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Alignment Is Important To Sales And Marketing Executives

79%

88%

70%

75%

80%

85%

90%

Chief Marketing Officers Chief Sales Officers

Percentage Of C-Level Leaders Who Agree Alignment 
Across Functions Is Important

Source: Forrester's C-Suite Alignment Survey, 2025
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82%
of C-level B2B business and technology 

professionals say their product, sales, and 

marketing teams are all aligned.

Base: 727 B2B business and technology professionals..

Source: Forrester’s Priorities Survey, 2024.
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Marketing and 

sales lack 

alignment in 

several key areas



© Forrester Research, Inc. All rights reserved. Base: 265 C-suite executives in B2B organizations. Source: Forrester’s C-Suite Alignment Survey, 2025

Lack of functional alignment causes a myriad of challenges

41%

C-level executives who say they 
are unable to execute on needed 
transformational initiatives due to 

lack of functional alignment

36%

C-level executives who say lack 
of alignment is challenging their 

organization’s ability to grow

45%

C-level executives who 
say lack of alignment is 
causing poor customer 

experiences

Customer experiences Transforming initiatives Revenue growth
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Organizations reporting very high levels of 

strategic and operational alignment report 

1.9x
higher revenue than those with no alignment.

Base: 1596 Director+ decision-makers from enterprise organizations

Source: Forrester’s State of Customer Obsession Survey, 2024
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Marketing And Sales Alignment Is At Risk In The Future

Source: From the Forrester report, "The Future Of Marketing And Sales Alignment."
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Marketing And Sales Alignment Is At Risk In The Future

Source: From the Forrester report, "The Future Of Marketing And Sales Alignment."
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Marketing And Sales Alignment Is At Risk In The Future

Source: From the Forrester report, "The Future Of Marketing And Sales Alignment."
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Marketing And Sales Alignment Is At Risk In The Future

Source: From the Forrester report, "The Future Of Marketing And Sales Alignment."
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Marketing And Sales Alignment Is At Risk In The Future

Source: From the Forrester report, "The Future Of Marketing And Sales Alignment."
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Four marketing and 

sales partnership 

paradigms will 

emerge in the future.
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49%

34%

17%

Buying Scenario

It was a consensus purchase

It was an independent purchase

It was a committee purchase

Inside the 
organization

Outside the 
organization

13 people

9 people

Base: 10,324 purchase influencers (past 12 months)

B2B buying groups are complex

Average number of people 

involved in the purchasing process:

70% of purchases involve 3 or more 
departments

Base: 9,239 global business buyers (past 12 months) whose organization has 100+ employees

Source: Forrester's Buyers' Journey Survey, 2024

Base: 11,352 purchase influencers (past 12 months)
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Source: From the Forrester report, "The Future Of Self-Service Buying.“ Base: 18,252 global purchase influencers. Source: Forrester’s Buyers’ Journey Survey, 2023
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Marketing and 

sales must partner 

around 

experiences



17© Forrester Research, Inc. All rights reserved.

Marketing and sales leaders must balance contrast and 
collaboration

Source: From the Forrester report, "The Future Of Marketing And Sales Alignment."
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Technology will play a big role in alignment, but siloes are 
disproportionally impacting sales

18%

42%
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“We have siloed technology systems across functions that 
make it difficult to do our jobs.”

Chief Marketing Officers Chief Sales Officers

Source: Forrester's C-Suite Alignment Survey, 2025
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A screenshot of a website

AI-generated content may be incorrect.

https://summit.adobe.com/na/sessions/
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