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SAAS MARKETING STATS

EXECUTIVE OVERVIEW

The retention-first era

of SaaS growth

SaaS marketing has entered a retention-first era. Rising ad
costs, longer sales cycles, and tighter capital markets have
pushed B2B SaaS leaders to rethink success - with Net
Revenue Retention (NRR) and Customer Lifetime Value (LTV)
now core growth indicators alongside acquisition.

This report brings together the benchmarks that matter for
building a growth engine that holds up: market size, budget
allocation, CAC, payback periods, SEO performance, paid

e
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July 2026 Research Team

THE TAKEAWAY

Balance acquisition with
capital efficiency.

Compound organic search, keep CAC payback under control, and
treat NRR and customer expansion as first-class growth metrics.
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01 / SAAS MARKETING 2026: KEY STATISTICS

SaaS Marketing 2026: Key
Statistics

Seven figures defining market growth, spending, acquisition efficiency, retention
and Al adoption.

01 / GLOBAL MARKET

$375.57B-$530

02 / BUDGET

47%

Projected 2026 SaaS market range; CAGR
11.1%-18.7%.

SOURCE: GRAND VIEW RESEARCH

Average revenue allocated to sales and marketing
by venture-backed growth-stage SaaS companies.

SOURCE: INDUSTRY REPORTS

03 / B2B SAAS CAC 04 / SEO ROI 05/ LTV:CAC

$239 3:1-4:1

Combined average B2B SaaS Average three-year ROI for Gold-standard benchmark for
CAC, reaching $5,000+ for B2B Saa$S SEO; organic CAC is sustainable acquisition

enterpnias AR SuArRKs ahHximatelysiled-$205. ESANRMNBSSTRY BENCHMARKS

06 / ANNUAL CHURN

5%-7%

07 / Al INTEGRATION

60%+

Median annual churn for mid-market and
enterprise; SMB churn can reach 15%-30%.

Enterprise SaaS products featuring embedded
generative Al or agentic automation.

SOURCE: BETTERCLOUD SOURCE: BETTERCLOUD

WHY THESE NUMBERS MATTER

The strongest SaaS businesses are no longer judged by customer acquisition alone. Market
leaders combine disciplined budgets, efficient CAC payback, compounding organic demand,
strong gross retention and expansion revenue.
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02 / THE SAAS GROWTH SYSTEM

The SaaS Growth System

A connected operating model for acquisition, activation, conversion and retention.

FRAMEWORK / ACQUIRE TO RETAIN

01 Acquire 02 Activate

® Traffic ® Signups
® CAC ® Onboarding

® Channels ® Activation Rate

(3 Convert 04 Retain

® Conversion Rate ® Retention
® MRR ® Churn

® ARR ® LTV

Sustainable growth emerges when acquisition, activation, conversion and retention are measured
as one connected revenue system.
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03 / SAAS MARKET SIZE & INDUSTRY GROWTH

SaaS Market Size & Industry
Growth

The cloud software base continues to compound as enterprises replace legacy
systems and embed Al into daily workflows.

2025 VALUATION 2026 PROJECTION

$315.68B B-EVLMVA-EL K]

Global SaaS market valuation Projected global market range

PROJECTED CAGR NORTH AMERICA APPS / ENTERPRISE
%-18.7 44.1%-46.€ 106-164

11.1%-18. .1%-46.€ -

2026-2034 Share of total revenue Average SaaS applications

2025 -> 2026 MARKET EXPANSION

2025 2026

The global cloud software infrastructure has reached a critical maturity phase. Buyers increasingly prioritize
integrated platforms while total software spend continues to rise because SaaS is deeply embedded in
day-to-day operations.

SOURCE: GRAND VIEW RESEARCH
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04 / CORE GROWTH DRIVERS

Core Growth Drivers

Three forces are accelerating cloud-software demand and reshaping the modern
Saas stack.

01 / AI-NATIVE MODERNIZATION

8 I /o IT organizations piloting or deploying agentic Al capabilities within their

cloud stack.

02 / APP EXPANSION

1 1 /o Year-over-year growth in SaaS apps per company, largely driven by

dedicated Al tool adoption.

03 / PUBLIC CLOUD DOMINANCE

6 5 /o I Public deployment types account for over 65% of the overall market.

MACRO MARKET EVOLUTION

Software buyers are prioritizing platforms that unify point solutions into integrated suites. Even with IT
spending rationalization, cloud software remains essential infrastructure rather than discretionary tooling.

SOURCE: GRAND VIEW RESEARCH
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05 / SAAS MARKETING BUDGETS & SPEND ALLOCATION

SaaS Marketing Budgets &
Spend Allocation

Budget intensity declines as companies mature and shift from market capture
tr

SHARE OF ARR SPENT ON SALES & MARKETING

0% 25% 50% 75%

Early-stage (Seed to Series A) 50% - 75%+

Build awareness and establish pipeline.

Venture-backed growth stage 47%

Scale go-to-market initiatives.

Public SaaS companies 40% - 50%

Maintain consistent ARR growth.

PE-backed firms 33%

Prioritize profitability over growth.

SOURCE: INDUSTRY REPORTS & MARKET RESEARCH (2025)
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06 / SAAS MARKETING SPEND DISTRIBUTION BY CHANNEL

SaaS Marketing Spend
Distribution by Channel

Four categories absorb most SaaS marketing budgets: long-term demand creation,

immediate nineline field ennanement and nneratina infractriictiira

WHERE MARKETING BUDGETS FLOW

Content Marketing & SEO 25% - 35%

The long-term acquisition engine most SaaS companies
build on.

Paid Performance Media 30% - 40%

PPC and social used to drive immediate demand.

Events & Field Marketing 15% - 25%

More common among mid-market and enterprise
vendors.

Marketing Operations & MarTech 10% - 15%

Automation, attribution and CRM support. 0% 25% 50%

Content and SEO build compounding demand. Paid media sustains near-term pipeline. Events support
complex deals, while marketing operations keeps the revenue system measurable and scalable.
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07 / CUSTOMER ACQUISITION COST (CAC) & UNIT ECONOMICS

Customer Acquisition Cost (CAC)
& Unit Economics

Acquisition cost rises sharply as deal size, organizational complexity and
sales-cycle length increase.

Average organic CAC Average blended CAC | Typical ACV range Sales cycle

B2C / Consumer SaaS $80 - $150 $140 - $250 < $300 / year 1-7 days
Small Business (SMB) $164 - $205 $239 - $585 $1k - $10k / year 1- 30 days
Mid-Market B2B $600 - $1,200 $1,800 - $3,500 $10k - $50k / year 30 - 90 days
Enterprise B2B $2,500 - $4,500 $6,000 - $8,500+ $50k - $250k+ / year 90 - 180+ days

WHY THE RANGE WIDENS

CAC includes marketing spend, sales salaries, overhead and tools. Enterprise acquisition is more expensive
because deals involve larger contracts, longer cycles and more stakeholders.

SOURCE: FIRST PAGE SAGE
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08 / UNIT ECONOMICS & ORGANIC SEARCH

Unit Economics & Organic
Search

UNIT ECONOMICS

Benchmarks that separate healthy growth
from expensive growth

<12 mo $310

Healthy LTV:CAC ratio Top-quartile CAC payback Organic CPL average Paid CPL average

ORGANIC SEARCH & B2B SAAS SEO

30%-60% $164

7 0 Z % Inbound pipeline from organic search Average organic CPL

Average three-year ROI delivered
by B2B SaaS SEO.

29.7% 748%

Higher traffic growth from original Thought-leadership campaign ROI
benchmark reports

CONTENT FORMATS THAT DRIVE INBOUND CONVERSIONS

BOFU MOFU TOFU
Comparison pages, integration directories and Templates, ROI calculators and Industry reports, statistical roundups and
feature pages. implementation frameworks. glossary content.

SOURCE: FIRST PAGE SAGE
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09 / PAID ACQUISITION & SOCIAL MEDIA BENCHMARKS

Paid Acquisition & Social Media
Benchmarks

Paid acquisition creates fast pipeline, but channel economics and conversion
friction determine whether the spend scales efficiently.

Channel / platform Cost benchmark Strategic role

Google Search Ads 3.04% Avg. CPC: ~$2.69 High-intent demand capture
LinkedIn Ads 1.5% - 4.0% Avg. CPC: $5.00 - $6.00+ 80% of B2B social leads; ABM
Facebook / Meta Ads ~10.6% Avg. CPC: ~$1.72 Mid-funnel distribution, webinars and

retargeting

Email Marketing High ROI $36 - $40 per $1 spent; ~$53 CPL ~ Nurture, onboarding and expansion

LINKEDIN ADS FACEBOOK / META

80% ~10.6%

Share of all B2B social leads. Highest conversion rate listed among the paid
channels.

SOURCE: HOMEPAGE CONTENT SOURCE: HOMEPAGE CONTENT

Channel choice matters as much as budget size: high-intent search captures active demand, LinkedIn supports ABM,
Meta can convert mid-funnel audiences, and email compounds value across the lifecycle.
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10 / GO-TO-MARKET MECHANICS & CONVERSION FRICTION

Go-To-Market Mechanics &
Conversion Friction

Small changes to sign-up structure can materially alter trial conversion,
paying-customer volume and paid acquisition cost.

Opt-in free-trial conversion

More than double the 12% typically seen in freemium models.

More paying customers over time

Removing the upfront credit-card requirement keeps more users in the funnel.

2 6% Lower paid CAC

Retargeting layered across display and social versus cold paid traffic alone.

LOWER FRICTION -> MORE USERS -> MORE PRODUCT SIGNAL -> MORE CONVERSION

SOURCE: SEOPROFY
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11 / SAAS CUSTOMER RETENTION, CHURN & LIFETIME VALUE

SaaS Customer Retention, Churn
& Lifetime Value

Retention and expansion have become the core drivers of efficient

RETENTION / WHAT TOP-QUARTILE SAAS LOOKS LIKE

90%-95% 5%-7% 15%-30%

Net Revenue Retention (NRR) Best-in-class GRR Annual logo churn SMB churn range

Top-quartile Series A and growth-stage companies achieve 120%+ NRR, meaning expansion revenue
alone outweighs everything lost to cancellations.

75% 25%-35% 60%+

of churn risk traces back to poor higher long-term retention when of SaaS vendors use usage-based or
onboarding. customers engage with customer hybrid pricing models.
success in the first 30 days.

Retention compounds growth.

Higher NRR, higher GRR and lower churn increase customer lifetime value while reducing dependence on
increasingly expensive new-logo acquisition.

SOURCE: BETTERCLOUD
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12 / PRODUCT-LED GROWTH VS. SALES-LED GROWTH

Product-Led Growth vs.

Sales-Led Growth

The market is converging on hybrid models that combine self-serve product

adoption with sales assistance for larger enterprise opportunities.

RESEARCH REPORT / 2026

Operational metric Product-Led Growth (PLG) Sales-Led Growth (SLG)

Average payback period 10 - 14 months

Average NRR 115% - 130%

Visitor-to-lead conversion 4% - 8%

Gross margin average 75% - 85%

Primary target market Developers, end-users, SMBs

KEY MOTION TRENDS

01/ PQLS

Product-qualified

leads

PLG companies prioritize users who demonstrate
high-intent product behaviour, such as inviting
team members or reaching usage caps.

SOURCE: SEOPROFY

SAAS MARKETING STATS PLG vs. SLG

15 - 24 months

105% - 115%

1.5% - 3%

65% - 75%

Executives, VPs

02 / SALES-ASSISTED PLG

, enterprise IT

Self-serve plus

enterprise sales

Sales teams identify power-user accounts inside
large organizations and convert them into
enterprise-wide licenses.
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13 / Al & AUTOMATION IN SAAS MARKETING

Al & Automation in Saa$S
Marketing

Al has moved from a feature add-on to operating infrastructure across marketing,

KEY ADOPTION & EXPECTATION BENCHMARKS

Enterprise SaaS with embedded Al Organizations deploying Al in at least one
function

SaaS companies using or piloting Al for GTM B2B buyers expecting customized
automated interactions

KEY AREAS OF AI-DRIVEN MARKETING AUTOMATION

01 Predictive Lead Scoring

Ranks leads using firmographics, web behaviour and product usage.

02 Programmatic Personalization

Adapts landing pages and ad copy to company, industry and role.

03 Automated Customer Success

SOURCE: BETTERCLOUD . ) :
%ses conversational agents and usage signals to support onboarding and reduce early churn.
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14 / THE TAKEAWAY

The Takeaway

Sustainable SaaS growth depends on balancing immediate pipeline with
compounding acquisition, disciplined unit economics and customer expansion.

Better SaaS growth starts
with

The SaaS companies winning now balance fast paid acquisition with long-term capital
efficiency. Organic search compounds, CAC payback protects runway, and Net Revenue
Retention turns existing customers into a durable growth engine.

Generative Al is lowering the cost of content creation while raising buyer expectations. The
next leaders will invest in high-intent channels, product-led retention and unit economics that
hold up under scrutiny.

CITED RESEARCH SOURCES

e Grand View Research
KEEP THIS REPORT HANDY

SaaS Marketing
Statistics 2026

e Gartner

e First Page Sage

@ SeoProfy

For updates, corrections and the latest
e BetterCloud published benchmarks:
e Industry Reports & Market Research (2025) saasstatistics.marketing

contact@saasstatistics.marketing

Data note: projections, ranges and benchmarks should be interpreted in the context of their original sources and
methodologies.
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