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Executive Summary
In August 2017, Heinz Marketing and PFL conducted
a study among B2B marketers to better understand
the correlation between marketing channel mix,
diversity and effectiveness.
The results were clear: while integrated marketing
campaigns — using both digital and non-digital
channels — indeed bring better results than a siloed
approach, the real key to success is orchestration
between channels.
And despite reporting higher pressure — both
internally and from competitors — marketers who
are willing to try a multichannel approach are also
significantly more likely to test new ideas, try new
channels and operate them in a fully integrated
environment.

Additional Insights:

1

Nearly 60 percent of multichannel marketers spend less than half
of their budget on digital channels. They cite non-digital channels
as key to their success and effectiveness.

2

Marketers at companies with greater than $200M annual revenue
reported nearly a 3X higher effectiveness of their multichannel
marketing efforts versus those with non-integrated campaigns.

3

Marketers using non-digital channels only were nearly three times
as likely to operate those channels in silos (31.9% vs 11.6%).

4

The vast majority of multichannel marketers (71.4%) plan to
maintain or increase their use of direct mail into 2018 and beyond.

The real key to success
is orchestration between
channels
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Methodology
This data is compiled from surveying 441 B2B revenue
leaders: C-suite, marketing directors, marketing
managers, sales directors and marketing operations.

REPORTED ANNUAL SALES REVENUE

PROFILE OF SURVEY RESPONDENTS

441 SURVEYS
COMPLETED

Over $500M

Marketing
Manager

$50M - $500M

VP/C-Suite
Marketing Leader

$11M - $49M

Sales
Executive

$1M - $10

Marketing
Operations

Less than $1M

5%

10%

15%

20%

25%

30%

5%

10%

15%

20%

25%

30%

53% Digital and Non-Digital
33% Digital Only
11% Non-Digital Only
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Pressure to
Achieve Higher
Marketing
Effectiveness

LEVEL OF COMPETITIVE
LEVEL OF
PRESSURE (1-7 SCALE)
COMPETITIVE PRESSURE
(1-7 SCALE)

Marketers compete in increasingly intense
environments. The majority of respondents
indicated high levels of competitive pressure, with
four out of five respondents stating pressure has
increased over the past year.
The most common reason for this increased
pressure? Perceived effectiveness of
competitor’s marketing.

36%

8%

1-3

4-5

54%

6-7

“When we have
budget to be
creative with direct
mail, we see a
significant increase
in meetings.”
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Channel Mix
CHANNELS BEING USED

Data shows larger organizations tend to have a
slightly higher usage of non-digital only marketing.
Although we didn’t ask respondents to note their
industry, we have found separately that larger, older
and more “nuts-and-bolts” industries do tend to rely
more heavily on non-digital marketing channels.

60%
60%
50%

44.7%
50%

40%

40.4%

44.7%

40.4%

40%
30%
30%
20%
20%
10%
10%
0%
Primarily utilize
0%
digital
marketing channels
Primarily utilize
digital
marketing channels

>$1M

Primarily utilize
Primarily utilize
non-digital
a mix of digital and non-digital
marketing channels
marketing channels
Primarily utilize
Primarily utilize
non-digital
a mix of digital and non-digital
marketing channels
marketing channels

$1M - $10
>$1M

$11M - $50M
$1M - $10

$51M - $200M
$11M - $50M

$200M+

$51M - $200M

$200M+

SURVEY QUESTION
Which best describes the types of marketing channels being used by your company?
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Channel Integration
Channel diversity itself is rarely enough — integration
of those channels is what most often drives customer
behavior and marketing results.
The data suggests companies stay in their comfort zone,
with companies primarily using digital channels tending
to integrate those channels very well.
Next, we’ll see how channel integration affects marketing
effectiveness.

LEVEL OF MARKETING INTEGRATION
CONSIDERED ADDING DIRECT MAIL AS A MARKETING CHANNEL

40%
40%

Some digital &
offline channels
are integrated

37.9
31.9

Some digital
channels are
integrated

30%

21.1%
•

•

•
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A significant amount of companies using
both digital & offline channels report channel
integration.
Companies primarily using offline channels tend
to also keep channels in silos.
Companies primarily using digital channels are
not more likely to integrate with offline channels.

20%

All channels,
digital & offline
are integrated

All digital
channels
integrated

10%

Every channel
is a silo

0%
Companies Primarily
Using Digital Channels

Companies Primarily
Using Offline Channels

Companies Using a Mix of
Digital and Offline Channels
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Channel
Integration
& Marketing
Effectiveness
We found that a mix of channels, that is not siloed, and
well-integrated leads to much higher reported marketing
effectiveness.
Marketers who currently ignore non-digital marketing
channels report less than half the effectiveness vs.
those who integrate non-digital channels.

LEVEL OF MARKETING EFFECTIVENESS

60%

50%

40%

30%

20%

10%

The failure to integrate channels leads to dismal
marketing effectiveness.
Marketers integrating all channels, digital and offline, are
twice as likely to report high marketing effectiveness
vs. other groups.

0%
Every channel
operates in a silo

Some digital
channels are
integrated

Some digital and
offline channels are
integrated

All digital
channels are
integrated

All channels,
digital and offline,
are integrated

Integration between digital
and offline channels directly
correlates with higher marketing
effectiveness rankings.
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Marketing
Effectiveness by
Channel
Channels are not created equally. We found clear
winners for both digital and offline channels. Here are
the top performers in each category.

NON-DIGITAL CHANNELS BY EFFECTIVENESS
(% OF TOTAL RESPONDENTS)

Events/
Trade Shows
PR Media
Relations
Direct
Mail
Print
Advertising
5%

10%

15%

20%

25%

30%

DIGITAL CHANNELS BY EFFECTIVENESS
(% OF TOTAL RESPONDENTS)

Email

SEO
Paid
Search
Paid
Social
10%

20%
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40%

50%
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70%
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Direct Mail is the
#1 Integrated
Offline Channel

CONSIDERED ADDING DIRECT MAIL AS A MARKETING CHANNEL

80%

Without seeing the results of this study, nearly 50
percent of respondents still indicated they wanted
to try adding direct mail to their marketing mix.
Growth-stage companies are significantly more likely
to add direct mail.

76.9%

70%

60%

50%

40%

30%

20%

10%

0%
No

Yes

>$1M

$1M - $10

$11M - $50M

Not Sure

$51M - $200M

$200M+

SURVEY QUESTION
Has your company/team considered adding direct mail as one of your marketing channels?
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What Does this
Mean for Your 2018
Marketing Plan?

1

PRIORITIZE INTEGRATION
Operating in silos simply does not work, and does not
compound into the level of marketing results you need. Work
harder to coordinate efforts across marketing channels to
accelerate impact.

2

PRIORITIZE DIVERSITY & ORCHESTRATION
By integrating your message and tactics, you can work to further
diversify not only your marketing channel mix but how you
orchestrate between them. Personalization and orchestration
hit your customers and prospects with more accuracy and
lend greater momentum to your conversations. Diversity and
integration are important, but timing is key.

3

FOCUS ON REVENUE RESULTS
Manage your marketing based on sales and revenue impact,
not just on clicks, likes and cost-per-lead optics at an individual
channel level.

4

INTEGRATE SALES TOO
Consider your sales channels as part of your marketing mix.
How can you integrate, orchestrate and diversity those efforts to
increase overall effectiveness?
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Ready to give
your marketing a boost?
Call us at 800.930.5088 or send
an email to inquire@pfl.com.
www.PFL.com

STAND OUT. GET NOTICED.
DRIVE RESULTS.

PFL is a marketing technology company that provides sales enablement and marketing automation solutions, as well as printing, mailing, and fulfillment
services. We directly connect B2B and B2C organizations to cutting-edge solutions that accelerate productivity and drive business forward.
©2018 PFL, All rights reserved.

