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The Fintech Demand Landscape

Fintech demand generation runs at high velocity. Markets
shift quickly under constant competitive pressure, while
regulatory scrutiny remains a permanent constraint.
Buyers evaluate solutions not only on innovation, but on
risk, compliance, and long-term viability.

But fintech does not operate within a single
buying environment.

Banks and credit unions navigate legacy
infrastructure, regulatory oversight, and long buying
cycles. Marketing teams are often mature, yet
consensus-driven buying and risk sensitivity slow
decision-making. Demand and ABM strategies must
build long-term trust across large stakeholder groups.

Merchants and retailers move faster. They prioritize
performance, attribution, and speed to value. Demand
programs can scale rapidly, but ABM efforts often
struggle when account ownership is unclear, buying
teams shift across regions, or priorities change quickly.

Fintech and payments providers combine modern
technology stacks with aggressive growth targets.
As teams expand and product portfolios diversify,
fragmentation increases. Demand strategies

Execution Under Pressure

frequently struggle with consistency and alignment,
yet organizations that connect buyer intent, product
adoption, and revenue outcomes across the lifecycle
unlock significant advantage.

Across all segments, fintech marketers balance
regulated environments, complex partner
ecosystems, and evolving buyer roles. Sales cycles
compress and expand unpredictably as deals cross
regulatory, financial, and operational thresholds.
Marketing teams must generate momentum without
creating exposure, and sales teams must respond
quickly without sacrificing credibility.

The data shows fintech teams lean heavily into
automation and experimentation, particularly Al-driven
tools for personalization and predictive scoring. These
investments reflect the need to move quickly while
maintaining precision as buying groups grow more
complex. In fintech, precision is not just a performance
lever. It is a risk management requirement.

The challenge is not generating interest. It is
converting fast-moving signals into pipeline that holds
up under scrutiny.

Fintech respondents align closely with global trends in technology adoption and revenue
accountability, reinforcing the emphasis on precision and performance across segments.

52%

Al for content/
personalization

Al for predictive
lead scoring

1%

“Across fintech
segments, investment
in Al and pipeline
accountability reflects
the need to balance
speed with precision.”

Pipeline or revenue
as top success metric
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Maturity and Momentum
Fintech demand teams move quickly, but maturity The challenge intensifies in fintech environments
varies widely. Many report strong adoption of where professionals move between organizations,
automation, intent data, and Al-driven tools, teams expand rapidly, and account ownership shifts
particularly in predictive scoring and personalization. across regions or product lines. ABM strategies

struggle when buying groups are fluid and internal

Operational maturity often lags technical ambition. alignment cannot keep pace with growth.

While teams deploy advanced tools, fewer report

high confidence in lead qualification frameworks, Speed amplifies these gaps. Signals move quickly,
attribution clarity, or consistent handoff between but coordination struggles to keep pace, creating
marketing and sales. Ownership blurs as signals friction just as deals begin to take shape.

move downstream.

Demand Generation Maturity Distribution:

Not mature / early stage Somewhat mature

Yy,

Mature Advanced
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From Signal to Action

Fintech marketers operate in a signal-rich
environment. Intent data and behavioral analytics
generate continuous insight into buyer activity.
Visibility is not the constraint; execution is.

Globally, 99% of marketers use third-party intent
data, yet only 7% rate it as very effective. Fintech
respondents follow this same pattern. Signals surface
quickly, but teams often struggle to align outreach,
messaging, and follow-up in the moment.

Intent Data Adoption vs Effectiveness:

Using third-party
intent data

Very effective

When timing slips, fintech buyers move on. The
opportunity lies in understanding not just who
downloads, but how accounts consume content
across sessions, formats, and stakeholders. Multi-
asset engagement often signals stronger intent than
isolated activity, particularly in fintech buying cycles
that involve cross-functional validation.

Somewhat effective
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Where Momentum Breaks Down

Fintech marketers point to the same breakdowns These breakdowns reflect misalignment between
when qualified leads stall before becoming pipeline. signal detection and sales execution, especially
around timing, ownership, and follow-up expectations,

Inconsistent sales follow-up and unclear lead scoring rather than missing technology

rank as the top barriers. In fast-moving fintech deal
cycles, delayed response erodes buyer confidence
and signals internal friction.

Top Barriers to Pipeline Conversion:

Inconsistent sales follow-up Unclear lead scoring or qualification
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Credibility and Conversion

Fintech buyers expect proof early, and they expect it
to hold up under scrutiny.

Educational content, product explainers, and use-
case-driven assets play a central role in pipeline
development. Buyers want clarity on value, risk,
integration, and regulatory exposure before they
engage deeply with sales. Credibility accelerates
momentum; ambiguity slows it.

The data reinforces this behavior. Research

reports, benchmarks, and executive-level insights
consistently outperform lighter formats when it comes
to generating qualified pipeline. These assets help
buyers make the internal case, align stakeholders,
and defend decisions upward.

Content Formats by Pipeline Impact

Primary Pipeline Drivers

Research Reports /
Benchmarks

Whitepapers /
Deep-Dive Guides

Engagement Sustainers

Short-Form
Webinars

The gap shows up in execution

Short-form expert-led programs and curated content
experiences play a strategic role when designed
intentionally. These formats create direct access to
verified decision-makers, surface timely questions,
and reinforce authority in markets where credibility
determines whether conversations continue.

Execution determines whether engagement converts
into opportunity. Many fintech marketers express
strong interest in modern, concise formats, but

only those who anchor them in research, expertise,
and clear follow-up pathways consistently translate
engagement into pipeline.

High-performing fintech teams treat short-form
experiences as part of a progression rather than a
standalone tactic. Research establishes authority.
Video engagement deepens trust. Targeted follow-up
converts momentum into opportunity.

(global top tier)

60%

(fintech)

(interest, global)
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Fintech marketing teams operate under constant provides speed and clarity, even as teams recognize
pressure to prove impact without slowing execution. its limitations. More sophisticated models exist, but

adoption remains limited when complexity threatens

Executives want confidence in pipeline contribution, decision-making velocity.

deal velocity, and forecast accuracy. At the same

time, many fintech organizations still rely on simplified High-performing fintech teams resolve this tension by
attribution models that struggle to reflect real buying shifting the role of measurement. Rather than chasing
behavior across channels, stakeholders, and time. perfect attribution, they focus on insight that informs

prioritization. Measurement earns its value when it

The data shows the tradeoff clearly. Single-touch changes what teams do next.

attribution remains the dominant model because it

Attribution Model Usage ) ) )
Al-driven attribution

Multi-touch / hybrid
Single-touch

xea‘“g'

Clay: 0 \_ec“
farity Outweigh precision for most
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Aligning Growth & Execution

Fintech leadership teams are tightening how they
judge growth.

Leaders no longer ask marketing how much activity

a program generated. They ask which programs
influenced pipeline, how quickly opportunities
advanced, and where deals slowed or stalled. Growth

still matters, but predictability and quality matter more.

Pipeline generation and revenue influence now
define marketing performance, while lead volume
continues to lose relevance. This shift places

Demand Generation Budget Outlook

demand generation closer to revenue accountability
than ever before.

Budgets reflect that tension. Many fintech marketers
expect continued investment in demand generation,
but that investment comes with tighter expectations
around efficiency, conversion, and contribution to
forecast confidence.

For demand teams, the bar is clear. Speed
remains critical, but reliability determines whether
growth sustains.

Increase

Decrease
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Action Guide:
Aligning Leadership and Execution

Use this guide as a shared reference point. High-performing fintech organizations succeed when
executive expectations and demand execution reinforce each other, not compete for attention.

End-State System Diagram:

Qualification Enablement Sales Action Pipeline

For Executive Leaders For Demand Generation Leaders

Anchor success to pipeline quality and Design campaigns around decision-maker access
forecast confidence and readiness

Hold marketing accountable for pipeline that advances, Prioritize reaching verified buyers in finance, risk,

not just pipeline that appears. Ask how opportunities compliance, and executive roles. Campaign success
progress through stages, where they stall, and how should reflect access to real decision-makers and
confident the team feels about conversion. Quality and evidence of readiness, not just engagement volume.
predictability matter more than raw volume.

Operationalize intent with defined triggers and actions
Treat intent signals as inputs to execution, not passive
alerts. Define what happens when high-intent activity
appears, including outreach timing, messaging, and
sales enablement. If intent does not change behavior,

it adds noise.

Fund systems that balance speed with compliance
Fast growth without discipline creates downstream
risk. Invest in demand programs, partners, and
infrastructure that allow teams to move quickly while
maintaining regulatory awareness, message control,

and audience precision. .
Build follow-up paths that match buyer urgency

Align follow-up speed and messaging to how fintech
buyers move. Fast-moving signals require fast, credible
response. Delays signal risk and reduce confidence.

Require visibility into deal progression, not just
lead counts

Expect reporting that shows how marketing influences
deal velocity, buying committee engagement, and
late-stage movement. Dashboards should help
leadership understand where momentum builds and
where it breaks.

Equip sales with narrative, not just scores
Package insight in a way sales can use immediately.
Share why an account engaged, what problem they
appear to be solving, and what content shaped

their interest. Narrative preserves signal strength as
ownership shifts.

Reinforce alignment between marketing and sales Measure what moves deals forward

Set the expectation that marketing and sales share Track engagement depth, account progression, and
responsibility for pipeline outcomes. Encourage joint downstream conversion. Use reporting to guide
reviews focused on opportunity health, not finger- prioritization and next actions, not just to summarize
pointing around lead quality. performance after the fact.
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Conclusion:
Sustaining Momentum in Fintech
Demand Generation

Fintech demand generation does not suffer from a For fintech organizations, demand generation

lack of ambition, tooling, or data. increasingly functions as revenue infrastructure. It
must perform under pressure, support credible sales
motion, and contribute to forecast confidence, not just
awareness or engagement.

Teams move quickly. They adopt new technologies
early. They generate signals at scale. The challenge
emerges later, as speed collides with scrutiny and
early momentum must survive long buying cycles, The teams that perform best align leadership
regulatory review, and expanding stakeholder groups. expectations with execution systems. They design
programs that move quickly without breaking, scale

The findings in this report point to a consistent without dilution, and adapt without losing coherence.

pattern. Performance does not hinge on generating

more activity. It hinges on execution discipline. In markets defined by speed and scrutiny, sustainable
Teams that sustain pipeline focus less on volume and growth comes from consistency.

more on reliability. They protect signal strength as

ownership shifts. They prioritize clarity over noise.
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This industry brief is drawn from the findings of the Energize State of Demand Generation 2026 Survey,

a global study of B2B demand generation and revenue leaders.

Research Scope

300 B2B demand generation, marketing, and
revenue leaders

Representation across fintech, cybersecurity, SaaS,
cloud infrastructure, and enterprise technology sectors

Mid-market to enterprise organizations with complex,
multi-stakeholder buying cycles

Data Collection

Structured, anonymized survey

Respondents self-reported maturity levels, investment
priorities, execution challenges, and performance metrics

Questions focused on operational reality rather than
aspirational capability

Industry Analysis

Data was analyzed globally and segmented
by industry

Insights in this fintech edition reflect responses from
fintech leaders, supplemented by global benchmarks
where patterns align

Percentages have been rounded for clarity

This brief represents an industry-specific
interpretation of the broader research, focused on
execution realities within fintech organizations.

About Energize Marketing®

Energize Marketing® is a B2B demand generation
and audience engagement partner for enterprise
technology brands.

We help marketing and revenue teams reach verified
decision-makers, build authority through research-led
content, and convert engagement into qualified pipeline.

Our approach combines:
Account-ready audiences powered by energizeDB®

Insight-led programs anchored in research and
expert perspectives

Execution frameworks that align marketing signals
with sales action
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Energize works with leading fintech, cybersecurity,
and enterprise technology brands to deliver
demand programs built for credibility, precision, and
measurable pipeline impact.

This fintech edition represents one industry lens on
the broader findings.

To explore global trends, cross-industry comparisons,
and deeper analysis of demand generation maturity,
intent effectiveness, content performance, and
budget outlook:

Download the full State of Demand Generation 2026
report at:

https://www.energize-marketing.com/
globalstateofdemandgen2026insights
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Contact

To learn more about the findings in this report or to Follow Energize Marketing for research updates,
discuss how Energize Marketing can support your insights, and upcoming benchmarks:

demand-generation strategy, please reach out: m Energize Marketing

For press inquiries or research

E ne rg ize M d rketi ] g® collaboration opportunities:

press@energize-marketing.com
Contact Us:

https://lwww.energize-marketing.com/contact
www.energize-marketing.com
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