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Many marketing teams don’t think they’re running 
fragmented programs. In practice, they’ve made a choice. 

Some teams lean heavily on advertising to maintain 
visibility across target accounts. Others prioritize content 
syndication to capture active interest, generate opted-in 
engagement, and surface early buying signals.

Advertising sustains visibility, but without engagement, 
it offers little context to build on. Content syndication 
generates engagement, but without reinforcement, 
momentum often fades after the initial interaction. In both 
cases, activity occurs — but progress stalls. 

And that choice has a cost.

Most B2B marketing programs don’t struggle because 
individual channels fail to produce results. 

They struggle because those channels don’t work together. 
In many organizations this separation isn’t accidental. 
Advertising, lead generation, and buying signal programs 
are often purchased from different vendors and managed 
through separate workflows, leaving engagement signals 
fragmented across the funnel. When advertising, content 
engagement, and buying signals remain disconnected, 
acquisition costs rise, engagement signals become harder 
to interpret, and sales teams struggle to prioritize the right 
accounts at the right time. Activity becomes visible, but 
momentum is harder to sustain.  
 
Single-channel execution doesn’t just slow campaigns 
down. In coordinated programs, we’ve observed efficiency 
improvements of up to 400% when advertising reinforces 
content engagement across target accounts.

The Cost of Splitting Up Marketing’s 
Power Couple

This eBook explores what changes when 
content syndication and advertising are 
treated as complementary rather than 
separate efforts. It examines the distinct role 
each plays, why coordination matters across 
longer buying journeys, and how shared 
insight turns activity into momentum. 

The consequences of this separation are most visible in 
account-based campaigns. 

Target accounts rarely move forward in a straight line. 
Multiple stakeholders engage at different times, across 
different channels. When ads and leads are managed 
separately, these interactions are evaluated in isolation. 

Signals exist, but they don’t connect. 

When that happens, you’re left reacting to activity instead 
of guiding engagement.

Teams see activity without clarity. Follow-ups become 
harder to prioritize. Instead of coordinating engagement 
across the account, teams react to individual moments as 
they appear.

Engagement signals only become actionable when 
syndication, advertising, and intent data are connected 
within a shared system. 

Where Execution Breaks Down
When these signals operate on a shared timeline, teams 
gain the context needed to interpret engagement and act 
with confidence.

That’s why ads and leads work best as a pair. 

The question isn’t whether content syndication or 
advertising works on its own. It’s whether you’re getting  
the full value from your current programs — or only half  
the story.
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ABM is often misunderstood because it is frequently defined 
by how it’s executed, rather than by how it’s meant to work. 

As paid advertising has become more accessible and 
scalable, many teams have come to equate ABM with 
serving ads to a predefined list of target accounts. 
Advertising can support ABM programs, but reducing the 
strategy to a single execution tactic limits its effectiveness 
from the start. 

Why ABM Is Often Misunderstood 

Real buying decisions rarely follow a linear path. Multiple 
stakeholders evaluate solutions independently, engage at 
different moments, and influence one another well before 
consensus forms. Effective ABM reflects this reality by 
maintaining continuity across interactions, rather than 
optimizing for isolated touches. 

When ABM is treated primarily as an advertising 
motion, teams tend to optimize for awareness instead 
of progression. Activity becomes easy to measure, but 
momentum is harder to build. Engagement occurs, but it 
doesn’t always accumulate in a way that helps accounts 
move forward. 

The difference lies in coordination. 

ABM works best when advertising, content engagement, 
and follow-up operate together as connected parts of the 
same motion. Each interaction builds on the last, creating 
familiarity, context, and relevance across stakeholders  
and time. 

When coordination is missing, teams manage tactics instead 
of guiding journeys; when it’s present, ABM becomes easier 
to execute, prioritize, and measure because engagement is 
no longer fragmented across disconnected activities. 

This distinction reframes ABM from a media strategy into 
an engagement strategy, one that depends on alignment 
across channels to sustain momentum within target 
accounts. 

ABM is not about reaching accounts 
once. It’s about coordinating 
engagement over time. 

Fragmented Touches Connected Engagements

https://demandscience.com/resources/how-to-map-accounts-for-abm/?utm_source=demandscience&utm_medium=document&utm_campaign=fy2027_q1_handraiser_contact_us_joint_gtm_ads_%26_leads&utm_content=marketing_couple_ebook&sfcid=701PF00000awuzZYAQ
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At its core, content syndication functions 
as a signal-generation engine. In practice, 
this gives teams three clear advantages: 

Identify which individuals are actively 
researching within target accounts  
Understand which topics resonate across 
different stakeholders 
Capture opted-in engagement that informs 
relevant follow-up

This is where one half of marketing’s power couple creates 
depth — surfacing real engagement before momentum 
needs reinforcement. 

This engagement also improves the quality of outreach. 
When conversations are informed by prior content 
interaction, they begin with context rather than interruption. 
Sales teams aren’t guessing who might be interested; 
they’re responding to demonstrated behavior, which 
reduces friction and increases relevance. 

Equally important, content syndication helps surface 
patterns across stakeholders over time. When multiple 
individuals from the same account engage with related 
topics — even asynchronously — it can indicate growing 
internal alignment. Without individual-level engagement 
data, these patterns are difficult to detect. 

For these reasons, content syndication should be viewed 
as more than a lead-generation tactic. It provides early 
visibility into buyer interest, creates context for coordinated 
follow-up, and establishes a foundation for reinforcing 
engagement across longer, more complex buying journeys. 

If you’re trying to understand who inside your target 
accounts is actually engaging, content syndication is where 
that clarity begins. 

Content syndication plays a distinct role in coordinated 
account-based engagement because it operates at the 
individual level, where buying decisions actually begin. 

The Role of Content Syndication 
in Driving Engagement 

Accounts don’t research solutions. 
People do. 

While account-level targeting helps maintain visibility, 
content syndication helps reveal who inside a target 
account is actively exploring a problem, what topics they 
care about, and where interest may be forming. This 
visibility is especially valuable early in the buying journey, 
before consensus or formal intent exists. 

Unlike passive exposure, content syndication generates 
opted-in engagement. Prospects choose to interact with 
your assets, creating a stronger signal than impression-
based activity alone. These interactions reveal how deeply 
buyers engage and when interest is building, insights that 
become more valuable as buying groups expand. 
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Once interest is sparked, you need a way to stay present 
without forcing the next step. 

Programmatic advertising plays a distinct role in 
coordinated account-based engagement by providing 
reinforcement over time, rather than driving immediate 
conversion. 

In long and complex buying journeys, interest rarely 
develops in a straight line. Stakeholders engage, disengage, 
and return as priorities shift. Programmatic advertising 
helps brands remain present through these natural pauses, 
ensuring early engagement doesn’t fade simply because 
buyers move at different speeds. 

Rather than acting as a primary engagement channel, 
advertising works best when it supports existing interest. 
When buyers have already interacted with content, repeated 
exposure reinforces familiarity and credibility, making future 
interactions feel more natural and less disruptive. 

The Role of Programmatic Advertising 
in Sustaining Visibility 

This continuity is especially important at the account level. 
While one individual may engage deeply with content, 
others may only encounter the brand through repeated 
visibility.  

Within coordinated programs, programmatic 
advertising functions as a persistent layer 
– reinforcing the other half of marketing’s 
power couple over time. It helps teams: 

Maintain visibility between moments of active 
research and engagement  
Reinforce familiarity across stakeholders who 
engage at different times 
Preserve momentum during longer buying 
cycles where timing is unpredictable

Over time, this reinforcement reduces friction. Brands 
feel established before direct outreach occurs, making 
subsequent engagement easier to sustain. The value isn’t 
immediate action — it’s continuity. 

By extending visibility across the open web, programmatic 
advertising helps bridge gaps between engagement 
moments, supporting a more connected experience where 
engagement builds instead of resetting. 

The advantage emerges when both signals are coordinated 
within a single engagement system, allowing visibility and 
engagement to reinforce one another rather than operate in 
parallel.

When paired with individual-level engagement signals, 
programmatic advertising ensures interest is reinforced 
consistently, allowing coordinated engagement to progress 
across stakeholders and stages. 

Advertising creates shared recognition 
across the buying group, even as 
engagement paths differ. 
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Data becomes valuable only when it helps teams decide 
what to do next. 

In account-based engagement, signals are plentiful. 
Advertising activity shows reach and frequency. Content 
engagement reveals topic interest. Intent data highlights 
changes in research behavior. Each signal offers insight 
on its own but understanding how they relate over time is 
where most teams struggle. 

When these signals are viewed in isolation, interpretation 
becomes difficult. Teams may see engagement without 
knowing whether visibility was sustained beforehand 
or notice intent spikes without understanding which 
interactions contributed to them. 

Data, Intent, and the Cost of Fragmentation 

This connected view transforms signals from static data 
points into a narrative that reflects real buyer behavior. 
Instead of reacting to individual moments, teams can 
coordinate engagement across stakeholders and stages 
with greater confidence. 

This is the difference between collecting signals and using 
them. 

When ads and leads share a common data foundation, 
engagement stops resetting with each interaction. Decisions 
become easier because teams are responding to connected 
insight, not fragmented activity. 

Data doesn’t create alignment on its own. But when it 
connects engagement and visibility, it enables teams 
to act with confidence — turning activity into sustained 
momentum across accounts. 

Intent data is often positioned as the solution. And when 
grounded in first-party engagement, it can be powerful. But 
intent alone doesn’t explain why interest is building, who 
is contributing to it, or how teams should respond. Without 
connection to real engagement and visibility, intent risks 
adding volume instead of clarity. 

Clarity emerges when engagement, visibility, and intent are 
connected into a shared timeline. 

When these signals are viewed together, 
teams gain a more accurate picture of how 
interest develops across accounts. They can: 

See how engagement builds across individuals 
and time  
Understand where reinforcement is sustaining 
momentum 
Prioritize follow-up based on context, 
not isolated activity

The challenge isn’t a lack of data.  
It’s a lack of context. 

Fragmented Signals Connected Insights
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Shifting From Isolated Tactics to 
Coordinated Engagement 

FormAssembly, a data collection and form builder solution 
company, offers another perspective on how coordination 
strengthens engagement. 

Before coordinating their programs, the team focused 
primarily on content-driven lead generation to surface 
interest within target accounts. To sustain visibility after 
those initial interactions, they paired content syndication 
with targeted advertising designed to reinforce awareness 
across priority accounts.

Rather than optimizing for immediate conversion, the 
combined approach helped increase recognition and 
continuity prior to sales outreach, resulting in 23%  
higher account engagement over time.

Global Cloud Leader Saw 400% Cost Efficiency Gain

The impact wasn’t driven by more activity. It came from connection. With engagement and visibility working together, the team 
could reinforce interest at the right time, focus follow-up where it mattered the most, and reduce waste across the funnel. 

reduction in the cost to 
acquire qualified accounts

80%
more leads per account where  
ads and leads were coordinated 

2.5x
the drop in cost per lead

$608   $117 

The Case of FormAssembly 
The value wasn’t scale – it was signal. Coordinated 
exposure and engagement created clearer indicators  
of interest and more confident follow-up conversations.

This contrast highlights what happens at different stages of 
coordination. When ads and leads begin working together, 
engagement becomes easier to sustain. When they’re fully 
aligned, efficiency and impact scale significantly.

Read the full story

By aligning ads and leads through a single orchestrated approach, the organization replaced disconnected vendors with  
a coordinated program designed to reinforce engagement across priority accounts.

When advertising and engagement programs operate within the same system, marketers can see which accounts are 
responding, reinforce those signals with additional visibility, and prioritize outreach while momentum is building.

The coordinated program ultimately delivered a 400% improvement in campaign efficiency, reflected in measurable 
gains across both cost and lead generation.

The results were clear:

https://demandscience.com/resources/formassembly-demandscience-partnership-propelled-by-vision/?utm_source=demandscience&utm_medium=document&utm_campaign=fy2027_q1_handraiser_contact_us_joint_gtm_ads_%26_leads&utm_content=marketing_couple_ebook&sfcid=701PF00000awuzZYAQ
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When ads and leads operate as part of the same account-
based engagement strategy, performance improves —  
but more importantly, engagement behaves differently.

Instead of starting and stopping with each interaction, 
momentum carries forward. 

When Ads and Leads Work as One 

It surfaces engaged buyers, reveals what 
topics resonate, and provides signals teams 
can act on. 

Content syndication 
creates depth

Content syndication and advertising each play a distinct role, but their impact compounds when they’re  
activated together: 

It maintains visibility, builds familiarity, and 
supports engagement over time rather than 
driving immediate conversion. 

ABM advertising 
provides reinforcement

Shared data and intent signals help teams 
understand who is engaging, where interest is 
building, and how to respond more effectively. 

Unified data enables 
better decisions

When content engagement and advertising 
reinforce each other, engagement compounds 
instead of resetting with each touchpoint. 

Working as one  
sustains momentum

Visibility reinforces engagement. Engagement creates 
context. Follow-up becomes more confident because it’s 
informed by how interest develops across people, time,  
and touchpoints. 
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DemandScience is a B2B revenue marketing company dedicated to simplifying marketing 
complexity and giving marketers control over the execution and scaling of their go-to-market 
(GTM) strategies. Through data-driven lead generation, content syndication, multi-channel 
advertising, event marketing, and more, our solutions—backed by a team of expert strategists—
help marketers engage the right buyers with confidence, without compromise or risk. Serving 
1,500+ global customers since 2012, we are one of only 143 companies to make the Inc. 5000 for 
10 consecutive years and are a certified Great Place to Work. Learn more at demandscience.com 
and connect with us on LinkedIn, X, Facebook, and Instagram.

Together, these elements support a more 
connected buyer experience — one that 
reflects how real buying decisions unfold 
across people, time, and touchpoints. 

That’s when marketing’s power couple  
actually works as a team. 

If you’re keeping them apart, your campaigns 
are underperforming by design. 

Let’s change that. 

Learn How Coordinated Programs 
Increase Engagement & Reduce Costs

See how Content Syndication and 
Advertising work better together

https://demandscience.com/?utm_source=demandscience&utm_medium=document&utm_campaign=fy2027_q1_handraiser_contact_us_joint_gtm_ads_%26_leads&utm_content=marketing_couple_ebook&sfcid=701PF00000awuzZYAQ
https://demandscience.com/?utm_source=demandscience&utm_medium=document&utm_campaign=fy2027_q1_handraiser_contact_us_joint_gtm_ads_%26_leads&utm_content=marketing_couple_ebook&sfcid=701PF00000awuzZYAQ
https://www.linkedin.com/company/demandscience/
https://x.com/demandscience
https://www.facebook.com/DemandScience
https://www.instagram.com/demandscience/
https://demandscience.com/?utm_source=demandscience&utm_medium=document&utm_campaign=fy2027_q1_handraiser_contact_us_joint_gtm_ads_%26_leads&utm_content=marketing_couple_ebook&sfcid=701PF00000awuzZYAQ
https://demandscience.com/demand/ads-and-leads-marketing-power-couple/?utm_source=demandscience&utm_medium=document&utm_campaign=fy2027_q1_handraiser_contact_us_joint_gtm_ads_%26_leads&utm_content=marketing_couple_ebook&sfcid=701PF00000awuzZYAQ

