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About the Report
Marketing Insights for the Technology Channel
Since 2014, The Partner Marketing Group has surveyed technology marketers around the world to provide a comprehensive report with peer insight and 
expert advice for a variety of marketing areas. We knew this year our report would be more important than ever. How do you adequately capture the 
impact of a year like 2020?

In addition to our core focus areas for the report, we also asked specific questions related to the pandemic to understand how marketers in the 
technology community were, and are, navigating the rapid changes in our industry. It was important to us that respondents had opportunities to 
write openly about their challenges, strategies, adjustments, thoughts and ideas. While we couldn’t include every comment in this report, we are 
overwhelmed by the generosity of everyone who took time to help us all learn from each other and find new ways to adapt, grow and thrive in 2021  
and beyond.

One thing that has not changed is our mission for this report. We hope you find the benchmarks and advice we provide valuable and that you will use 

01

NOTES: 
* All percentages were rounded to the nearest whole number which could result in a chart total above 100%. 

* Some charts may have “other” response totals removed for conciseness, which could  
   result in a chart total below 100%.

© 2021 The Partner Marketing Group 
All rights reserved. This book or any portion thereof may not be reproduced or used in any manner whatsoever without the express  
written permission of the publisher. Please contact Michelle Glennie at info@ThePartnerMarketingGroup.com with questions or permission requests. 

Sign up for helpful technology marketing  
resources throughout the year!

Look for extra thoughts and tips 
from our experienced leadership 
team throughout the report!

mailto:info%40ThePartnerMarketingGroup.com?subject=
https://www.thepartnermarketinggroup.com/newsletter/
https://www.thepartnermarketinggroup.com/
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Did the pandemic impact any of the 
following marketing operational  
areas in 2020?

Navigating the Pandemic

What changes to these areas do  
you anticipate making for 2021?

50%

3%

48%

Increase Decrease About the Same

27%

1%

70%

Increase Decrease About the Same

50%

3%

48%

Increase Decrease About the Same

27%

1%

70%

Increase Decrease About the Same

Marketing Budget Marketing Budget

Marketing Team Staff Marketing Team Staff

10%

38%

52%

Increased Decreased About the Same

10% 10%

78%

Increased Decreased About the Same
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The pandemic caused many live events to go virtual or get canceled.  
If you reallocated some or all of your event budget to other lead  
generation tactics in 2020, which area(s) received more budget?
Multiple answers allowed 

37%Webinars

36%Live/Virtual Events and/or Seminars

18%

Marketing Through External/Industry Associations

24%

Search Engine Marketing (Including Re-Targeting and PPC)

28%Email Marketing

24%

Social Media Posts

16%

Account Based Marketing 15%

Live/Virtual Trade Shows

32%Content Creation

28%Social Media Advertising (LinkedIn or Facebook Ads, Sponsored Updates)

6%

Telemarketing/Telesales

14%

Referrals

18%

We Did Not Reallocate Any Event Budget Overage

25%

Blogging

14%

Third-party Lead Services (e.g. softwareconnect.com) 8%

Direct Mail

6%

Other 6%

Search Engine Optimization (SEO)

1%Print Advertising

Navigating the Pandemic (cont.)

2021 Technology Marketing Benchmarks and Trends Report   |   4404

https://www.thepartnermarketinggroup.com/


Were any of these areas impacted in 2020?

65%Lead Generation Tactics

63%Content

46%Vertical Focus

46%Customer Engagement

33%Solution/Service Focus

22%Outsourcing

How technology  
marketers adapted... 
We asked survey respondents to expand 
on the impact of each of these areas with 
a brief explanation of changes they made 
or saw as a result of the pandemic. 

The following pages include direct 
comments from our respondents in 
each of the above areas. 

Navigating the Pandemic (cont.)
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Lead Generation
Lead generation was the most impacted area in 2020 and technology marketers adapted in a variety of ways. We received many comments about 
an increase in webinars and email marketing so we didn’t list them all. Here are some of the additional adjustments marketers made. 

 � With difficulty driving attendance to webinars, we started recording 
them and sending links to accommodate schedules.

 � Increased digital marketing, content syndication and ABM activities.

 � Direct mails and telesales were paused.

 � Worked on our email lists.

 � Focused on referrals and eNewsletter.

 � Implemented a “we’re here when you’re ready” message versus more 
direct.

 � Put cost savings into content creation.

 � Increased social media.

 � Invested more in paid advertising.

 � Allocated more to partner incentives.

 � Started LinkedIn Ads.

 � Testing of LinkedIn integrated campaign. We did not participate in any 
in-person events. We did participate in a couple of virtual events, but 
committed less budget and may not have gotten as many leads from 
this channel.

 � We focused more on converting MQLs to SQLs.

 � We moved towards all website and partner leads, removing focus on 
events and advertising. We even cut back on Email Marketing because 
of the saturation we were seeing.

 � Went digital, and will continue this approach into 2021.

Navigating the Pandemic (cont.)
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Content
Not far behind lead generation, content topped the list of areas impacted in 2020. Content also received 32% of the budget shift from live events as 
you can see on page 4, so the impact on content was actually a positive one. Many technology marketers noted a general increase in the volume of 
content they were able to create, along with creating COVID-19 specific messaging. It was interesting to learn what marketers did differently with 
their content, including new customer challenges, verticals, content types, distribution channels and trends. 

 � More interest and engagement with our content resulted in more 
inbound leads.

 � Content creation increased, which is outsourced.

 � Focus of content creation shifted more to supply chain.

 � Focusing content on CNP market.

 � Content included COVID-19 messaging.

 � Increased volume and focused on SEO content.

 � Creating more client case studies and videos.

 � Content relating to COVID and how tech can ease the lockdown.

 � Increased content focused on business continuity.

 � Posts on LinkedIn.

 � Much more social content across our channels.

 � We created more blogs, whitepapers and videos.

 � We created more content around gaining efficiency.

 � Significantly more interest in the content created prior to the 
pandemic allowing us to reuse it over and over.

 � Focused on remote working.

 � Held more webinars which allowed us to get more content (eBooks, 
etc.) created from that content.

 � Huge focus on remote access and eCommerce.

 � Required shift to cover impacts to retailers and customers in general.

 � We built new content to support campaigns. The new content 
consisted mostly of blogs and case studies.

Navigating the Pandemic (cont.)
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Vertical Focus
Many marketers saw their target vertical market(s) affected by the pandemic and had to adapt their messaging and/or approach. For some, the 
focus was helping struggling industries through challenges. For others, there were opportunities to add new verticals or micro verticals more in 
demand during a pandemic.  

 � A huge, renewed emphasis on industry, to focus our attention  
in specific areas.

 � Deeper focus on micro verticals.

 � Focused on verticals that were booming like medical/healthcare, 
manufacturer’s retooling to pivot.

 � Created more content for retailers.

 � More discussion and strategy on how to reach vertical-focus 
customers.

 � We had more funding for vertical content.

 � Shifted to Call Centers/Customer Service to help those  
companies at first.

 � Stayed away from industries most affected by the pandemic  
(e.g., tourism).

 � Focused on streamlining warehouse management.

 � Tackling a new market – medical. 

 � Our traditional core industries struggled so shifted to Cloud and  
Life Sciences.

 � We were able to leverage customer feedback to adapt messaging  
for companies in our key verticals that were surging during the  
early days of the COVID crisis.

 � We are working on adding an additional vertical because our primary 
vertical, hospitality, was very negatively impacted by the pandemic.

 � We decided to build out and nurture our top performing verticals — 
consumer goods, furniture, healthcare.

 � We had to shift our focus from property for a while hoping that 
industry bounces back.

Navigating the Pandemic (cont.)
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Customer Engagement
Customer engagement has historically been a top challenge for many technology marketers. Based on the comments we received, this was 
predictably magnified in 2020. Even with the lack of in-person opportunities, it was great to see how some marketers rose to the challenge with 
creative thinking.  

 � Began segmented newsletter updates for Customers & Prospects.

 � Campaign to convert existing legacy customers to cloud.

 � Delivering relevant new solutions to clients in difficult time.

 � Expanded our Customer team to offer more technology assistance.

 � Hand-holding for moving employees home.

 � Increased content and efforts to assist customers in getting the tools 
they needed in place.

 � Made outreach calls to check in on how they were doing.

 � More frequent reach out and more offering of complimentary 
services and support.

 � Offered free training classes.

 � Sent thank you gifts to clients and prospects that attended virtual 
events.

 � Shifted to all remote install and training; previous was about 50/50.

 � Slight increase to develop awareness of customer challenges if they 
existed.

 � Spent time working through customer success stories to continue to 
nurture relationships.

 � Started Town Halls.

 � Website inquiries and chatbot engagements have increased since the 
pandemic.

Navigating the Pandemic (cont.)
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Solution/Service Focus
If there is a community uniquely equipped to help businesses through a crisis, it is the technology community. Here are ways some companies 
focused on specific solutions and/or services, or shifted messaging, to bring value to prospects and customers.

 � Additional focus on the cloud.

 � Automation and working from home solutions.

 � Out of our three (3) marquee products one of them has grown 
exponentially. The remaining two have seen a slight dip since  
they are Enterprise products. 

 � Focused heavier on low code/no code benefit of Power Platform.

 � Focused in on app development and a COVID Health tracking app.

 � One system to run the whole business, fully integrated.

 � Expanded solutions through acquisitions that helped businesses 
manage accounting remotely. 

 � Focus on Retail/Online fulfillment.

 � Simplified our messaging.

 � Stronger cloud and remote implementation focus.

 � We acquired new partnerships.

 � Everyone took the downtime to do system enhancements.

Outsourcing
Comments about outsourcing in 2020 were split with about half of marketers reporting an increase in their outsourcing and about half decreasing 
or eliminating outsourcing. Budget increases or constraints seemed to be the driving factor for both camps.

 

Navigating the Pandemic (cont.)
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On a positive note, what was the most successful adaptation you made  
to marketing in 2020 as a result of the pandemic?

 � Moved several on-prem clients to Azure.

 � Training classes.

 � More virtual events and webinars.

 � Our company hired its first Director of Marketing.

 � Virtual event tools.

 � More focused on a specific vertical.

 � Moved to all virtual activities with industry 
association versus a single live event.

 � We saw a significant increase in webinar attendance.

 � Spending more marketing dollars on LinkedIn and 
Google search ads seems to have had a quicker 
response from prospects than trade shows did 
last year.

 � We made a few COVID-specific apps that helped 
open the door at companies.

 � Focused more on SEO and getting traffic to our 
website.

 � We were able to increase our digital spend to get 
even more leads than in normal times. The leads 
also converted per our expectations.

 � Saved money by forecasting the impact on major 
events.

 � More focus to strategy and marketing options. 
Did not opt in to participate in virtual events with 
high costs.

 � More social and PPC.

 � Increase in the number of leads form activities 
such as sponsoring 3rd party webinars.

 � Providing webinars with timely topics for 
retailers.

 � Team ramped up webinars and leveraged great 
partnerships to ensure we were able to educate 
the partner ecosystem on ways to pivot their 
planned activities.

 � Focused Surge and Emerge campaign to showcase 
capabilities relevant for an economic downturn.

 � Focus on client care has really paid off.

 � Most of our organization is working from home 
and the move to remote has actually gone well 
for our team.

 � Focusing on growth areas such as Teams.

 � To completely provide virtual events within a 
week.

 � Partner networking.

 � We transitioned our marketing efforts to 
an educational approach for our hospitality 
prospects during the pandemic with the new 
content we built which is seeming to pay off. Now 
that the industry is starting to open back up, we 
are seeing new leads coming to our website, and 
closing new deals.

 � We onboarded a new marketing director in the 
midst of the pandemic. In addition, we were able 
to provide relevant COVID/PPP-related consulting 
services that helped increase awareness/exposure 
of our consulting services.

 � New lead database & social ads.

 � More effort on social media.

 � We were very busy during the pandemic as many 
of our clients were deemed essential services. 
Our marketing was always heavy on blogging and 
we continued with that.

 � Webinars have been a great way to stay in front 
of our channel partners. There has been high 
attendance and engagement. Our website traffic 
is up 167% due to our shift in marketing tactics.

 � Increased use of social media and blog sites has 
required us to generate a deeper pool of relevant 
information and data around our offerings.

 � Working remotely as a team.

 � More web events for clients and how-to demos.

 � Strategically focusing on verticals.

 � Creating online virtual groups that allowed us to 
get to know others in the channels we support on 
a more personal level. Creating more meaningful 
relationships that will allow us to drive more 
business in the future.

Navigating the Pandemic (cont.)
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Please openly share any general thoughts on how the pandemic affected your 
marketing strategy or the industry as a whole, what you learned this year, what 
you predict for 2021, how marketing or the industry may change forever, etc.

 � We seem to be doing more blogs, newsletters and email-based outreach, 
through personal contacts. It’s important to reach out personally to our 
contacts to see how they are doing.

 � Marketing became more personal. 

 � Our number one source of leads has gone away (live events). We are ramping 
up all forms of digital marketing and moving our events and sponsorship of 
events to the online channel.

 � It made us wait. We were planning on doing a direct mail campaign but 
decided since people were not in the office it wouldn’t be wise.

 � I think we will find a balance of live events and virtual. We are starting to see 
“virtual fatigue” and need face-to-face connections as well as online.

 � The pandemic took the plan I thought I had and erased it. This year has 
taught me how to pivot, and pivot again, and pivot again. 2021 will hold new 
challenges in continuing to generate the high level of leads we saw in 2020, 
how to take the leads from our app and lead them through all of our other 
offerings, developing content that resonates in the market.

 � We are planning on increasing our marketing budget next year so we can do 
both trade shows and the social marketing we did this year.

 � We saw an increased demand for marketing tactics and a reduction in the 
reliance on in-person events. 

 � The organization as a whole has been overwhelmed with clients demanding 
cloud solutions that we’ve had to slow down marketing/lead generation. This 
did give us the opportunity to finish up the website and make investments 
in other areas like list acquisition and reusing content assets The Partner 
Marketing Group created for this list.

 � Will continue to evaluate the value of trade shows and partner events. Most 
likely, we will continue to opt for our own hosted webinars. 

 � PPC is more important than ever. 

 � With the change in marketing activities, our leads overall have significantly 
increased, but they are lower quality since we aren’t having live conversations 
with prospects at events. I believe the shift to working from home is offering 
marketers opportunities to reimagine their programs and figure out how to 
be ready with information for prospects, without overwhelming them with 
emails, webinars and virtual events. We are still learning, but this pandemic 
has absolutely changed the way people are working and how companies need 
to respond to this new way of life with more “at your fingertips” resources for 
them.

 � We took the opportunity to re-assess and deploy new SEA campaigns; 
concern for event industry and in-person events. Our customers go to events 
and prefer in-person over virtual, but will this ever go back to “normal”? We 
learned that content is still king!

Navigating the Pandemic (cont.)
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 � Traditional industries have been struggling since March which enabled us to 
focus on growth industries and driving Cloud adoption as a means to keep 
everyone working and productive.

 � Digital Transformation is more important than ever. Companies are now forced to 
operate remotely and we have the perfect offerings to complement that. 

 � Our marketing strategy altered this year, but less because of the pandemic and 
more because of internal changes made because “no time like the present.” If it 
weren’t for my trusty marketing calendar - even though elements of it changed - 
it was the only thing that kept my mind straight throughout the chaotic year.

 � As a consequence of the pandemic, the whole world has become more digital 
and this will continue after the pandemic is no longer a threat. Everyone has 
realized how much more convenient, cost effective and time saving it is to 
work virtually. So the next wave of marketing will have to provide better virtual 
experiences for everything from 1:1 meetings to large conferences. This is also 
an opportunity for marketers to capture larger & broader audiences as people 
pay more time to virtual events.

 � Live virtual events, other than webinars, have gained in acceptance. I believe 
that when we go back to in-person events, there will remain a larger percentage 
of live virtual events than there used to be pre-pandemic.

 � As more organizations move to WFH, digital events will have higher impact.

 � For us, being a small company, our marketing budget was not very big. We 
continued to create content (much of it COVID-related) and connect with leads 
and contacts via blogging and newsletters.

 � Email campaigns that don’t lend empathy or substance are ignored. Marketing 
has to make a shift and truly connect with their buyer persona.

 � Marketing for us was already trending towards providing our prospects and 
potential customers with more direct, relevant information around our products 
and services, and the pandemic has only accelerated our transition towards 
more knowledge-based marketing.

 � Strategically focusing on verticals.

 � Creating online virtual groups that allowed us to get to know others in the 
channels we support on a more personal level. Creating more meaningful 
relationships that will allow us to drive more business in the future. 

 � Going back to the basics was key after the pandemic started. For example, 
sending handwritten notes and direct mails versus relying on email to provide 
a personal touch and letting people know you care was our focus. We also had 
to get creative at finding ways to engage audiences online, so that audiences 
didn’t get “Zoom fatigue.” For example, we purchased a virtual event platform 
that allows for digital booths and online gaming applications to help keep virtual 
audiences engaged. As we head into 2021, I predict we will continue to see more 
virtual events with more focus on creating meaningful interactions online. I also 
predict more content will be focused on Customer Success with testimonials and 
success stories that can be used in ABM campaigns. I also think we continue to 
see an increase in digital marketing, since everyone is working online. This will 
inevitably create a shift for B2B marketers to invest in more MarTech tools to 
help automate, engage, and analyze marketing data to stay competitive.

General comments continued...

Navigating the Pandemic (cont.)
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What is your company’s annual gross revenue? 

Operations/Budget

What is your annual marketing budget?
Not including salaries

8% 8%4% 3%
8%

3%

$250,000 - 
$500,000

$500,000 - 
$750,000

$750,000 -
$1M

$1M -
$1.5M

$1.5M -
$2M

$2M -
$2.5M

$2.5M -
$3M

Over
$3M

Unknown

22%

42%

3%

16% 15%16% 15%

6%

11%

$0 - 
$10,000

$10,001 -
$25,000

$25,001 -
$50,000

$50,001 -
$100,000

$100,001 -
$150,000

$150,001 -
$200,000

$200,001+ Other

5%

15%
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What percentage of annual gross 
revenue is your marketing budget?
Not including salaries

0 to 5%
of AGR

6 to 10%
of AGR

11 to 15%
of AGR

16 to 20%
of AGR

21 to 25%
of AGR

25%+
of AGR

55%

24%

10%
6% 4% 1%

Operations/Budget (cont.)

Nearly 80% of technology marketers received a 
budget of 10% or less of the company’s annual gross revenue as 
compared to 90% in 2019.
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What area did you spend MOST of 
your marketing budget on in 2020?
Not including salaries

65%Lead Generation Tactics

63%Content

46%Vertical Focus

46%Customer Engagement

33%Solution/Service Focus

22%Outsourcing

Operations/Budget (cont.)
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34%

22%

17%

7%

20%

0%

0%

$0 - $10,000

$10,001 - $25,000

$25,001 - $50,000

$50,001 - $100,000

$100,001 - $150,000

$150,001 - $200,000

$200,001+

1 to 25 Employees

0%

6%

17%

17%

33%

17%

11%

$0 - $10,000

$10,001 - $25,000

$25,001 - $50,000

$50,001 - $100,000

$100,001 - $150,000

$150,001 - $200,000

$200,001+

4%

15%

11%

11%

11%

26%

22%

$0 - $10,000

$10,001 - $25,000

$25,001 - $50,000

$50,001 - $100,000

$100,001 - $150,000

$150,001 - $200,000

$200,001+

26 to 100 Employees

0%

8%

8%

23%

38%

15%

8%

$0 - $10,000

$10,001 - $25,000

$25,001 - $50,000

$50,001 - $100,000

$100,001 - $150,000

$150,001 - $200,000

$200,001+

Over 250 Employees

Marketing Budget by Company Size
Not Including salaries 

Operations/Budget (cont.)

101 to 250 Employees
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Marketing Budget as Percentage of Annual Gross Revenue
Not including salaries 

64%

24%

5%

0%

3%

5%

0-5%
of AGR

6-10%
of AGR

11-15%
of AGR

16-20%
of AGR

21-25%
of AGR

Over 25%
of AGR

1 to 25 Employees

40%

30%

20%

0%

0%

10%

0-5%
of AGR

6-10%
of AGR

11-15%
of AGR

16-20%
of AGR

21-25%
of AGR

Over 25%
of AGR

64%

16%

8%

0%

8%

4%

0-5%
of AGR

6-10%
of AGR

11-15%
of AGR

16-20%
of AGR

21-25%
of AGR

Over 25%
of AGR

26 to 100 Employees

36%

27%

18%

0%

9%

9%

0-5%
of AGR

6-10%
of AGR

11-15%
of AGR

16-20%
of AGR

21-25%
of AGR

Over 25%
of AGR

Over 250 Employees101 to 250 Employees

Operations/Budget (cont.)
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Planning/Strategy
What has been your biggest  
marketing challenge in 2020?

Do you have a documented marketing 
plan in place?

33%
NO

67%
YES

Inefficient/ineffective internal processes 5%

Creating original, consistent content 5%

26%Finding new prospects

9%Capturing leads

23%Converting leads to opportunities

4%Creating/executing an effective nurture program

3%Getting adequate response rates

4%Effectively using SEO/SEM

2%Getting traffic to our website

3%Tracking/measuring

3%Customer engagement

1%Creating/executing demand generation campaigns

6%Other

2%Visibility/analytics

2%Customer advocacy/telling customer stories

2021 Technology Marketing Benchmarks and Trends Report   |   4419

https://www.thepartnermarketinggroup.com/


What techniques/tools do you use 
to measure the effectiveness of your 
marketing efforts?

66%Website Analytics
Tools/Reports

62%CRM System

48%Prospect/Customer
Feedback

48%Campaign Analytics
Tools/Reports

47%Marketing
Automation Platform

28%Employee Feedback

26%Social
Listening/Analytcs

19%A/B Testng

5%None

4%Other

How would you rate your ability  
to measure the effectiveness of  
your marketing efforts?

43%Moderately Successful

13%Not Very Successful

9%Very Successful

31%Somewhat Successful

3%Unsuccessful

Planning/Strategy (cont.)
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What is your TOP marketing objective 
over the next year?

Brand Awareness 6%

Customer Advocacy/Referrals 7%

Customer Loyalty/Reten�on 6%

Lead Genera�on 66%

Lead Nurturing 7%

New Product/Market

Other

8%

2%

Planning/Strategy (cont.)
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With lead generation as the top marketing objective for 2021, 
it’s good to know that most technology marketers understand a mix of inbound and outbound marketing 
is the key to success.

What percentage of your marketing is Inbound vs. Outbound?  

9%

33%
28% 26%

4%

100% inbound 75% inbound /
25% outbound

50% inbound /
50% outbound

25% inbound /
75% outbound

100%
outbound

Email
Direct Mail

Telemarketing
Networking

etc.
SEO
SEM

Social Media
etc.

Planning/Strategy (cont.)
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TIPS for Planning and Strategy

Times have changed. Has your marketing strategy?
When building your marketing plan for 2021, you may need to be more creative than you’ve ever been. Many workers will likely remain remote so 
it’s important to consider how information is being consumed. Reaching your audience today might mean rethinking your approach.

Expand Your Content Distribution Channels

If you rely heavily on social media posts to get your message and content out there, you’re not alone—and that’s the problem. Publications offer 
several opportunities, both digitally and in good old-fashioned print. Consider placing an ad or sponsoring a newsletter, offer to write a guest 
column or guest blog, or sign up to be a speaker at an event (even if it’s virtual). 

Engage in Industry Associations 

Associations can open new doors for companies who focus on specific industries IF you stay engaged. How can you educate members about the 
latest technology advancements? Many associations offer a supplier directory to drive awareness of your brand and link back to your website. If 
they also have a publication, explore the opportunities we highlighted above.

Accelerate Your Message

Gone are the days of one-hour webinar recordings; in are the days of 10 – 30 second informational snippets. Instead of asking prospects and 
customers to sit through another long presentation, consider short, informational videos or concise and highly targeted ad copy.

How do you know where, when and how to best reach your audience? Check out this article for tips. 
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Lead Generation
Which tactics are you actively investing in for lead generation? 

Email Marketing

Blogging

Content Creation

Webinars

Social Media Posts

Live/Virtual Events and/or Seminars

Referrals

Search Engine Optimization (SEO)

Social Media Advertising

Marketing Through External/Industry Associations

Search Engine Marketing (Including Re-Targeting & PPC)

Live/Virtual Trade Shows

Account Based Marketing

Third-party Lead Services (e.g. softwareconnect.com)

Telemarketing/Telesales

Direct Mail

Print Advertising

Other

73%

64%

62%

60%

55%

53%

53%

50%

42%

36%

36%

34%

33%

21%

15%

14%

4%

1%

83%

72%

74%

57%

67%

55%

67%

63%

40%

42%

40%

62%

35%

21%

17%

22%

20%

1%

Lead Generation Tactic 2020 2019
82%

67%

60%

56%

56%

50%

61%

68%

38%

42%

38%

61%

26%

15%

29%

15%

11%

6%

2018
82%

84%

67%

71%

72%

53%

   *    

66%

40%

 *  

47%

68%

*  

21%

27%

17%

19%

6%

2017

* not part of survey in 2017
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Of your active lead generation tactics, which has been 
the MOST EFFECTIVE?      Referrals 28%

Search Engine Optimization (SEO) 7%

Telemarketing/Telesales 2%

Live/Virtual Trade Shows 1%

Live/Virtual Events and/or Seminars 8%

Social Media Advertising (LinkedIn or
Facebook Ads, Sponsored Updates) 7%

Content Creation 4%

Third-party Lead Services(e.g. softwareconnect.com) 3%

Search Engine Marketing (Including Re-Targeting & PPC) 1%

Social Media Posts 1%

Other 3%

Marketing Through External/Industry Associations 1%

Blogging 2%

Account Based Marketing 7%

Email Marketing 10%

Webinars 15%

Lead Generation (cont.)
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73% of technology marketers are actively investing in email 
marketing and it tops the list of priorities for 2021, yet it continues 
to be one of the least effective tactics. There are many reasons 
emails will underperform. Consider bringing in a marketing partner 
to help you identify fresh approaches, develop campaigns that 
convert, and transform your email results.

Other

Email Marketing 18%

Live/Virtual Trade Shows 6%

Search Engine Marketing (Including Re-Targeting and PPC) 3%

Social Media Advertising (LinkedIn or 
Facebook Ads, Sponsored Updates) 3%

Blogging 7%

Telemarketing / Telesales 6%

Direct Mail 5%

Live/Virtual Events and/or Seminars 5%

Content Creation 2%

Marketing Through External/Industry Associations 1%

Webinars 1%

Referrals 1%

Account Based Marketing 2%

Third-party Lead Services (e.g. softwareconnect.com) 5%

Search Engine Optimization (SEO) 7%

2%

Print Advertising 9%

Social Media Posts 16%

LEAST EFFECTIVE Lead Generation Tactics    

Lead Generation (cont.)
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Other

Email Marketing 40%

Social Media Advertising (LinkedIn or
Facebook Ads, Sponsored Updates) 25%

Third-party Lead Services
(e.g. softwareconnect.com) 10%

Live/Virtual Trade Shows 9%

Search EngineOptimization (SEO) 28%

Account Based Marketing 22%

Search Engine Marketing (Including Re-Targeting and PPC) 22%

Live/Virtual Events and/or Seminars 17%

Telemarketing/Telesales 7%

Social Media Posts 6%

Print Advertising 1%

Direct Mail 1%

Marketing Through External/Industry Associations 9%

Blogging 11%

Webinars 26%

2%

Referrals 32%

Content Creation 35%

Which THREE lead generation tactics will be your top priorities for 2021?    

Lead Generation (cont.)
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Top 5 Lead Generation Tactic Investments by Company Size   

1 to 10 Employees

1. Email Marketing
2. Referrals
3. Blogging
4. Content Creation
5. Webinars

11 to 25 Employees

1. Email Marketing
2. Blogging
3. Webinars
4. Content Creation
5. Referrals

26 to 50 Employees

1. Content Creation
2. Blogging
3. Search Engine Marketing
4. Social Media Posts
5. Email Marketing

51 to 100 Employees

1.       Webinars
2.                 Live/Virtual Events and/or                 
           and/or Seminars
3.       Blogging 
4.        Marketing Through External/ 
           Industry Associations
5.       Social Media Advertising

101 to 249 Employees

1. Email Marketing
2. Search Engine Marketing
3. Social Media Posts
4. Webinars
5. Live/Virtual Events           
           and/or Seminars 

250+ Employees

1. Email Marketing
2. Content Creation
3. Webinars
4. Live/Virtual Events 
           and/or Seminars
5. Blogging

Curious how these lists changed from last year? Download our 2020 Technology Marketing Benchmarks and Trends Report to compare.

Lead Generation (cont.)
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Creative Ideas to Drive More Leads
It goes without saying that 2020 was a unique time. With virtual fatigue at an all time high, it’s naturally tougher to get people to engage and convert. 
Lead generation may be more difficult for a while so, since “creativity” seems to be the most popular word for marketers right now, here are some 
fresh ideas to help you increase leads in 2021 and beyond.

 � Gamification: Create clues on a web page or in a piece of content for people to find. Visitors can collect ‘points’ towards a larger prize, a 
discount on a product or service, or even just to have some fun and collect names to build your marketing list.

 � Raffles/Sweepstakes: Somewhat old fashioned, but still very effective, is the raffle. Or if you want to go big, a sweepstakes with a grand 
prize (a new tablet or perhaps a high-value online food delivery voucher). Making these spontaneous is even better.

 � Influencer Marketing: While we may think of this as more of a social media play, thoughtfully ‘seeding’ your product with  
an influencer in the demographic you’re targeting can be very effective in subliminally persuading people to try your product.

 � ROI Calculators: Interactive tools such as calculators not only drive engagement on your website, they also encourage  
your visitors to explore your product or even ask for detailed pricing quotes.

 � Freebies and Swag: One thing that will never go out of style is FREE STUFF! Even better is unusual free stuff.  
It’s time to quit the pens, the USB drives, and the sunglasses. They will usually be in a drawer or the trash in a  
few months (or minutes). Be more adventurous and give them something that’ll live on their desk or that  
they will use every day.

TIPS for Lead Generation
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43% of technology marketers do not have a content strategy 
in place. This should be a priority in 2021 as we will continue to see an 
increase in digital marketing.

Content can be overwhelming particularly for smaller companies so 
outsourcing is a smart investment with a solid ROI and ongoing benefits.

Content
Do you have a documented content 
strategy in place?  

43%
NO

57%
YES

How important is content 
in your company’s overall  
marketing strategy?  

52%

33%

10%

6%

High priority

Medium priority

Not a priority

Not sure
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What types of content produced  
the best results in 2020?

42%Blogs

25%Case Studies

20%White Papers

14%Ar�cles

13%Data Sheets /
Fact Sheets

11%Use Cases

34%Video

24%Newsle�ers

8%Infographics

7%Other

18%eBooks

15%Not sure

What types of content do you  
actively use? 

81%Blogs

57%Video

52%Data Sheets /
Fact Sheets

49%White Papers

36%Infographics

68%Case Studies

52%Ar�cles

34%Use Cases

8%Other

52%eBooks

49%Newsle�ers

Content (cont.)
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Wondering where to invest your content marketing dollars? 
Blogs, video and case studies are proving effective for technology marketers year over year. The 
important thing is to look at where, when and how your audience is interacting. Keep your content 
investments focused but don’t be afraid to try new things (see page 36 for some fresh ideas).

How many pieces of original content do you create annually?
Not including blogs    

None 1-3 4-6 7-10 11-15 16-20 21+ Not sure

5%

15%

22%

16%

9% 9%

17%

6%

Content (cont.)
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Technology marketers don’t have the 
time or resources to create new content. 
We see these same challenges every year along with 
a high number of marketers who don’t outsource at all. 
Even small marketing departments can be competitive 
by investing some marketing budget in outsourcing to 
industry content specialists. It’s a win-win!

What are your biggest challenges to 
creating original content?

49%Lack of internal
resources

17%Lack of budget

16%Lack of expertise

76%Lack of time

6%Lack of leadership
buy-in

2%We don't create
original content

7%Lack of ideas

5%Other 

What percentage of your  
marketing content/collateral  
do you outsource?

100%
outsourced

10%
7%

17%
23%

43%

75%
outsourced

50%
outsourced

25%
outsourced

We don't
outsource any

content

Content (cont.)
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Use industry-specific content as your differentiator in 2021. 
We saw an increase in the amount of industry-specific content created in 2020 which is excellent. As 
the pandemic continues to impact many industries, this is your opportunity to create targeted content 
specifically addressing their needs.

Which area of the sales funnel 
are you focusing most of your 
content creation?
  

47%

5% 2%
Top

(A�ract)

46%

Middle
(Engage/
Convert)

Bo�om
(Convert/

Close)

Post
Sale

What percentage of the content you 
create or outsource is INDUSTRY-
SPECIFIC content?  

23%100% is industry-specific

25%About 75% is industry-specific

23%About 50% is industry-specific

14%About 25% is industry-specific

14%No industry-specific content

Content (cont.)
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How often do you post a new 
blog article?  
  

3%Daily

15%Mul�ple �mes a week

16%Once a week

26%A few �mes a month

3%Haven’t updated in
3+ months

14%Not applicable, we
don’t have a blog

22%No regular schedule

Do you have a blog?
  

14%
NO

86%
YES

Content (cont.)
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7 Creative Content Ideas
While 85% of technology marketers reported content as a priority in their marketing strategy, 76% don’t have time to create it! Here are seven 
creative ways to fuel your content engine in 2021. 

1. Create an eBook around a central theme from your  
existing blogs.

2. Pull out tips from eBooks and white papers to create an 
infographic or series of social posts.

3. Find good images and screenshots in your content and  
create short social posts around them.

4. Select your best long-form blogs (700+ words) and publish  
on LinkedIn with LinkedIn Publisher.

5. Look for places on your website to add pop ups.

6. Reallocate budget from an event to create a valuable thought 
leadership content piece.

7. Write blogs about key takeaways from the events you attend.

Need more ideas? Download our  
ABC’s of Content Marketing eBook or  
watch a quick Marketing Matters video or two. 

TIPS for Content
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Have you invested in a professional SEO  
keyword analysis in the last 2 years?
  

51%
NO

49%
YES

SEO
If so, how are you using your 
keywords?
  

84%In Website Titles/
Meta Data/Subheaders

59%In Social Media Posts
and Hashtags

57%In URLs

55%In Alt Tags

35%In PPC Campaigns

14%To Build Sitemap

24%To Build Meta Data
for All Assets

29%In Online Listings

53%To Build Content
Strategy
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SEO Cheat Sheet
A professional SEO analysis should be the foundation on which you build your marketing strategy. The keywords you think should be the best for 
your solutions or industries often aren’t. Invest in an analysis annually if you can because SEO rules are always changing. Here are some basic best 
practices to get you started and you can download our handy SEO Cheat Sheet for more information.

 � Title Tag Length: 50 – 60 characters. Include your primary keyword(s) towards the 
front of your title.

 � Meta Description Length: 120 – 158 characters. Anything more than that will 
be truncated. Include your primary keyword(s) towards the front of your description.

 � Image Alt Tag Length: 125 characters

 � H1 Title: This is the most important heading Google looks at and is a good 
opportunity to use your primary keyword. If you use WordPress for your site or blogs, 
it will often use the title tag as the heading for the document but you can change it.

 � H2 Title: The second most important heading on the page. Use a variant of your 
keyword theme in your H2 title. 

 � Keywords: In addition to the suggestions above, include your primary keyword in 
the first paragraph of copy, throughout your content, and other paragraph headings 
but keep your language natural for readability. 

6 Places to Use  
Your Keywords 

 � In the web page/blog URL

 � At the beginning of paragraphs 
and sentences

 � In page and paragraph headings

 � Page title tags 

 � Page meta descriptions

 � Image alt tags/alt text

TIPS for SEO
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Customer Engagement
Do you feature your customers in your 
marketing in any of the following ways?

65%Customer quotes/
testimonials

46%Social media

42%Customer stories
in campaigns

79%Case studies

31%Video testimonials

11%None

36%Customers at events/
trade shows/webinars

How many customer  
stories, case studies  
testimonials, etc. are you actively  
using in your marketing?   

None 1-3 4-6 7-10 11+

12%

35%
30%

11% 12%
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Customer engagement was more challenging than ever in 
2020, and likely to be difficult in 2021. Get creative ways to 
bring customers into your marketing on the next page! 

What are your biggest barriers to featuring customers in your marketing?
Check all that apply  

42%Customers don’t
have �me

36%We don't have the �me
or resources

34%Customers don't
want to go public

11%Other

8%Not sure how

Customer Engagement (cont.)
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Easy Ways to Feature Customers in Your Marketing
Year over year, technology marketers face a lot of the same barriers when it comes to putting your customers front and center in your marketing. 
However, your customers are your greatest marketing asset so sometimes you just have to think outside the box. If you can’t seem to get the 
commitment for a case study, here are simple ways you can still feature your best customer successes. 

EMAIL: Add customer quotes to your email signatures.

WEBSITE: Feature a customer quote on every page of your website, particularly related to that page’s solution or service.

eBOOK: Create a compilation eBook of your existing customer success stories, perhaps around a common theme.

BLOGS: Publish a customer success blog series.

SOCIAL MEDIA: Celebrate your customer wins through social media posts.

INFOGRAPHICS: Highlight your expertise and value with an infographic around customer statistics – How many customers 
have you served? How many states/countries does your customer base span? How many successful implementations have you 
performed? 

PRESS RELEASES: Write joint press releases with your customers and make both companies shine.

GENERAL CASE STUDIES: If your customer won’t participate, you can still write a case study and keep it general. Use quotes 
from your executive team and key project members instead.

TIPS for Customer Engagement
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Nurture Marketing
Do you have a nurture marketing 
program in place today? 
Excluding a monthly eNewsletter

48%
NO

52%
YES

If yes, who are you nurturing?

Prospects Customers ISVs

83% 79%

Influencers

17%

Channel
Partners

23%
11%
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8 Groups to Nurture
It’s not a surprise that 48% of technology marketers have no nurture marketing plan in place. It has been a constant struggle for the community. 
Those companies that do nurture stick to the most common audiences, but why not go deeper? As you create your lead nurturing strategy, try 
campaigns for these eight groups to stay top of mind and grow your business.

Do you want to learn how to be successful with nurture marketing?  
Read our four-part article series with best practices and ideas from our senior marketing consultants.

COMMON NURTURE GROUPS OVERLOOKED NURTURE GROUPS

Prospects

Customers

Influencers

Partners

Advocates/ 
Referrals

Abandoned  
Web Visitors

Wake the Dead

no conversion

no interaction for long 
period of time

Lost  
Opportunities

TIPS for Nurture Marketing
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Marketing Automation
Are you using a marketing 
automation system?  

If yes, which marketing  
automation system are you using?   

23%ClickDimensions

26%HubSpot

8%Dynamics 365 Marketing

6%Marketo

3%Oracle Eloqua

3%SharpSpring

3%Pardot

2%emfluence

11%None

13%Other

36%
NO

64%
YES
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The Value of Marketing Automation
As in-person events and marketing were reduced or eliminated entirely for much of 2020, email marketing increased substantially. Technology 
marketers who invest in a full marketing automation platform vs. a basic email delivery service like Constant Contact or Mailchimp will be ahead of 
the game in 2021. 

We asked the experts at emfluence to weigh in on what to look for in a marketing automation platform and partner. While you should ensure your 
platform has the core functionality you need, the key to success often lies in the support of your partner.

 Core Functionality Checklist  Questions to Ask Your Marketing Platform Partner

 � Automated Emails
 � List Management and Segmentation
 � Social Media Integration
 � Landing Page Creation
 � Integrated Website Forms
 � Analytics and Reports

 � What are your support response times?
 � How are feature requests handled?
 � How easy is it to access support and materials?
 � Do you offer training programs?
 � How will you ensure our technology and relationship  

needs are met?

Free Marketing Automation Platform ROI Calculator
Curious what your ROI would be for a marketing automation platform? Go plug your numbers into  
emfluence’s free calculator and they’ll email you the results!

Get Your ROI

TIPS for Marketing Automation
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Social Media
Which social networks are you 
regularly ACTIVE in?

Has social media been  
effective for lead generation?    

Yes No Unsure We don't use
social media

37%

16%

40%

7%
52%Facebook

16%Instagram

91%LinkedIn

64%Twitter

44%YouTube

9%None

1%Slideshare
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What social media platforms are  
you using for paid advertising?
 

7%Twi�er

3%Instagram

58%LinkedIn

19%Facebook

4%YouTube

1%Other

36%None

Where are your most valuable leads  
coming from on social media?
  

47%Pos�ng

4%Social Selling

33%Paid
Adver�sing

11%We don't use
social media

5%Other

Social Media (cont.)
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LinkedIn is the leading social networking platform 
for technology marketers, but are you leaving the right 
first impression? Move to the next page to get some tips 
for a more effective LinkedIn company page.

Social Media (cont.)

How much are you spending PER MONTH on paid advertising 
for each social platform?

Over $5,000

Facebook

Instagram

LinkedIn

Twitter

YouTube

Other

14%

3%

20%

4%

4%

3%

Under $500 $3,001-$5,000

1%

1%

7%

0%

1%

0%

0%

0%

4%

1%

1%

1%

9%

1%

20%

4%

0%

0%

$500-$1,000

0%

0%

7%

0%

0%

0%

$1,001-$3,000

51%

51%

37%

53%

51%

40%

None 
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Making a Good Impression on LinkedIn
Since most technology marketers are on LinkedIn, and many of your prospects are as well, you want to make a great first impression! Here are a few 
best practices for your company’s cover image to stand out in a good way.

 � Change it regularly. Have a set of “evergreen” banners you can swap in and out (quarterly is ideal). Update them annually at minimum and any time 
you change your branding or company focus.  

 � Promote key initiatives. Create special banners for events, product launches or key campaigns you are running. Since you can’t include a link in a 
cover image, you’ll want to create a friendly URL (e.g., ThePartnerMarketingGroup.com/eventname) and use that text in your image.  

 � Address current events. While not for everyone, if your solutions, services or core values align with specific current events—showcase that in your 
cover image. For example, do you have a healthcare solution that would help the healthcare industry through the pandemic? Create an image and statement 
supporting healthcare workers.  

 � Incorporate text. Adding text to your cover image can strengthen your message and make it easy for people to see at a glance what you do. Just make 
sure it’s clear, concise and sized properly to show all of the message across devices. 

Read this article to see our favorite examples of 
powerful LinkedIn cover images and why we like them.

TIPS for Social Media

WANT SOME
INSPIRATION?
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Outsourcing

48%
NO

52%
YES

Do you outsource any of your marketing?    If yes, which marketing  
elements do you outsource?

18%Branding

13%Campaign execu�on

7%Event management

15%Public rela�ons

49%Search Engine
Op�miza�on (SEO)

35%Web design/
management

15%Campaign development

49%Content development

27%Video

16%Social media
management

11%Strategy & planning

5%Telemarke�ng

7%Other

31%Graphic design

22%PPC adver�sing
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Outsourcing (cont.)

Do you plan to outsource more or less of  
your marketing over the next year?   

Outsource
more

Outsource
less

About
the same

We will not
outsource any

marke�ng

23%

4%

50%

23%
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How to Successfully Outsource to a Marketing Partner
In a perfect world, every technology marketer would be able to outsource at least some of their marketing. In the real world, 48% are not. The 
reasons certainly vary, but since almost every marketer we surveyed over the year struggles with not having enough time or resources to be as 
effective as they’d like — there is a real case for outsourcing as an untapped advantage.

 

1. Find a partner with software and technology expertise.

Outsourcing is supposed to save you time so a generic marketing partner may 
require a substantial amount of education and hand holding. Find a partner 
who already understands how to convey the business value of your solutions, 
services, and culture to your target audiences.

2. Set realistic expectations.

If you haven’t been marketing regularly to targeted groups or lists, results take 
time. It can take months to build foundational elements and put your strategic 
marketing plan in place, so stay engaged and accountable but be realistic.

3. Don’t rush the discovery process.

Most partners start with discovery about your goals. The more details you 
share and the more honest you are, the better the outcome.

4. Maximize your investment.

Work with a marketing partner who will help you extend the reach and life of 
your content. For example, if you paid for a great eBook, how can you leverage 
that content in other ways to increase your ROI? 

5. Share comprehensive (and consolidated) feedback.

Ensure any feedback you provide comes from all project stakeholders shared 
as one edit round. Providing multiple sources’ feedback separately can delay 
the revision process, producing longer wait times and additional charges. 
Articulate precisely what you like and dislike. 

6. Share timely feedback.

If you receive a due date for feedback, meet the deadline to the best of your 
ability. A set date allows your marketing partner to schedule time with their 
team, and if you miss the date they cannot guarantee quick turnaround on 
deliveries and changes.

7. Be flexible.

Your marketing partner should want you to be successful, which means they 
may suggest additional steps or changes along the way as they learn more 
about your project and goals. You’ve hired them for their expertise so keep an 
open mind to fresh ideas. 

TIPS for Outsourcing
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Survey Demographics

1 to 10 11 to 25 26 to 50 51 to 100 101-249 250+

29%

15% 16% 15%

9%

15%

1 to 4 5 to 10 11 to 25 101+

72%

15%
8%

1%

26 to 100

4%

How many people are on  
your marketing team worldwide?

How many employees at your 
company worldwide?
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0% to 25% 26% to 50% 51% to 75% 76% to 25%

33%

16%
13%

38%

What percentage of your 
role is spent on marketing?

Business Owner 30%

Project Manager 8%

Marke�ng 60%

Execu�ve /
Manager 30%

Technical 10%

Sales 19%

Other 6%

What is your role?

Survey Demographics (cont.)
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United States 79%

Canada 10%

Australia 1%

Germany 1%

Denmark 1%

United Kingdom 1%

South Africa 1%

France 1%

India 1%

Other 4%

Which country is your 
headquarters based in?

Survey Demographics (cont.)
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64%Microso� Dynamics

36%Microso� Cloud
Solu�ons

7%Oracle

10%Sage

16%Sage Intacct

8%Salesforce

7%SAP

5%Epicor

29%In-House/Independent
So�ware Solu�on

11%NetSuite

19%Other

4%Workday

7%Dassault Systèmes

10%Acuma�ca

3%AWS

1%Syspro

Which solution(s) does your
firm represent?
Multiple answers allowed Services Partner/

Provider 45%

Reseller 42%

41%

Cloud Services
Partner/Provider

17%

MSP

CPA/Advisory

9%

Other 6%

Influencer 8%

Systems
Integrator

16%

ISV

40%

What type of firm is your organization?
Multiple answers allowed

Survey Demographics (cont.)
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About The Partner Marketing Group
Your Software & Technology Marketing Experts 

CUSTOMER SUCCESS STORIES

As we reflect on the insight shared by technology marketers this year, we are proud to
be part of a community so innovative and resilient. Whether you are a partner, a service 
provider, an independent developer, or a global publisher—this report is part of our
passion to help you maximize your marketing investments and accelerate your results.

The Partner Marketing Group is a comprehensive marketing firm focused solely 
on the technology channel. Our senior-level marketing professionals bring 
more than a century of combined expertise in your solutions, your markets, 
and how to transform complex topics into engaging conversations.

When you need a trusted marketing partner who understands your industry and works
as a seamless extension of your team, we are here for you. Our solutions and services can
be completely tailored to your short-term needs and long-term goals. 

Your feedback about the report is always welcome. Please consider participating in future
surveys so we can continue bringing you focused benchmarks and strategic insights for
technology marketers.

734.425.7414
info@ThePartnerMarketingGroup.com
www.ThePartnerMarketingGroup.com 

CONTACT US:

© 2021 The Partner Marketing Group 
All rights reserved. This book or any portion thereof may not be reproduced or used in any manner whatsoever without the express written permission of the 
publisher. Please contact Michelle Glennie at info@ThePartnerMarketingGroup.com with questions or permission requests. 
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EXPLORE MORE MARKETING 
RESOURCES TO HELP YOU 
GROW, THRIVE AND COMPETE 

MARKETING CAMPAIGNS

CONTENT DEVELOPMENT

PLANNING & STRATEGY

SOCIAL MEDIA

CHANNEL MARKETING

MARKETING RESOURCES

https://www.thepartnermarketinggroup.com/customer-success-stories/
https://www.linkedin.com/company/the-partner-marketing-group/
https://twitter.com/PartnerMktGrp
https://www.facebook.com/PartnerMktGrp
mailto:info%40ThePartnerMarketingGroup.com?subject=
http://www.ThePartnerMarketingGroup.com
mailto:info%40ThePartnerMarketingGroup.com?subject=
https://www.thepartnermarketinggroup.com/
https://www.thepartnermarketinggroup.com/blog/
https://www.youtube.com/user/PartnerMarketingGrp
https://www.thepartnermarketinggroup.com/demand-generation-campaigns/
https://www.thepartnermarketinggroup.com/content/
https://www.thepartnermarketinggroup.com/results-oriented-marketing-planning-strategy/
https://www.thepartnermarketinggroup.com/b2b-social-media-marketing/
https://www.thepartnermarketinggroup.com/channel-marketing-programs/
https://www.thepartnermarketinggroup.com/marketing-resources/



