
 10 Digital Marketing 
Trends to Take You Into 
 the New Year



2020 upended 
plans on a global 
scale. It forced 
agility, flexibility, 
and innovation. 
SO — WHAT’S NEXT?
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THE WORLD TURNED UPSIDEDOWN

It’s a year that nobody saw coming. At least, not to the extent of 
disruption and uncertainty that 2020 has wrought. Entire industries 
have had to lay off a majority of their workers as live events and 
in-person gatherings have been largely curtailed, restricted, or fully 
canceled. Weddings and birthdays went virtual, teachers have had 
to create entirely new lesson plans, and first responders have had 
to work even longer, more grueling hours on the frontline of a global 
pandemic. Truly, no one was untouched by the effects of COVID-19, 
and as a civil rights movement stirred and political unrest increased, 
2020 tested the limits of human adaptability.

So what did it all mean for the digital marketing landscape, and 
what’s going to happen next year? If we’ve learned anything, it’s that 
we cannot base our predictions for the future entirely on trends of 
the past. That’s why this year, in our trends guide, we’ve coupled 
statistics and expert predictions with contingency plans and an 
emphasis on planning for the unplannable. 

Many of us are banking on 2021 turning the tide and saving us 
from the difficulties of this year. And luckily, with scientists working 
fervently on a vaccine and other COVID-related medications, an 
upcoming election, and increased commitment from people and 
businesses everywhere to push for justice and equality, 2021 looks 
bright. But we also know now to take nothing for granted. With that 
in mind, we present ten trends for 2021. Stay safe out there, and 
take care of one another.
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Marketing Education 
Moves to Video & 
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If the saying, “everyone hears only what 
he understands,” is true, then it’s critical 
that marketers help potential customers 
understand their products or services 
quickly. With this in mind, it’s heartening 
to know that 95% of video marketers feel 
the understanding of their product or 
service increased by using video (HubSpot). 
Additional benefits, like reduction in support 
calls, gaining new leads, and creating 
memorable content, are just some of the 
reasons why video marketing is only going 
to become more important in the year 2021.
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Eventually, the world will reopen and in-person will once 
again be viable for educational purposes. But the impact of 
video — its potential, its reach, and its results — means that 
your marketing plan for 2021 should include a video budget.

When potential customers can watch explainer videos on 
your product or service, 73% are more likely to make a 
purchase. Since consumers continue to rely on research 
prior to making a purchase, your educational video could 
be the make-or-break difference when it comes to lead 
conversion (Think With Google). But how do you make a 
useful, memorable educational video? 

Engaging video content is essential if you want to stand out 
in an ever-increasing landscape of marketing education. 
There are many ways to create educational, entertaining, 
and engaging video content, but as always, you need to start 
with your user persona. This will help you narrow down which 
strategies will be most effective for your target demographic.

Zach Gresham, the president of Sparxoo Studios, 
recommends focusing your energy on a well-defined goal at 
the outset of a video campaign. “Making educational video 
content effective is all about understanding the audience’s 
perspective and interests before you go into production,” 
Zach says. “Pairing effective pre-production with a fun, 
informative, and concise video will truly create a great piece 
of content.”

Some of the new innovations in video marketing include 
interactive videos, where 360-degree views allow for richer, 

The reality is, digital media is more a staple in our everyday lives than 
ever before. With 2020 bringing millions home to work and largely remain 
in their houses afterward, digital media of all kinds had eager eyeballs 
seeking to consume it. As in-person demos and hands-on, in-store 
experiences were deemed unsafe, businesses had to rely on marketing 
education videos and explainers to walk customers through the ins and 
outs of their products and services.

as-if-you-were-there user experiences — and boast an 85% 
video completion rate compared to regular video’s 58.2% 
(Finances Online). Similarly, augmented and virtual reality 
videos craft a memorable experience, and can be more 
shareable if users enjoy themselves. From drone footage 
to AI-driven video marketing that personalizes content, 
whichever new technology you choose to employ, make sure 
quality is your top priority, since this directly informs your 
credibility with consumers.

Pandemic phenomenons like learning how to bake 
sourdough bread, practicing and recording viral TikTok 
dances, and increased community engagement aren’t flukes 
of a bored population. These trends stem from an increased 
reliance on self-education through videos — in fact, over half 
of YouTube’s users say they visit YouTube to figure out how 
to do something they’ve never done before (Brandwatch). 
Whether someone is looking to pick up a new hobby or 
stay fit while they’re stuck at home, there are educational 
videos they can access at their own convenience to help. 
This is one of the biggest benefits of marketing education 
to consumers — they don’t have to shoehorn in a demo or 
class to access resources. Users can learn on their own time, 
at their own pace.

Similarly, for businesses, the benefit of a resource page is 
that you can invest internally in educational materials, and 
continue to reap conversions long after their creation. By 
creating high-quality, evergreen educational videos about 
your product or service, you’re investing long-term in flexible 
resources that consumers can return to again and again.
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https://www.hubspot.com/marketing-statistics
https://www.thinkwithgoogle.com/marketing-strategies/search/informeddecisionmaking/
https://financesonline.com/video-marketing-trends/
https://www.brandwatch.com/blog/youtube-stats/
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ARE MORE LIKELY 
TO MAKE A 
PURCHASE.
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When potential customers can watch 
explainer videos on your product or service—

https://www.thinkwithgoogle.com/marketing-strategies/search/informeddecisionmaking/
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Online courses have seen a huge 
spike in enrollment in 2020. This has 
led to increased variety in options for 
professionals seeking to improve their skills 
or learn new ones. But when should you 
MOOC a skill, and when should you hire 
an expert?
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In general, benefits of MOOCs include their 24/7 
accessibility, short module lengths, and open source, 
collaborative environments. Because the lectures are almost 
always pre-recorded, you can learn at your own pace and 
return to content that didn’t sink in the first time.

More specifically, the appropriateness of a MOOC to learn 
a marketing skill can be judged largely on your role at your 
agency. If you’re looking to fill the role of a PMP-certified 
project manager, a couple free MOOCs on agile versus 
waterfall project management won’t cut it. But if you’re an art 
director who wants to get your team better organized, and 
who wants to interface more effectively with your agency’s 
project manager, a MOOC on best PM practices might be the 
perfect choice for you (Learn@Forbes).

One great skill that would benefit anyone at a creative 
agency is to understand marketing analytics. A course like 
Marketing Analytics: Marketing Measurement Strategy can 
help you identify market trends, and therefore stay on top of 
them no matter your role (edX).

There are some MOOCs that offer a paid option where 
you can get certified in a skill. For example, the Social 
Media Strategy class offered by MIT’s Sloan School of 
Management has a path towards a certificate, which  
could help you seek out a new role or a promotion  
(MIT Management Executive Education).

Part of the fun of seeking out a MOOC is looking for 
industry experts to learn from. With the rise of platforms like 
Masterclass (which does require a subscription), you can 
take lessons in marketing creativity from the likes of Jeff 

In the age of shutdowns and quarantines, those of us stuck inside have 
had to reinvest in home-based hobbies, or discover new ones. This 
isolation coupled with boredom led many to seek self-improvement 
through MOOCs. MOOCs, or Massive Open Online Courses, cover a wide 
range of topics, and many are free to enroll in. This is likely why they’ve 
seen a 400% increase in enrollment between February and March of this 
year (The Conversation). But not every learn-it-yourself topic is created 
equal, particularly for those in the creative marketing industry. So in 2021, 
when should you DIY a skill, and when should you bring in an expert? 

Goodby and Rich Silverstein, the creators of the “got milk?” 
ad campaign, among others (Got Milk).

If you’re a business thinking about leaning on MOOCs 
to bring advertising in-house, however, there are some 
considerations we’d recommend. For example, are you 
attempting to upskill an existing employee with a full-time 
workload so they can “just run our social media accounts”? 
This may seem like an adequate approach — how long does 
it take to tweet, anyway? — but beware a sub-par investment 
in your social media campaigns. 80% of companies online 
believe they are delivering exceptional social media 
customer service, but only 8% of their customers agree 
(HubSpot). To run social media well, it takes a combination 
of data analytics, writing savvy, and project management-
level pre-planning. Because of this, hiring an expert will likely 
give you a much higher return on investment, and allow your 
current employees to focus on the work you hired them for.

So what can we expect from MOOCs in the future? Because 
these courses are expected to realize an annual growth 
rate of 29% from 2020 to 2025, there will be no shortage of 
topics and skills to study and improve in (Guide2Research). 
Options ranging from graphic design to SEO will continue 
to be available, with new iterations based on the changing 
times. If you’re looking to sharpen your existing talents and 
stay on top of new technologies, MOOCs are a great option. 
If you’re an agency looking to have specialty work completed 
by an expert as a one-off, it will likely make more sense to 
hire someone who is fully trained and competent instead of 
trying to rush an employee through a course. Use your best 
judgement, and stay curious.
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https://www.googleadservices.com/pagead/aclk?sa=L&ai=DChcSEwi6w5rR8avsAhUSH60GHazqCiAYABACGgJwdg&ohost=www.google.com&cid=CAESQeD2vqdZRER1c_YLgaLL9a2j6FRZiisia4Nq-Evso-IMg76iecaNYYcpU4ltuL9bkAUYpdeqw7MesCW80enohMQZ&sig=AOD64_02u8vfa-tdq4FED6GD11IQbX-AKw&q&adurl&ved=2ahUKEwi804_R8avsAhWDHzQIHbcYAp4Q0Qx6BAghEAE
https://www.edx.org/course/marketing-analytics-marketing-measurement-strategy
https://executive-education-online.mit.edu/presentations/lp/mit-social-media-strategy-online-short-course/?ef_id=c:470927828872_d:c_n:g_ti:kwd-21999621995_p:_k:%2Bsocial%20%2Bmedia%20%2Bmarketing%20%2Bstrategy_m:b_a:111733529958&gclid=Cj0KCQjwt4X8BRCPARIsABmcnOr4jIR3cMvVvK5uVH6j4_HWdWplzParNCZZH6Zj48X7wsirP50K3NkaAuJmEALw_wcB&gclsrc=aw.ds
https://theconversation.com/massive-online-open-courses-see-exponential-growth-during-covid-19-pandemic-141859
https://www.gotmilk.com/
https://blog.hubspot.com/blog/tabid/6307/bid/23865/13-mind-bending-social-media-marketing-statistics.aspx
http://www.guide2research.com/research/online-education-statistics
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2020 has been a complicated year for 
Facebook. Just as the pandemic caused 
many companies to cut their spending on 
Facebook ads (particularly those in the 
hospitality and tourism industries), another 
seismic event occurred: an ad boycott. 
Here’s what happened, and how this could 
affect your business in the coming months.
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#StopHateForProfit Campaign
The roots of the #StopHateForProfit campaign started in the 2016 election over concerns about Russian interference 
in the American election (Politico). Four years later, the campaign regained momentum with the intersection of a global 
pandemic, a renewed civil rights movement, and the upcoming 2020 presidential election.

Activists behind the campaign encouraged big businesses to cut their Facebook ad spend in protest of Facebook’s 
alleged mishandling of hate speech and misinformation. Over 1,000 companies joined in on the campaign, cutting all of 
their Facebook and Instagram ad spending (The New York Times).

How Has the Boycott Affected Facebook?
From a reputation perspective, Facebook has lost the respect of businesses, organizations, and individuals across the 
globe. However, from a financial perspective, a vast majority of Facebook’s ad revenue actually comes from small to 
mid-sized businesses, so big businesses cutting spending didn’t hurt them as much as one might expect. In fact, their Q2 
stock was up 3.2% (ended June 30) (AdExchanger). 

All that said, Zuckerberg and the team are working to improve their status. According to Facebook communications chief, 
Nick Clegg, “We may never be able to prevent hate from appearing on Facebook entirely, but we are getting better at 
stopping it all the time.”

How Does this Affect Marketers?
From a marketing perspective, Facebook being hit this hard with bad press might affect the success of ads, but it 
depends on the business and industry. People are still using Facebook just as much as they ever have. In fact, at the end 
of Facebook’s Q2 2020, they reported an 8% YOY increase in users. With so many people having sheltered in place this 
year, an increase in social media usage is no surprise. 

At Sparxoo, we’ve seen no shift in cost per click (CPC) or cost per lead (CPL) across our clients’ Facebook and Instagram 
campaigns. Across all our Facebook Ad campaigns for our clients, our average cost per click is $0.97. Considering the 
average CPC of a Facebook ad is $1.72, that’s not bad!

How Should You Use Facebook Ads?
Facebook isn’t the perfect medium for just any ad campaign. Depending on what you’re advertising, it may be better to 
work with LinkedIn, Twitter, YouTube, Google, Reddit, or a different, specialized platform. However, if your target audience 
matches any of the below criteria, Facebook might be the right match for you (sproutsocial):
•  High income (74% of users are high income)
•  International (only 10% of regular users are in the U.S. and Canada)
•  65 or older (teens are using Facebook less and less, while 40% of the “Silent Generation,” born pre-1945, are now users)

So, should you be worried about spending your hard-earned money on Facebook Ads? Frankly, it depends. Based on 
the message you’re advertising, Facebook might not be the right medium to use. However, from a purely metric-based 
standpoint, Facebook is still running smoothly and has proven to hardly be affected monetarily by its recent bad publicity.

As long as Zuckerberg and Clegg follow through on their claim to invest more on limiting hate speech and misinformation, 
this may become a blip on the radar of Facebook’s continual powerhouse domination of the online realm. In the meantime, 
if it makes sense for your business, take advantage of Facebook’s low cost per click, and start converting new leads.
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https://www.politico.com/news/magazine/2020/07/03/activists-advertising-boycott-facebook-348528
https://www.nytimes.com/2020/06/26/business/media/Facebook-advertising-boycott.html
https://www.adexchanger.com/platforms/facebook-beats-earnings-expectations-the-same-day-it-gets-hit-with-a-5b-ftc-fine/
https://sproutsocial.com/insights/facebook-stats-for-marketers/
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The increase in remote work options may 
have been borne out of necessity, but that 
doesn’t mean they’re going anywhere. 
Ahead, we share our prediction for the 
future of the workplace.
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So in 2021, telecommuting will still likely remain the norm for 
many Americans. This will allow employers to hire the best 
talent for their teams, regardless of location, and it will give 
flexibility to the workforce, as well. But our prediction isn’t a 
like-for-like trend from now, with a pandemic still looming, to 
a post-vaccine world. Rather, we believe that the trend for 
2021 will be a work hybrid.

You see, there’s another kind of epidemic in America — an 
epidemic of loneliness (Cigna). In a study by Cigna, 61% 
of respondents said they feel lonely at least some of the 
time, and that was a study done prior to the spread of 
the coronavirus in the US. This can lead to depression or 
social anxiety for remote workers who can find themselves 
secluded most of the time.

To combat this, a mix of meaningful virtual interactions and 
some in-person sessions can make an enormous difference. 
For those employees scattered across the globe and away 
from any of their peers, video conferencing will have to 
remain the primary meeting tool to ensure participation from 
all team members.

There’s nothing like a global pandemic to push businesses towards 
remote work experimentation. While remote work has been a 
growing trend for years now, 2020 added fuel to the fire for any 
corporate stragglers who were unsure of what sending workers 
home would do to productivity. In fact, productivity has been found 
to either remain consistent with in-office work, or even increase 
as a result of working remotely (Entrepreneur). This success, 
coupled with increased investment in remote-friendly tools and 
applications, means that many employers don’t anticipate sending 
their teams back to the office anytime soon, regardless of what 
happens with COVID-19.

In a survey by Gartner, 
74% of CFOs said that they 
intend to make remote 
work permanent for some 
or all of their employees 
(Gartner).

74%
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https://www.cigna.com/newsroom/news-releases/2020/cigna-takes-action-to-combat-the-rise-of-loneliness-and-improve-mental-wellness-in-america
https://www.entrepreneur.com/article/351276
https://www.gartner.com/en/newsroom/press-releases/2020-04-03-gartner-cfo-surey-reveals-74-percent-of-organizations-to-shift-some-employees-to-remote-work-permanently2


In a Gallup study, researchers found that the optimal engagement 
level for employees happens when they spend 60 to 80 percent 
of their time working off-site (Business 2 Community). Since 
2020 proved that many businesses can accommodate such an 
arrangement, employees will begin to expect this flexibility and 
refuse to settle for less.

From a managerial perspective, this means that regular 
check-ins and availability to your remote workers will be 
more essential than ever before. Without the ability for a 
random walk-by, managers must be more intentional about 
their engagement with their teams. You should also ensure 
that your team doesn’t burn out by reinforcing regular 
work hours. Yes, flexibility should be allowed, but help your 
employees from creeping into regular 10-hour workdays by 
encouraging them to establish regular hours on most days.

What other ways can leaders ensure that remote work 
results in the best possible output from their employees? 
For one, strong tools will be the bedrock of remote 
organizations. By adopting platforms that help you 
communicate with your team and keep everyone organized 
and on-task, you’ll ensure that nobody ever runs into an 
unnecessary road block.

Since 72% of employees have said they’d like to work 
away from the office for at least two days a week after the 
pandemic is over, it is safe to say that the remote-hybrid 
workplace is here to stay (pwc). By investing in the right 
tools and procedures to accommodate this structure, and 
by beefing up intentionality behind your one-on-ones with 
your employees, you’ll assure success in this new world of 
remote work.

THE 
REMOTE–
HYBRID 
WORKPLACE 

IS HERE 
TO STAY.
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https://www.business2community.com/human-resources/25-key-remote-work-statistics-for-2020-02299342
https://www.pwc.com/us/en/library/covid-19/us-remote-work-survey.html
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Sometimes it’s OK to go a little mental. In 
the case of our fifth trend, we dig into the 
theory of loss aversion, and discuss how 
to implement it into your upcoming ad 
campaigns — and what to avoid.
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In marketing, loss aversion can be incorporated in strategies 
like limited-time sales, coupons that expire, or scarcity of 
products — who among us haven’t been lured through an 
online checkout by the warning of “low in stock”?

The numbers don’t lie. In research conducted at the ISM 
University of Management and Economics, loss aversion 
was the most successful strategy on an e-commerce 
platform, outperforming in increase of conversions and 
maximizing page views (invesp).

So how will loss aversion show itself in 2021’s marketing 
landscape? Fear-mongering definitely won’t cut it. Relying 
simply on the fear of missing out isn’t going to speak to your 
target audience in the way it might have before. You need to 
make your marketing human. Align with your customer — 
remind them that your business is also made up of people 
who are going through hard times. If your product or 
service can help maintain some semblance of normal life 
for the customer, highlighting this can help comfort your 
potential buyers.

Right now, a direct sales pitch can come across as tone 
deaf. Between entire industries still waiting to rebuild 
(like the restaurant and live entertainment industries) and 
the accompanying lost jobs and wages for thousands of 
Americans, it is much more important to consumers that 
they can trust the brands where they are investing their 
limited capital.

Human beings hate to lose. 

In fact, people are more motivated to avoid loss than they are to gain 
something. This phenomenon is called loss aversion, and while it isn’t 
new, it has certainly garnered more urgency in the era of COVID-19 
(ScienceDaily).

This isn’t strictly true of B2C marketing, either. B2B buyers 
might have relied on in-person trade shows and networking 
events in the past, but with a sped-up move to digital 
campaigns, it’s more important than ever that campaigns 
involve humanity. People emphasize networking when it 
comes to landing a new job you want — and it’s just the 
same for converting that new lead, too. Relationships make 
a huge difference when it comes to an investment of time, 
money, and/or partnership. 71% of people prefer buying 
from companies with similar values as them (Small Business 
Trends). If you clearly define your company values, you can 
put these at the center of your marketing campaigns and 
appeal to that stronger connection that goes beyond a 
one-time purchase or contract.

To frame loss aversion-based marketing in terms of 
humanity, then, is to highlight how your product or service 
can prevent loss in uncertain times. You might emphasize 
how your product can help maintain connection despite a 
largely remote world (iSpot.tv). You might create a program 
to help people refinance so they can keep their cars (Inside 
Radio). You could also encourage people to stay healthy 
through viral campaigns and hashtags (World Health 
Organization). Combining these calls to protect what’s 
important with an overall value-system that demonstrates 
concern for the community is a winning combination that will 
inspire loyalty well into the future, no matter what’s around 
the corner.
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https://www.invespcro.com/blog/13-loss-aversion-marketing-strategies-to-increase-conversions/
https://www.sciencedaily.com/releases/2020/05/200518144913.htm
https://smallbiztrends.com/2020/02/brand-values-alignment.html
https://smallbiztrends.com/2020/02/brand-values-alignment.html
https://www.ispot.tv/ad/nwFa/keurig-take-time-to-connect
http://www.insideradio.com/free/in-new-ads-ford-says-it-s-built-to-lend/article_9e422c16-6829-11ea-afc9-d3a17d2a022e.html
http://www.insideradio.com/free/in-new-ads-ford-says-it-s-built-to-lend/article_9e422c16-6829-11ea-afc9-d3a17d2a022e.html
https://www.tiktok.com/@who?lang=en
https://www.tiktok.com/@who?lang=en
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71%

OF PEOPLE PREFER BUYING 
FROM COMPANIES WITH 
SIMILAR VALUES AS THEM.
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The top four of the 25 most trusted brands in America
(Morning Consult)
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https://morningconsult.com/most-trusted-brands/
https://smallbiztrends.com/2020/02/brand-values-alignment.html
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Great stories have a captivating hook that 
lures you in or maybe shocks you with an 
eye-opening stat. As a brand in today’s 
oversaturated and over-stimulated digital 
ecosphere, an engaging introduction to 
your brand or product is the table stakes. 

How, as a brand, should you break through 
the noise? We’re so glad you asked. First, 
let’s take a look at the trends behind digital 
and video engagement, and then let’s see 
who is doing this well.
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In the U.S., the Internet Advertising Bureau (iab) found that 
the largest gains (+30%-40%) in digital consumption were 
driven by video — specifically, online videos (YouTube, 
TikTok, etc.), broadcast TV, and online TV/streaming films. 

People are spending 6-7 hours a day consuming content, 
and are particularly drawn to social media and some 
longer-form content like TV shows and streaming series — 
so how can we apply this to our businesses?

1     Consumer attention spans continue to decrease (yes, 
it is possible), so unless you’re creating a killer content 
series, understand how to tailor your content to grab your 
audience’s attention. 

2     Given the trends, reevaluate if video and storytelling is 
garnering enough of your marketing budget, or if you 
have to shift from more traditional channels (i.e. OOH) 
given the decreased traffic.

3     Customize your video (or parts of your video) to speak 
directly to a niche audience. For example, you can 
use LinkedIn to target CEOs and CFOs by making two 
versions of a video intro, starting with, “Are you a CEO?” 
and “Are you a CFO?”

Who is Maximizing the Value of Video?
Masterclass — this may be a no-brainer since Masterclass 
is a video-based learning platform. The beauty of what 
Masterclass does lies within how they use their various 
“professors” and lessons to target everyday people with 
interests in those categories. 

One example of how Masterclass is introducing themselves 
to millennials who love to travel and post images to 
Instagram is through an online course led by Jimmy Chin, 
a world-renowned wilderness and action photographer. In 
another instance, Masterclass has honed in on those with 
an entrepreneurial spirit with classes led by Sarah Blakely 
(Spanx CEO) and former Starbucks CEO, Howard Schultz. 
Thursday Boots — This e-commerce-only company has 

Since the start of the COVID-19 pandemic, daily online content consumption 
around the world has soared. As of September 2020, it has doubled on 
average from 3 hours 17 minutes to 6 hours 59 minutes (DoubleVerify). Given 
this spike in digital content consumption, hopefully, you’re asking yourself the 
same thing we did: “What the heck are people watching?” 

leveraged Instagram as its primary top-funnel driver, directly 
reaching their young-to-middle-aged male demographic, 
and occasionally targeting their female counterparts for 
gifting ideas and their newly crafted women’s line.

The brilliance with Thursday is they identified their primary 
audience and rather than spreading themselves out across 
various platforms, doubled down on Instagram, given the 
over-indexing between their target demo and site usage. 
Next, they layered on influencer partnerships and targeting 
to make videos that clearly communicated the value and 
longevity of their boots, and word spread like wildfire. 

Chipotle — After a huge loss in market share with millennials 
due to a well-publicized E. Coli outbreak in late 2015, 
the brand has a renewed focus on leveraging video and 
advertising to reach the next generation of marketplace 
spenders — Gen Z. 

Chipotle, knowing they needed to change the narrative 
with Gen Z, took to TikTok and has had a number of viral 
challenges and trends dating back to 2019. Wisely, about 
1 out of every 10 posts from their corporate account 
highlights some behind-the-scenes footage of employees 
hand-preparing fresh food and vegetables. 

In closing, we all know that video is important and far more 
engaging than static social media posts and blogs; however, 
that doesn’t mean you need a Fortune 500 budget to 
capitalize on the consumer trends. Many SMBs are focusing 
on the points we covered above to engage new consumers 
or clients quickly, tell a compelling story, and introduce them 
to their brand.
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https://www.masterclass.com/
https://www.youtube.com/watch?v=ELyMs-kiwtA
https://www.youtube.com/watch?v=6QiElTydVQ8
https://www.youtube.com/watch?v=7egL8J8VVeA
https://thursdayboots.com/
https://doubleverify.com/newsroom/global-online-content-consumption-doubles-in-2020-research-shows/
https://www.tiktok.com/@chipotle
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For decades, businesses have found 
success in micro-segmentation. With the 
evolution of technology including social 
media, we can use tactics heretofore 
unheard of to track and target even the 
most niche audience. How? Let’s dig in.

Targeted advertisements seem like a 
no-brainer. Utilizing user information 
to reach only those people who 
might actually be interested in your 
product or service makes sense from 
a business perspective, and the user’s 
perspective. And yet, 76% of marketers 
fail to use behavioral data to target their 
marketing to specific audiences (Grenis 
Media). If you’re looking to leap ahead 
of the pack in 2021, we suggest leaning 
on the built-in targeting support offered 
by tools available right now. Let’s look 
at your options.
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Social Media Advertising

There are multiple social media platforms to pick from, and nearly all 
of them offer some type of advertising for businesses. Here are some 
quick tips on how to pick your channel, and some great ways to find new 
clientele in using each one.

Facebook and Instagram Ads
Facebook continues to be one of the widest-reaching 
platforms around, with 81% of American adults on the 
platform as of June 30, 2020 (techjury). Some pros of 
using Facebook include:
•   You can target people based on their interests (“Liked”  
     pages, “Followed” celebrities, etc.).
•   You can very accurately target ads based on age, 
     location, gender, and other basic demographics.
•   The cost-per-click is comparatively low in Facebook ads 
     (averages about $1.50). 

LinkedIn Ads
For business-to-business (B2B) companies, LinkedIn 
tends to be the obvious choice. Here’s a quick summary of 
LinkedIn ad benefits:
•   Highly specialized targeting based on demographics,  
     experience, industry, and companies.
•    More engaged customer base; people like, comment, 

and share more often on quality posts in LinkedIn if the 
post is something that can be learned from.

Twitter Ads
Twitter is a wildcard. User demographics tend to be all over 
the board, meaning you can access those niche interest 
groups you’ve been looking for:
•    Twitter offers the option to target based on cell phone 

make, model, carrier, and operating system — which, 
if you’re a tech-based company, might be the most 
important data you could use.

•    With Twitter, you can target based on keywords or 
hashtags users have typed in previous tweets. This is a 
great way to target those who talk about your competitors.

•    Twitter also boasts a low cost-per-click of about $1 and 
a low cost-per-lead at about $15. This is likely due to the 
fact that targeting is a little less cut-and-dry than their 
competitors.
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https://www.grenismedia.com/blog/45-digital-and-targeted-advertising-statistics/
https://www.grenismedia.com/blog/45-digital-and-targeted-advertising-statistics/
https://techjury.net/blog/how-many-americans-use-facebook/#gref


Google Suite of Advertising

It’s time to take a look at the platform that essentially built the way 
we advertise today — and, really, the way we use the internet today. 
We’re talking about Google.

Google Search Ads
Every time you use Google to answer a question or look for a 
product or service, you’re taken to the Google Search Engine 
Results Page (SERP). On that page, you’ve probably noticed 
that the top few options all say “ad” on them. That’s because, 
rather than optimizing their website to show up organically 
for the keyword you typed in, these companies bid on that 
keyword to show up on the top of the page. Here are the 
benefits of this option:
•    Search ads tend to produce more conversions than any 

other online ad choice. Why? Because you’re providing the 
product or service that potential customers are literally 
searching for. 

•    Want to narrow your segment? Target “long-tail keywords,” 
which are keywords that tend to be a little cheaper and are 
also more specific.

YouTube Ads
If you haven’t already started using video for your 
business, you should. DIY and explainer videos reign 
supreme on YouTube. But here’s where experience in 
the traditional television ad space comes in handy: with 
YouTube ads, you can create commercials that appear 
in what’s called the “pre-roll” (the five seconds all users 
have to sit through before they’re taken to the video they 
selected). Here are some benefits:
•  You don’t pay for the ad time before the five second 
    mark. Once someone hangs on longer than 
    five seconds, you owe Google (so if your video is 
    unsuccessful, you won’t lose much investment on it).
•  You can target people based on the videos they’re 
    watching. If someone is watching a lot of car repair 
    videos, you might want to introduce them to your local 
    mechanic with a pre-roll ad.

Knowing the type of person 
that uses your product is all it 
takes to get started with these 
solutions. If you’re interested in 
targeting your micro-segment 
to get just the right person, 
evaluate which social media 
channels your audience is 
on and what answers they’re 
searching for on Google, and

GET 
ADVERTISING.
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Sparxoo’s CEO, David Capece, identifies the 
post-coronavirus statistics that are here to 
stay in 2021.
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While on the surface, COVID-19 forced us into lockdown 
and staying-in-place, beneath the surface, many businesses 
were racing in new directions and transforming businesses. 
Indeed, 86% of small businesses said they developed a new 
product because of the pandemic (Small Business Trends). 
Take it from Jeff Bezos, and incorporate a healthy amount of 
wandering and discovery into your digital initiatives:
 
“Sometimes (often actually) in business, you do know 
where you’re going, and when you do, you can be efficient. 
Put in place a plan and execute. In contrast, wandering 
in business is not efficient ... but it’s also not random. It’s 
guided — by hunch, gut, intuition, curiosity, and powered by 
a deep conviction that the prize for customers is big enough 
that it’s worth being a little messy and tangential to find 
our way there. Wandering is an essential counterbalance 
to efficiency. You need to employ both. The outsized 
discoveries — the “non-linear” ones — are highly likely to 
require wandering.” - Jeff Bezos, Amazon CEO

New products can take many forms, but one that is 
emerging as a popular digital front-runner is an app. With 
the expansion of real estate on phones’ home screens, 
consumers have fewer limits on the amount of apps they 
can download and access. 80% of users say they actively 
interact with retail apps they’ve downloaded on their phones, 
which is a high level of engagement that can lead to direct 
sales (PR Newswire).

If you’re no longer comfortable doing the same old thing, 
that might be a good thing. 79% of companies say that 

In Q1 2020, COVID-19 ushered in a new era of disruption. It started with 
disrupting how we work and where we work. And through that disruption 
there has been a tidal wave of change. Just because the calendar turns to 
2021 doesn’t mean that disruption is over, it’s just different.

COVID-19 increased the budget for digital transformation 
(SuperOffice). At the forefront, Machine Learning and AI 
are coming into view as marketing and sales prioritize AI 
and machine learning higher than any other department in 
enterprises today (40% of marketing and sales teams).

Machine Learning: Nearly 75% of managers and executives 
believe their organization’s current goals would be better 
achieved with greater investment in machine learning and 
automation (Think With Google).

Artificial Intelligence (AI): AI will result in 6.2 billion hours of 
worker productivity globally in 2021 (AI Multiple).
 
Looking to move ahead amidst digital disruption? One of the 
job roles trending upward coming into 2020 was the Product 
Manager Role, growing by 29% in 2019 (Product School). 
COVID-19 has accelerated digital adoption by as much as 5 
years (McKinsey Digital). As firms transition to a digital world, 
they will require Product Managers to help them navigate 
this change.  
 
Companies that have embraced digital transformation 
are 26% more profitable than their peers. Feeling like you 
are behind? It’s not too late as 47% of companies haven’t 
started their digital transformation yet (SuperOffice). You can 
create a master plan, prioritize a few key areas, or just move 
forward with digital wandering. Whatever your approach, 
know that digital disruption is in play in 2021, so ramp up 
your investments and get moving.
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https://smallbiztrends.com/2020/09/quickbooks-remote-work-survey.html
https://www.superoffice.com/blog/digital-transformation/
https://research.aimultiple.com/ai-stats/
https://www.thinkwithgoogle.com/future-of-marketing/emerging-technology/machine-learning-and-automation-statistics/
https://research.aimultiple.com/ai-stats/
https://productschool.com/blog/product-management-2/product-management-2020/
https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/the-covid-19-recovery-will-be-digital-a-plan-for-the-first-90-days
https://www.superoffice.com/blog/digital-transformation/
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OF SMALL BUSINESSES 
SAID THEY DEVELOPED A 
NEW PRODUCT BECAUSE OF 
THE PANDEMIC.
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https://smallbiztrends.com/2020/09/quickbooks-remote-work-survey.html


Digital 
disruption  
is in play 
in 2021—

TREND NO. 08

David Capece
CEO, Sparxoo
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Whatever you thought your budget would 
look like in 2020, we’ll put our money on that 
budget changing dramatically by March. 
Here’s what we think you’ll need to do to 
prepare your plans for 2021.
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In the face of a more dynamically changing environment, 
streamline your budgeting and planning processes for a 
more nimble and efficient approach. Start by getting your 
marketing team aligned around sales goals. Then identify 
your key marketing activities and priorities and ensure your 
focus of resources on the highest-performing channels. Ask, 
“What are the key business drivers of recovery in 2021?” 
and, “What are the key marketing jobs that must be done?”

As you review businesses, plans, and planning cycles from 
top to bottom, also consider new budgeting approaches. 
For example, you can give zero-based budgeting a try as 
you evaluate scenarios — from what levels of spending are 
truly required to keep the lights on, to what’s required for 
aggressive growth. During zero-based budgeting, be sure 
to ask, “What long-term marketing activities can’t be 
sacrificed in the short-term?” so you don’t toss out all 
long-term initiatives.

Historically during budgeting, many teams set aside funds 
for testing, experimentation, innovation, or other “nice-to-
have” initiatives. This year, CFOs are giving guidance to 
include a centrally controlled pool of funds (approximately 
10 to 15%) to be used in certain scenarios as business goals 
are achieved. Ask, “What do you wish you could include in 
your 2021 plan?” When the funds become available, you can 
use new approaches to distribute these funds, including 
team presentations to vy for the extra funds.

If you’re like most leaders, the budget you set coming into 2020 became 
obsolete within 90 days. Yes, all that time prepping and planning was for 
naught in the face of COVID-19. That doesn’t mean you should abandon 
budgeting, it just means you need a new approach.

If it is financially feasible, a true emergency fund can save 
the life of your business. Statistics have shown that 90% 
of businesses that do not reopen within five days of a 
disaster will fail within a year (FEMA). This is a frightening 
metric, but really underlines the importance of savings and a 
contingency plan.

When you have flexible funds during a crisis, this also 
allows your business to invest in marketing where other 
businesses have to cut their advertising costs. This allows 
your dollars to go further, as you take a larger share of the 
voice in your field. 

In 2020, speed to market has been a game changer, and 
2021 will be no different. Breaking the annual plan down into 
quarterly marketing roadmaps increases flexibility and an 
agile approach. Similarly, if you have large initiatives, break 
them down into monthly and quarterly investments. Get your 
KPIs and scorecard set up for monthly and quarterly review, 
and then schedule those reviews. Then, bring those metrics 
into rolling forecasts that are closer to real-time.
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https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/memo-to-the-cfo-a-new-approach-to-2021-budgeting-starts-now
https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/memo-to-the-cfo-a-new-approach-to-2021-budgeting-starts-now
https://www.fema.gov/media-library-data/1441212988001-1aa7fa978c5f999ed088dcaa815cb8cd/3a_BusinessInfographic-1.pdf
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Selling is hard. Selling a product or service 
over a video call is even harder. Think about 
the bigger purchase decisions in your life, 
whether that’s a vehicle, a house, or an 
expensive piece of furniture. Now imagine 
having to purchase it without physically 
being there, and instead only seeing it 
online. That is exactly what most companies 
are facing in 2021. In-person meetings 
have been greatly reduced, if not altogether 
canceled, and anyone in sales is looking for 
ways to connect with prospects online.
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1.

Virtual coffee meetings save time and drive lead volume. 

2.

Utilize the video camera to build trust and read body language. 

While building rapport with sales prospects may sometimes take multiple meetings, many sales leaders 
are finding success in connecting with qualified leads on LinkedIn and being totally transparent as to why a 
15-minute virtual chat could be mutually beneficial. 

Given the fact that most industry conferences and sales summits have been put on hold for the foreseeable 
future, we’re seeing that people are much more receptive to a quick virtual introduction over video. 

From an efficiency standpoint, traditional in-person intro meetings often required a 20-30 minute drive to the 
coffee shop, 30-60 minutes to have the meeting, and another 20-30 minutes back to the office for a total time 
investment of anywhere from an hour to two and a half hours. 

In the virtual environment, we’ve seen successful salespeople hold up to 12-14 meetings per day, introducing 
themselves and doing the initial sales qualifying, knowing that the other person is doing the same. 

In-person meetings are great because they allow you to read the room and the body language of your potential 
buyer or buyers. This can still be done in the virtual environment, but you need to encourage the use of the 
video camera at all times. 

Personally, we like to provide prospective clients with a heads’ up during our outreach that informs them who 
will be on the call, and that this will be a video chat. 

Once on the video call, showing that you are actively listening by smiling, nodding your head, and repeating 
back what you are hearing is critical in building that rapport and trust with your prospect. Just as you can tell 
when someone is “leaning in” to a conversation at a conference room table, you can tell on a video chat when 
you have someone’s attention and if they are genuinely interested. 



3.

Engage with prospective clients or buyers where they are digitally.

Research since the COVID-19 pandemic shows that time 
spent consuming digital content has nearly doubled to over 
6 hours per day compared to pre-pandemic norms — take 
advantage of that!

Finding your prospective clients and buyers on social media 
and following their likes and interests is a great way to build 
a relationship, when done tactfully. If you feel following them 
with your personal account is a little too far, too fast, try 
using your company’s account and following your prospect, 
or start with following their company. It can’t be understated 
that behind a company’s corporate posting on social media 
is someone (maybe a junior team member, but a team 
member nonetheless) that is excited to report up to their 
leadership that another company has really started engaging 
with them via social media.  

Another way companies are finding success closing 
deals digitally is by reinvesting budgets that were 
originally allocated for travel and in-person meetings 
into digital marketing. A fraction of typical travel budgets 
can go a very long way in reaching niche audiences on 
Facebook, LinkedIn and Instagram, while also allowing 
you to retarget prospects who have visited your site 
previously but didn’t convert. 

More than anything, personalizing your outreach will go a 
long way. Human beings are hungry for connection right 
now, perhaps more than ever before, so being human with 
your prospects is a great way to make an impact.

HUMAN 
BEINGS 
ARE HUNGRY 
FOR 
CONNECTION 
RIGHT NOW
perhaps more than ever before, 
so being human with 
your prospects is a great way 
to make an impact.
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As a brand in today’s 
oversaturated and 
over-stimulated 
digital ecosphere,

Rob Kane
President, Sparxoo
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FIGHT FOR THE THINGS 
THAT YOU CARE ABOUT, 
BUT DO IT IN A WAY 
THAT WILL LEAD OTHERS 
TO JOIN YOU.
Visit sparxoo.com 
to drop us a line.
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https://sparxoo.com/
https://sparxoo.com/
http://sparxoostudios.com/
https://croow.com/

