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Introduction
2020 was a tumultuous year for many marketers. The things we once took for granted as part of our 
workdays – our budgets, tradeshows and events, and even our workplaces, were all turned upside 
down.  

Now, as a new year is in full swing, we wanted to check in with marketers to see how a new year has 
changed their programs and their outlook. Here’s what we learned.

Key Takeaways for
Industrial Marketers

• The new normal might look a little different. As industrial marketers recover from the effects 
of the coronavirus pandemic, things may not return to business as usual. Office configurations 
may be different than they were before, with some people continuing to work remotely for the 
rest of 2021 or longer. Similarly, even as a marketer’s total budget creeps up towards 2019 
levels or higher, it may not be allocated to the same categories.

• The jury’s still out on virtual events. While virtual events got a lot of buzz in 2020 as a 
replacement to in-person events, it seems that industrial marketers aren’t sold yet. A minority of 
marketers have participated in an online event, and their rating of that decision shows that they 
weren’t overwhelmingly happy with the decision.

• Despite the challenges, marketers are optimistic. Marketers feel well prepared to achieve 
their marketing goals in 2021. Whether it be through exploring new marketing channels, 
adjusting their budget, or something else, we’re excited to see how these marketers succeed.
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Survey Findings
ENGINEERS & THE WORKPLACE

Forty-two percent of marketers are working in the office now, and 29 percent are working from home 
temporarily. This is a sharp contrast from a survey we conducted last April, where over half of marketers 
were forced to work remotely. In addition, 14 percent of marketers used to work in an office setting but will 
now be working from home permanently. While many marketers are back to some sort of normal in terms 
of their workdays, we also see the many different work situations are marketers are now in.

What is your current work situation?

42% 29%

Working in the office

Working at home temporarily

I’ve always worked from home

I used to work in an office setting, but will 
now be working remotely permanently

Other

8% 14% 7%
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Survey Findings
ENGINEERS & EVENTS

We were surprised to see that 57 percent of marketers are not planning to attend in-person tradeshows in 
2021. We know that tradeshows were once one of a marketer’s top strategies. Last year at this time, only 
5 percent told us that the coronavirus had not impacted their tradeshow plans. This hesitancy to return to 
tradeshows may signal concerns about how quickly the industry will return to its former state. 

Are in-person tradeshows part of your marketing budget for 2021?

Yes 

No

57% 43%
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Survey Findings
ENGINEERS & EVENTS

A typical replacement for in-person events, 40 percent of marketers reported participating in a virtual event 
as a sponsor or exhibitor. What’s stopping more marketers from venturing into this territory? It could be 
skepticism of virtual events as a valuable channel, or merely a lack of resources. 

Has your company participated in a virtual event as a sponsor?

Yes

No

40%60%
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Survey Findings
ENGINEERS & EVENTS

For those who did participate in a virtual event, the average rating of their experience was a 3 out of 5, 
which signals that marketers are not overwhelmingly impressed with the tactic. As with any strategy, 
choosing the right event to partner with is important. 

How would you rate your experience with the virtual event(s) you have sponsored? 
(With 1 being not satisfied at all and 5 being extremely satisfied)

Average experience rating: 

3

0% 5%

18%

12%

27%

31%

12%

Ranked experience ‘1’

Ranked experience ‘2’

Ranked experience ‘3’

Ranked experience ‘4’

Ranked experience ‘5’
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Survey Findings
ENGINEERS & TRADESHOWS

In 2020, most marketers shifted some or all of their tradeshow budget into other media. Eighteen percent 
moved all of it, while 42 percent moved just some into other media. Twenty-one percent report not having 
a tradeshow budget to begin with, and 19 percent did not reallocate lost tradeshow budget.

In 2020, did you shift budget away from tradeshows into other media?

18% 42% 19% 21%

0% 20% 40% 60% 80% 100%

Yes, we shifted all of our tradeshow budget into other media

Yes, we shifted some of our tradeshow budget into other media

No, we did not reallocate lost tradeshow budget

We do not normally have a tradeshow budget
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Survey Findings
ENGINEERS & TRADESHOWS

For those that did move their tradeshow budget into other channels, they report being satisfied with that 
decision, rating it an average of 4 out of 5. While tradeshows typically offer marketers a chance to qualify 
leads in person and have in-depth conversations with prospects, they are satisfied with their efforts to 
connect with their audience in other ways.

How would you rate your satisfaction with your decision to shift budget funds away 
from tradeshows into other media channels? (With 1 being not satisfied at all and 5 

being extremely satisfied)

Average satisfaction rating: 

4

10% 20% 30% 40% 50%0%

0%0%
12%

23%

23%

42%

Ranked satisfaction ‘1’

Ranked satisfaction ‘2’

Ranked satisfaction ‘3’

Ranked satisfaction ‘4’

Ranked satisfaction ‘5’
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Survey Findings
ENGINEERS & TRADESHOWS

Looking at 2021, 29 percent of marketers have decided not to budget for in-person tradeshows and 
38 percent have a smaller tradeshow budget than in the past. Only 12 percent have restored their 
budget back to normal levels. This reticence with budget shows that marketers are still unsure of the 
return of in-person events. In addition to the uncertainty surrounding whether many events will take 
place, there may be questions about attendance concerns and skepticism about hybrid events that 
offer a virtual component.

How would you characterize your 2021 tradeshow budget?

38% 29% 21% 12%

0% 20% 40% 60% 80% 100%

We do have a tradeshow budget, but it is smaller than it was 
pre-pandemic

We have decided not to have a tradeshow budget this year, 
and have shifted that money to other media channels

We do not normally have a tradeshow budget

We have moved money back into our tradeshow budget so that 
it is the same size or larger than pre-pandemic years
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Survey Findings
ENGINEERS & CONFIDENCE AFTER COVID-19

Finally, when asked about their overall outlook for 2021 on a scale from 1 to 10, marketers rate their 
confidence level at a 7. After a year like 2020, many marketers are understandably hesitant to rate 
their ability to achieve their marketing goals a 10. However, marketers are cautiously optimistic about 
their own marketing ability and the prospects for their company this year. 

How would you rate your outlook when it comes to your company’s ability to achieve 
your marketing goals in 2021? (With 1 being a very negative outlook and 10 being a 

very positive outlook)

Average confidence rating: 

7

10% 20% 30% 40% 50%0%

9%

45%

46%

Ranked confidence below ‘5’

Ranked confidence ‘5’ or higher

Ranked confidence ‘8’ or higher
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About GlobalSpec
GlobalSpec is a provider of data-driven industrial marketing solutions designed to help companies 
promote their products and grow their businesses.

Our audience of engineers and technical professionals relies on the GlobalSpec family of brands as 
a trusted resource for content, community, and engagement at all stages of the research, design, 
and purchasing process.

Our clients count on us to deliver deep industry intelligence, customized marketing programs, and 
measurable campaign performance.

For more information about GlobalSpec, visit www.globalspec.com/advertising.
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