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Part 1 - Introduction

The last 12-months have provided a rich source of optimism for product marketers. 

Sure, there’s still a degree of ambiguity surrounding the role, but this needn’t detract 

from the fact the coveted positive perceptions amongst C-Suiters have improved, with 

companies devoting time to putting product marketing teams in place in a bid to fulfill 

short and long-term targets.

These developments during the last calendar year represent a sign of progress when 

compared with our 2019 report, in which the results suggested recognition had perhaps 

bypassed some product marketers.

Members of the product marketing community can take great encouragement in seeing 

the positive steps during the last year. But, this doesn’t mean there isn’t room for further 

improvements, particularly given PMMs expressed certain wishes when partaking in 

our previous survey (like a seat at the leadership table and more investment in PMM 

strategies), to ensure the importance of their roles were fully appreciated. 

The following report is a comprehensive analysis, formed to provide an up-to-date picture 

of how product marketing is regarded in 2020. Global product marketers, with varying 

degrees of experience and expertise, have provided renewed perspectives, in a bid to gain 

a definitive understanding of the State of Product Marketing in the modern-day workplace.

Our motivation behind 
producing this report

>
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Here are just a select few of the juiciest parts of the report, to whet your appetite:

1. 21.2% of Product Marketers work alone: When we asked PMMs how many people are in their Product 

Marketing team, over one-fifth of people taking part revealed they’re the only person in their set-up. 

2. Just 5% of product marketers are 100% sure the role of product marketing is fully-understood: 

when asked if other teams and stakeholders in their organization understand their role, just 5.1% of 

product marketers said they believe this is the case.

3. More PMMs say they have less influence on their product’s direction: in 2019, the average level of 

influence on shaping the direction of the product(s) PMMs market was 6.2/10. In 2020, that average 

dipped to 5.9.

4. Product marketers are here for the long-haul: when asked about their career plans, 66.5% of PMMs 

said they’re keen to enter the next stage of their career in product marketing, with just 4.5% saying 

they’re looking to leave the field.

5. Common pain points amongst product marketers included: 1) lack of clarity surrounding the role 

of a product marketer, 2) a perceived lack of trust and investment in product marketing from senior 

management, and 3) lack of clarity between product management and marketing.

6. Product marketers are still being pushed to the limit: in last year’s report, it transpired 32.8% of 

product marketers were responsible for 5+ products. This year, the heavy workload wasn’t alleviated. 

There has been a marginal increase in product marketers being stretched by their employers. 

7. Interestingly, 1 in 5 product marketers don’t directly speak to customers: instead, they rely on 

gathering feedback from other, internal teams.

>

>
Part 1 - Introduction

Stuck for time?  
Check out our key findings
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Our participants,  
at a glance

Part 2

2,000+ product marketers from around the world took part in the survey.

The majority of respondents were from North America and Europe, specializing in 

B2B services, with most marketing SaaS products to businesses.

While product marketers taking part in the survey were employees at companies at 

varying stages of development, most were at organizations who were mid-growth 

with an established go-to-market team in place. 

In terms of their length of time in the industry, respondents had varying levels 

of experience and held a range of job titles, with most relatively new to the field, 

indicating they’d been working as a product marketer for 1-3 years.

6>
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Part 2 - Our participants, at a glance

The product marketers who took part in the survey were primarily from North America (64.2%) 

and Europe (24.4%). Outside of the top two continents, PMMs participated from Asia (5.6%), 

Australasia (2.9%), South America (1.6%), and Africa (1.4%).

Location 

North America Europe

Asia

Australasia

South America

Africa

64.2%

1.6%

1.4%

2.9%

5.6%

24.4%
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Current role
While the majority of the PMMs were Product Marketing Managers (36.8%), a breadth of product 

marketing experts took part, including Senior Product Marketing Managers (19.1%), Directors of Product 

Marketing (20.1%), VP of Product Marketing (6.3%), (People) Managers of Product Marketing (3.5%),  

and Associate Product Marketing Managers (4%).

Some fell into the category of ‘other’ (10.1%), too. Participants within this group included Product 

Managers, CEOs, Head of SMB Partnerships & Integrations, VP of Marketing, Chief Commercial Officer, 

Consultants, and so on.

The fact that 10.1% fell into ‘Other’ wasn’t too much of a surprise to us. When we ask PMMs how they got 

into the product marketing industry, a lot of the time, people say ‘I just realized I’d already been doing 

parts of the product marketing role but under another job title,’ which explains the percentage here.

Experience  
and roles

Senior Product Marketing Manager 19.1%

Director of Product Marketing 20.1%

Other 10.1%

VP of Product Marketing 6.3%

(People) Manager of Product Marketing 3.5%

Associate Product Marketing Manager 4%

Part 2 - Our participants, at a glance

>

>

Product Marketing Manager 36.8% 
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Level of experience
As well as job roles, the level of experience amongst those who took part also varied.

Almost one in 10 (8.4%) of the survey’s participants have been working in product marketing for 

less than a year, 29% have 1-3 years experience, one in five (20.3%) have 3-5 years, while 23.6% 

and 18.7% have accumulated 5-10 years and 10+ years experience, respectively.

Experience  
and roles

Less than one year
8.4%

1-3 years
29%

10+ years
18.7% 

3-5 years
20.3%

5-10 years
23.6%

Part 2 - Our participants, at a glance

>

>

Years of  
experience
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Previous roles  
Trends have indicated more people are making the decision to begin a career in product 

marketing, and this is the case amongst those taking part in the survey.

While the product marketers surveyed had accumulated years of invaluable experience between 

them, many had worked in previous sectors before making the transition into product marketing.

Such was the breadth of roles previously held by the product marketers taking part, we formed a 

series of umbrella categories and categorized the participants accordingly:

1. Marketing - This group included the likes of Marketing Communications Managers, Directors of 

Marketing, Brand Specialists, and Content Marketing Managers.

2. Sales - The sales category included product marketers who had previously held positions such 

as Director of Sales and Marketing, Sales Engineer, Sales Enablement Manager and VP of Sales 

and Marketing.

3. Customer - This category included PMMs who’d previously held customer-facing roles, such 

as Customer Success Manager, Customer Strategist, Team Manager, Senior Manager of Client 

Success, etc.

4. Product - This group included people who had previously worked in roles including Head of 

Product, VP of Product Management, Product Managers, and so forth.

5. Other - There were a variety of other professions previously held by people in the survey that 

didn’t fall into the aforementioned categories, such as Teachers, Flight Attendant, Attorney, and 

US Navy Submarine Officer. 

The responses revealed that almost half of the people taking part in the survey had decided to 

pursue a career in product marketing having previously worked in the marketing sector (43.6%). 

Of these PMMs, 65.8% were based in North America.

Experience  
and roles

Part 2 - Our participants, at a glance
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With people continually seeking a new career path, product marketing continues to appeal to a variety 

of people in search of an alternative challenge. This was highlighted within the study, with 33.3% of 

respondents falling into the ‘other’ category, a segment including professions with no link with the 

product marketing field.

Here’s a glimpse into just some of the job titles that fell into ‘Other’:

Experience  
and roles

Part 2 - Our participants, at a glance

>

>

Training Manager

Flight Attendant

Solution Engineer

Legal Advisor

Validation EngineerUX Designer

Director of Solutions Architecture

Strategy AnalystGlobal Media Strategist

Professional Services Consultant

Community Manager

Designer

Teaching Assistant Director of Public Relations

Ph.D. Scientist

US Navy Submarine Officer

Chief Revenue Officer Events Manager Principal

6.8%

33.3%

Sales

Other

43.7%

Marketing Product

Customer

12.5%

3.8%
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Both
20.7%

Company type

Part 2 - Our participants, at a glance

>
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Which customers were served?  
The majority of product marketers surveyed work at companies offering specialist B2B services 

for businesses (73.3%). Some product marketers worked in B2C (6%), while a proportion served 

both B2B and B2C customers (20.7%).  

Which products were marketed?   
Many of the PMMs surveyed market a SaaS product (74%), while some market both SaaS and 

physical products (12.5%), which was pretty consistent with last year’s findings. Elsewhere, a minority 

of the product marketers who took part focus their efforts solely on physical products (6.5%).

NB: Some product marketers answered ‘Other’ when asked which products they marketed. 
These included education resources, FinTech tools, and online grocery apps.

B2B

B2C
6%

Physical
6.5%

73.3%

Other
7.1%

Both
12.5%

SaaS
74%
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Stage of growth   
The participants who took part in the survey were employees at companies at various 

stages of growth. 

Over one-fifth (37.2%) are from companies with an established go-to-market team, while 

36.6% are from late-growth/scale-up orgs.

NB: Some participants answered ‘Other’, stating their respective companies were “mature 

small businesses” or “established”, while others worked on a consultancy basis.

Company type

Other

 
Late growth/scale up 

Early pre-product 
market fit

5.4% 

 
Mid-growth with experienced 

go-to-market team 

37.2%

36.6%

 
Early  

post-product  
market fit

16.2%

4.6% 

Part 2 - Our participants, at a glance
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Marketing 
33.6% Other 

16.5% 

Didn’t go to college  
2%   

Education    
The vast majority of the product marketers surveyed were college graduates, with 98% of people 

taking part in further education.

As with the results to our question around people’s most recent, non-product marketing job, the 

feedback revealed no particular set path before entering a career in product marketing. 

For instance, 33.6% of people who completed the survey were marketing graduates, while 

business (30.2%) also proved to be a popular area of study. Economics (10.7%), finance (5.4%), 

and product design (1.7%) completed the round of the most popular courses.

Almost one-fifth of product marketers (16.5%) answered ‘other’, with the diverse submissions a 

further indication of the broad background base amongst PMMs. Additional courses included the 

likes of Journalism, Nanotechnology, Science, and Psychology.

Company type

Part 2 - Our participants, at a glance

>

>

Business 
30.2% 

Economics 
10.7% 

Product design 
1.7% 

Finance
5.4% 

Area of 
study
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What industry were product marketers in?    
While the role of a PMM was once considered somewhat of a luxury in the eyes of many C-Suiters, 

there were product marketers from 83 different industries taking part in the survey.

The presence of PMMs from various sectors could be viewed as a sign of further progression, and a 

positive indicator as far as the current State of Product Marketing is concerned.

Based on the people taking part in the survey, the role of product marketing is most prominent 

amongst workers in the IT sector.

Product marketers working within the computer software industry accounted for one-quarter of the 

total participants, while a further 13.5% worked in Information Technology and Services.

This is perhaps unsurprising, given a significant number of the product marketers taking part 

specialized in the production of SaaS products, rather than physical products. To provide you with 

further insight, here’s a list of the top 10 industries represented:

Company type

Part 2 - Our participants, at a glance

>

>

Telecommu-
nications

Internet

Financial 
Services

Hospital & 
Health Care

E-Learning

Marketing & 
Advertising

Computer & 
Network Security

Human 
Resources

Information 
Technology & 

Services

Computer 
Software

0%

10%

20%

30%
25.1%

%
 o

f P
M

M
s

Industry

13.5%

7.9%

2.4%
4.8%

2%2.7% 1.8% 1.7%2.5%
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Company culture    
Most product marketers we spoke to were from product-first companies (36.5%), closely 

followed by customer-first companies (31.8%). A quarter of people were from sales-first 

companies (25.2%), with a minority marketing-first (4.1%).

Last year, many of the product marketers who fell into the ‘Other’ category said their companies 

were customer-first. So, this year, we decided to add a field exclusively for customer-first PMMs.

Company type

Part 2 - Our participants, at a glance

>

>

NB: Participants who answered ‘Other’ indicated factors such as ‘professional services’, ‘company politics’, 
and ‘technology’ were at the forefront of their organization’s minds.

Other
2.4%     6.9%  

Product first 
36.5%     54% 

Sales first 
25.2%     34%

Customer first 
31.8%     N/A

20%

40%

60%

70%

Marketing first
4.1%     5.1%

50%

30%

10%

Avg. % (2019)

Avg. % (2020)



State of Product Marketing Report 2020

17

Part 2 - Our participants, at a glance

>

>

Company type Yoni Solomon, Director of Product Marketing & GTM at G2, gave his opinion on how a healthy company 

culture is critical in cultivating the practice of Product Marketers:

“Customer-obsessed cultures breed great Product Marketers, and are 

foundational to companies successfully taking a product-first approach to 

the way they work. This is core to how we do things at G2, and our Customer-

first approach helps us ensure we’re building the right products, messaging 

them the right way, and selling them in total alignment to the needs, 

problems, and goals our customers have.”
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Roles, responsibilities  
and team infrastructure

Part 3
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Role in the company     
We think it’s fair to say the role of the product marketer is gathering momentum; more companies 

are utilizing the specialist skills and benefits a PMM can bring to the table.

While the survey revealed product marketers report to different teams within a company (which 

was perhaps no surprise!) most PMMs said they report to the marketing department (61.7%). The 

rest of the respondents either formed part of the product function at their respective firms (16.4%), 

reported directly to the CEO (11.7%), or fed up to Business Development (1.4%).

Marketing
61.7% 

Product
16.4%

CEO
11.7%

Business Development
1.4% 

Part 3 - Roles, responsibilities and  
team infrastructure

>

>

Roles, 
responsibilities 

and team 
infrastructure
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Product marketer’s responsibilities    
Product marketing is a cross-functional role; it’s not uncommon for them to fulfill multiple jobs to ensure 

their team performs to its optimum potential.

As with last year, product positioning and messaging were identified as the core element of the product 

marketing role, with 92.6% of people taking part identifying this is one of their main responsibilities,  

while 85.1% of product marketers cited managing product launches.

Our survey this year included a new option for product marketers to choose from when identifying their 

roles: storytelling. This category wasn’t included in last year’s report, but given the growing number of 

PMMs taking ownership of the activity, we figured a reshuffle was in order.

>

>
Part 3 - Roles, responsibilities and  

team infrastructure

Roles, 
responsibilities 

and team 
infrastructure

Of those that said ‘Other’, activities 

such as pricing, analyst relations, 

supporting demand-gen programs, 

commercialization of new product 

categories, tradeshows, and event 

strategies made the cut.

92.6% 91.5%

2020 2019

Product positioning and messaging

59.1% 64.9%Reporting on product marketing success

85.1% 82.8%Managing product launches

54.9% 54%Content marketing

73.8% 75.5%Creating sales collateral

34.9% 34.8% Website management

70.9% 73.4%Customer and market research

27.7% 27.3%Onboarding customers

59.8% N/A Storytelling

26.8% 33.8%Product roadmap planning

8.4% 12.5%Other

Avg. %
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Customer interaction  
PMMs are often referred to as ‘the voice of the customer’ - and rightly so. With that in mind, 

and given it’s such a pivotal part of the role, we wanted to get a feel for how often those in the 

industry get out there and talk to their customers. 

The majority of product marketers we spoke to tended to interact with their customers a few 

times a month, with one-fifth of the respondents saying they never spoke with customers, 

rather opting to rely on the feedback from other teams.

>

>
Part 3 - Roles, responsibilities and  

team infrastructure

Roles, 
responsibilities 

and team 
infrastructure

Every other 
week

9.4% 

 
A handful of times 

a month

34.2% 2-3 times 
a week

12.9%

Once a week 
12%Never, we get 

feedback from 
other teams

21%

Everyday

6.6% 
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Part 3 - Roles, responsibilities and  

team infrastructure

The lack of engagement between Product Marketers and customers came as a surprise to 

Sarah Din, Director of Product Marketing at SurveyMonkey: 

Roles, 
responsibilities 

and team 
infrastructure

“The fact that one out of five Product Marketers never interact with customers 

is really surprising, for three main reasons! 

“First, a good Product Marketer cannot be successful until they develop deep 

customer empathy and have a full appreciation of their customers’ pain 

points. Attempting to do that, without direct customer interaction is akin to a 

physician attempting to cure a patient without ever interacting with them. 

“Second, third-party sources of customer feedback are very useful, but to 

really get a full picture of who your customer is, including all the subtleties 

and nuances, nothing beats going directly to the source. 

“Finally, and perhaps most importantly, it is just the right thing to do. If you are 

going to try to position a product to a customer in order to convince them to 

buy it, you owe it to them to take the time to listen to what they have to say.”
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Product support  
In last year’s State of Product Marketing Report, 32.8% of product marketers were responsible 

for 5+ products. 

The number of product marketers being asked to support 5+ products is ever so slightly 

greater in 2020 (33.1%) than in 2019.

>

>
Part 3 - Roles, responsibilities and  

team infrastructure

Roles, 
responsibilities 

and team 
infrastructure

As was the case last year, this could be attributed to a lack of support being given to product 

marketing teams to alleviate their workload. 

This was alluded to when product marketers gave their feedback on internal barriers and obstacles 

faced, with many identifying a heavy workload, as well as a lack of understanding of the PMM role 

as particular pain points.

Avg. % (2019)

Products supported

Avg. % (2020)

26.4%

15.3%
16.3%

9.2%

32.8%

1 2 3 4 5+

25.4%

17.1%
15.2%

9.2%

33.1%
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Part 3 - Roles, responsibilities and  

team infrastructure

Roles, 
responsibilities 

and team 
infrastructure

“Often, there’s too much to do, and 

not enough time. There are too high 

expectations to accomplish everything.”

“There are many efforts we should be 

doing, but we are a small team so the 

backlog is long.”

“Everyone wants me to solve everything 

at once. I feel as though I’m being treated 

like an order taker.”

“I’m being pulled in too many  

different directions and supporting 

multiple teams.”

Div Manickam, Director of Portfolio Messaging at Dell Boomi, gave her views on how many 

products a PMM can realistically support:

“This is a classic less is more scenario. PMMs are asked to do more than it’s 

sustainable in my opinion. We need to be realistic and prioritize efficiently. If 

we are not careful, our PMM team members will face burnout sooner than we 

can imagine. It’s the company’s responsibility to make sure we are focused on 

the right priorities and to add team resources and budget to support business 

needs.

“In my experience, adding more than 2 products is unrealistic and we had 

to reprioritize based on business needs and even paused supporting a few 

products because of resource constraints. With the spectrum of responsibilities 

for PMM, it’s easy to think one individual can manage it all - we as PMM are 

great at multitasking and always ready to put out the next fire, but that’s 

not fair for sustained growth. We are considering looking at functional 

responsibilities vs product focused PMMs to meet top business needs.”
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team infrastructure

Roles, 
responsibilities 

and team 
infrastructure

We also asked our sponsors over at Kompyte how product marketers can make competitor 

analysis manageable when overseeing so many products and competitors at once, and 

here’s what they had to say”

“As markets become more crowded, it’s critical now more than ever to 

have a competitive intelligence strategy in place. Marketing Technology 

has grown over 500% in the last decade - jumping from a couple hundred 

solutions to thousands. Not only are product marketers using more tools 

daily, but the same trend is happening in the number of competitors they 

go up against.   

“Product Marketing is responsible for a variety of critical  functions including, 

messaging, sales enablement and product roadmap development. However, 

the best efforts to execute in a saturated market will fall short without 

competitive intelligence driven strategies. Consistent competitive intelligence 

is not a nice to have, but critical to win and lead your industry. The more 

companies that join your space, the more important competitive intelligence 

becomes, and the harder it will be to track all your competitors consistently, 

in real time. 

“The competitive intelligence industry is in a continual state of flux, but as 

leading research analysts are seeing, competitive intelligence automation 

is an integral part of a winning go-to-market strategy, and a key tool for 

organizations to gain an all important market advantage.”
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team infrastructure

Roles, 
responsibilities 

and team 
infrastructure

How many people form product marketing teams?  
When we spoke to PMMs taking part in our survey, we discovered one in five PMMs work alone, 

as a one-man band. Around three in 10 said they work in a team of 2-3, and just over one third 

(35.3%) had the luxury of 5+ product marketing colleagues.

When we dug even deeper, we found the average size of a product marketing team varied in line 

with a company’s stage of growth. For example, companies in the early pre-market fit stages had 

an average team size of two product marketers, whereas late growth/scale ups had around nine 

people in their team.

Early pre-market fit Early post-product market fit

Mid-growth with established go-to-market team

3.5%

0

3.6%

8

21.2%

1 

0.8%

9

15.3%

2 

3.1%

10 

11%

10+ 

14.6%

3 

8.2%

5 

10.1%

4

5.8%

6 

2.8%

7 

2 2

5

Late growth/scale up

9
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“I run the International PMM team. I 

report to Product Management but have 

a close alignment with international 

sales and marketing leadership. The 

team is organized around product 

portfolios, which roughly align with 

personas. We have PMM representation 

in our Tier 1 markets, with Tier 2 markets 

receiving support as needed, but I think 

this needs to improve.”

How are product marketing teams structured? 
After digging deeper, we found it wasn’t only team size that changed. There were also 

variations in how product marketing teams are structured. Here’s how some PMMs said their 

respective teams were organized:

>

>
Part 3 - Roles, responsibilities and  

team infrastructure

Roles, 
responsibilities 

and team 
infrastructure “I report to a Senior Product Marketing 

Manager, who reports directly to the 

Chief Revenue Officer.”

“There are 1-3 PMMs per product 

team; they report to the VP of Product 

Marketing and their respective product 

team leads. There are also services 

available to other areas, such as Digital 

Marketing, Marketing Automation, Design, 

Regional Marketing, etc. Generally, the 

structure is quite flat.”

“I report to the Director of PMM. We have 

4 PMMs on the team and a Customer 

Marketing Manager. Everyone reports to 

the Director.”

“I report to the VP of Marketing and VP of 

Technology. My team of marketing, product 

and digital managers report to me.”

“Our product marketing team has three 

core pillars: Core product marketing, 

solutions product marketing, and business 

content. All three teams report to the VP 

of Product Marketing. Currently, I have 

three direct reports, while the tech content 

and DevRel teams also report to the VP of 

Product Marketing.”
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Part 3 - Roles, responsibilities and  
team infrastructure

Roles, 
responsibilities 

and team 
infrastructure

“I’m on a team that’s referred to as 

Product Marketing, though as a recently 

acquired, late-stage startup, we still 

wear a lot of non-traditional Product 

Marketing hats.” 

“The Director of Strategic Marketing takes 

ownership of Product Marketing, technical 

marketing, customer research (including 

reference program and analyst relations), 

as well as competitive intelligence. I report 

into Product Marketing. There are nine 

people on the team, one manager, and 

eight individual contributors.”

>

>
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Performance measurement and OKRs 
Objectives and key results (OKRs) are a pretty common talking point in the product marketing field 

and in our Slack community, week in, week out, we see tons of PMMs asking how they should, or 

could, measure their performance. So, we lifted the lid.

Last year, bottom-line goals and OKRs emerged as a key focus for product marketers, with 

generation of revenue, increasing marketing qualified leads, and retaining customers the main goals 

in place - and in 2020 the top spots were much the same, bar the emergence of upselling customers 

When we checked out OKRs for PMMs this year, we found over half of the PMMs who took part (56%) 

said their performance is measured against how much revenue they generate. Almost three-

quarters of people who said this OKR is used to track their performance served B2B customers 

(73.8%), with the generation of new revenue not a priority for companies serving B2C customers, 

comparatively.

Roughly one in six product marketers (14.7%) revealed no OKRs are in place for their respective 

teams. It could be suggested no OKRs are being set for some product marketers because their 

companies don’t have the understanding required to accurately measure or track success. 

This has emerged as a distinct possibility, with product marketers working without OKRs saying:

>

>
Part 3 - Roles, responsibilities and  

team infrastructure

Roles, 
responsibilities 

and team 
infrastructure

“Most people in my company don’t 

understand the role of PMM, and that’s our 

everyday struggle.”

“People don’t know the role and don’t want 

to use us as a creative function.”

“My manager is not well versed in 

product marketing and isn’t able  

to support.”

“There’s a lack of definition and 

measurement of our role.”



State of Product Marketing Report 2020

30>

>
Part 3 - Roles, responsibilities and  

team infrastructure

Roles, 
responsibilities 

and team 
infrastructure

Objectives and key results % of PMMs

36.3%

30.7%

21.3%

34.2%

21.8%

27%

9.3%

44%

56%

35.6%

27%

14.7%

35.7%

28.6%

19.6%

Generate new revenue

Increase marketing qualified leads

Up-sell customers

Cross-sell customers

Trial sign-ups

Customer retention

Sales confidence

Customer satisfaction scores

Increase sales qualified leads

Active users

We have no OKRs

Increase win rate

Asset utilization

Increase web traffic

Time to complete actions
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“It’s consistent with the OKRs we’ve seen. Every business is different, in terms 

of growth stage and need, the point of an OKR is to ensure everyone is 

working towards something valuable and measurable, so it’s more important 

to have an OKR that aligns to the business strategy. The list here is a good 

starting point to have that conversation about which OKRs matter most.

“For my area it’s always been Qualified Leads and Revenue, primarily. 

It’s important to emphasize that Revenue is all routes, not just marketing 

created, but also channel and sales created. The danger of no OKRs? That’s 

simple. Your colleagues in sales and product who are very numerically 

driven will have a lot of trouble understanding your value, and how you 

contribute to their business without them.”

After uncovering the leading OKRs amongst the Product Marketers we surveyed,  

Priya Doty, VP of Product Marketing at IBM, gave her views on the findings as a whole,  

the top 3 OKRs identified, and also revealed the OKRs in place at her organization: 
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Part 4 - How do product marketers 
collaborate with their colleagues?

Which team(s) do product marketers work closely with?   
Most of the product marketers surveyed (88.3%) worked closely with product teams (no surprise there), 

while a further 84.2% of people spent much of their time collaborating with marketing specialists.

Such is the cross-functional nature of the product marketing position, it’s perhaps no surprise they also 

work across other teams, with three quarters (75.9%) working with sales, and just under half (42.8%) 

collaborating with customer success.

Human collaboration is essential for product marketing teams to thrive, as explained by  

Sarah Din, Director of Product Marketing at SurveyMonkey.
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Business
Development

25.8%

Other
4.4%

Sales  
enablement

39.1%

Engineering
20.2%

Customer  
Success

42.8%Sales
75.9%

Marketing
84.2%

Product
88.3%

Here’s a closer look at who product marketers said they worked most closely with.

“Product marketers are the connectors inside an organization. They sit at 

the center of the product, marketing, sales, customer success, strategy, 

and multiple other functions and help connect the dots between them. 

To be a successful PMM, you have to do two things well. Firstly, build great 

relationships with other teams internally. Nothing we work is done in a 

vacuum and collaboration is at the core of every project - so make friends! 

“Secondly, think of people, not features. Whether you sell B2C or B2B is irrelevant 

- you sell to people. Listen to them, understand them, speak their language. 

The human element of marketing is probably the most important as a PMM.”
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How many colleagues do product marketers work with daily 
outside their product marketing team?   
One thing we know about product marketing is it works alongside lots of different internal 

departments - which is why communication and collaboration are such fundamental skills. While 

hosting our podcast series though, it became even more apparent just how interactive the role 

is, with many PMMs spending most of their days in meetings, doing desk drops, and so on. So, we 

wanted to explore this angle a little more.

On average, product marketers interact with seven internal people outside their team, daily. The 

levels of interaction varied, depending on which role a product marketer held at their respective firm.

How do product 
marketers 
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Interactions 
per day

Associate 
PMM

PMM 
Senior  
PMM

(People)  
Manager of PMM

Director of 
PMM

VP of PMM

0 16.7% 16.7% 0% 0% 16.7% 0%

1 0% 42.9% 0% 0% 0% 14.3%

2 12.2% 31.7% 9.8% 0% 9.8% 4.9%

3 0% 36% 20.2% 3.4% 12.4% 3.4%

4 0% 31% 0% 1.1% 16% 5.7%

5 4% 37.2% 20.2% 1.8% 17.5% 4%

6 2.4% 42.7% 20.7% 6% 14.6% 2.4%

7 5.7% 45.3% 15.1% 1.9% 13.2% 5.7%

8 1.8% 45.6% 15.8% 3.5% 14% 3.5%

9 8.3% 50% 16.7% 8.3% 0% 8.3%

10 2.6% 30.3% 18% 5.1% 22.9% 6.6%
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How long do product marketers spend in meetings?   
So, we know PMMs spend a lot of their day mingling with their coworkers. Next, we wanted to see 

how many of those interactions took place in the form of a meeting.

In total, product marketers said they spend an average of 45.1% of their working week in 

meetings, however, the amount of time spent in meetings varied depending on their product 

marketer’s level of seniority within their respective companies. 

For instance, most Associate Product Marketing Managers spend 20-40% of their time in 

meetings, while on the other hand, over one-fifth of VPs of Product Marketing said they spend 

80-100% of their time sharing their thoughts in the meeting room. 

Similarly, while most Senior Product Marketing Managers (40%) said they too spend 20-40% 

of their working week in meetings, a further 13.2% said 60-80% of their time is occupied with 

meetings, with a minority even falling into the 80-100% category.

How do product 
marketers 
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0-10% 10-20% 20-30% 30-40% 50-60%40-50% 60-70% 80-90%70-80% 90-100%

3.3%

16.1%

8.9%

1.2%

8.4%

15.3%

8%

0.5%

15.6%

22.5%

% of time spent in meetings per week
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These next findings make for good reading for product marketers. Over half of the respondents (59%) 

said a representative of the product marketing team attends leadership meetings regularly, while 

over a quarter (26%) said they’re invited to those meetings most of the time.

Of the respondents who said they didn’t get invited to leadership meetings full stop, 51% had been in 

product marketing for three years or less. It could be suggested their lack of invitation was linked to 

perceived inexperience.

The healthy presence of product marketers at leadership meetings supplements the findings  

outlined in our recent report: C-Suite perceptions of product marketing. In the study, three-quarters  

of people (67%) said PMMs were invited to attend senior leadership meetings, with one-quarter 

saying they invite their product marketers one-quarter of the time (24%). Only 9% of C-Suiters 

interviewed said they didn’t ask PMMs to join their meetings. 

Part 4 - How do product marketers 
collaborate with their colleagues?
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9%

No

15%

No

67%

Yes

59%

Yes

Sometimes

24%

Sometimes

26%

https://productmarketingalliance.com/c-suite-perceptions-of-product-marketing/
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Part 5 - Product marketing budgeting

How much are companies investing in product marketing, 
annually?  
Great product marketing strategies cost money, and it’s pivotal for companies to invest in their 

product marketing teams. 

When we looked at the amount of investment being made in product marketing, it emerged more 

companies are making the decision to invest in their PMM teams; 46.6% of companies have a 

budget of up to $250,000 in place. 

Generally, average budgets increased as companies progressed through their growth cycle, but 

late growth scale-ups did buck the trend. On average, early pre-product market fit organizations 

invested $287,300, while early post-product market fit invested $930,000. As we moved further 

down the line, mid-growth teams with an established product marketing team budgeted at just 

over $1.2 million, while late growth scale-ups, interestingly, dipped down to $653,500.

Product 
marketing 
budgeting
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>

2%3.3%5.9% 1.1%8.3% 0.9%46.6%

$0-250k $250-500k $500k-1m $1m-2m $2m-5m $5m-10m $10m+ Undisclosed

Amount invested (per year)

24.8%
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Where is the product marketing budget spent?  
Different companies prioritize different areas depending on their targets and OKRs, with this 

dictating where product marketing budgets are spent.

We spoke with PMMs who have received investment in their team, and it seems there’s an onus 

being placed on enhancing the efficiency of the product marketing role, with the majority of money 

(33.2%) being spent on upgrading software and tools, as was also the case in 2019. Resources are 

also being used to improve the quality of content, with 29.2% of companies choosing to invest in 

video content/editing, and a further one-quarter of firms investing in written content.

One area where companies could still place more emphasis is their investment in training and 

professional development. Only 10.9% of people surveyed said their employers invest in the 

development of their staff, a trend that will have to change if the full potential of product marketing 

is to be fulfilled.

Product 
marketing 
budgeting
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>

51.1%

Software 
and tools

Competitive 
research

Written 
content

Paid 
advertising

Training/
professional 

development

Customer 
research

Video 
creation/

editing

Design Conferences

58%

33.2%

52.2%

29.2%

28.4%

19.8%

41%

22.9%

47.5%

25.9%

38.8%

19.4%

51.1%

26.7%

51.1%

25.3%

10.9%

Budget spend 2020 Budget spend 2019
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Part 6 - PMM tools

Every profession requires tools to complete the job at hand. A mechanic uses tools to fix a car, a writer 

uses word processing programs to write a document, while a builder needs bricks and cement to build 

houses, and product marketers don’t buck the trend.

PMMs rely on a variety of tools, with some used on a more widespread basis than others. The most 

common tools used were to aid analytics and measurement and email marketing, with each of these 

tools used by almost three-quarters of PMMs, with the aforementioned tools also identified as being 

pivotal in the 2019 report.

Interestingly, the use of customer research tools has decreased by 9.3%, a surprising statistic, considering 

the overall importance placed on customer feedback during the product marketing process. 

PMM tools
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52.5% 

46%

50%

56.4%

51.4%

69.6%

69%

Analytics and measurement

Email marketing

In-product messaging

Project management

Landing page creation/maintenance

Customer research

Product marketing tool % of PMMs

CRM (customer relationship management)
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7.9%

4.8%

2.7%

6.4%

4.4%

2%

5.6%

2.9% 2.9%

2.1%

Part 6 - PMM tools

PMM tools

>

>

We also asked product marketers which tools they “couldn’t live without”, and the likes of  

Google Analytics, email automation programs such as MailChimp, and online survey tools such as 

SurveyMonkey were identified as being essential in the day-to-day operations of their respective 

product marketing teams. Here are the top 10 tools PMMs said they couldn’t live without:
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Part 7 - Sources of fulfillment for product marketers

Product marketing is an exciting field, offering a range of challenges, hence why more people are 

deciding to take the plunge and pursue their career as a product marketer. 

As is the case with every profession, there are particular elements of the role workers enjoy most. 

When product marketers were asked what appeals to them about their position, we received a 

range of responses, with working in sales, the cross-functional nature of the role, and the creation of 

compelling content amongst the positives identified by PMMs. Let’s take a look at what else sets a 

PMM’s pulse racing:

Sources of 
fulfillment 

for product 
marketers

>

>

“It’s fantastic connecting the product 

team with the marketing and sales 

functions. Plus, it’s satisfying in helping 

to shape the product positioning and 

influence the roadmap.”

“I find it extremely rewarding to see an 

idea I’ve been working on taking shape. 

There’s nothing better than molding an 

initial concept and seeing it through all the 

necessary steps, before receiving sign-off 

for a mass launch.”

“I relish the breadth of responsibility 

our Product Marketing team has been 

given by my employer. We’re key to the 

success of the business, as a whole.”

“It’s great being able to piece the puzzles in 

the background during product launches. 

The product team feels proud, our support 

team has the collateral to promote it, while 

the design receives praise for the slick 

interface/brand assets.”

“Generally speaking, I’d say the variety 

of work is unlike most roles I’ve had 

before. Specifically, I love managing the 

customer lifecycle, from onboarding to 

churn prevention using email, app, and 

chat messaging.”

“In my view, there’s nothing better 

than diving into customer problems 

and attempting to understand their 

mindset. I also enjoy collaborating with 

sales, marketing, and product to bring 

new products to market and crafting 

messaging and position statements to tell 

a story, as well as helping sales teams win 

new business and retaining customers.”
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“I love that product marketing is a highly 

cross-functional role that touches 

everything. We are the magic makers. 

The ones who get to transform technical 

jargon and details into meaningful stories 

that drive adoption. 

Product marketing’s role is more crucial 

than ever for companies to be successful.”

Part 7 - Sources of fulfillment for product marketers

Sources of 
fulfillment 

for product 
marketers
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“I find it intriguing keeping up with the 

market landscape to figure out the right 

message to tell, as the client needs 

change. I love being able to bring that 

market/client insight back to the team 

to shape our story.”

“PMM is an incredibly cross-functional 

role. I’ve had team members describe 

product marketing like the “brain” where 

we put a customer-centric lens on 

everything and synthesize insights so 

everyone can glean from it and apply 

it back to their initiatives. Much of this 

comes from the fact that strategic 

narrative & storytelling is core to this role.”

“I enjoy Helping sales teams tell the 

story in a way that drives the pipeline. 

It’s great working with SMEs to create 

content that really resonates with our 

audience, and then receiving comments 

like ‘you really get it’. So in short, I like 

storytelling, sales enablement and 

driving leads to the pipeline.”

“The utilitarian, jack-of-all-trades mix 

of all things we get to work on. It’s nice 

seeing the high impact we have on  

the business.”
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The foundations of success  
We see lots of questions online and in our community around “What skills do I need to be a great product 

marketer,” so next, we wanted to take a deep dive into what skill sets are considered pivotal.

Our results showed teamwork and collaborative traits were valued highly and considered to be amongst 

the most important skills in succeeding as a product marketer. Over three-quarters of the participants 

(79.8%) said they considered strong communication skills and collaborating with coworkers (78%) to be 

essential for a PMM, as well as the ability to think creatively and solve problems (77%).
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78%

52%

77%

49.6%

62.4%79.8%

59%

Strong 
communication          

Collaborating with 
coworkers

Empathy and the 
ability to connect 

with customers

Creativity and 
problem solving

Research and 
analytical skills      

Strategic planning 
and business skills

Content creation 
and copywriting       
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Ingredients for the perfect product marketer 
There’s no debate surrounding the importance of the skills identified by PMMs in this survey, but 

there are other traits an aspiring product marketer needs to nail to establish themselves as a true 

master of their craft.

Opinions vary, and one PMMs priorities will always differ from somebody else’s. Here are the views 

of experts who’ve been there, done that, and are flexing the PMM t-shirt: 

Sources of 
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“(In my opinion), relationship building is the first thing I do when I go 

into any new company. I try to meet as many people as possible, I try to 

prioritize my time, obviously, with those with whom I would be working most 

closely with, but understanding them at a very deep level, because without 

that trust initially going in, you’re not going to be able to move quickly and 

get things done.”

Elizabeth Brigham, Head of Morningstar Direct Software (US)

“I think one of the key things you need to nail right away is messaging and 

positioning, they’re core to any Product Marketing role. If you’re not good at 

messaging, you really can’t do a Product Marketing role. So, be good about 

figuring out how to message to the right people at the right time.

“Positioning is important too, especially if you’re working in organizations 

that have multiple products or have a very competitive industry, so you 

really need to nail how you position your products either complementary or 

against each other, however, that is, or within a very competitive industry.”

Sarah Din, Director of Product Marketing at SurveyMonkey

https://productmarketingalliance.com/the-secret-to-becoming-a-product-marketing-management-dynamic-duo/
https://productmarketingalliance.com/the-secret-to-becoming-a-product-marketing-management-dynamic-duo/
https://productmarketingalliance.com/the-secret-to-becoming-a-product-marketing-management-dynamic-duo/
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“I think empathy is a core skill to develop for Product Marketers, but it’s not 

just empathy for the users, it’s also empathy for the teams you need to 

involve and the decisions you rely on their expertise to help you resolve. 

I think one way we were able to elevate our level of influence in the 

organization was by better understanding those teams, our partners’ goals, 

and the things they think about a lot in their day-to-day.”

Samantha Yeh, Senior Product Marketing Manager at Spotify

“As a Product Marketer, you need to be data-informed with a real sense 

of curiosity, because no-one’s going to tell you what data to go look at, or 

what questions to ask. You have to have this sense of curiosity and kind of a 

desire to dig under the surface to identify trends and see what’s happening 

with the customers.”

Tamara Grominsky, VP of Strategic Growth at Unbounce

“Because Product Marketing is so responsible for cross-functional 

communication, small group communication as a skill is so important. 

PMMs rarely ever speak to an audience greater than maybe six people 

in a room, right? And a lot of the things we do, and I would add conflict 

resolution as a second skill, is we are communicating in a small group.

“More often than not, we’re hosting that communication, because we’re 

either trying to make people aware of something or we’re trying to get 

people to consult on something. Generally speaking, we’re often the drivers 

of this effort and workflow. So, the ability to understand the importance 

of small group communication and the dynamics of small group 

communication, and how to fundamentally lead a meeting, is so important.”

Kerensa Hogan, Lead Product Marketing, Amazon Music
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“As a leader, and I think this is slightly different from an individual 

contribution, one of the big things for me is having that focus and 

prioritization. As I took on the role, I quickly realized that it’s easy for us to let 

other teams tell us what to do, and that means you’re just chasing project 

after project. So having that focus and prioritization was very critical.

“Making sure you have the discipline to say no is important too. As much as 

you want to be a team player and as much as you want to say “yes, I’ve got 

this” and try your best to not be underwater, you will be. You need to be able 

to know how much you can take on and always keep that 10 to 20% buffer - 

as idealistic as it may sound because there’ll always be projects that will be 

last-minute or a last-minute fire that we need to put down, and if we don’t 

have that buffer then some other project is going to slip and you don’t want 

to be the reason that happens. So only commit to things you can do and 

then the others just say no.”

Div Manickam, Director of Portfolio Messaging at Dell Boomi

“We need people who can deeply understand these products because they 

are the subject matter expert internally for the marketing and the sales 

organizations. So, they need to be intensely curious, they need to be able to 

break down this product, and they need to be able to articulate it concisely to 

peers and customers. So strong product orientation and curiosity is a must.”

Francis Larkin, VP of Product Marketing at InVision
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“Being a new discipline, it’s not surprising Product Marketing lacks a shared 

definition. When I’m speaking with other PMMs, the first thing we talk about is 

what Product Marketing is like at their company and compare notes. 

“Improving awareness and improving the impact of the function go hand in 

hand. In organizations where there is not strong alignment on the definition of 

the role, you need to work hard to prove your value - managing up and out to 

get full buy-in. The work doesn’t stop there though, even in organizations with a 

strong recognition of the value of Product Marketing you need to earn the right 

to be involved in the strategic direction of the company every day. We prove it 

with our work and in the relationships we build. 

“The fact is, in most cases, being able to evangelize the PMM team and function 

is part of the job. The most effective Product Marketers I work with are not 

only impactful in their work, but also strong representatives of the function 

when working out in the business. Building those successful processes and 

relationships strengthens the team where you work, and improves the reputation 

of the discipline as your colleagues move on to new jobs at new companies.”

Part 8 - The appreciation of a product marketer

As we alluded to in the early stages of this report, and as highlighted in our 2019 write-up, product 

marketing continues to experience varying degrees of appreciation, and while there have certainly 

been signs of improvement, there’s always room for more.

So, we picked the brains of the product marketers taking part in the survey, in an attempt to gain 

definitive insight into the level of appreciation their product marketing teams receive from their 

colleagues and C-Suiters, and the consensus was very much mixed.

Half of the product marketers we spoke with (49.3%) said “some people understand the role of 

product marketing, while others don’t”, indicating there still isn’t a consistent knowledge of what 

product marketing teams do in many companies. Comparatively, just 5.1% said other teams and 

stakeholders 100% understand the role of a PMM - which is somewhat worrying.

Dylan Hoeffler, Head of Product Marketing at Bazaarvoice, shared his thoughts on the awareness 

Product Marketing has across various industries:

The appreciation 
of a product 

marketer   

>

>



State of Product Marketing Report 2020

52

Part 8 - The appreciation of a product marketer

The appreciation 
of a product 

marketer   

>

>

49.3%

24.3%
21.5%

5.1%

Some do, 
some don’t

Yes, they have a 
decent understanding

No, it’s a constant 
challenge

Do you feel like other teams and 
stakeholders within your organization 

understand the role of product marketing?

Yes, 100%

“Taking time to internally market the role of PMM is critical to increasing 

visibility and understanding across the organization, but is something 

many PMMs de-prioritize. You need to position yourself the same way you 

would position your product! 

“Help your stakeholders understand your unique value and the ways you can 

solve their problems, and you’ll soon have champions in every department.”

Tamara Grominsky, VP of Strategic Growth at Unbounce, gave her two-cents on how product marketers 

and employees alike can both play a vital role in enhancing the overall understanding of the PMM role:
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Let’s take a look at influence
In our 2019 report, product marketers said they had an above-average influence on their respective 

company’s strategy, with the average level of influence sitting at 6.5 out of 10.

When we spoke with product marketers 12-months down the line, we asked how much influence they 

felt they had on the company’s goals and strategy, on a scale of 0-10, and the results were somewhat 

disappointing, with the average decreasing slightly to 6.3 out of 10, an indicator amongst some product 

marketers they feel their role has less influence at their company than a year ago.

While some might say the decrease is a cause for concern, JD Prater, Head of Product Marketing at 

Quora, adopted a more optimistic approach:
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“There’s no need to ring the alarm bells (yet). The slight decrease in 

this year’s responses (6.5 to 6.3) are well within a comfortable range 

from last year’s results. If anything it highlights the consistency of 

influence that PMMs have on company goals and strategy.”
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“While the slight decrease from 6.2 to 5.9 is interesting, it’s not entirely 

concerning. A 0.3 point drop isn’t too great, and several insignificant 

factors could contribute. What surprises me more is how low this year’s 

and last year’s scores are.

“PMMs represent the sales, account management teams and the customer. 

We have insights about the market and the competition that no one else 

in the business has. Ultimately, PMMs should command extreme influence 

over shaping products for markets, seeing as they know the market better 

than anyone else in the business.

“Where possible, we should contribute at all stages of product development, 

helping craft new ideas based on user feedback, honing design to help the 

sales org and adding functionality to beat the competition. If you (like 2.3% 

in the survey) feel you have zero effect on shaping your product then you’re 

building products with your eyes shut!”
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6.2

We also asked PMMs how much of an influence they think they have on the product they market, also 

on a scale of 0-10, with responses accumulating an average of 5.9 out of 10, again representing a 

slight decrease since the 2019 study when the average was 6.2.
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5.9
Avg. 6.2/10 (2019)Avg. 5.9/10 (2020)

We spoke with Phill Agnew, Director of Product Marketing at Brandwatch, and asked if the decrease 

from last year’s results is a cause for concern:
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Part 8 - The appreciation of a product marketer

Do product marketers feel valued?   
Product marketing teams play a huge role in the success stories of many companies, hence why more 

people are choosing to invest in improving their PMM teams, as we mentioned earlier.

However, it’s often been suggested product marketers sometimes fall under the radar and aren’t 

given the credit they deserve, so we went directly to the source and asked PMMs if they feel valued 

within their place of work, and we were relatively pleased with the results.

PMMs were asked to rank on a scale of 0 to 10 whether they felt valued within their company, and on 

average, product marketers ranked themselves at 6.8/10. This could correlate with the number of 

PMMs who are hoping to prolong their career in the field, something we’ll focus on later. 

The appreciation 
of a product 

marketer   

>

>
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Did you know?
After completing research into product marketing perceptions among the C-Suite, 56.3% of 

senior management attributed value to the role of product marketing across the breadth  

of their company.
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Pain points of 
product marketers
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Part 9 - Pain points of product marketers

Despite over half of the product marketers (59%) suggesting product marketing teams are 

taking on a more prominent role in senior teams (as demonstrated by their regular presence in 

leadership meetings, and a decent proportion saying they believe the role of a product marketer 

is being understood), pain points still linger within the product marketing community and these 

need to be addressed.

Let’s take a look at some of the things getting under the skin of product marketers who participated 

in our survey:

Pain points 
of product 
marketers  

>

>

“Executives don’t trust the product 

marketing team to articulate the best 

value propositions of the product in  

their voice.”

“I feel there’s a lack of understanding 

within the business when it comes to 

product marketing. Product performance 

is mediocre, and there’s a lack of 

strategy in place.”

“There’s a genuine lack of 

understanding of all the things product 

marketing does and how many hurdles 

we often have to overcome in our role.”

“Very few people understand what product marketing is. I constantly correct people, and have 

to remind them there’s a difference between product marketing and comms. Generally, it’s 

a finance and sales lead company so the level of influence in shaping/transforming from a 

marketing perspective is minimal, but I’d love to see this change. Other companies I’ve worked 

for have been marketing/brand-led and this aligns better to customer needs and retains loyal 

customers and enables companies to grow. So I have the experience just not the opportunity.”

“There’s a lack of budget and internal 

resources in place; not only is the team 

small, but communication outside the 

PMM team is poor.”
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There’s no escaping the fact some product marketers have been aggravated by some 

shortcomings at their respective companies. Looking at the broader picture, sought-after 

progress has been made in the product marketing domain, so what do the future ambitions 

and career aspirations look like for PMMs down the line?

Pain points 
of product 
marketers  

>

>

“There’s a reluctance and lack of 

investment in hiring professional writers 

to take core content from product 

marketing teams and make it sound 

great. Core content needs to be created 

in an efficient manager and there should 

be a writing team in place to establish a 

perfect tone for the brand.”

“People need to appreciate that 

every product is different; too often, 

competitor features are compared to 

our product.  We’re also asked to spend 

a lot of time gathering and researching 

information (i.e editing interviews and 

feedback reviews  

from transcripts).”

Part 9 - Pain points of product marketers
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“I want to focus on a scientific field, such 

as behavioral science or design, and 

become a behavioral practitioner.”

60>

>
Part 10 - What does the future hold 

for product marketers?

The future’s bright…   
Those who took part in our report have been bitten by the product marketing bug - and it’d seem the 

after-effects are pretty tough to shake off. A significant proportion of PMMs surveyed (66.5%) want to 

explore the next stage of the product marketing career ladder, with one fifth happy to continue working 

in their current product marketing role.

Self-employment is on the rise; in the US alone, 30% of workers are launching independent ventures. 

This mindset has reached the world of product marketing too, with 8% of PMMs expressing an interest 

in embracing their entrepreneurial traits within the next two years.

On the whole, the indications point to a bright future for product marketing, but it’s impossible to keep 

everyone content; 4.5% want to bring their product marketing career to a close and seek pastures 

new, citing a range of reasons for their decision to change vocation:

What does the 
future hold 
for product 

marketers?

“It’s too difficult to continue proving the 

value of the product marketing field and 

fighting for a seat at the table. I’d prefer 

to go into a role that’s tied to revenue, 

and receive the respect and resources 

needed to do my job.”

“As I grow in PMM roles, the technical 

expertise continues to be more 

demanding. I’d like to stay more on  

the marketing side and avoid crossing 

the line into product management. It 

seems many organizations struggle with 

blurred lines between the roles.”

“I don’t think the worth of product 

marketers is acknowledged, and I 

think I could use my drive and brain in 

something more meaningful.”

“Honestly, I’m tired of trying to explain 

what product marketing is. I find the 

most joy in working more closely with 

products, but as a product marketer you 

end up needing to fill the gaps which are 

generally on the go-to-market side.”
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Part 10 - What does the future hold 

for product marketers?

What does the 
future hold 
for product 

marketers?

Overall, the goals and ambitions being set by product marketers are encouraging, yet the fate of 

many will be determined by senior management teams. 

Here’s what people in the C-suite think could be around the corner for those with their eyes firmly 

set on moving up the ladder, having already reached Director/VP status.

What we asked: In terms of progression, which direction do you see senior/director/

VP-level product marketers advancing in?

What they answered: 

29%

21%

13%

8%

7%

4.5%

3%49%

66.5%

Chief Marketing 
Officer roles          

I want to take the 
next step on the 

product marketing 
career ladder         

VPs of Product 
Marketing will soon 

form part of the 
executive team   

I’m happy 
where I am   

I think they’re 
probably capped 
at VP of Product 

Marketing

I want to become 
an entrepreneur

Head of 
Customer 

Success

I want to enter 
a completely 

new field

Other

What are your career aspirations for the next year or two?
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“Because product marketing is still an up-and-coming function and occasionally brand 

new to an organization, communication from executive leaders to the broader company 

about what the role is and why it’s important can go a long way. It’d also be great if product 

marketing became part of the core marketing curriculum (university courses, certifications, 

etc.) to begin introducing the role to people earlier. I had no idea product marketing existed 

until a peer suggested I apply for an open role.”

62>
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Part 10 - What does the future hold 

for product marketers?

What does the 
future hold 
for product 

marketers?

Recommended changes to product marketing
Product marketing is a field on the up. No question. Sure, some opinions are harder to change than others, 

but that drives us and other product marketing experts to work harder until skeptics appreciate how 

product marketing teams contribute to day-to-day business operations.

Despite some of the challenges being faced, many product marketers continue to thoroughly enjoy 

their role. But, as is the case with any profession, there’s always room for a degree of change to drive 

improvement. So, what changes did PMMs in the survey say they’d like to see in the not-too-distant future?

“I think many product marketers would 

like greater recognition and utilization 

of product marketing functions by the 

board/senior management. I’m not sure 

everyone at the top-table understands 

how beneficial product marketing can 

be when it’s used properly; it can be a 

very powerful business growth tool.”

“A clear distinction between roles needs 

to be established. I’ve found that product 

marketing becomes the catch-all - if 

another marketing function doesn’t 

believe it is their job, it becomes the 

responsibility of the product marketing 

team. I’d also like to have more 

influence over the product in the early 

developmental stages.”

“I’d like product marketing to be a stand-alone function, or report more directly to the 

C-suite. In B2B software, PMM is a CEO or CRO track role. Appreciation for (and appropriate 

compensation for) the role would be amazing.”
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Conclusion
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Conclusion At the start of this survey, we had one question on our minds: 
‘Since 2019, has the state of product marketing improved?’   
Having spoken with product marketers, we certainly think product marketing has and continues to 

show signs of progress. Companies are investing money in a bid to improve their product marketing 

efforts, PMMs are present within leadership meetings, and not only are existing product marketers 

choosing to stay in the field, professionals from other fields are making the transition and diving on 

the bandwagon.

Granted, there’s still room for improvement, but this needn’t alter the fact the pipedreams many 

product marketers held in 2019 are becoming a reality.

Such is the beauty of product marketing, it never has, and never will stand stationary. Instead, the 

industry continues to evolve, and it’s essential PMMs and those working with product marketing 

teams evolve with it, given the huge role it plays, as outlined by Harvey Lee, Global Product 

Marketing Leader and Consultant:

Part 11 - Conclusion

“From the early days of the Internet to now, the Product Marketing role 

has evolved in line with the Internet. From a base of nearly a 100% B2C 

role, the PMA membership reflects this technology shift by B2B cloud SaaS 

companies accounting for the majority of the membership. B2C PMM is 

just around 6%!

“Marketing in general has evolved, sprouting out into areas of speciality 
such as Digital, Marketing Communications and Performance, all of 
which are the tip of the iceberg. Product Marketing represents the iceberg 
below the waterline. It represents the majority of the foundational work in 
Marketing yet it’s work that often goes unseen.

“If Marketing Communications are the ‘colouring in’ department, then 
Product Marketing designed, manufactured and launched the crayons!” 
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Part 11 - Conclusion

“Know your customer. Speak with them, 
follow them on all forms of social media, 
and subscribe to their newsletters. Your 
product messaging is only ever going 
to be as good as your understanding of 
what customers need to hear.”

“Make friends with your customers - 
they hold all of the secrets to why your 
products are a success or failure. Listen, 
understand, and share their journey  
with others.”

“Get used to working and thriving in 
an environment with constant change, 
whether they be expectations, delivery 
timelines, market dynamics, and 
perceptions, etc. and develop tactics 
that help you keep up with, and ideally 
ahead of, the change.”

“Don’t rush the process. Thought, clarity 
of strategy and tactics and ultimate 
execution are the most important 
aspects of a Product Marketer. Without 
these, we are swimming in the deep 
with minimal impact to the customer  
or business.”

“Clearly define your role and set 
boundaries early on. It’s a fine line to walk 
being as helpful as possible while not 
neglecting your core responsibilities.”

So, as we begin to enter the next phase of our mission to propel the reputation of Product 

Marketing, what tips would PMMs give to those looking to enter the field?
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Part 11 - Conclusion

And here a final few words from Richard King, Founder of PMA:

“We were blown away by how well last year’s State of Product Marketing 

report went down and I’m confident 2020’s edition won’t disappoint. 

There are some really interesting stats in here and being able to now 

compare many of them, like-for-like, to 2019’s data has provided us - 

and hopefully you - with a really rich source of data.

“On the whole, both in and outside of this report, I think it’s fair to say 
the role of Product Marketing is well and truly on the up and gaining 
momentum worldwide, but there are definitely some areas in need of 
improvement - for example, with the level of influence PMMs have, how 
many say they feel valued, and the number of Product Marketers who  
say their internal counterparts 100% understand the nature and value of 
their role.

“These are all areas we’re going to work hard on addressing in the next 
12 months and we’re already looking forward to seeing what next year’s 
data brings. Bring on 2021’s State of Product Marketing report!”



State of Product Marketing Report 2020

67>

>

Conclusion

Part 11 - Conclusion

Make your voice heard; we’re all ears
Here at Product Marketing Alliance, we believe communication is at the heart of progression 

and we’re always delighted to hear the views of fellow product marketers.

If you’d like to contribute or let us know your views about a topic we may (or may not) have 

covered in our report, please do get in touch with us, it’d be great to hear from you. Share 

your views with us and 1,000s of other PMMs via our Slack community, or via our LinkedIn, 

Twitter, or Facebook pages.

 

Thank you for taking the time to read this year’s State of Product Marketing report.

https://twitter.com/PMMalliance
https://www.facebook.com/productmarketingalliance/
https://productmarketingalliance.com/join-slack/
https://www.linkedin.com/company/product-marketing-alliance/
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Producers

Richard King
Founder of Product Marketing Alliance 

Rich is the Founder of Product Marketing Alliance and is endlessly 

thinking of ideas to help elevate the PMM role. He’s responsible for 

what happens next with the community and if you’ve got ideas you 

think can help, he’s happy to listen!

Lawrence Chapman
Copywriter 

Lawrence is our Copywriter here at PMA who loves crafting content to 

keep readers informed, entertained, and enthralled. He’s always open 

to feedback and would be thrilled to hear from you! 

Bryony Pearce
Content Marketer

Bryony’s our in-house content guru and takes charge of all things 

content. She’s responsible for all the words in this report and if 

you’ve got any feedback, she’d love to hear it!

Jon Sayer
Graphic Designer

Jon is our graphic designer and looks at all our design requirements. 

He’s responsible for the layout and visual elements in this report and 

is always happy to hear your thoughts!

A special 
thank you   
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Interview contributors: 
Yoni Solomon, Director of Product Marketing & GTM at G2

Sarah Din, Director of Product Marketing at SurveyMonkey

Div Manickham, Director of Portfolio Messaging at Dell Boomi

Priya Doty, VP of Product Marketing at IBM

Elizabeth Brigham, Head of Morningstar Direct Software (US)

Kerensa Hogan, Lead Product Marketing, Amazon Music

Tamara Grominsky, VP of Strategic Growth at Unbounce

Samantha Yeh, Senior Product Marketing Manager at Spotify

Francis Larkin, VP of Product Marketing at InVision

Dylan Hoeffler, Head of Product Marketing at Bazaarvoice

JD Prater, Head of Product Marketing at Quora

Phill Agnew, Director of Product Marketing at Brandwatch

Holly Watson, Associate Director of Product Marketing at Sprinklr

Harvey Lee, Global Product Marketing Leader and Consultant

Thank you
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Supporting sponsor:

Kompyte’s competitive intelligence automation platform is the industry’s only fully AI-driven 

solution to address the challenges Marketing and Sales professionals face in keeping track of 

their competitive landscapes. Kompyte automates the process of tracking across the broadest 

spectrum of digital channels, diving deep and wide into competitive intelligence gathering and 

insight delivery to help customers rise above the noise in crowded industries and gain market 

leadership. Kompyte provides customers the tools to track, compile, analyze, and deliver key, 

real-time strategic insights to the right teams, thus enabling better messaging, positioning, 

product development and revenue capture. To learn more visit www.kompyte.com. 

Thank you

>

>

https://www.kompyte.com
https://www.kompyte.com
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Survey contributors:
And thank you so much to the 2000+ product marketers who took the time to share their thoughts, 

experiences, and feelings in the survey. We couldn’t have created this report and started this 

conversation without you. 

123FormBuilder
4C Insights
917 Productions
AB Tasty
ABB Group
ABBYY
Ability Product Marketing 
Ltd
Ably
Absolute
Acco
Accruent
acQuire
Acronis
ActiveCampaign
Ada
Adarza Biosystems
Adform
Adobe
ADP
AdTheorent
Advarra
Agorapulse
Aircall
AlgoSec
Alsid
Altus Group Ltd.
Alyce
Amadeus
AMAT

Amazon
Amazon Web Services
Amdocs
Amplitude
Anaconda Inc
Ancestry
Angaza
Anyline
Apixio
App Annie
Appiskey
AppsFlyer
Apptentive
Apptio
Apttus
Arcadia.io
Armorblox
Art Maison Canada
Asaleo Care
Ashnik Pte.
AssetWorks
Assurance
Atlantic Marketing 
Advisors
Atlasgo
Atlassian
Atonix Digital
Attest
Audi
Aurion

Auterion
Auth0
Avero
Axon
Bacharach, Inc.
Bareways
Barracuda
Bazaarvoice
Beeline
Bell Equipment
BenchPrep
Benefitfocus
Bentley Systems
Berlitz
Better Place Forests
BetterUp 
Beyond Identity
BHSF
BigCommerce
BigPanda
Billtrust
Bishop Fox
Bitdefender
BitTitan
Black Swan
Blackboard
Bloomreach
Blossom Marketing
Blue Prism
Blueleaf

BOLD
Booking.com
Booksy
Box
Brady Corporation
Brain Corp
Brandwatch
Breezy HR
Brightflag
Bristol Advisory
British Medical Assocation
Broadcom
Buffer
Bynder
Cabify
Carbon
Care.com
CareerArc
CareerBuilder
Carets.com
CarGurus
Carto
CB Insights
Cegid
Celigo
Central Logic
CentralReach
CentralSquare 
Technologies
Centro

Thank you
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Certify
CFA Institute
Chargebee
Chartbeat
Checkr
Chelle Service Capital inv
Chili Piper
CircleCI
Cisco Meraki
CJ Affiliate
Clarizen
ClearDent
ClearSlide
Clio
Close
CloudCheckr
CloudSense
Cockroach Labs
Coconut Software
Cognex
Cognizant
Colibri.ai
Comau
Communardo Products
Compass
Competera
Compleat Software
Concord
Confiant Inc.
Confidential
Conga
Congenica Ltd
Consultant - Sales & 
Marketing
Consulting
Contentful
Convercent

Corel Corporation
Corelight, Inc.
Couchbase
Cover Genius
cPanel
Criteo
CrowdRiff
CrowdStrike
Crowsong Productions
CSG
Culture Trip
Cvent
CYB
CybelAngel
Cyberbit
D2L
Dailies App
Dataiku
Datameer
DataStax
Datawire
DCS, Inc.
Dean Foods
DeepCrawl
DeepSource
Deezer
Degreed
Dekko
Deliveroo
Dentsply Sirona
DGP Consulting
Digital Solaris
Diligent
Dista
Dito
Docebo
Doist

Doxee
Drift
DriveNets
Dropbox
Ducati Motor Holding
Duda.co
Dynatrace
E-goi
EBANX
eCompanyStore
Egnyte
Egress Software 
Technologies
Eightfold AI
Eka
Eka Software Solutions
El Confidencial
Elastic
Elcometer
Elissa Fink Marketing
Emarsys
Embratel Claro
Emerson SolaHD
Entrata
Envoy
Epic Games
Epic Kids
Episerver
Epsilon
eSentire
Esri
EstateGuru
ETQ
Everbridge
Everlaw
EverTrue
Uber

Exabeam
Expel
Experian
Expert institute
ExpertVoice
Facebook
Fairmarkit
FamilySearch 
International
FanDuel
FCA
Featherston Strategies
Fieldwire
Fiix
Finalcad
Finturi
FireEye
Firmex
First Orion
Five9
Flatiron Health
flew.io
Flexera
Flexperto GmbH
Flybits
FMX
Formlabs
Formstack
Fourth
Freeman
Freshbooks
Freshworks
FrontApp, Inc.
Frontify
Frontline Education
FSS
FullContact

Thank you
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FullStory
Fundbox
Funding Circle
Fusion
G2
GC America Inc
General Assembly
Genesys
GeoSpark
GetResponse
Giant Swarm
GitLab
Givelify
Global Payments
Globalization Partners
GlynnDevins
GoCardless
Gofrugal technologies
Google
Google Cloud
goTenna
Gotransverse
Graduway
Grass Roots Farmers’ 
Cooperative
GreyOrange
GrokSpark
Ground Labs
GSoft
Guidewire
Gusto
HackerOne
Handshake
Happiest Brand
HappyFresh
harmon.ie
Harness
HBP

HealthEdge
Healthline
HealthSparq/Cambia
Heartpace
Henry Schein One
HERE Technologies
Hibob
Highfive
Hilti (Suomi) Oy
Hint Health
Hired
Hitwise
Hiver
HMS
Hole19
Hoonuit
Hootsuite
HORIBA
Hotel Chocolat
Hothead Games
HubSpot
Hyland
IAS
IBM
Ibotta
Idealo
IDeaS
iGrafx
IMImobile
Imperva
IMS Proschool
Inato
Incedo
Incorta
influxdata
Infobip
InfoCert
Informatica

INKUP NG limited
InMobi
Innovyze
Inovus Medical
Inscape/VIZIO
Insider
Instructure
Integrate
IntelePeer
Intent HQ
Interactions
Interactive
Intercom
INTERConnect Analytics
Interlaced Solutions
Interswitch Group
Intuit
InVision
iPORT
IPV Ltd
It Works Global
iText
Ivanti
JetBrains
Jitterbit
Jobvite
Jumbo Interactive
Jumia Nigeria
Jumpshot
Junglee Games Pvt Ltd
K12
Kahoot!
Kantar
KD Marketing Consultants
KeepSolid Goals
Kellogg Tolaram South 
Africa (Pty) Ltd.
Keywee

Khoros
Kira Systems
Klear
Klue
knotel
Komax
Kontist
KONUX
Kore.ai
Kroll
Kuliza Technologies
Kyle Craig Marketing
Lancelot Media
LandTech
Larson & Toubro Infotech 
Later
Lattice
Lavelle Networks India Pvt. 
Ltd.
LBA Ware
LBMX
Leadfeeder
League
Lemax
LevelJump
Liferay
Lift&co
Lightstep
LinkedIn
Liquid Telecom
Litera
Litmus
Litmus Software, Inc.
LiveIntent
Livingston International 
Inc
LM
LocalJobNetwork
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Locaweb
LogicMonitor
LogRhythm
Lonza
Loom
Lucidworks
Lux Research
Lyft
Lytics
Lytx
Magoosh
Mailgun
MailUp
Maple Marketing
MarineTraffic
Market Logic Software
Marketly
Markforged
Marvel
Masternaut
MATRIXX Software
Mattress Firm
Maven Clinic
Mavenlink
Mazik Global
MCFA
MediaMath
MediaValet
MediaVue Systems
Medidata Solutions
Medrio
Meilleurs Agents
Meltwater
Mendix
Mention
Mercatus
Merrithew
MessageMedia

Metaswitch
Micro Focus
Microchip Technology, Inc.
Microsoft
Mindbody
Miovision
MiQ
Miro
Mitrefinch
Mixpanel
Mode Analytics
Modern Health
MoEngage
Mojo Vision
Molex
MoneyTap.com
Moo Print Ltd
Moog Medical
Morningstar
Morphisec
Mosyle
Motorola solutions
MPP Global
MuleSoft
MuleSoft (Salesforce)
MuleSoft, a Salesforce 
Company
Mux
NACE International
Neal Analytics
Nearmap
NEN
Neterra Ltd.
NETGEAR
Netwrix
New Relic
Next Matter
NICE Nexidia

Nielsen
Northstar Borealis 
Associates
NowSecure
NTT DATA
O’Reilly Media
Occulus Inc.
Ola Cabs (ANI 
Technologies)
Olivia Zanca Consulting
OLX Group 
Ometria
OmniSci
ON24
Onfido
Openet
Openforce
OpenLegacy
OpenText
Optimal Workshop
Optimizely
Optimove
Optoro
Oracle
Oracle Data Cloud
Oracle NetSuite
OrderMyGear
Oreops
Oriental Motor
Origami Risk
OutMatch HCM
Ovh cloud
PagerDuty
Panasonic Avionics
Panodyssey
Papershift
Parsable, Inc.
PAS Global, LLC

Passare
Patientco
Patreon
PayByPhone Technologies 
Inc.
PayFit
Payment Logistics
Paymo
Payoneer
Pega
Pegasystems
Pepperjam
PerimeterX
Persado
Personio
PhishLabs
Phoenix Contact
Picpay
Pinterest
Pipedrive
Pipefy
Pitney Bowes
Pitney Bowes Software
Platt technical High 
School
Pluralsight
Podium
Portworx
PowerReviews
PowerSchool
Practera
Predii
Preqin
Prezi
Procore
Prodigy Finance
productboard
Productsup
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Project Agora
Prophix
PTC
Publicis Media
PubMatic
PubNub
PwC
Qlik
Quadro Communications 
Co-Operative Inc.
Qualia
Qualtrics
Quantum Metric
Quinyx
Quora
Quorum
Rackspace
RainFocus
Razorpay
RBC Ventures
RD Station
REACH Technologies 
Incorporated
RealPage
Reapit
Receipt Bank
Reciprocity
Reckitt Benckiser (RB)
Recorded Future
Recruitee
Red Points
Redgate
Redgate Software
Reed Business Information
Relativity
Renovating For Profit
RentoMojo
Resd

Resonate
Resultados Digitais
Rêv worldwide
Revolut
Revv Digital
Richard Fucking King
Ricoh Europe
Right Networks
Riipen Networks
RingCentral
Ripples
Riskonnect
Rite-Hite
Riversand Technologies
Roambee
Rock Content
ROIplan
RollWorks
Royal Bank of Canada
Runtastic GmbH
S&P Global
S4M
Saassy.co
Saba Software
SAFE Credit Union
Safetyculture
Sage
SAI Global
Salesforce
SalesLoft
SaltStack
Samsara
SAP
Sauce Labs
Schoox Inc
Scoop Technologies
Scope Eyecare
Secure Code Warrior

SecurityScorecard
Seegrid
Seenit
Seiko Epson
Seismic
Selligent Marketing Cloud
Sematext
SEMrush
Sendoso
Sertifi
ServiceNow, Inc.
ServiceTitan
SHIFT
Shindig Events (Joining 
T-Mobile next week!)
Shopify
Shortcastle Technologies 
Pvt Ltd.
Showpad
Shutterstock
Sidetrade
Sideways 6
Siemens Healthineers
Sierra Wireless
Sievo
Signal Sciences
SimilarWeb
SimpleLegal
Singtel
Singular
Sisense
Siteimprove
Sitetracker, Inc.
Skilljar
Skycatch, Inc.
SkyKick
Skyscanner
Slido

Slite
Small Improvements
Smart Communications
Smartsheet
Smule Inc.
Snap! Raise
Snowflake
SOCi, Inc.
Socialbakers
Socialpilot.co
Socotra
SoFi Inc.
SoMeCentral ApS
Sophos
Soprano
Spark Consulting
Sparkfund
Speechmatics
Sphere
Spicy Mango Ltd
Spinnaker Support
Splice
Splio
SpotOn
Sprinklr
Sprout Social
Squadcast Inc
Square
Squirrel Systems
Stella Connect
Stepstone
Stitch Fix
Streamotion
Street Contxt
StreetLight Data
StructionSite
Summer
SumUp
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Sungard Availability 
Services
Supermetrics
Supplyframe, Inc.
SurveyMonkey
Swimlane
Symphony Talent
Synup
Sysdig
T-Mobile
Taeillo
Talend
Talentsoft
Talkdesk
Tally
Tangoe
TaxJar
Teamleader
TeamSnap
Tech
Techinmydna
TechPMM
Techstars
TechTarget
Tegra118
Tellius
TELUS
Tempered
Testim.io
TestOut
The Angelus Corp
The Predictive Index
THEO Technologies NV
ThirstySprout
ThoughtFlow Technologies 
Inc
Thrive Global
TikTok

TileDB
Tilkee
Timescale
Tink
Tink AB
TiVo
To be shared later
Toast
Tom Inc
TomTom
TOPdesk
Total Expert
Toucan Toco
TouchBistro
Trace One
TransferWise
Trend Micto
Trint
Trintech
Trusport Brands
Tungsten Network
Turkcell
Twilio
Tyler Technologies
Udemy
UiPath
Unbabel
Unbounce
Undo.io
United Electric Controls
Unmind
Upland Software
Uplight
Uponor Hispania, S.A.U.
Upper Hand
Upstream
Upwork
USA Technologies

UserTesting
USP AG
UX Convo
Valassis
Valeyo
VANTIQ
Varicent
Veeam
Veeva Systems
VelocityEHS
Vendasta
Verafin
Verizon
Verse
VertiGIS Ltd.
Vibes
View
Viewpoint
Vindi
ViSenze
Visma
VMware (CloudHealth by 
VMware)
Voices.com
Vote Frenzy
Vrbo
VTS
Vuzion
VWO
Vyana
Watermark
Wattpad
WCW
WebPT
WePay
what3words
Wildbit
Wilmington Healthcare

WineDirect
Wix
WizKid Products
WordFly
Workato
Workday
Workiz
Worldline
Worldpay
WSO2
Wurkr
Personal Prints
Xactly
Xello
Xerox
xMatters
YCLIENTS
Yoyo Wallet
Yuca
Zappi
Zapproved
ZenBusiness PBC
Zendesk
Zenefits
zenoti
Zenput
Zepel
Zerto
ZOLL Data Systems
Zoom
ZoomInfo
Zubacorp pvt ltd
Zuci Systems
Zuora
Zylo
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