Marketing Trends

to Watch in

2021

Introduction
To many?s relief, 2020 is almost over. The year has brought about so much uncertainty and
change in all of our personal and professional lives that we can?t help but wonder what
changes 2021 will bring.
But after the unprecedented year we just experienced, it is impossible (if not foolish) to
assume that we could predict what the future of marketing will look like. However, there are
several changes (or ?pivots? as everyone was calling them) that occurred in the marketing,
PR and social media industies this year that serve as signals for new consumer habits that
will continue into the next year.
And, as this year has taught all of us: it never hurts to be prepared. So, we studied the
algorithm updates, shifts in ad spending, and rise of particular social media features to
determine the 10 marketing trends that you
need to be aware of in order to plan for the
coming year.
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Increased Digital Ad Spend

The coronavirus pandemic has accelerated the shift toward
digital marketing, making this the first year spending on
digital advertising is higher than traditional ad spending.

However, estimates for digital ad spending in 2021 remain
optimistic, with spending expected to bounce back with a
growth of 17%.

Marketing departments around the world are moving
budgets away from out-of-home (-25%), newspapers (-21%),
magazines (-20%), radio (-12%) and TV (-11%) to platforms
such as Google, Facebook, Pinterest and Twitter.

A Gartner poll showed that 73% of CMOs were confident
that Covid-19?s negative impacts would be short-lived. In fact,
74% of CMOs plan to increase digital ad spending, and 66%
expect to increase paid search spending in 2021.

In Q3 2020, Facebook saw ad revenue in the quarter up 22%
compared to a year ago, and Twitter?s ad revenue was up
15% in the quarter. Facebook also added a million new
advisers to its platform in those three months alone as
businesses pivoted offline activinties online.

With Covid-19 restrictions likely to continue well into the new
year, the shift to digital advertising will continue into 2021
and beyond. One prominent challenge marketers will have to
contend with is the growing adoption of ad blockers long
after a coronavirus vaccine is found.

Although big-name advertisers did pause their ad buying on
Facebook over the summer as part of the Stop Hate for Profit
boycott, the impact of these two events seemed to have had
little effect on the company?s ad revenue.
Overall, worldwide digital ad spending is estimated to rise by
2.4% this year to $332.84 billion, accounting for 54.1% of
total media ad spending. This slight uptick in digital ad
spending is the lowest on record, according to eMarketer.
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TikTok?s Global Rise

2020 was the year TikTok went mainstream, and marketing
leaders began taking a serious interest in the social network.
The platform, which has roughly 800 million monthly active
users, doubled YoY downloads in 2020. In fact, there were a
total of 315 million TikTok downloads in the first three months
of this year, the highest amount of downloads an app has ever
received in a given quarter.
TikTok is a mashup of Instagram, Snapchat, musical.ly and
Vine, incredibly popular amongst Gen Z and Millennials.
Although brands understand the value of the reach the
network affords, for most that's as far as their understanding
of TIkTok goes. Truth be told, the benefit of TikTok for business
is still not concrete, but that's not stopping the platform from
attempting to lure marketers in through the introduction of
several strategic new features.
This summer, TikTok launched a self-serve ads platform. In
October 2020, they announced they'll be following in
Facebook's footsteps and moving into the social commerce
space, made possible through a global partnership with
Shopify. This announcement was incredibly exciting for B2C
retailers with large influencer followings, like e.l.f cosmetics.

e.l.f cosmetics' TikTok challenge has been described as the
most influential campaign on the platform to date. The brand
created a pop culture phenomenon with its original song
(Eyes.Lips.Face) and the TikTok challenge. The result? Over 3
million user-generated videos, 4 billion views and 250 million
media impressions. The challenge also spread organically to
Twitter, YouTube, Instagram, and TV. At the same time, the
original song became so popular that it garnered more than
16 million streams on iTunes and Spotify and even reached
number 4 on Spotify's global viral chart!

2021 will see less risk-averse brands try their hand at TikTok
marketing. Special focus will need to be placed on
storytelling, virality, and the entertainment
factor to make their
campaign a success
on this channel.
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The Growth of Social Commerce

Stay-at-home orders around the world have forced consumers
to turn to online shopping for everyday essentials, like
groceries and medical prescriptions. And according to new
data from IBM?s U.S. Retail Index, the coronavirus pandemic
has accelerated the shift to digital shopping by roughly five
years.
It is estimated that categories such as over-the-counter (OTC)
medicine, groceries, household supplies, and personal-care
products will see at least 35% growth in online shoppers. In
one survey, nearly 40% of consumers said that they spend
more money online now compared to when the pandemic
began? and this new affinity for shopping online is likely
going to stick around after the pandemic is over.
U.S. consumers?perception of online shopping hit an all-time
high recently, with 52% of consumers believing they can shop
online for almost 100% of the products or services they need.
With more people shopping online and becoming more
comfortable with the process, a large portion of consumers
are turning to social media platforms to help them discover
and purchase products. Social media users are becoming
increasingly more comfortable finding, evaluating and
purchasing items directly from within social media platforms.

In fact, 87% of e-commerce shoppers believe social media
helps them make a shopping decision.
Facebook, Pinterest, and Instagram are just a few of the social
media platforms expanding their e-commerce capabilities.
TikTok, which allows some users to add links to their profile
biography and videos, has also introduced a ?Shop Now?
button that lets users to make purchases through links posted
to TikTok. The clothing brand Levi?s said that its use of the new
feature and partnerships with TikTok influencers successfully
increased traffic to its website, but didn't provide any
concrete features. As mnetioned earlier, the social media app
has also announced a new global partnership with
e-commerce platform Shopify, providing Shopify?s 1 million
merchants access to TikTok?s younger audience.

Switching over to the Instagram platform, it is worth noting that
last year the company launched Checkout, a way to purchase
products directly within the app. After a recent update to the
homescreen layout, its Reels and Shop tabs have been
prioritzed over older features. Within the app, the Activity tab
(heart icon) was replaced by the Shop tab on the app?s
homescreen. Instagram also redesigned its shopping section in
July to allow users to easily browse products from their favorite
brands and creators.
But, Instagram isn?t just counting on users finding items they?d
like to buy in this one section of the app. The company has
added shoppable live videos, expanded IGTV shopping and is
testing (or is expected to test) shopping within Reels.
Instagram?s parent company, Facebook has been continuing
its efforts to make shopping more seamless across its platform
of apps. Sheryl Sandberg
announced the Facebook
Business Suite, allowing
businesses to advertise as well as

sell to customers across Facebook, Instagram and WhatsApp.
Not to be forgotten, Snapchat has developed several new
technologies that allow users to utilize its Snap Camera to
identify plants, dog breeds and get additional product
information. With users able to get more information about a
product when they encounter it in the real-world, the app is
combining online and offline shopping.
In 2021, you can expect to see each of the individual social
media platforms introducing new features that encourage
users to shop on their platforms. But, even if you brand is not
advertising on any social media platform, it is important to
acknowledge that mobile-first shopping is an experience that
online shoppers are adopting more and more thanks in part to
social media, so having a mobile-friendly website is essential.
A GlobalWebIndex survey also revealed that 1 in 4 consumers
had a negative experience shopping online recently, meaning
that online retailers can still improve their online shopping
experience.
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A Streamlined Martech Stack

With more than 8,000 martech solutions for marketers to
choose from, it can be difficult for teams to determine which
tools and platforms are right for their business. From social
media listening to account-based marketing, there is a tool
for every possible marketing problem.
And, in the past, when a team encountered a problem, they
acquired a new tool. So today, the average marketing team
uses 6-10 different tools daily, which presents several
challenges. An inflated martech stack can lead to additional
costs, siloed data centers, and inefficient workflows.
That is why many marketing teams have begun to combat
martech stack inflation by auditing and consolidating the
number of solutions they use. According to a 2019 Gartner
Survey, marketing leaders claimed they only utilized 58% of
their martech stack?s potential? a clear sign that marketers
need to rethink and consolidate their tools.
So instead of having a series of point-vendors that only
address one specific problem, marketing teams next year
will be looking for platforms that:
- Solve more than one issue for the team
- Provide a centralized view into campaigns and customer
data

- Offer compatibility with other tools in their martech stack
- Analyze omnichannel marketing campaign performance
Overall, marketing teams are interested in platforms that
offer an all-in-one solution and can integrate with other
tools, like Meltwater. Before purchasing a new solution in
2021, take the time to consider your specific business
objectives carefully.
Having a strategic approach toward managing your tech
stack will help ensure that your campaign or customer data
can feed into other tools and departments? not to mention
the cost savings. Marketing technology now accounts for
26% of a company?s total marketing budget, so any savings
here could help pay for your next Instagram ad campaigns.
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A More Tech-Savvy Marketing Team

From carrying out customer care initiatives via social media to
driving revenue growth, the responsibilities of marketing teams
today has expanded from 20, 10 or even 5 years ago.

As the platforms, responsibilities and competition for attention
online intensifies, there is increased demand for these types of
specialists, rather than the jack-of-all-trade marketers.

And as the priorities and responsibilities of the marketing team
have grown, so too has the scope of marketers knowledge.
Technology has reshaped the way marketers operate on a
day-to-day basis. Marketers have had to learn a variety of
new tools? including social media management solutions,
email marketing platforms, project management software,
and many more? making digital marketing skills desirable
traits in candidates.

Given the increased reliance on technology, more and more
teams are introducing the "Marketing Operations" role, which
is responsible for managing the team?s technology, data, and
resources. This person is the gate-keeper of the martech stack
and ensures that data is flowing between each tool.

The most in demand skills for marketers include content
marketing, social media marketing, data analytics, and
SEO/ SEM marketing.
With around 47% of B2B buyers consuming between three to
five pieces of content before engaging with a salesperson, it?s
no wonder that content curation and strategy are at the top of
the list. If you want to launch a new landing page, create a
social media post, distribute a press release or publish a blog,
it all has to be written by someone.
And in order to get all of that content seen, you?ll need an SEO
specialist to ensure that your blogs, landing pages and other
content are getting noticed by algorithms? as well as people.

While the specific needs of a team depend on the industry
and company size, you can expect more teams will be looking
to hire specialists with advanced knowledge of digital
marketing technology.
There are many ways to build high-performing marketing
teams, and considering both hard and soft skills is essential.
Soft skills like creativity, storytelling, communication,
analytical thinking may be just as important as knowing how
to build an email in Mailchimp.
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Unification of PR,
Marketing & Social Teams

The disciplines of marketing and PR have always had some
crossover, but over the past few years the two have become
much more closely entwined.
Since the explosion of social media, the PR and marketing
landscape changed significantly and the traditional roles of
these two departments were forced to adapt alongside this
transformation. The speed at which this is taking place has
been accelerated with the arrival of Covid-19. In the face of
the pandemic busy events and tradeshows, the steady
hallmarks of PR, were made redundant overnight causing PR
and marketing teams to think differently about how they?re
creating integrated digital campaigns.
Until recently, we juggled with three defined communication
channels: owned, earned, and paid media. The rise of social
media caused a new channel to emerge: shared media. The
PESO Model, created by Gini Dietrich, clearly visualises the
four media types and how they?re blurring the lines between
PR and marketing.

Earned: Earned media describes the attention you receive
on sources that you do not control.

Let?s briefly go over these media types and what they mean.

Owned: Owned media refers to what is yours and is the only
organic channel you still control. You can split owned media
into two categories: The content that you host (website &
content resources) and the content that you share
(newsletter & social media accounts).

Paid: Paid media refers to the media exposure you pay for
on a platform or space owned by a third-party company.

Shared: Shared media encompasses all content posted to
social media regarding your company. These posts could
come from brands, media outlets and individuals.

Converged Media
As you can see from the PESO model, the shared
responsibilities present across all media types include
community, partnerships, distribution, SEO, lead gen,
marketing comms (including influencer marketing and
events) and brand reputation. For example, public relations
traditionally ?owned? celebrity endorsements and product
placement, but this is quickly being replaced with
?influencer marketing?, so does this fall on PR or marketing?s
plate? Crisis communication typically sits under the remit of
PR, but since crises now tend to break on social media, who
is now responsible for handling this? This just goes to show
that there is no longer a us and them, there is only we.
If you work in PR and are being asked to manage "marketing
stuff" (or vice versa), don?t think of this as added work,
because when done right it?s actually sharing the load. All
four channels aren?t only interconnected; they are
interdependent. For example, earned media should come
naturally if your owned and paid media channels are
performing optimally. For your strategy to deliver, you need
to juggle them all.

Responding to This Change
It?s our responsibility to look beyond individual media types
and instead find synergies and opportunities to connect the
dots and develop PESO campaigns that support one
another. To help respond to this change, PR and marketing

pros are pooling cross-functional resources together. This
means they?re also having to broaden their knowledge of
both social and editorial media and learn to navigate the
complexities of modern integrated campaign management.
Riding the converged media wave is near impossible when
teams are siloed and while pooling resources together helps
create visibility, it?s not enough to break down the walls
between PR and marketing. To do this, leaders are turning to
all-in-one solutions, like Meltwater, that can help teams work
more collaboratively by monitoring, managing and
analysing online news, social media, print, radio and
broadcast all from one place.
In addition to this, more advanced organizations are also
increasingly using business intelligence tools that act as
brand command centres. By using APIs to feed disparate
data from tools used across paid, earned, owned, and
shared media, teams can gain a single source of truth of
their customer and brand and work on more omnichannel,
integrated, holistic and cohesive projects.
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Online Events

Covid-19 drove businesses and consumers to become more
reliant on technology. In response to this change, business
leaders adopted "distance economy technology solutions" to
maintain contact with customers and employees while
replacing in-person activities.
Key distance economy trends that will continue to grow in
2021 include contactless payment, robotic deliveries, virtual
events, remote working, EdTech and telehealth. Consequently,
this shift has led to heightened interest in technologies
including 5G, AR, VR, AI, automation, machine learning and
IoT? to name a few.
The event industry was one of the sectors that immediately felt
the pandemic's impact and embraced the distance economy
early.
Even after a coronavirus vaccine is made widely available,
marketers will still approach events with a virtual-first
mentality. Although, there will certainly be more hybrid events
rather than exclusively virtual meetings.
To account for this shift, event marketers will need to invest in
mobile event apps and web-based engagement tools (which
have become critical infrastructure). These technologies will
also need to evolve to place greater emphasis on creating

compelling, personalized and seamless experiences for remote
attendees who tend to have lower attention spans compared
to in-person guests.
In April 2020, rapper Travis Scott famously teamed up with
Fortnite to live stream a music performance that ended up
being watched by more than 12 million players. The
partnership saw virtual and augmented reality deployed to
create an immersive 360-degree environment. When the
concert began, players assembled in front of a virtual stage.
This technology allowed the organizers to connect remote
audiences and recreate the feeling of experiencing an event
first-hand. We predict 2021 will be a focal point for AR, VR and
event marketers turning to social networking platform Twitch
due to its live and interactive experience capabilities.
Clever marketers will also begin to embrace this form of
interactive technology more creatively, like U.S.
Congresswoman Alexandria Ocasio-Cortez did when she
live-streamed Among Us to
encourage viewers to vote.
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Micro-Communities & Groups

As Covid-19 forced people to distance themselves from one
another, human desire for safety, community, and
connection reached an all-time high. With limited physical
contact, everyone turned to social media and digital forums
for greater connection. As a result, social media users grew
more than 10% from 2019, and smaller, more niche online
groups, known as micro-communities, began to evolve at an
increased rate.
A micro-community is a segment of your larger audience
that shares similar psychographics (values, interests, views,
lifestyles, purpose, experiences, purchasing triggers, etc.).
Micro-communities have always existed, but their
importance has been heightened for both users and brands
during the pandemic.
From a consumer standpoint, micro-communities help us
feel part of something. The intimacy of a smaller setting
allows us to share more openly and authentically. Then,
these communities begin to act as safe spaces that foster
intimate and honest dialogues. Fortunately for brands,
micro-communities are also big business opportunities. They
drive more in-depth personal relationships, loyalty, and
even sales. Brands can use these forums as a soundboard to
spar with their audiences, creating a constant feedback
loop.

So, how do you integrate into these communities?
Community lead marketing starts with understanding the
smaller groups of people who make up your audience and
the shared psychographics connecting them. Next, you
need to find out where these niche groups of people are
hanging out. (Micro-communities tend to exist in private
Facebook groups, direct messaging apps, slack channels,
Reddit threads, etc.). Once you know where your audience
is congregating you craft individualized messages for each
subgroup. Remember, the aim is to interact with
communities without disrupting conversations. You can do
this by linking to valuable content, launching personalized
campaigns, establishing authority by answering questions,
and partnering with relevant micro-influencers who typically
generate loyal followings around specific topics of interest.
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Purpose-Driven Marketing

The world is facing economic, environmental, political and
social turmoil, and what consumers expect from
organizations is changing as a result. Millennials and
Generation Z are purpose-driven, and since these
generations combined will soon make up two-thirds of the
global population, it's in a brand's interest to align with their
attitudes and become better corporate citizens.
These days, consumers don't just buy a product or service;
they buy into an idea. By standing for something
meaningful, brands can speak to their audiences' hearts
and heads ? creating connections and experiences that
will outlive the lifespan of any single campaign. For this
reason, purpose-driven companies witness higher market
share and grow 3x faster than their competitors.
Purpose is the anchor that brings business and society
together, but the brand must first establish a shared value
with its audience for this to happen. This requires
companies to understand what drives their audiences on a
deeper, more emotional level. For example, Nestle conducts
a materiality analysis every two years to help anticipate
consumer trends, focus on issues that most influence
decision-making, and define which products and services

align with society's expectations. Patagonia is another
brand that communicates transparently about how it
generates economic profits in a way that benefits society
and the environment. They recently changed their
product-driven mission from "Build the best product, cause
no unnecessary harm, use business to inspire and
implement solutions to the environmental crisis" to
"Patagonia is in business to save our home planet."
To avoid coming
across as 'woke
washing,' businesses
need to be governed
by their purpose,
values and
principles. This
should subsequently
inform behavior and
be reflected in all of
the company's
activities.
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Stories & Short-Form Video

Snapchat, Twitter, LinkedIn, Instagram, and Facebook have all
introduced ways to share image or video content that
disappears after 24 hours, and social media users are fans of
the format.
In fact, people are posting less to their feeds because of the
popularity of stories. A recent study found that influencers
are now posting to their feeds a third less than they did in
2016. Does that mean that the story bar is the new feed?
Maybe.
When Twitter released ?Fleets,? the app glitched for many
users in part because of the number of users updating the
app to gain access to the new feature. Demand for the
format has grown exponentially over the last few years across
social media networks, with the number of daily active
Instagram Stories users increased from 150 million in January
2017 to 500 million in January 2019.
According to Deloitte Digital, nearly 40% of Americans spend
more than one hour per week watching short-form video clips
on social media. But, that doesn?t mean that they are
necessarily watching your entire story.
The average person only watches 40 to 60% of your story.
That means that as a brand, you want to make sure your CTA

doesn?t appear at the very end. The same thinking applies to
pre-roll ads on YouTube, you don?t want people to watch
5-seconds of the video only to miss what brand, product or
service was being promoted because they clicked the ?skip?
button.
And if you're concerned that nobody is going to ?swipe up?
on your stories, Instagram said that actually 25% of users
swipe up on branded stories. Adoption of the story format
among brands on LinkedIn and Twitter is still young given that
they have both been released within the second-half of 2020,
meaning brands that are able to pivot to the new format
early on won?t have to fight too much for eyeballs. On
Instagram, 50% of businesses worldwide create an average
of one story per month. So, why not get ahead of the
competition in 2021 and start sharing Fleets and LinkedIn
Stories?

Need Help Future Proofing Your Strategy?
We help you monitor, understand and influence the world around you so that
you can keep track of changing consumer trends year round.

Crisis Management

Brand Monitoring

Social Media Management

Consumer & Audience Insights

Competitor Benchmarking

Influencer Marketing

To learn more about how Meltwater can help your PR, marketing and social
media teammates collaborate, get in touch with us.

