize spend and improve conversion rates is no
longer optional but essential.
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The Rise of the AI-Powered
Revenue Engine

An Al-Powered Revenue Engine is a cohesive system of people, processes, and
technology that leverages artificial intelligence to orchestrate and optimize the entire
customer lifecycle—from initial awareness to post-sale advocacy. It represents a
fundamental departure from the siloed, linear funnel models of the past. Instead, it
operates as a dynamic, intelligent, and self-optimizing system focused on a single,
unifying goal: profitable revenue growth.

At its core, the Al-Powered Revenue Engine is built on three foundational pillars that work
in concert to create a compounding advantage over time:

(€3)
===

Unified Data Foundation  Intelligent Orchestration || Continuous Optimization

Ingest and synthesize data Al algorithms analyze unified A closed-loop system that
from CRM, marketing data to identify patterns, constantly measures
automation, web analytics, predict behavior,and outcomes, learns from results,
product usage, and support recommend the "next-best and refines its models to
interactions to create a single, action" for each customer at improve performance with
360-degree view of the each stage of their journey. every interaction.
customer.

For CMOs, the implications of this shift are profound. It means moving from a campaign-
centric to a customer-centric mindset. It means breaking down the traditional silos
between marketing, sales, and customer service. And it means embracing a new set of
metrics focused on revenue impact, customer lifetime value, and marketing-sourced
pipeline.



EXHIBIT 2

Revenue Impact of Al Across the B2B Customer Journey
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McKinsey'’s research underscores the scale of this opportunity. Their analysis indicates
that a fifth of current sales-team functions could be automated, freeing up capacity for
higher-value activities.2 Meanwhile, 90% of commercial leaders expect to utilize gen Al
solutions “often” within the next two years. The most effective companies are already
prioritizing and deploying advanced sales technology, building hybrid teams, and
enabling hyper-personalization.

KEY INSIGHT 2

90% of commercial leaders expect to utilize gen Al solutions “often” over the next two
years. Yet only 19% of B2B decision-makers have fully implemented gen Al use cases,
with another 23% in the process. This gap between intention and execution represents
both a challenge and a significant first-mover advantage for CMOs who act decisively.

The distinction between traditional marketing automation and an Al-Powered Revenue
Engine is critical. Traditional automation follows pre-programmed rules: “if a lead does X,
then send Y.” An Al-Powered Revenue Engine, by contrast, learns and adapts. It can
process millions of data points in real time, identify subtle patterns that no human could
detect, and make dynamic decisions about the optimal action to take for each individual
customer. This is the difference between efficiency and intelligence—and it is the
foundation of the next era of B2B growth.
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Seven High-Impact Use Cases for
the AI-Powered CMO

Generative Al can be deployed across the entire B2B sales cycle to drive efficiency and
effectiveness. Our research, drawing on McKinsey’s B2B Pulse Survey and real-world
deployments, reveals that CMOs are most excited about use cases at the top of the
funnel—lead identification, marketing optimization, and personalized outreach—where
the potential for impact is greatest.

1.

Dynamic Opportunity Identification

Al analyzes vast amounts of structured and unstructured data—from public records
and news articles to social media and intent signals—to identify new growth oppor-
tunities invisible to human analysis. An industrial materials distributor used gen Al to
scan construction permits, identifying over $1 billion in new opportunities and

increasing their pipeline by 10%.
Pipeline Growth: +10%

Hyper-Personalized Outreach at Scale

Generative Al creates highly personalized email and social media messages
tailored to individual prospects based on their industry, role, recent activities, and
pain points. This moves beyond simple mail-merge personalization to create
genuinely relevant content, resulting in a doubling of click-through rates in early

trials.
CTR Improvement: 2x

Intelligent Lead Scoring and Routing

Al models predict which leads are most likely to convert, allowing sales teams to
focus on the highest-potential opportunities. Machine learning algorithms process
behavioral, firmographic, and intent data to score leads with far greater accuracy

than traditional rule-based systems, driving a 40% increase in conversion rates.
Conversion Lift: +40%

Automated Meeting Preparation

Generative Al creates comprehensive briefing documents for sales meetings in
seconds, synthesizing information from CRM, news articles, and internal docu-
ments. This can save sellers hours of manual research per meeting while improving
conversation quality and customer engagement.

Time Savings: Hours per Meeting



5. Real-Time Negotiation Guidance

During sales negotiations, Al provides real-time guidance based on historical trans-
action data, competitive pricing, and customer behavior patterns. Forrester
predicts that by 2027, 20% of B2B sellers will engage in agent-led quote negotia-
tions, fundamentally changing the dynamics of deal closure.

Emerging: Agent-Led Negotiations

6. Al-Powered Content Creation and Optimization

Generative Al assists in creating marketing content from blog posts and
whitepapers to ad copy and social media updates. Teams using Al-powered
campaign optimization report a 60% reduction in manual work and a 14.5% increase
in sales productivity.

Productivity Gain: +14.5%

7. Predictive Churn Modeling and Retention

By analyzing customer usage data, support tickets, and behavioral signals, Al
identifies customers at risk of churning. An enterprise equipment manufacturer
used Al-driven lead generation and churn prediction to increase its pipeline by
more than 20% of total revenue.

Pipeline Impact: +20% Revenue

EXHIBIT 3

B2B Leaders’ Enthusiasm for Gen Al Use Cases by Stage
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Case Study: Snowflake’s

Al-Powered ABM Revolution

Snowflake, the cloud data platform company valued at over S50 billion, provides one of
the most compelling and well-documented examples of the Al-Powered Revenue Engine
in action. Their story illustrates how a data-driven, Al-first approach to Account-Based
Marketing can simultaneously improve marketing effectiveness and reduce costs—the
holy grail for any CMO operating under budget pressure.

The Challenge

Snowflake’s ABM team faced a challenge common to enterprise marketing organizations:
how to optimally distribute their advertising budget across a wide range of territories,
account types, and market segments while maintaining precision targeting. Traditional
approaches relied heavily on manual analysis and static segmentation, which could not
keep pace with the dynamic nature of their market.

The Solution

The team built a “meeting propensity” Al model using Snowflake’s own Cortex Al platform.
This model analyzes a wide range of data points—including firmographic data, engagement
history, intent signals, and behavioral patterns—to predict which accounts are most likely
to respond positively to outreach and ultimately book a meeting with the sales team.

Capability Description
. Al predicts account potential and 38% reduction in wasted spend
Data-Driven Budget automatically allocates advertising
Allocation spend to the highest-opportunity
segments.
. .. . The model continuously learns 2.3x liftin meetings booked
Real-Time Optimization from campaign performance and

adjusts targeting in real time.

. Cortex Al generates personalized 54% increase in CTR
Al-Generated Creative at ad copy for different account
Scale segments, tested via A/B

experiments on LinkedIn.




The Results

The implementation of Snowflake’s Al model yielded significant, measurable results that
demonstrate the transformative potential of an Al-Powered Revenue Engine:

2.3x 38% 5490

Lift in meetings booked in high- Reduction in advertising spend with Increase in CTR with
potential accounts more engagement Al-generated ad copy
KEY INSIGHT 2

"By using the Al model to pinpoint high-potential accounts and accelerate our
sales strategy, we’re not just winning more. We're winning faster, smarter, and
with greater precision than ever before."

— Breanna Cherman, Senior ABM Strategic Operations Lead, Snowflake

Key Takeaways for CMOs

Snowflake’s success offers several critical lessons for B2B CMOs considering their own
Al transformation. First, start with your own data: Snowflake built their model on their own
first-party data, which gave them a unique competitive advantage. Second, measure

rigorously: the team conducted controlled A/B tests to validate the impact of Al-generated

creative. Third, think holistically: by combining predictive targeting with Al-generated
creative, Snowflake achieved compounding gains. Finally, embrace the “eat your own
cooking” philosophy: Snowflake used their own platform to build their Al model,
demonstrating the power of their product while solving a real business problem.

EXHIBIT 4

Snowflake’s AI-Driven ABM: Before vs. After Implementation
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The CMO’s Playbook: Building
Your Al Revenue Engine

For CMOs looking to embark on this journey, the task can seem daunting. However, by
following a structured, phased approach, it is possible to build and scale an Al-Powered
Revenue Engine that delivers tangible results. Based on our research and analysis of
successful implementations, we recommend a four-phase approach:

Build the Foundation

Define a clear Al vision and strategy aligned with business objectives. Secure executive
buy-in by framing Al as a revenue driver, not a cost center. Most critically, consolidate and
unify your data to create a single, 360-degree view of the customer. This is the most
challenging step but the essential prerequisite for everything that follows.

Start with High-Impact Pilots

Identify one to two high-impact use cases that can deliver quick wins and demonstrate value.
Lead identification and personalized outreach are the most popular starting points, as they
address the top of the funnel where data is most abundant and impact is most visible.
Establish clear metrics for success and track progress rigorously.

Scale and Industrialize

Once you have proven the value of initial pilots, develop a roadmap for scaling Al capabilities
across the organization. Invest in talent and training. Establish a governance framework to
manage risks related to data privacy, security, and ethical considerations. Forrester’'s warning
about the $10 billion risk from ungoverned GenAl makes governance non-negotiable.

Foster a Culture of Continuous Innovation

Embrace a test-and-learn mindset. The world of Al is evolving at breakneck speed, and
winners today may not be viable tomorrow. Break down silos between marketing, sales,
data science, and IT. Continuously upskill employees to foster a culture of innovation and
adaptability.



EXHIBIT 5

Al Maturity Assessment: Where
Does Your Organization Stand?

Dimension Stage 1: Exploring Stqge.2: . Stage 3: Scaling  Stage 4: Leading
Experimenting
Siloed, inconsistent Partial integration; | Unified data Al-ready data lake
Data data across systems | some unified views | platform; real-time with automated
access enrichment
Basic automation; Piloting 1-2 Al tools; | Integrated Al stack; Al-native platform;
Technology rule-based workflows | limited integration | multiple use cases agentic capabilities
live
P I Limited Al awareness;| Small team Dedicated Al/ML Al-fluent
eople no dedicated roles exploring Al basic | team; broad upskilling | organization; culture
training of innovation
Manual, Some Al-assisted Al-driven workflows; | Autonomous,
Process campaign-centric processes; ad hoc | systematic self-optimizing
workflows use optimization revenue engine
G No Al governance Basic guidelines; Formal governance; | Comprehensive
overnance framework reactive risk proactive risk framework; ethical
management management Al leadership

Source: Manus Al Research analysis, adapted from McKinsey and Gartner frameworks
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Future Outlook: What Comes
Next

The Al transformation of B2B marketing is still in its early stages. While the use cases
and results documented in this report are impressive, they represent only the beginning
of what is possible. Over the next two to three years, we anticipate several developments
that will further accelerate the shift toward Al-Powered Revenue Engines:

The Rise of Agentic Al

The next frontier in Al is the emergence of autonomous Al agents that can execute
complex, multi-step tasks with minimal human oversight. In the context of B2B marketing
and sales, this means Al agents that can independently research accounts, craft
personalized outreach sequences, schedule meetings, and even participate in initial
negotiations. Gartner reports that 81% of marketing technology leaders are already
piloting or have implemented Al agents,1 and Forrester predicts that 20% of B2B sellers
will engage in agent-led quote negotiations by 2027.

The Convergence of Marketing and Sales

Al is breaking down the traditional wall between marketing and sales. As Al-Powered
Revenue Engines become more sophisticated, the distinction between “marketing-
qualified leads” and “sales-qualified leads” will blur. Instead, Al will provide a continuous,
dynamic assessment of each account’s readiness to buy, ensuring that the right action
is taken at the right time, regardless of whether it is traditionally classified as a
“marketing” or “sales” activity.

The Imperative of Ethical AI and Governance

As Al becomes more deeply embedded in commercial operations, the need for robust
governance frameworks will intensify. Issues of data privacy, algorithmic bias,
transparency, and accountability will move from the periphery to the center of the CMO'’s
agenda. Companies that establish strong Al governance early will not only mitigate risk
but also build the trust that is essential for long-term customer relationships.



EXHIBIT 6

Al Adoption Timeline: From Automation to Autonomous
Revenue Engines
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KEY INSIGHT 3

The window of competitive advantage is narrowing. With 19% of B2B decision-makers
already implementing gen Al and another 23% in process, the early-mover advantage
will not last. CMOs who delay their Al transformation risk falling behind competitors
who are already building the data assets, organizational capabilities, and customer
relationships that will define the next era of B2B growth.



Conclusion

The transition to an Al-Powered Revenue Engine is not just a technological shift; itis a
strategic transformation that will redefine the role of the CMO and the future of B2B
marketing. The evidence is clear and compelling: companies that embrace Al-driven
personalization at scale are achieving measurably superior results—from 3-15% revenue
uplifts to 2.3x improvements in meeting conversion rates.

The Snowflake case study demonstrates that this is not theoretical. Real companies are
deploying Al today and achieving transformative outcomes. The key is to approach this
transformation with strategic intent, starting with a clear vision, building on a solid data
foundation, and scaling through disciplined execution and continuous learning.

The companies that embrace this transformation will be the winners in the new era of
intelligent growth. They will be the ones who can deliver the personalized experiences
that customers demand, the revenue impact that the C-suite requires, and the
sustainable competitive advantage that the market rewards. The journey may be
challenging, but the destination is clear: a future where marketing is not just a cost
center, but the primary engine of profitable growth.




The future of B2B marketing is intelligent.

The time to act is now.
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