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Research Brief

The global pandemic and the social justice movement have created new 
challenges and opportunities for portfolio marketers. The pandemic has 
put entire industries in turmoil and changed the way that many work. 
The social justice movement has demanded that organizations no longer 
sit on the sidelines, but get directly involved in addressing social issues. 
Portfolio marketers, as the center of expertise on markets and buyers in an 
organization, need to help lead their organizations through these changes.

People who have attended or streamed Hamilton: An American Musical have 
seen and heard how Alexander Hamilton helped lead the nascent United 
States through the tumult of the Revolutionary War. In 2021, portfolio 
marketers will be asked to lead their organizations to adapt to new conditions 
during a period of tumultuous change. Identifying new market opportunities 
and new buyers while reflecting the organization’s values in buyer messaging 
will be critical. In this brief, we define five trends, identified by lines inspired by 
Hamilton, that will affect portfolio marketing leaders in 2021.

Markets Are in a Revolution
Industry sectors and geographies evolve over time, but the 2020 pandemic  
has accelerated the pace. Whole industries are in transition as everyone seeks 
a new normal. Providers that targeted industries that were previously doing 
well, such as travel and transportation, have been forced to pivot. However, 
in every upheaval there is opportunity as organizations find themselves 
either thriving or surviving. To thrive, providers must reprioritize their current 
segments and/or find and sell to new markets and buyers.

Portfolio marketers must identify new market and buyer opportunities. 
Reprioritization of market segments (e.g., pivoting from transportation to 
online retail) requires data and insight to identify which segments are poised 
to do well over the coming years and which may get left behind. New buyers 
also may be evaluated to understand which will help the organization grow 
and succeed. The ability to quickly gather market and buyer data, identify new 
opportunities with markets and buyers, rebuild the go-to-market architecture, 
and ensure that marketing, product, and sales teams are aligned is critical. 
Portfolio marketers need to lead this effort.

SiriusAction: Perform a relative targeting assessment of the current go-to-market 
strategy to identify the segments that still offer the best opportunities for growth 
(see the brief “Targeting: It’s All Relative”). Then seek and identify new growth 
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opportunities, especially those targeting new markets and 
new buyers, and ensure that they are correctly prioritized with 
updated go-to-market strategies (see the Core Strategy Report 
“The Growth Discovery Model” and the brief “Go-to-Market 
Architecture: From Product-Centric to Audience-Centric”).

Buyers Want a Revelation
Today’s B2B buyers are bringing their whole selves to a 
purchase. They insist on doing business with companies that 
share their values — whether ecological, financial, diversity 
and inclusion-related, or community-oriented. Although B2C 
has seen this for years, B2B has tended to downplay it — but 
that’s no longer acceptable. Organizations are taking the 
values they embrace internally and seeking to apply them 
externally in their vendor and partner relationships.

Portfolio marketers must make sure that their organization’s 
vision, mission, and values are included in buyer-focused 
messaging maps that are used by the organization to 
communicate to buyers — particularly by demand and 
content creation teams. Ensuring that a buyer knows and 
understands the organization’s values will be critical to 
reputational activities and will help buyers move more quickly 
and easily through their journey.

SiriusAction: Work with corporate marketing colleagues who build 
and manage the organization’s mission, values, and purpose, to 
identify which messages to leverage. Incorporate those messages 
into messaging maps that inform demand and content teams 
(see the brief “Building Hierarchical Messaging to Ensure Audience 
Relevance”).

What Comes Next for Buyers?
The rapid evolution in buying behavior has revealed a missing 
core element in the development of buyer personas. That 
element can be revealed by asking: What is the underlying 
challenge driving buyers, and what will these buyers expect in 
the future? SiriusDecisions buyer insights research indicates 
that only 8% of buyers in 2019 were willing to buy based on 
the promise of an offering to meet their current needs — 
down from an already meager 17% in 2015. The stated need 
is not often the driver of a purchase today; buyers more often 
do business with providers they already know.

When developing personas, portfolio marketers have been 
unable to adequately capture the underlying challenge and 
future expectations of buyers, especially in rapidly changing 

markets and with growing buying groups. Portfolio marketers 
must be able to identify more nascent or future-focused 
requirements and give their organizations time to build 
and market offerings that address these needs. Portfolio 
marketers will need to go beyond the current-need-focused 
questions that are asked today (e.g., “What is your most 
urgent issue now?”) to look for where opportunities will be in 
the future.

SiriusAction: Ask buyers what’s driving their needs with an eye 
to the future. Interview buyers with open-ended questions to 
identify what (beyond current day-to-day issues) is keeping 
them up at night. Be especially mindful of challenges they are 
beginning to see on the horizon (see the brief “The SiriusDecisions 
Persona Interview Guide”). Use these upcoming issues to inform 
the development of thought leadership that gives buyers a view 
of what is to come (see the brief “The SiriusDecisions Thought 
Leadership Development Model”).

Who Tells an Organization’s Story?
Recent SiriusDecisions buyer insights research has indicated 
that buyers are demanding more and varied interactions with 
provider representatives. Ninety-seven percent of buyers 
noted that discussions with vendor customer service reps 
had a positive influence on their purchase, 90% identified 
solutions specialists as having a positive influence, and 
89% of buyers noted that product managers had a positive 
influence. However, although these experts are highly valued, 
sellers do not often call them into the buying process. Buyers 
seek insights that require sellers to bring in experts from 
around the organization. These experts must be enabled to 
successfully move buyers through a buying process. Anyone 
building or deploying content or interactions with buyers also 
requires enablement. Insight on personas and messaging, 
for example, are critical if demand teams are to successfully 
deploy programs that engage buyers.

Portfolio marketers must expand their knowledge transfer 
efforts, working with sales and partner enablement colleagues 
to move beyond just sales enablement to full revenue engine 
enablement. Portfolio marketers, as the internal experts 
on buyers, markets, messaging, and the competition, must 
develop knowledge transfer and activation plans that identify 
and support the full revenue engine including channel 
marketing and sales, product management, corporate 
marketing, content teams, demand marketing, customer 
success, and campaign teams.
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SiriusAction: Partner closely with sales and partner enablement colleagues to 
identify relevant roles that directly or indirectly touch buyers and require insight. 
Build knowledge transfer programs based on the requirements of each role, and 
develop activation plans to ensure that not only is the right insight provided, 
but it’s also structured to be easily absorbed by the team (see the brief “Revenue 
Enablement: A Five-Step Approach”).

Portfolio Marketers Must Not Throw Away Their Shot
To be effective within their organization, portfolio marketers must be data 
savvy and have the skills to analyze and interpret data (e.g., evaluating 
competitor financial statements to identify a company’s go-to-market potential). 
To influence leaders and assure them that the organization is pursuing the best 
market segments and buyers, portfolio marketers must be able to turn raw 
data into a compelling story when presenting to senior executives.

Developing the softer skills of leadership, presentation, and negotiation can 
help the team influence executives and drive change across the company. 
Portfolio marketers must navigate the organization and build the right 
relationships to ensure access to the data needed. For example, work closely 
with the marketing operations and sales operations teams to understand 
what data is being captured, or work with IT to bring in and leverage tools 
and platforms to integrate and visualize the data. Beyond gathering data, it is 
critical to put the data together, frame it in a meaningful way, build a story, and 
have the executive presence to relay that story.

SiriusAction: Go beyond assessing the portfolio marketing team’s knowledge and 
expertise, and prioritize training around the softer skills — especially storytelling, 
persuasion, and negotiation. With these skills, portfolio marketers will have the 
confidence (and the credibility) to lead executive-level conversations. Master these 
skills to facilitate success. Expect to gain approvals faster and convince senior 
executives to make the right decisions to support business goals (see the brief  
“The Essential Secrets of Talking to Executives”).

The Sirius Decision
During a time of disruptive change, portfolio marketers should be aware that 
their competitors are facing similar circumstances and may also attempt to 
target new buyers. Competitive intelligence is a critical element in adapting 
to changing market environments. Portfolio marketers need to identify 
competitors that have the internal skills and capabilities to act quickly, and 
prepare to counter new and emerging threats from those competitors. 
Leverage existing resources and identify those who directly communicate with 
buyers and customers; they can provide the latest intelligence to help identify 
new opportunities and pivot the go-to-market strategy. Portfolio marketers who 
can adapt quickly and address new opportunities will give their organizations 
the opportunity to think past tomorrow and compete in the future.


