Product Marketing Mission-Critical Priorities (MCPs)

Evolve Product Marketing
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Engage the Increasingly

Difficult-to-Reach Tech Buyer

107% year over year increase in
Reddit URLs appearing in search
results, signaling a shift in how
demand gen leaders need to
enhance solution discovery and
authority

Assess Resourcing and Targeting

@® Implications of Buyer and Channel

Changes

Elevate Tech Marketing's

Relevance

54% of product marketing
leaders are measured on product
adoption/usage, higher than any
direct metric associated with
customer acquisition or
retention

®

Structure Teams for Scalability and
Growth

Build a Demand Gen & ABM Strategy

® That Addresses Modem Buyer

Behaviors

Gain Cross-Functional Support For
Marketing Initiatives

® Identify Al-First Content Needed to

Engage Both Al and Human Buyers

@

Measure, Track, and Communicate
Tech Marketing's Impact

® Leverage Partners, Ecosystems &

Marketplacesfor Pipeline Generation
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