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INTRODUCTION

Public Relations (PR) has transformed significantly within the B2B landscape, shifting from a traditional marketing tactic into an essential tool that fuels
business growth and Go-To-Market (GTM) success.

Thisreport, produced collaboratively by Convey Communications and Demand Metric, explores the current state of B2B PR. It highlights significant
variations in PR strategies and effectiveness, particularly when comparing organizations based on their revenue growth performance.

The analysis categorizes organizations into three segments based on their revenue growth in the last fiscal year:

o Growth leaders: Organizations experiencing significant revenue growth between 26% and 50% or more.
e Mid-Tier performers: Organizations reporting moderate growth between 11% and 25%.
o Growth laggards: Organizations with limited to no growth, defined as revenue increases ranging from 0% to 10% or negative growth.

By closely examining the growth leaders and growth laggards segments, the report identifies PR best practices and strategic approaches that distinguish
high-performing organizations. Drawing on insights from more than 300 B2B marketing leaders, this analysis offers strategies to leverage PR effectively,
thereby enhancing revenue growth, competitive positioning, and sustained market advantage, especially within the software and technology sectors.
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KEY INSIGHTS

| J/ ¢ Integrated PRFuels P
Revenue Growth

Growth leaders are 2X more likely than growth laggards to report that
\ their PR teamiis fully integrated with marketing and sales teams.

100% of tech marketers who took the survey believe there is a benefit
to PR being more integrated with sales and marketing, underscoring its
strategic value in highly competitive tech markets.

Evolution from Traditional
to Strategic PR

Brand and reputation management (61%),
media relations (44%), and thought
leadership (41%) rank as the most effective
tactics across the board, reinforcing the
strategic importance of thought leadership
as afoundational PR element.

l l

PR as a Strategic Imperative ROI Challenges Persist
90% of B2B marketers now classify PR as either “important” or While 68% of marketers successfully attribute PR
“critical” to their GTM strategies. efforts directly to revenue outcomes, nearly half

continue to face difficulties clearly defining and

This significant shift reflects a fundamental change from viewing communicating PR’s ROI.
PR merely as a supportive tactic to recognizing its strategic role in
achieving core business objectives.

COM% ‘ P DEMAND METRIC
COMMUNICATIONS,

The State of B2B Public Relations | 4



The State of Traditional PR

To better understand which tactics truly drive outcomes, this study
asked marketers to identify the most effective PR strategies in use
within their organizations.

The data clearly highlights the tactics considered most impactful:

« Brand and reputation management emerged as the most effective
tactic, selected by 61% of respondents

« Mediarelations remains highly valued, cited by 44%

« Thoughtleadership was identified by 41% as an effective approach
for establishing industry authority (Figure 1).

COMMUMNICATIONS
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Figure 1

What do you believe are the most effective PR tactics in use at your

organization?

61%

Brand and Reputation
Management

40%
27%
26%
22%
15%

9%

TOP CHOICE SECOND CHOICE THIRD CHOICE

44% 4%

Media Relations

Thought Leadership

Content support

Event support

Crisis Support/Communications

Partnerships/Sponsorship

Analyst Relations

Podcast Management
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The State of Traditional PR RaSieE

Which of the following initiatives do you include in your PR program?

The modern definition of PR is broad and multifaceted, encompassing
a variety of strategic initiatives, and this study found that the majority 69% Media Relations
of organizations incorporate multiple elements into their PR programs

(Figure 2). 68% Brand and Reputation Management
Leading activities include media relations (69%), brand and reputation 579 Content support

management (68%), content support (57%), and thought leadership

(56%)- 56% Thought Leadership

Other significant initiatives include event support (50%), partnerships/ 50% Event support

sponsorship (48%), analyst relations (37%), and crisis support/

communications (34%). 48% Partnerships/Sponsorship

This diversity underscores the expansive role PR now plays in driving 37% Analyst Relations
business outcomes.

34% Crisis Support/Communications

Software and tech marketers specifically leverage PR for thought
leadership, content creation (76% respectively), and brand

20% Podcast Management

management (74%), recognizing the competitive necessity of
authoritative market presence.
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The State of Traditional PR

Traditional views of PR limited its role primarily to mediarelations.

Today, PR serves as a crucial component within the broader strategic
marketing mix, shaping brand narratives, generating demand, and
supporting sales enablement.

This survey reveals that the primary objectives of marketers’ PR
strategies reflect this expanded scope (Figure 3).

e 70% of marketers identify brand reputation management as atop
priority, emphasizing its role in influencing market perceptions and
building trust.

* 58% highlight PR’s effectiveness in driving demand and lead
generation, directly impacting marketing pipeline performance.

* 46% leverage PR to support sales enablement and GTM strategies,
underscoring its integral role in aligning marketing efforts with
broader business objectives.

‘ P) DEMAND METRIC
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Figure 3

In addition to brand awareness and media relations, what are the
primary objectives of your PR strategy?

70% 58% 46%

Manage and/or build Drive demand and Support sales enablement
reputation lead generation and GTM strategies

Build trust with stakeholders,
including investors and partners

38%

36% Strengthen thought leadership

Strengtheninternal communications

25%
and employee engagement

Crisis communications and

15% .
reputation management

Facilitate community engagement
and corporate social responsibility
(CSR) efforts

A
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The State of Traditional PR FeLios

What are your biggest challenges leveraging PR to meet your

business goals?
This study also explored the specific challenges marketers

face in effectively leveraging PR to achieve their business goals.
Understanding these challengesis vital, as strategic PR initiatives must

, . 52% Limited budgets/resources
directly address and overcome such hurdles to deliver results.

48% Difficulty measuring ROI
Among the most prominent challenges identified were limited budgets

and constrained resources, affecting 52% of respondents. Difficulty
measuring ROl was cited by 48% of marketers, and 36% report they
struggle with tying PR efforts directly to sales outcomes (Figure 4).

Inability to tie PR efforts to sales

36%
outcomes

Limited bandwidth to manage PR

32% "
opportunities

Lack of alignment with business
objectives

Strategic PR partnerships can address these issues head-on,
offering deep industry expertise, precise ROl measurement

29%

capabilities, and strategic alignment with core business objectives
to overcome these common challenges effectively.

Insufficient industry expertise from

(0)
20 PR teams
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The State of Traditional PR

The concept of traditional PR typically centers around media
relations and reactive communication strategies, focusing
primarily on publicity rather than measurable business outcomes.

This study sought to understand marketers’ biggest frustrations
with these traditional PR approaches. Respondents highlighted
an inadequate understanding of industry-specific challenges
(30%) and alack of measurable results (28%) as their primary
frustrations (Figure 5). Additionally, limited focus on offerings
beyond mediarelations was cited by 24%, reflecting the restrictive
nature of traditional PR strategies.

‘ P) DEMAND METRIC
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Poor communication

Figure 5

What has been your biggest frustration with traditional PR firms?

3%
Other

24% 28%
Limited focuson Lack of measurable
offerings beyond results

media relations

15%

and responsiveness
i 30%

Inadequate understanding

of industry-specific

challenges
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- - Figure 6
Metrics Worth Measuring o

How do you measure the success of your PR initiatives?

The wide variety of metrics reflects marketers’ ongoing efforts to align PR 549 Social media engagement
more closely with measurable business outcomes. - Website traffic attributed
° to PR efforts

Lead generation or conversions

45% influenced by PR campaigns

While there isn't a universal measurement approach, signs of an

outdated media-first model in today’s B2B landscape include 0 Share of voice and brand awareness

blaming agencies for insufficient insights and an inability to link
PR efforts to business outcomes.

40% Media Coverage

Event participation or speaking
opportunities secured through PR

37%
A strategic PR program addresses this by starting with the outcomes that 33% g&%’vrt:eiprizrsand searchvolume or
matter most to the brand and then building customized metrics to track
progress. Ideally, this measurement framework is co-created with the client,
ensuring every data point supports broader business goals.

28% Direct revenue attributed to PR
initiatives

26% Customer or client testimonials
referencing PR-driven activities

2 Thought leadership recognition

7 Number of inbound media inquiries
0 or journalist requests

Awards and accolades won for the

19% i

company or leadership team

Internal stakeholder feedback on PR

17%
performance

I M
SH2
o)
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Solving the Measurement Problem

Growth leaders are far more likely than laggards to track “Business
Impact Metrics” such as leads, revenue from PR, and conversion rates
(68% vs. 48%). They also place greater emphasis on “Media Metrics”
(71% vs. 51%), strategically using external channels to amplify their
brand reach. While laggards tend to focus more narrowly on “Digital
Metrics” (73%), primarily web and social engagement, growth

leaders adopt a more balanced approach, integrating digital, media,
reputation, and internal collaboration metrics.

This balanced and strategic approach highlights how growth
leaders effectively utilize PR as a key driver of measurable
business outcomes, distinguishing them from their less
growth-oriented peers.
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Figure7

What types of metrics does your PR team report on regularly?

Media Metrics: Digital Metrics:
Placements or mentions, share Website traffic, social media
of voice, reach/impressions, engagement, brand search volume/
sentiment analysis. SEOQO rankings,

click-through rates on content.

51% 61% 71% 73% 62% 64%

‘ P) DEMAND METRIC

COMMUMNICATIONS

Reputation Metrics:
Brand sentiment tracking, awards
and recognitions, speaking
engagements, and published
thought leadership content.

44% 62% 54%

Business Impact Metrics:

Leads or inquiries generated,
revenue attributed to PR,
conversion rates of
PR-driven traffic.

48% 54% 68%

‘ Growth laggards

Internal Collaboration:
Alignment with OKRs, sales or
leadership feedback on PR impact.

16% 23% 29%

Neutral Growth leaders
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Metrics Worth Measuring

Growth leaders clearly distinguish themselves through their ability
to connect PRinitiatives directly to revenue and measurable
business outcomes.

A notable 82% of growth leaders have successfully tied PR
efforts to tangible revenue results, compared to only 60% of
growth laggards (Figure 8).

This disparity underscores a critical differentiator: Growth
leaders strategically leverage PR not just for awareness, but as a
direct driver of business impact and revenue growth.

‘ P) DEMAND METRIC
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Figure 8

Have you been able to formally or informally tie PR initiatives to revenue

or business outcomes directly?

60% 72% 82% 40% 28% 18%

. Growth laggards Neutral Growth leaders
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- - - Figure 9
The Importance of Aligning PR with Sales + Marketing ?
Would you see a benefit to PR being more integrated with sales and

marketing?
The strategic alignment of PR with sales and marketing functions significantly enhances

an organization’s agility and overall effectiveness. Recognizing this critical integration, our
study specifically explored marketers’ perspectives on the value of more closely integrating 10% No 90% Yes
PR within their GTM strategies.

An overwhelming 90% of respondents affirmed the substantial benefit of stronger
integration between PR, sales, and marketing, clearly indicating widespread
recognition of PR’s expanded role as a critical driver of business outcomes (Figure 9).

This near-unanimous acknowledgment highlights the shift from PR as an isolated tactic

to a strategically aligned element central to achieving business objectives. Organizations
increasingly understand that aligning PR closely with sales and marketing not only amplifies
brand narratives but directly impacts lead generation, sales enablement, and overall
revenue growth.

Growth leaders are more likely to have a central role in aligning PR with
marketing and sales than laggards.

Software companies universally see this integration as foundational
to their market effectiveness, validating the competitive advantage of
strategic PR alignment.

‘ Ly % ‘ P DEMAND METRIC The State of B2B Public Relations | 14
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The Importance of Aligning PR with Sales + Marketing
=

The extent of collaboration between PR, sales, and marketing teams -
further underscores the significant differences between growth leaders
and growth laggards.

Among growth leaders, an impressive 50% report their PR teams are
fully integrated with sales and marketing, compared to only 17% of
growth laggards (Figure 10). Additionally, none of the growth leaders
reported complete isolation of PR from these critical functions, while a
small portion (4%) of growth laggards indicated no integration at all.

This stark contrast highlights how growth leaders strategically prioritize
collaboration and alignment across these teams, leveraging PR as an
essential component of a unified Go-To-Market strategy. Conversely,
growth laggards’ limited integration signifies missed opportunities

for synergy, efficiency, and impact, reinforcing the importance of fully
integrating PR into broader organizational strategies.

COM% ‘ P DEMAND METRIC
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Figure 10

To what extent does your PR team collaborate with sales and marketing teams?

Not at all A little Somewhat Fully Integrated

. 5 *

® *

4% 4% 0% 37% 23% 29% 42% 49% 21% 17% 24% 50%

‘ Growth laggards Neutral ‘ Growth leaders
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The Importance of Aligning PR with Sales + Marketing

Alignment with the overall GTM strategy further emphasizes the
strategic differentiation between growth leaders and growth laggards.
More than half (54%) of growth leaders report their PR teams or
agencies are fully integrated with their GTM strategy, compared to just
27% of growth laggards (Figure 11). Additionally, none of the growth
leaders reported PR operating independently from GTM efforts,
underscoring their strategic commitment to full alignment.

In contrast, nearly three-quarters (73%) of growth laggards describe
their PR alignment as somewhat inconsistent, with only occasional
involvement in GTM strategies, operating independently, or not part of
GTM efforts at all. This partial alignment significantly limits their ability to
leverage PR as a strategic tool for driving market success. ;.
These findings reinforce that consistent and complete integration of PR
within GTM initiatives is a hallmark of high-performing organizations.

CDMMUM% ‘ P DEMAND METRIC The State of B2B Public Relations | 17
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Figure 11

How well does your PR team or agency align with your GTM strategy?

Fully Integrated Somewhat aligned but not
consistently involved

o _

I
’/

27% 31% 54% 63% 55% 43%

‘ P) DEMAND METRIC
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Operates independently Not considered part
of the GTM strategy of GTM efforts

o oo O

6% 12% 0% 4% 2% 3%

‘ Growth laggards Neutral ‘ Growth leaders
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The Importance of Aligning PR with Sales + Marketing

Growth leaders distinctly prioritize PR'’s involvement in critical
strategic areas of their GTM approach, particularly in creating the
overall strategy and managing stakeholder or investor relations.

Notably, 59% of growth leaders actively engage PR in the initial
strategy creation, nearly double the rate of growth laggards
(31%). Similarly, almost half (48%) of growth leaders rely on PR to
manage stakeholder or investor relations, significantly outpacing
growth laggards, where only 23% leverage PR for these critical
relationships (Figure 12).

These differences highlight growth leaders’ strategic mindset,

utilizing PR beyond conventional functions like brand awareness
and lead generation. By involving PR deeply in strategy formulation P~ -
and stakeholder communications, growth leaders strengthen \
their organizational alignment, enhance investor confidence, and
ultimately achieve better performance.

,
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Figure 12

Which areas of your GTM strategy does PR contribute to the most?

Brand awareness Creating Sales enablement and Stakeholder or Social Media Lead generation or Thought leadership and
and reputation building the strategy objection handling investor relations demand creation content marketing

‘ Growth laggards Neutral ' Growth leaders
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Selecting PR Partners

Selecting the right strategic PR partner is essential for maximizing
outcomes and driving tangible business impacts. Recognizing this
importance, our study asked marketers about the top characteristics
they consider most critical when choosing a PR partner.

Top priorities include the ability to align strategy with overall business
goals (59%), measurable results (52%), deep industry expertise
(49%), strong media relations (49%), and core industry relationships
(48%), emphasizing PR’s strategic evolution (Figure 13).

More than 4/5 of tech marketers believe that finding a PR partner
specializing in the B2B tech space isimportant. Compared to the full
sample, software marketers recognize the importance of deep industry
expertise and having a partner who fully understands unique market
dynamics (64%).

These insights highlight the shift toward strategic PR partnerships that
offer tailored approaches, industry-specific expertise, and measurable
results, all closely aligned with overarching business goals.

COM% ‘ P DEMAND METRIC
COMMUNICATIONS,

Figure 13

What characteristics are most important to you when selecting a
PR partner?

959% 52% 49%

Ability tounderstand and Ability to measure Deep industry expertise
align strategy to overall and report results -AND -
business goals

Strong mediarelations

Core industry relationships

Flexibility and tailored services

The State of B2B Public Relations | 21




Figure 14

Selecting PR Partners

To enhance PR’s role in supporting B2B organizations and their
goals, marketers identified several critical areas for improvement.
The top priority, cited by 62% of marketers, is achieving deeper 62%
integration of PR with marketing and sales teams. Close alignment
can help to ensure consistent messaging, maximizes impact, and
directly connects PR outcomes to revenue growth.

What focus areas do you think PR teams need to better support
B2B organizations and their PR goals?

Deeper integration with
marketing and sales teams

Greater focus on measurable
outcomes

50%

Stronger emphasis on digital

48% ; .
and social media strategy

Half of this study’s participants stress the importance of a
greater focus on measurable outcomes, highlighting a clear
Thought leadership development
as acore service

demand for accountability and evidence-based strategies that
tie directly to business results.

45%

Enhanced industry-specific

36% .
expertise

Additionally, 48% advocate for a stronger emphasis on digital and
social media strategy, recognizing the importance of adapting
PR approaches to the growing digital landscape (Figure 14).

Other significant focus areas include thought leadership
development (45%) as a core PR service, reinforcing PR'’s critical
role in establishing industry authority, and enhanced industry-
specific expertise (36%), ensuring PR initiatives are tailored and
effective within specific market contexts.
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Selecting PR Partners

When examining the nature of PR partnerships, a clear distinction
emerges between growth leaders and growth laggards. A
substantial majority (64%) of growth leaders report having worked
with a PR agency they consider a strategic partner rather than
merely a vendor. This contrasts notably with growth laggards,
where only 48% have experienced such strategic collaboration
(Figure 15).

This significant gap underscores that growth leaders more

often select and nurture PR partnerships that provide strategic
alignment, deep industry insights, and measurable outcomes.
These strategic relationships enable growth leaders to maximize
PR’s potential, positioning it as a critical driver of sustainable
revenue growth and competitive advantage.

COM% ‘ P) DEMAND METRIC
COMMUNICATIONS

Figure 15

Have you worked with a PR agency you would describe as a strategic
partner rather than a vendor?

SEETEND IS

o o

48% 61% 64% 52% 39% 36%

‘ Growth laggards Neutral Growth leaders
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Selecting PR Partners

The distinction between traditional PR vendors and modern,
strategic PR partners s clear when considering why
organizations classify certain agencies as strategic partners.
Growth leaders particularly value regular collaboration and
alignment with internal teams, and an agency’s ability

to deliver measurable results (both at 72%). Additionally, a deep
understanding of their business and industry (67%), proactive
problem-solving (61%), and tailored services (56%)
differentiate strategic partnerships for these successful
organizations (Figure 16).

In contrast, growth laggards also value business understanding
and internal alignment (both at 63%), but place slightly less
emphasis on measurable results (50%) and flexibility (35%).
These differences illustrate the evolution from traditional PR,
which is more transactional and media-centric, to modern PR,
characterized by strategic alignment, proactive collaboration,
and measurable business impact.

The data underscores the competitive advantage of selecting
strategic partners that align closely with business objectives and
consistently deliver meaningful outcomes.
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Figure 16

Why did you consider that agency a strategic partner rather than a vendor?

Deep understanding of our Regular collaboration Proactive in identifying and Ability to deliver Flexibility and tailored
business and industry and alignment with solving challenges measurable results services
internal teams

o 0—/‘

'\—_‘

63% 56% 67% 63% 56% 72% 60% 52% 61% 50% 56% 72% 35% 34% 56%

. Growth laggards Neutral . Growth leaders
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ANACTIONPLANFORTHE FUTURE

S i

Foster Deep PR Commit to Strategic Enhance Measurement
Integration: Partnerships: and Attribution:

Actively embed PR within Choose PR agencies carefully, Adopt advanced measurement
your organization’s marketing, prioritizing those demonstrating frameworks that attribute PR
sales, and product teams. This strategic insights, deep activities to leads, revenue

integration ensures cohesive market understanding, proven growth, and enhanced brand
strategy execution, optimized measurement frameworks, visibility. Focus on KPls that align
resource allocation, and and alignment with your core directly with strategic business
maximum impact on market business objectives. goals.
outcomes.




ANACTIONPLANFORTHE FUTURE

()

Elevate Thought
Leadership:

Allocate dedicated resources
to creating and strategically
disseminating thought leadership
content. This content should
build brand credibility, engage key
audience segments, and solidify
market positioning, particularly
within competitive tech sectors.

>

Leverage Dataand
Analytics:

Utilize comprehensive data-
driven insights to refine PR
strategies continuously. Data
analytics should inform content
development, audience targeting,
and performance measurement,
ensuring maximum effectiveness
and responsiveness.

©

Optimize Resource
Allocation:

Strategically invest in
PR initiatives that offer
demonstrable business
outcomes, focusing particularly
on overcoming resource
constraints through targeted,
high-impact activities.




CONCLUSION

The strategic evolution of PR represents a significant opportunity for B2B
organizations to differentiate, grow, and excel in competitive markets.
CMOs must now proactively harness the transformative power of PR by
investing strategically, integrating comprehensively, measuring precisely,
and partnering wisely.

By doing so, organizations can achieve significant market leadership,
enhanced brand credibility, accelerated revenue growth, and sustained
competitive advantage. PR is no longer just an option but an essential
strategic asset for the modern CMO,




METHODOLOGY

The data underpinning this report was gathered through comprehensive surveys of more than 300 B2B marketing leaders and PR professionals across
diverse industries and company sizes. Special attention was given to software and technology sectors, ensuring highly actionable insights tailored to the
strategic needs of modern CMOs.

Which industry best describes your business? What is your role within the organization?
22% Software and technology 10% CEO or Founder
27% Professional services 13% CMO or VP of Marketing
21% Manufacturing 32% Sales Leadership (e.g., VP Sales, CRO)

0% Healthcare or life sciences 36% Director (Marketing, Sales, or Customer)

1 Financial services 9% Other

—
0
>

8% Other
What is your organization’s annual revenue?

What is your company’s primary business stage? 25% Less than $10 million

9% Startup (pre-revenue or early-stage funding) 21% $10-50 million

Growth stage (scaling revenue and operations) 27% $51-100 million

Mid-market (established with moderate revenue growth) 16% $101-500 million

Enterprise (large-scale operations and steady growth) 1% More than $500 million
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About

Convey Communications is a strategic communications firm that thrives
by using only senior level practitioners who are B2B-fluent and get the
complexities that go along with it. We understand technology inside and
out, and some may go so far as to say we're bordering on a little, well,
obsessed with tech (we don't think you'll mind).

We believe that in order to properly represent your company and
achieve the PR goals you desire, we must be entrenched in the culture
and workflow of your business. We'll deep dive into your buying
committee, your personas and even your sales process to better
understand who your ideal customer is, how we should reach them and
when and where they spend their time.

Learn More

COP‘I/\/% ‘ P DEMAND METRIC
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About

Demand Metric is the global research and advisory firm that helps
revenue teams build in-house capability and conquer their markets.

Insights™ by Demand Metric turns independent researchinto

revenue results. Trusted by Salesforce, Smartsheet, Marketo, and
hundreds more, our INSIGHTS™ program arms CMOs and CROs with
data, frameworks and on-demand analyst guidance so teams

operate smarter, win faster, and scale confidently.

Through strategic alliances with the AMA, ANA and AIPMM,
Demand Metric’s tools have become the industry standard.

Own the Conversation — and the Pipeline — in 90 Days.

Book a Call
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https://www.demandmetric.com/user/register#step=1
https://conveycommsagency.com/contact/
https://calendly.com/john-dm/15min?



