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Unvar nished Reviews Research

This report synthesizes data from 22,000+ verified user reviews and practitioner community posts collected
from G2, Capterra (4,424 HubSpot reviews, 588 Marketo reviews), TrustRadius (1,713 HubSpot reviews at
8.5/10, 1,983 Marketo reviews at 7.9/10), Peer Soot, Spiceworks, Reddit r/marketingautomation, the Adobe
Marketo Nation community (Experience League), and the HubSpot Community. Pricing data reflects vendor
pricing pages and independent procurement analysis current as of June 2026. Full research methodology at
unvar nishedreviews.com/methodol ogy. Research Notes available on request at

editorial @unvar nishedreviews.com.

The Verdict Up Front

HubSpot isthe most appropriate choice for the majority of B2B marketing teams, including many that
currently believe they need Marketo. It delivers approximately 80% of Marketo's capability at roughly 40% of
the total cost, with dramatically lower operational overhead and alearning curve measured in weeks rather
than months. TrustRadius, the highest-signal review platform for this comparison, scores HubSpot usability at
8.0/10 versus Marketo's 5.1/10 across nearly 4,000 combined verified reviews. That 37% usability gap isthe
most important single data point in this comparison.

Marketo (Adobe Marketo Engage) is the most appropriate choice for a specific, narrow profile: large
enterprise organizations with dedicated marketing operations staff, a mature Salesforce instance, complex
multi-region or ABM requirements, and the budget to absorb ayear-one TCO that consistently exceeds
$200,000. PeerSpot data as of May 2026 shows Marketo's marketing automation mindshare has fallen from
14.5% to 10.4% year-over-year, a 28% annual decline, reflecting continued competitive displacement by
HubSpot and Salesforce Marketing Cloud.

The mistake most companies make is buying Marketo when they need HubSpot, or assuming Marketo's
enterprise reputation means it is automatically the superior platform. The data, across G2, TrustRadius,
PeerSpot, Spiceworks, the Adobe Experience League, and Reddit r/marketingautomation, tells amore
nuanced and consistent story.

Platform Ratings at a Glance



Platform G2 Capterra TrustRadius Score TrustRadius
Usability

HubSpot Marketing Hub ~ 4.4/5 45/5 85/10 8.0/10

Adobe Marketo Engage  4.1/5 42/5 79/10 5.1/10

The TrustRadius usability gap, 8.0 vs. 5.1 across 3,696 combined verified reviews using LinkedIn-verified
profiles, isthe largest capability perception differential in any marketing automation comparison in our
research library. Thisis not amarginal preference difference. It reflects a structural reality: Marketo is built
for dedicated marketing operations professionals and HubSpot is built for marketing teams that need to run
without dedicated technical support.

Market Position: The Accelerating Shift

Independent market data shows HubSpot holds approximately 29% of the marketing automation market
versus Adobe/Marketo's approximately 5%, a gap that has widened every year for three years. PeerSpot
mindshare data confirms Marketo's decline is accelerating: from 14.5% to 10.4% in the Marketing
Automation category year-over-year as of May 2026.

The practitioners describing the shift are specific: PeerSpot reviewers document active migration projects
from Marketo to Salesforce Marketing Cloud, and note that “most companies are migrating to Salesforce” in
their enterprise environments. Multiple migration cases from Marketo to HubSpot document 50% cost
reductions alongside improved reporting speed and faster campaign launches.

The Marketo-Salesfor ce I ntegration: What Adobe's Own Community
Documents

This section is expanded from standard review data because the Adobe Experience L eague community,
Marketo's own user community, provides the most candid and specific source of integration complexity
documentation available anywhere.

One Adobe Champion and Community Advisor published in November 2024 that their organization only
syncs 20% of the Marketo database to Salesforce, and that achieving even this required building a custom
Global Centralized Sync Smart Campaign framework. The default sync was creating "unnecessary lead
syncing" at scale.

The most common integration failures documented across the Experience League, Reddit
r/marketingautomation, and specialist consultancies:

« Data syncfailures, leads created in Salesforce failing to appear in Marketo, with " Salesforce Campaign
Syncisinitiaizing" errors persisting far beyond the promised one-hour window



 Field mapping errors, mismatched configurations creating data gaps that neither platform reports,
causing records to disappear silently

« API limit overruns, high-volume campaign execution consuming Salesforce API limits and creating sync
backlogs

+ Salesforce automation interference, Apex triggers and Process Builder rules inadvertently disrupting
Marketo sync

The candid summary from practitioners: the Marketo-Sal esforce integration requires ongoing custom
development and maintenance in practice. Organizations that deploy it without a dedicated M OPs specialist to
maintain it encounter data quality issues, sync failures, and attribution gaps that erode the value of both
platforms. The documentation confirming this comes from Adobe's own user community, not from
competitors.

The Peer Spot Finding: Marketo Stagnation

PeerSpot practitioners, who provide the deepest technical reviews in the marketing automation category,
document a consistent theme that does not appear prominently in G2 reviews: product stagnation under Adobe
ownership.

One practitioner with experience across Marketo, Oracle Eloqua, and Salesforce Marketing Cloud states
directly: "Marketo should work on automating tools and updating the product since it looks similar to how it
did five years ago." This practitioner notes that "Al features similar to tools like HubSpot and Salesforce
account engagement™ would be beneficial, afinding that corroborates the TrustRadius usability gap and points
to a product roadmap issue that post-acquisition ownership has not resolved.

The broader PeerSpot community direction is documented: practitioners describe active migration projects
away from Marketo toward Salesforce Marketing Cloud, specifically citing Salesforce'sinvestment in
marketing campaigns and events as the driver of C-suite buying decisions.

What Users Actually Report

HubSpot: What Works
TrustRadius, G2, and Capterra reviewers consistently identify three areas of strength: ease of onboarding,
al-in-one dataintegration, and Breeze Al accessibility.

TrustRadius practitioner commentary is specific about the integration value: users describe connecting social
media ads, live chat, Google Ads, forms, and email to HubSpot and having all lead information
auto-populated, with the ability to track email open rates, schedule calls, add notes, see interests, and create
workflows, all in one system without a sync layer between them.



The Spiceworks community, which serves mid-market I T buyers, documents HubSpot's growing adoption in
organizations transitioning from legacy email-only marketing tools, specifically calling out the ease of
connecting marketing activity to pipeline visibility without technical support.

HubSpot: What Doesn't Work

Thethree-axis pricing model produces consistent first-year surprises. Per-seat pricing,
per-marketing-contact pricing, and mandatory non-negotiable onboarding fees interact to create invoices
consistently 20%-30% above listed prices. Independent pricing analysis confirms. Marketing Hub
Professional requires a $3,000 mandatory onboarding fee; Enterprise requires $6,000-$7,000. A database of
50,000 marketing contacts adds $2,025/month above base Professiona pricing.

Trustpilot support complaints, 1.9/5 from nearly 1,000 reviews, reflect patterns that G2's
feature-satisfaction scores obscure. Support quality and cancellation friction are documented consistently.

Segmentation limitations at scale frustrate enterprise users, the inability to build complex interconnected
filter logic is agenuine capability gap versus Marketo at the high end.

Marketo: What Works

TrustRadius and G2 enterprise reviewers validate three genuine strengths: granular control over complex
multi-step, multi-persona campaigns; flexibility in conditional logic and A/B testing; and scalability for
databases exceeding 500,000 contacts.

Capterrareviewers with extensive Marketo experience note that "Marketo integrates better with Salesforce
than Salesforce Marketing Cloud”, a specific counter-intuitive finding that reflects the depth of the native
Marketo-Salesforce connector when properly configured, versus the complexity of configuring Salesforce's
own marketing tools to work with its CRM.

The Adobe ecosystem integration, post-acquisition improvements to Adobe Experience Cloud, Adobe
Analytics, and Adobe Experience Manager, is cited as valuabl e specifically for organizations already
embedded in the Adobe enterprise stack with existing Adobe contracts.

Marketo: What Doesn't Work

TrustRadius usability at 5.1/10 isthe most consequential finding for any organization without dedicated
MOPs support. Thisisnot a new-user learning curve, TrustRadius practitioners with years of Marketo
experience document that the interface requires re-learning as Adobe introduces changes, and that the
platform's proprietary concepts (Smart Campaigns, Smart Lists, Engagement Programs, Tokens, Workspaces)
create ongoing specialist dependency.

Product stagnation under Adobe owner ship is now documented from multiple independent sources.
PeerSpot practitioners specifically note the product "looks similar to how it did five years ago." The G2
Al-generated summary confirms Marketo's automated email scoring (9.3) is strong but its ease of use (7.3)
significantly trails Salesforce Sales Cloud (8.2), a platform not even in the marketing automation category.

Pricing opacity persists. Adobe does not publish Marketo pricing. Practitioner-reported estimates: Select tier
approximately $1,295/month for small databases; Prime tier $3,500-$6,000/month; Ultimate



$6,000-$10,000+/month. These figures require a sales engagement to confirm, itself afriction point that
HubSpot's published pricing eliminates.

Reporting consistently falls short. TrustRadius and G2 practitioners consistently document supplementing
Marketo with third-party analytics tools because native reporting cannot produce the attribution models
enterprise teams require. Each additional tool adds cost and complexity.

Pricing Reality (June 2026)
HubSpot Marketing Hub

Free $0 Limited features

Starter $20/seat/month Basic automation

Professional $890/month (3 seats, 2K contacts) + mandatory $3,000 onboarding
Enterprise $3,600/month (5 seats, 10K contacts) + mandatory $6,000-$7,000 onboarding

TrueYear 1 cost (mid-market Professional): Subscription $10,680 + onboarding $3,000 + contact overages
+ operational time = $14,880-$17,280 minimum.

Adobe Marketo Engage
Select (entry) ~$1,295/month Small
Prime (mid-market) ~$3,500-$6,000/month Medium
Ultimate (enterprise) ~$6,000-$10,000+/month Large

TrueYear 1cost (mid-market, independently resear ched):

Subscription: $42,000-$72,000

Implementation: $15,000-$75,000

Dedicated MOPs specialist: $75,000-$110,000/year
Salesforce integration consulting: $10,000-$30,000/year
Year 1total: consistently above $200,000

TCO Comparison

HubSpot Professional Marketo Mid-Market

Subscription (Year 1) $10,680 $42,000-$72,000



HubSpot Professional Marketo Mid-Market

Implementation/onboarding $3,000-$15,000 $15,000-$75,000
Dedicated admin/MOPs Not required for most $75,000-$110,000/yr
Integration maintenance Low $10,000-$30,000/yr
Third-party analytics Optional Often required

**Year 1 Total** **$14,880-$30,000* * **$142,000-$287,000* *

The Year 1 TCO ratio consistently runs 5-10x when people costs are included, not 2-3x as vendor
comparisons typically suggest. This gap compounds annually because the MOPs specialist is arecurring cost,
not a one-time implementation expense.

The Decision Framework

Choose HubSpot if:
 Your marketing team is 1-15 people without a dedicated marketing operations specialist

+ You're below $100M ARR building your marketing motion from the ground up
 Speed to launch matters, campaigns running in weeks, not months
 You want content, SEO, email, automation, and CRM in one platform without integration overhead
« Youwant Breeze Al accessible without additional licensing or configuration
 You want transparent pricing, and you've modeled the onboarding fees and contact overages before
signing
Choose Marketo if:
 You have a dedicated marketing operations team, minimum one full-time MOPs specialist
« You're running complex multi-persona, multi-region ABM programs requiring granular conditional logic

 You have amature, heavily customized Salesforce instance with technical resources to maintain the
integration

* Your database exceeds 500,000 contacts requiring enterprise-grade volume handling

 You're embedded in the Adobe Experience Cloud ecosystem

» Budget is secondary to capability depth and you have modeled the full people cost

Thetrap to avoid:

Buying Marketo because it sounds more enterprise without candidly assessing whether your team has the
dedicated resourcesto operate it. The 5.1/10 TrustRadius usability score is the quantified measure of what
organi zations without dedicated M OPs support actually experience, not a theoretical concern. PeerSpot
practitioners with a decade of Marketo experience still describe the interface as unreformed. Plan for specialist
dependency from day one, or choose a platform that doesn't requireit.



The Bottom Line

For most B2B marketing teams eval uating marketing automation in 2026, HubSpot isthe most appropriate
choice. The TrustRadius usability gap, 8.0 vs. 5.1 across nearly 4,000 LinkedIn-verified reviews, reflects
operational reality that no feature list comparison captures. The 5-10x TCO differential when people costs are
included makes the financial case clear for most organizations.

Marketo earnsits price for a specific and narrow buyer profile. The enterprise depthisreal. The
Salesforce integration, when properly resourced and maintained, as documented by Adobe's own user
community, is powerful. The Adobe ecosystem value is genuine for organizations already embedded in it.
And despite PeerSpot's documented product stagnation concern, Marketo remains the platform of choice
when programmatic campaign logic, multi-business-unit architecture, and Salesforce-depth integration are the
regquirements.

The one question that determines the right answer before any other analysis: does your organization have, or
can it hire, a dedicated marketing operations specialist before the platform goes live? If no: choose HubSpot.
If yes: evaluate Marketo with full people costs in the TCO model.
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