A SURVEY ON CREATIVITY,
DISRUPTION & INNOVATION
IN TECH MARKETING
200 senior tech marketers from the UK and US
share their views on creativity, risk taking, and
what’s changed in the last year.
© Shaped By 2022
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WELCOME TO PERSPECTIVE 2022:
OUR SECOND ANNUAL SURVEY ON
CREATIVITY, DISRUPTION, AND
INNOVATION IN TECH MARKETING.
It’s based on views from 200 senior tech marketers on both sides of
the Atlantic – and we’re grateful to have expert commentary from some
serious players in the sector.
While the world struggled towards new ways of working, tech marketers
kept an unrelenting pace. The findings tell a story of new approaches,
rapid change – and how creative risk-taking can yield dramatic results.
Obviously, we’re strong advocates of creativity in tech marketing. That
involves much more than visual design. It’s about using your imagination
to create something new.
Applying inventiveness can make your marketing more compelling,
emotive, and engaging so you can communicate more effectively to
your audience. It’s great to see these thoughts reflected by our report
here – though there are challenges ahead too.
A big “thank you” to everyone for taking part – particularly our panel
of experts. We hope you enjoy the report and we’d love to hear
your thoughts.

© Shaped By 2022

Join the conversation on LinkedIn by using #Perspective2022.
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Here’s the first big change: you can
forget about tech companies wanting
marketers who play it safe. Creative
risks are here to stay.
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Question 1:
Would you say that creativity in marketing is more or less valued in your
organisation compared to 12 months ago? (answers for net more)

UK

87 %
US

93%
SME

91%
Enterprise

89%
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66%

90%

2021

2022
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Question 2:
Does your organisation tend to support or oppose risk taking or experimentation
in its go-to-market approach? (answers for net support)

89%
84%
UK

© Shaped By 2022

US

85%
85%
SME

SME

88%
Enterprise
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Question 3:
If creativity could solve one marketing challenge for you this year,
what would you choose?

Building more emotion into our marketing

24%
Making the complex simple to our audience

24%
Overcoming marketing fatigue from the pandemic

21%
Breathing life into tried and tested formats

18%
Differentiating ourselves

12%
© Shaped By 2022
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WHY IS B2B TECH BECOMING
MORE CREATIVE?
In the B2B space, the world is a lot more crowded than it has ever
been. There are very few verticals where there’s one singular, winning
solution; in most spaces, you’re looking at between three and fifteen
competitors who do something very similarly to you.
On paper, you probably look a lot alike. It’s hard to differentiate on just
features and functions, so catching people’s eye is more important
than ever.
Your brand – and how you’re recognised digitally – is a major asset.
With more budget to play with, people are less risk averse; there’s an
opportunity to try things and see if they work or not.

Ashley Stepien
VP Marketing, Ramp

“IT’S HARD TO DIFFERENTIATE ON
JUST FEATURES AND FUNCTIONS –
SO CATCHING PEOPLE’S EYE IS MORE
IMPORTANT THAN EVER.”

© Shaped By 2022
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You can kiss goodbye to the comfort zone. Nine out of ten marketers
told us their organisation values creativity more now than it did a
year ago – that’s a 50% increase since our last report.
Inevitably, taking a creative approach carries an element of risk.
And the good news is tech companies are ready for that too. A
huge 87% said their employer tends to support risks and
experiments in its go-to-market approach.
That’s also up since last year. And SMEs are closing the creativity
gap; in 2021 enterprise marketers were by far the most likely to
report that their organisation supports creativity and risks – this
time, it’s companies with up to 250 employees.
But there’s no one way to put creativity to use. When we asked
what marketing challenge they’d like it to solve, respondents
were fairly evenly split between incorporating emotion, making
the complex simple, overcoming pandemic marketing fatigue,
and breathing new life into old content formats.
Our take? Creativity isn’t just a powerful tool; it’s a versatile one
too. So it’s no wonder it’s becoming so important.

US

companies were
most likely to support creativity
and risks.
© Shaped By 2022
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say creativity in
marketing is valued
more now than a year ago.

87%

say their
organisation supports risk taking
in its go-to-market approach.
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Right now, tech marketers are almost
as likely to invest in creative customer
advocacy as they are product and
service launches. And it’s working.
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Question 1:
In which areas, if any, did you prioritise creative investment in 2021?

%
8
4
Launching new products or services

%
4
4

Customer advocacy

Brand building and brand awareness

Enhancing customer journey

Tactical promotions
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ARE CUSTOMER STORIES
BECOMING MORE IMPORTANT?
There’s definitely been a shift, putting customers more at the centre.
The voice of your customer is stronger, and feels truer, than when your
company sells itself. So there’s a lot of value in having your customer be
your biggest fan.
The peer-to-peer movement is a big part of it. A recommendation
resonates more when it’s from a friend, and people are more willing to
engage with a person than with a brand – so putting your customer front
and centre definitely helps your marketing.
It’s the same with employee advocacy. Engagement on LinkedIn has totally
shifted in the past few years. People are becoming the representation of
your brand – and when you ask customers how they found out about you,
more and more they’ll say they followed an employee.

Gwen Lafage
VP Brand and Content, Sinch

There’s a million ways to be creative with that trend – like podcasts, which
are people talking to people. It’s not just in the design; creative thinking
goes way beyond that.

“THE VOICE OF YOUR CUSTOMER IS
STRONGER, AND FEELS TRUER, THAN
WHEN YOUR COMPANY SELLS ITSELF.”
© Shaped By 2022

KEY
FIN
DIN
GS
Menu

One finding we definitely weren’t expecting: we asked marketers
where they’re prioritising creative investments this year. And about
half said “customer advocacy”.

47%

To put that in context, it means almost as many B2B tech marketers
are putting creative muscle into customer advocacy work (47%) as
are prioritising product and service launches (48%). It’s more than
are putting their creativity into brand building and awareness (44%).

of marketers are
prioritising creative investment in
customer advocacy.

Those who prioritise
customer advocacy were

21%

more
likely to report improved
customer engagement.

Your customer’s voice has always been more powerful and
persuasive than anything your brand might say about itself. So
while case studies are nothing new, it makes sense to put creative
resources into making that voice heard – especially at a time when
people are feeling cynical and fatigued.
But here’s the real kicker: it’s working. Compared to respondents
who focused on services and products, the marketers who made
customer advocacy a creative priority were 21% more likely to report
an increase in customer engagement, and 20% more likely to have a
distinctive brand identity.

20%

© Shaped By 2022

They were also
more likely to say their brand identity
is distinctive.
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BRAND
IS MORE
IMPORTANT
THAN EVER
No more playing second fiddle to
B2C. Finally, the whole tech B2B
market is waking up to the power
of brand.

KEY FINDINGS
© Shaped By 2022
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Question 1:
Comparing 2021 to 2020, were your organisation’s marketing priorities any more or
less focused on brand building and brand awareness? (answers for net more focussed)
UK / US

SME / ENTERPRISE

85%
US

79%
More focused

72%
UK
© Shaped By 2022

(net)
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Question 1:
Comparing 2021 to 2020, were your organisation’s marketing priorities any more or
less focused on brand building and brand awareness? (answers for net more focussed)
UK / US

SME / ENTERPRISE

84%
Enterprise

79%
More focused

75%
SME
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(net)

Menu

Question 2:
On a scale from being fully led by brand and being fully led by product,
where would you rate your marketing?
UK / US

SME / ENTERPRISE

UK

US

Led equally by brand & product

35%

Fully led by product

US

8%

29%
(Net)

22%

6%
Fully led by brand

18%
7%

UK
© Shaped By 2022
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Question 2:
On a scale from being fully led by brand and being fully led by product,
where would you rate your marketing?
UK / US

SME

SME / ENTERPRISE

Enterprise

Led equally by brand & product

37%

Fully led by product

Enterprise

9%

29%
(Net)

22%

5%
Fully led by brand

15%
11%

SME
© Shaped By 2022
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Question 3:
How well, if at all, do you feel you fare against your competitors in terms
of a distinctive brand identity? (answers for net well)
UK / US
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Question 3:
How well, if at all, do you feel you fare against your competitors in terms
of a distinctive brand identity? (answers for net well)
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pr
ter
En

t)
(ne

99
%

94
%
96
%

SM
E

ise

UK / US

© Shaped By 2022

Menu

Question 4:
Comparing this year to last, were your organisations marketing priorities more
or less focussed on brand marketing? (answers for net more focussed)

54%
!

81%
© Shaped By 2022
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HOW IMPORTANT IS BRAND IN
B2B TECH MARKETING?
This is something we’ve been thinking about a lot as we actually just
released our first ever brand campaign.
In enterprise-grade software, your customer is very rarely just ready to
buy. That decision has major implications, and there are usually lots of
people are involved. It’s important to make your brand known, so that
when your buyer is ultimately ready to make a decision, you’re present
at the top of their mind.
I don’t think you’re going to do that solely through product marketing.
Some people might get excited by a list of features or a new beta, but
most people won’t. That’s not going to make you stand out.

Dmitry Shamis
Global Head of Creative, HubSpot

But if you can create an emotional hook, if they like your style, then when
they do need your product, you’ll have already created that connection –
and maybe they’ll bring you into the consideration phase.

“WHEN YOUR CUSTOMER IS READY TO MAKE
A DECISION, YOU NEED TO BE AT THE TOP
OF THEIR MIND. I DON’T THINK YOU’RE
GOING TO BE THERE SOLELY THROUGH
PRODUCT MARKETING.”
© Shaped By 2022
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say their marketing is
more focused on brand building than a
year ago.

96%

are confident
or very confident their
distinctive brand identity fares
well against competitors.

29%

say their
marketing is an equal mix of
product and brand.
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With pressure from stakeholders and sales teams, it’s possibly
no surprise that B2B tech marketing has traditionally emphasised
demand generation and product-focused approaches. But this
immediate gratification tended to come at the expense of long-term
brand building.
Now, that tide has turned. Almost eight out of ten respondents told
us their marketing is more focused on brand building today than it
was a year ago. And the proportion who’ve increased their focus on
brand marketing has increased from 54% last year to 81% today.

In a sector with long, infrequent sales cycles – where an individual
company may not be in the market for some time – that makes
perfect sense. Indeed, almost twice as many respondents said their
marketing is now fully brand-led (13%) as product-led (7%).
However more still (29%) said their marketing is an equal mix of the
two. So it might be that marketers aren’t sacrificing the traditional
approaches entirely – but instead finding a way to blend them.
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Chapter 4 Chapter 4

Menu

EMOTIONAL
MARKETING IS
A MUST-HAVE
KEY FINDINGS
© Shaped By 2022

Even more than the rise of brand,
the sudden switch to marketing with
an emotional connection is turning
expectations about B2B tech on its head.

Menu

Question 1:
How important, if at all, do you feel the emotional (as opposed to the rational) side of your marketing
is when thinking about future growth comparing 2021 to this year? (answers for net important)

UK / US

SME / ENTERPRISE

94%
US

90%

Net

say it’s important

86%
UK
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Menu

Question 1:
How important, if at all, do you feel the emotional (as opposed to the rational) side of your marketing
is when thinking about future growth comparing 2021 to this year? (answers for net important)

UK / US

SME / ENTERPRISE

88%
SME

90%

Net

say it’s important

93%
Enterprise
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Question 2:
What, if anything, is/are the primary emotion(s) you try and evoke in your marketing?

SME / ENTERPRISE

48%

37%
Confidence

Security and safety

Empathy

Curiosity and interest

Optimism

Enjoyment & excitement

Belonging

Affection

Aspiration

Interest and curiosity

Anticipation

15%
%
16

11%
Fear
© Shaped By 2022
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Question 2:
What, if anything, is/are the primary emotion(s) you try and evoke in your marketing?

UK / US

SME / ENTERPRISE

SME

Enterprise

39%

37%
Confidence

15%
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11%
Fear

Empathy

Curiosity and interest

Optimism

Enjoyment & excitement

Belonging

Affection

Aspiration

Interest and curiosity

Anticipation

16
%

3

0%

Security and safety
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Question 3:
On a scale from being fully led by emotional connection and being fully
led by rational insight, where would you rate your marketing?

75%
combine emotional
connection & rational insight.

© Shaped By 2022
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HOW CAN A MARKETER GET STARTED
WITH EMOTION-LED CONTENT?
You can be really creative in small ways. It’s about having the idea that turns a
dry subject into something that elicits emotion from your reader.
It’s difficult to find the thing that gives your content a human connection. But
it’s absolutely necessary. When you pick up the New York Times and it writes
about technology, it always starts with a human story – so you know why it’s
going to talk to you about that subject.
For instance, when we created a piece for construction executives, we tried
to understand their frustrations with that industry: years without real visibility,
low productivity, running over budget, having to do work again. We wanted to
tap into those feelings, and offer some hope that it could be better.

Judy Wilks
International ABM and Executive
Content Lead, Autodesk

Don’t forget, people buy from people. They don’t react as a CIO; they react
as Joe Bloggs or whoever. And when your content manages to provoke an
emotional response, you can absolutely see the difference.

“IT’S DIFFICULT TO FIND THAT THING THAT
GIVES YOUR CONTENT A HUMAN CONNECTION.
BUT IT’S ABSOLUTELY NECESSARY.”
© Shaped By 2022
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To understand why, it’s worth looking at which emotions
marketers try to evoke. 37% want to instil a sense of confidence
and trust, followed by security and safety (31%), curiosity and
interest (29%) and enjoyment and excitement (22%).
These positive emotions show marketers are understanding
that, when a tech purchase can put a huge, even careerdefining price tag on the line, buyers really do need to feel
happy and comfortable with their decision.
That doesn’t mean rational insights have no place; after all,
you still can’t tell a budget holder “I just like this one better”.
Three quarters of marketers combine elements of emotional
connection and rational insight together – giving the customer
a good feeling about the purchase, as well as strong reasons
to justify their choice.

© Shaped By 2022

9/10

say the emotional sid

of their marketing is important for
their future growth.
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But now, that received wisdom has been turned on its head.
Nine out of ten respondents said the emotional side of
marketing is somewhat or extremely important to their future
growth. And the bigger the company, the more emotion-led
the marketers are.

K
E
Y

Once, B2B tech marketing was assumed to be about making
clear, rational arguments. People believed the slow, methodical
buying process and group-based decision making meant
emotional connection made no difference.

Marketing managers in

£100m+

revenue
enterprises were more likely to
prioritise emotion than those with

£99m

or less

75%

include elements
of emotional connection and
rational insight together.
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Technology and creativity are no
longer at odds. Most marketers now say
marketing technology (MarTech) tools
empower them to make their marketing
more creative.
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Question 1:
To what extent do you feel that MarTech, or your MarTech stack empowers
or hinders your ability be more creative with your marketing?

65%

say it empowers it

© Shaped By 2022

6%

say it hinders it
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CAN MARTECH REALLY HELP US BE
MORE CREATIVE?
It’s not always about having differentiated content. By using MarTech creatively, you
can give the customer personalised and even dynamic experiences. That’s only
going to grow as more technologies come into the market.
You can adapt at a company or industry level, speaking to challenges in that sector.
Or you can respond at a personal level, for example following up something they’ve
read before, or comparing their company to one of their competitors. Technology is
what enables us to scale this approach and make it possible.
It’s about being empathetic – using the data in your tech to understand where
customers are in their journey, anticipate what they might want, and provide
something you know they’ll be interested in.

Katie Colbourne
Senior Manager, Global Demand
Generation, Basware

It might be hard to personalise one-to-one beyond top accounts, but you can still
think back to your ideal customer profile – plotting out what the synergies are and
how the changes in the industry are affecting their job.

“IT’S ABOUT BEING EMPATHETIC – USING
TECHNOLOGY TO UNDERSTAND WHERE
CUSTOMERS ARE IN THEIR JOURNEY,
ANTICIPATE WHAT THEY MIGHT WANT,
AND PROVIDE SOMETHING YOU KNOW
THEY’LL BE INTERESTED IN.”

© Shaped By 2022
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65%

of marketers say
MarTech empowers their creativity.
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6%

Just
believe MarTech
hinders their ability to be more creative.

£100m+
turnover enterprises are
36% more likely to feel MarTech
Marketers in

Last year, half the marketers we spoke to told us their work was
dominated by marketing technology at the expense of creativity.
Today, the two things go hand in hand.
Almost two thirds of marketers now say MarTech empowers their
creativity. And just 6% believe it’s a hindrance. So what’s changed?
Previously, respondents from smaller enterprises disproportionately
said their marketing was technology-dominated (61% v 37% among
enterprises). And while this year’s results show small business
marketers are catching up, marketers in enterprises with £100m+
turnover are still 36% more likely to cite MarTech as a creativity boost.
This suggests a picture where – with limited resources and possibly
no dedicated Marketing Operations function – marketers were so
busy working on the machinery that they had no time to use it in
innovative ways.
Twelve months on, those systems and processes are likely to have
bedded in, and some of the kinks will have been ironed out. And
the resulting time savings, data insights, and channel orchestration
possibilities could be opening up new options and ideas.

empowers creativity.
© Shaped By 2022
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Everyone likes the idea of creative
marketing. But there are still plenty
of practical obstacles which mean
it’s easier said than done.
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Question 1:
Having a creative idea is easier than executing it (answers for net)

UK / US

SME / ENTERPRISE

UK

60%

© Shaped By 2022

US

82%

Agree

Agree

13%

3%

Disagree

Disagree
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Question 1:
Having a creative idea is easier than executing it (answers for net)

UK / US

SME

© Shaped By 2022

SME / ENTERPRISE

Enterprise

70%

74%

Agree

Agree

7%

8%

Disagree

Disagree
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Question 2:
B2B tech companies are reticent to try new approaches in their marketing (answers for net)

UK / US

SME / ENTERPRISE

UK

© Shaped By 2022

US

69%

73%

Agree

Agree
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Question 2:
B2B tech companies are reticent to try new approaches in their marketing (answers for net)

UK / US

SME

© Shaped By 2022

SME / ENTERPRISE

Enterprise

67%

76%

Agree

Agree
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Question 3:
B2B tech companies are reticent to try new approaches in their marketing (answers for net)

UK / US

SME / ENTERPRISE

UK

© Shaped By 2022

US

35%

62%

Agree

Agree

23%

11%

Disagree

Disagree
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Question 3:
B2B tech companies are reticent to try new approaches in their marketing (answers for net)

UK / US

SME

© Shaped By 2022

SME / ENTERPRISE

Enterprise

42%

58%

Agree

Agree

16%

17%

Disagree

Disagree
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Question 4:
How has remote working effected your business’ ability to be creative, if at all? (answers for net improved)

UK / US

SME / ENTERPRISE

UK

82%
Improved

© Shaped By 2022

(net)

US

79%
UK

84%
US
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Question 4:
How has remote working effected your business’ ability to be creative, if at all? (answers for net improved)

UK / US

SME / ENTERPRISE

SME

82%
Improved
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(net)

Enterprise

81%
SME

83%
Entrerprise
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HAS REMOTE WORKING
BOOSTED CREATIVITY?
Remote working has obviously changed the world. And from a creative
standpoint, I think it has enabled better flexibility and better creative
by extension.
You’re not relying on people showing up for a meeting at 9AM Eastern,
when it’s 6AM on the west coast and afternoon for colleagues in the UK.
Those shackles are gone. You’re enabling people to work when they’re
ready to work. If someone’s most productive in their sweatpants at midnight,
and that’s when they want to work? Cool.

Dmitry Shamis
Global Head Of Creative, HubSpot

And it forces me to be more flexible in how I place expectations on people’s
shoulders. Everyone has different needs, and it’s on us as leaders and
colleagues to figure out how to help our team the most. Yes, it’s business
and we need assets and deliverables by a certain deadline, but the best
work ultimately comes from people who feel empowered and trusted.

“THE SHACKLES ARE GONE; YOU’RE
ENABLING PEOPLE TO WORK WHEN
THEY’RE MOST PRODUCTIVE. IF
SOMEONE WANTS TO WORK IN THEIR
SWEATPANTS AT MIDNIGHT? COOL.”
© Shaped By 2022
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Look out – there could be a creative squeeze coming. Because while B2B
organisations are putting more emphasis on creativity, practical and process
challenges mean those ideas can still be just as hard to deliver.

KEY FINDINGS

72% of our respondents agree that having a creative idea is easier than
executing it; that rises to 82% among American marketers. And no wonder,
when 71% say B2B tech companies are reticent about new marketing
approaches, and almost half (49%) report finding creative ideas harder to get
signed off.
Other obstacles depend on where you work. Marketers in the US cite strategic
creative thinking as their most common barrier to creativity (joint with working
environment) – but it doesn’t figure in the top ten challenges for the UK, where
business structure and process issues are the most common.

47%

of marketers are prioritising creative
investment in customer advocacy.

1/4

US marketers say strategic creative
One surprise for those of us who thought ideas are best shared in person:
thinking is an issue.
more than eight out of ten respondents (82%) say the shift to remote working
has actually improved their company’s ability to be creative. And while about a
quarter of marketers cite their working environment as a creativity barrier, home
working is not the issue: just 5% say it has made matters worse.

82%

What remote working has taken away in face-to-face interaction, it may
have made up for in the ability to work asynchronously, and collaborate
with colleagues and specialists in a wider variety of geographical locations.
Customers, too, are working differently – forcing B2B marketers to think again
and come up with fresh approaches.

believe remote working has
improved their company’s ability
to be creative.

However, larger companies have handled the change much more effectively.
Marketers in smaller businesses with a turnover under £10 million are 17 times
more likely to say remote working has hindered creativity.
Chapter 7
© Shaped By 2022
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Our respondents are clear: buyer
behaviour has seen a seismic shift.
And the interesting part? Where
you focus your creativity makes a
huge difference to results.
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Question 1:
To what extent has audience engagement increased or decreased in your marketing
comparing 2021 to 2020? (answers for net increased)
UK / US

SME / ENTERPRISE

UK

US

58%

47%

UK

US

52%
increased
© Shaped By 2022

(net)
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Question 1:
To what extent has audience engagement increased or decreased in your marketing
comparing 2021 to 2020? (answers for net increased)
UK / US

SME

SME / ENTERPRISE

Enterprise

50%

54%

UK

US

52%
increased
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(net)

Menu

Question 2:
How has audience behaviour impacted the following over the last 12 months? (answers for net more frequently)

2021

2022
Ability to renew subscriptions or upsell

Responding to different types of content

74%
59%
Ability to get leads

81%
55%
Ability to convert leads

78%
53%

Dropping off the sales cycle at different times

77%
51%

© Shaped By 2022

49%

78%
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HOW IS THE BUYER JOURNEY
CHANGING – AND HOW CAN
MARKETERS RESPOND?
For a good few years now, we’ve seen the sales cycle becoming much longer and
more complex, with many more people involved. The funnel is completely squiggly
these days, so it’s no surprise that people are dropping out at odd times; they’re
probably going two steps forward, and one step back.
Ideally, if someone’s going to drop out, you want them to do it at the beginning,
before you’ve invested loads of time in them. You want to look at the data and
ask if there’s a pattern, and figure out what’s happening.
There are a lot of statistics showing how far people are through their journey now
before they even want to talk to you as a company. So it’s about having the right
content out there for them to self-select what interests them – whether that’s
something really technical, or a case study, or some thought leadership. It’s
about being able to offer a whole gamut of stuff, so they can pick and choose.

“THE FUNNEL IS COMPLETELY SQUIGGLY THESE
DAYS, SO IT’S NO SURPRISE THAT PEOPLE ARE
DROPPING OUT AT ODD TIMES.”
© Shaped By 2022

Judy Wilks
International ABM and Executive
Content Lead, Autodesk
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81%

are getting leads
more frequently than a year ago.

S
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50%

More than
of
respondents say their audience
engagement has increased this year.

Significant changes are happening throughout the customer
journey. At every stage we asked about, a clear majority of
respondents reported a change in buyer behaviour.

This change becomes even more apparent when you compare
this year’s findings with last year’s results. The proportion
saying customers are responding to different content types has
increased. So has number saying they’re getting more leads –
and those leads are converting most often – and that renewals
and upsell frequency has improved. In fact, all these indicators
have increased between 25% and 59%.

The proportion saying potential clients are dropping off the sales
cycle at different times is also up by a half, year on year (from
51% to 77%).

And here’s the cool bit: the results show the creative investments
you make will significantly affect your chances of success.

75%

But more than
also
say customers are dropping off the
sales cycle at different times.
© Shaped By 2022

Respondents who put creativity into enhancing customer
journeys were 12% less likely to see prospects fall off the sales
cycle. Those who prioritised creative customer advocacy were
11% more likely to have seen an increase in leads. And creative
investments in tactical promotions saw uplifts in both lead
conversion frequency (12%) and renewals and upselling (10%).

The evidence is clear: focused creativity moves business levers.
Chapter 8

Chapter 8 Chapter 8
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Whatever result you’re after, online
and TV advertising reign supreme.
But beyond those, tech marketers are
getting creative with a whole bunch
of new channels.

Menu

Question 1:
What channels and tactics during the last 12 months have driven success in the following five categories:
Building Brand Awareness:

Driving Demand:

Generating Leads:

UK / US

US

Social Media

23%

23%

Net

Net

Community building

24%

Being creative:

SME / ENTERPRISE

UK

Radio

Elevating to C-suite:

Advertising – Online

15%

53%

29%

Advertising – TV

34%

24%
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Menu

Question 1:
What channels and tactics during the last 12 months have driven success in the following five categories:
Building Brand Awareness:

Driving Demand:

Generating Leads:

UK / US

Elevating to C-suite:

SME / ENTERPRISE

SME

Enterprise

Social Media

21%

16%
Advertising – Online

36%

29%

Advertising – TV

23%
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35%

Being creative:

Menu

Question 1:
What channels and tactics during the last 12 months have driven success in the following five categories:
Building Brand Awareness:

Driving Demand:

Generating Leads:

UK / US

SME / ENTERPRISE

UK

Radio

28%
Net

Elevating to C-suite:

US

Email marketing

23% 12%
Advertising – Online

48%

28%

Advertising – TV

41%
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21%

Being creative:

Menu

Question 1:
What channels and tactics during the last 12 months have driven success in the following five categories:
Building Brand Awareness:

Driving Demand:

Generating Leads:

UK / US

SME

Elevating to C-suite:

SME / ENTERPRISE

Enterprise

Direct Mail

23%

15%
Advertising – Online

34%

41%

Advertising – TV

33%
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27%

Being creative:

Menu

Question 1:
What channels and tactics during the last 12 months have driven success in the following five categories:
Building Brand Awareness:

Driving Demand:

Generating Leads:

UK / US

23%

US

Direct mail

23%

Net

Net

Customer and employee advocacy

29%

Being creative:

SME / ENTERPRISE

UK

Customer and employee advocacy

Elevating to C-suite:

16%

Advertising – Online

45%

22%

Advertising – TV

31%

26%
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Menu

Question 1:
What channels and tactics during the last 12 months have driven success in the following five categories:
Building Brand Awareness:

Driving Demand:

Generating Leads:

UK / US

Elevating to C-suite:

SME / ENTERPRISE

SME

Enterprise

Direct Mail

26%

23%
Advertising – Online

36%

29%

Advertising – TV

23%
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35%

Being creative:

Menu

Question 1:
What channels and tactics during the last 12 months have driven success in the following five categories:
Building Brand Awareness:

Driving Demand:

Generating Leads:

UK / US

Elevating to C-suite:

SME / ENTERPRISE

UK

US

Direct mail

26%
Net

Advertising – Online

47%

19%

Advertising – TV

37%
© Shaped By 2022

24%

Being creative:

Menu

Question 1:
What channels and tactics during the last 12 months have driven success in the following five categories:
Building Brand Awareness:

Driving Demand:

Generating Leads:

UK / US

Elevating to C-suite:

SME / ENTERPRISE

SME

Enterprise

AI

15%

20%
Advertising – Online

34%

29%

Advertising – TV

29%
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31%

Being creative:

Menu

Question 1:
What channels and tactics during the last 12 months have driven success in the following five categories:
Building Brand Awareness:

Driving Demand:

Generating Leads:

UK / US

23%
Net

AR/VR (same as webinars)

11%
Net

Being creative:

SME / ENTERPRISE

UK

Customer/employee advocacy joint 3rd with Direct mail

Elevating to C-suite:

US

Social media

35%

13%

Advertising – Online

41%

25%

Advertising – TV

36%

28%
© Shaped By 2022

Menu

Question 1:
What channels and tactics during the last 12 months have driven success in the following five categories:
Building Brand Awareness:

Driving Demand:

Generating Leads:

UK / US

SME

Elevating to C-suite:

SME / ENTERPRISE

Enterprise

Display/retargeting

24%

14%
Advertising – Online

35%

29%

Advertising – TV

33%
© Shaped By 2022

30%

Being creative:

Expert Perspective

Menu

HOW CAN YOU BE CREATIVE WITH
YOUR CHANNEL SELECTION?
I always recommend holding back some of your media planning budget, so you
can be agile when needed and test new channels or persona segments. The key
thing is to let results build up for three to four weeks, then make a judgement – to
see what is working or to keep testing and learning.
It can be about finding new channels, or using existing channels in different ways.
For example, during the pandemic, LinkedIn usage multiplied three or four times;
cost of acquisition went up, and click-through rates went down. So testing different
ways to use that channel became paramount – like enabling employees with
materials and social training.
Or consider other partnerships – like close-knit work with smaller networks and
communities. Connections to audiences within those are often stronger, but I would
recommend testing across many different networks, to find your niche.

“WE KEEP TESTING AND LEARNING… IT
CAN BE ABOUT FINDING NEW CHANNELS, OR
USING EXISTING CHANNELS IN DIFFERENT WAYS.”

© Shaped By 2022

Katie Colbourne
Senior Manager, Global Demand
Generation, Basware

Menu

We asked our respondents which channels have been
successful, for a whole range of purposes: brand awareness,
demand generation, lead generation, C-Suite engagement,
and overall creativity.

26%

23%

enjoyed brand
awareness success with radio advertising.

23%

use customer and
employee advocacy to generate leads.
© Shaped By 2022
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say direct mail
helped to elevate their conversation
with the C-Suite.

And each time, the answer was the same: online advertising
was most successful, followed by TV ads. Where many tech
marketers had previously been focusing on digital, this shows
a significant year-on-year uplift for TV.
Outside the top two, the picture gets even more interesting.
Radio performs well for brand awareness; social media for
demand and lead generation. Customer and employee advocacy
also drive leads, and are great for creativity. And intriguingly in
this time of hybrid working, direct mail is back – both as a great
route to the C-Suite and an opportunity to flex creative muscles.
Further down the list, creative uses of technology – like AR and
VR, live streaming, and creative work involving AI – are beginning
to make their presence felt. But one channel that’s not faring so
well is the webinar; perhaps it’s the victim of pandemic fatigue.
The picture also changes a little with your location. For instance,
US marketers are seeing success using community building for
brand awareness. They’re also significantly more likely to use
email – for demand generation, they’re twice as likely to say
it worked.

Chapter 9

Chapter 9 Chapter 9
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Around the world, marketers look to
their agency to provide a challenging
creative perspective. But how this
works in practice varies as you cross
the Atlantic.

Menu

Question 1:
What, if anything, is/are the biggest barrier(s) to creativity in your team?

UK

US

27%

25%
Budget limitations

Business
structures/processes

Strategic
creative thinking

24%

24%

24%

25%

Proving creative
is effective

Environment
(e.g., office or WFH)

© Shaped By 2022

Menu

Question 2:
What value, if any, do you see in bringing in external creative agencies?

UK

Workload/
extra resource

US

Overcoming
knowledge/skills gaps
Innovation/inspiration

41%

50%
37%

45%
28%

42%
External perspective

40%
42%
© Shaped By 2022

Menu

Question 3:
In 2022, how, if at all, do you plan to change how you manage your creative services?

UK

49%

US

Outsource more

Bring more creative
development in house

52%
47%

63%

No change

6%
1%

© Shaped By 2022
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Question 4:
How far do you agree or disagree with the following statement: “Our creative
agencies challenge us creatively”? (answers for net agree)
UK

90%

US

84%

Agree

78%
© Shaped By 2022

US

UK

Menu

Question 5:
What, if anything, is/are the biggest barrier(s) to creativity in your team?

UK

39%

US

Remain the same

6%

rd

Decreased across the board

%
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55%
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42%
Remain the same

10%
Decreased across the board
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Expert Perspective

Menu

HAS THE EMPHASIS ON CREATIVITY
CHANGED THE SKILLS MIX?
In other marketing functions, you want to find someone who’s got the skill
set; objectively, they can do all the things you need. Do you know how to build
demand gen? Great. But when you’re building a brand, design aesthetic is also
critical. You want to align aesthetically, and that’s a harder thing to nail down.
That makes hiring a little more obtuse.
It’s always nice to have an agency partner, but the ownership needs to reside in
house. I feel like I’ve been the most functional and successful when I have a lot of
designers, like an in-house agency. But even then, I’ve never been in a situation
where we haven’t had to lean on agency partners in some capacity. Because in
your own company, you can end up in an echo chamber.

“I’VE NEVER BEEN IN A SITUATION WHERE WE
HAVEN’T HAD TO LEAN ON AGENCY PARTNERS
IN SOME CAPACITY. IN YOUR OWN COMPANY,
YOU CAN END UP IN AN ECHO CHAMBER.”

© Shaped By 2022

Ashley Stepien
VP Marketing, Ramp
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84%

agree that their
agencies challenge them creatively.

49%

plan to outsource
more creative services.

Menu

The vast majority of marketers know external agencies can stop their
marketing from getting stale. In fact, 84% agree that their agency
challenges them creatively.
This kind of creative collaboration is most common in the UK,
where marketers are significantly more likely to prioritise innovation,
inspiration, and an external perspective in an agency partner.
By comparison, marketers in the US tend to look to their agencies
for workload and extra resource. That’s despite being more than
twice as likely as their UK counterparts (25% v 10%) to cite a lack
of strategic creative thinking as their biggest obstacle to marketing
creativity.
But then, more American marketers reported a challenging creative
relationship with their agency (90% v 78% in the UK), so perhaps
they see inspiration as a given.

52%

Interestingly, while 56% of respondents overall say they’re likely to
bring more creative development in house this year, 49% are also
planning to outsource more. It’s a good job that more than half of
B2B tech marketers have seen budgets increase for 2022.

of marketers have
seen budgets increase year on year.

© Shaped By 2022
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The Experts
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Menu

There’s a lot of information to digest
here. But we see two big themes –
and very soon, tech marketers will
have a choice to make.

Menu

First, B2B tech marketing is increasingly coming to
rely on creativity, emotion, and brand. Whether it’s
driven by the pandemic, or examples from Silicon Valley,
organisations are coming to understand the importance
of standing out and supplementing rational arguments
with a compelling human bond.

© Shaped By 2022
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So when it comes to creativity, you face a choice.
Because half-measures won’t do. Achieving
differentiation in this new market will take more than
lip service; you can’t just follow the crowd. You need
to be all in.

Le
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But at the same time, creative differentiation is harder
to achieve. Because if all your competitors are going the
same way, creative marketing becomes table stakes.
Where once a little went a long way, you now need to
think harder and be bolder.

That may sound daunting, but don’t worry.
Remember our survey respondents and
expert commentators have already shown
you a whole bunch of achievable steps you
can take right now to unleash more creative,
effective work, for instance:

01

02

PUT THE CUSTOMER AND
EMPLOYEE AT THE HEART OF
YOUR MARKETING
Found in chapter 2 & 8

03

Menu

FOCUS ON CONNECTIONS
THAT MAKE YOUR BRAND
MEMORABLE THROUGHOUT
LONG SALES CYCLES
Found in chapter 3 & 7

LOOK FOR A HUMAN STORIES
AROUND YOUR TECH AND
USE THEM TO DRIVE AN
EMOTIONAL RESPONSE

Found in chapter 2 & 4

05

Found in chapter 5 & 7

Found in chapter 1 & 8

USE TECHNOLOGY AND
DATA CREATIVELY TO
DIFFERENTIATE
CUSTOMER EXPERIENCE

USE TECHNOLOGY AND
DATA CREATIVELY TO
DIFFERENTIATE
CUSTOMER EXPERIENCE

06

COMBINE AGENCY
AND IN-HOUSE
SKILLS ‑ AND WORK
ASYNCHRONOUSLY
TO UNLOCK THEIR
FULL POTENTIAL
Found in chapter 6 & 9
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Our respondents and experts agree:

“TODAY’S B2B TECH
MARKETING NEEDS
AN EMOTIONAL
CONNECTION TO BE
EFFECTIVE. AND THAT
TAKES CREATIVE
THINKING.”
Are you ready for the challenge?
To help guide you on the steps to unleash more
creative, effective work, we enlisted some of
the brightest and best marketing minds in
the industry.
Our expert contributors help tell stories of new
approaches, rapid change – and how creative
risk – taking can yield dramatic results.

© Shaped By 2022

ts

Ashley Stepien

Gwen Lafage￼

VP Marketing, Ramp

VP Brand and Content, Sinch

Ashley has built her entire career around
growth-stage technology start-ups. An early
start in sales propelled her interest in driving
revenue and optimizing marketing to become
the revenue engine. Her time at companies such
as Pendo, Webflow, and now Ramp has been
focused on developing innovative marketing
strategies and agile marketing organizations
that can scale through the hyper-growth stage
of the start-up lifecycle.

Gwen is a global marketing leader who has
dedicated her career to building strong brands
around the world. Her ten-year ad agency career
took her to London, Paris, San Francisco and
finally her current home city of Stockholm. During
that time, she worked with some of the world’s
leading brands across both B2B and B2C.
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Katie Colbourne￼

Dmitry Shamis￼

Judy Wilks

Global Head of Creative,
Hubspot

International ABM & Executive
Content Lead, Autodesk

Senior Manager, Global
Demand Generation, Basware

Dad, NYC sports fan, pasta boy, and sometimes
marketer, Dmitry Shamis is the Head of Global
Creative at HubSpot where he focuses on all
things brand and creative.

Judy works closely with marketing and sales
teams to develop content designed to build
trusted relationships with customers and
engage executives. Her team was recently
named Content Team of the Year at the
International Content Marketing Awards. Her
career includes working agency side, and 10
years in Silicon Valley working with venturebacked firms and surviving the dotcom crash.

B2B digital marketer with over 14 years
marketing experience working in Enterprise
B2B Technology. Currently focused on
digital demand gen at SaaS P2P and AP
leader Basware; taking complex business
propositions and simplifying them for the
digital world to drive conversion and pipeline.
Expertise in omni-channel marketing and
brand experience from SAP to ADP.
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Interested in receiving more insights, inspiration, and
opinions from the world of tech and B2B marketing?
Visit Shaped-by.com
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