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Are you ready?
A practical guide
to scaling your
tech business in the
new world order
A marketing and PR guide for growth
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The road to
recovery is in sight.
There has never been a more 
critical time to ready your
business to leverage the 
opportunities ahead.

Is your business ready?

According to Tech Nation, the UK tech sector 
experienced record investment of nearly £5.7bn in 
the first few months of 2021, signalling a period of 
positive growth for the coming year.

How you communicate your brand to the world in 
the next 6-12 months will be vital in capturing this 
opportunity and driving success for your business.

But the challenge of engaging your audiences in the 
new world order is significant. 
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It’s time to prime your 
comms for the big 
comeback.

This guide will show
you how to get started.

Eulogy.co.uk
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It’s time to
ask yourself some 
tough questions
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Does your brand 
positioning resonate 

in a world that 
is reopening for 

business?

Are you ready to cut 
through the sea of 

noise?

Are you primed to 
nurture and convert 

an uplift in marketing 
qualified leads?

Do you need to up 
your game in front 

of investors?

So what next?

Upgrading and reshaping these vital elements of your marketing and comms doesn’t need to be as hard as it sounds.
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Your audiences
have changed.
Prepare for the long-game.
The legacy from Covid, coupled with the impact of Brexit, 
will continue to drive greater hesitancy around investment 
in new technology.

The world might be opening up again but buyers remain 
cautious. 

You need to work harder for attention, offer more value 
and lengthen your nurturing efforts.

According to a study of B2B buyers by eMarketer, a 
third said they would need more quality and accurate 
information about what they are buying, while 23 per cent 
noted they would need to have more confidence in the 
purchases they are making.  

“One big mistake often made in launching new 
technologies is assuming everyone is in the same 
trust state.”

Rachel Botsman, trust fellow at Oxford University’s Saïd 
Business School

• Do you have a firm handle on 
customer expectations in a 
post-pandemic world?

• Does your messaging resonate 
in the new world order?

• Do you really stand out from 
your competitors?

What does this mean 
for marketers?

Eulogy.co.uk

https://www.emarketer.com/content/how-b2b-buyer-behavior-has-changed-in-light-of-covid-19-and-what-b2b-marketers-and-sellers-can-do-now
https://www.raconteur.net/technology/how-to-build-trust-in-new-tech/
https://www.raconteur.net/technology/how-to-build-trust-in-new-tech/
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Does your 
brand 
positioning 
resonate in a 
world that is 
reopening for 
business?

#

/5
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Redefining your
brand positioning.
This probably sounds like an arduous endeavour. 
But there’s never been a better – and more important – 
time to reconsider how your business is perceived
by the world.

After years of backlash, the tech industry has truly found 
its place as the saviour of business continuity. It has 
provided the infrastructure and tools to keep us
moving forward.

According to a Harris study, 38% of consumers perceive 
the tech industry in a more positive light since the start 
of the pandemic.

Businesses are adapting to the 
fast pace of change. Make sure 
your brand keeps up.
The advantages of updating your
brand positioning.

• An opportunity to reset the way the world sees you 
in light of seismic economic and cultural shifts.

• A moment to re-engage with your customers and 
understand their evolving expectations.

• A way of empowering your employees and bringing 
them on the journey with you.

This is a golden opportunity to 
demonstrate your business’ 
purpose and value to the world. 

Don’t let it slip.

Eulogy.co.uk
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Be seen. Be heard. Be known.
It’s not as hard as it sounds.

Yours is not the only business wanting to gain 
traction after a year of stagnation. What do you 
need to do to stand out?

Simplicity and transparency are key, as customers 
demand clarity and truth now more than ever.

Humanity is essential. The pandemic has 
fundamentally changed people’s perceptions of the 
world. We’re all seeking a more human-led approach.

If your business doesn’t sound 
relevant to customers as we 
enter back into society,
it won’t get the attention
you want it to.

• Do you have a firm handle on customer 
expectations in a post-pandemic 
world?

• Does your messaging resonate in the 
new world order?

• Do you really stand out from your 
competitors?

• Interview your customers, different 
segments of your employees and 
investors, to get their honest opinion on 
the business and the landscape in which 
it’s operating.

• Analyse your competitors and how you 
compare against them.

• Seek diverse opinions on your business. 
Don’t assume the most senior people have 
the most valuable answers.

Tough questions to
ask yourself

Steps to get moving

“With the vaccine rollout underway – albiet at varying speeds across geographies – we can begin to 
look ahead to some level of normality. However, as the tech industry makes up for lost time and
adjusts to a very different world, 2021 will continue to offer plenty of opportunities and challenges for 
the sector.”

Luke Christou, Verdict Magazine

https://magazine.verdict.co.uk/verdict_magazine_feb21_issue_7/key_events_tech_2021


Tech Growth Guide 2021 Eulogy.co.uk

Are you
ready to
cut through 
the sea of 
noise?

/5

#

/5
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Casting the net wider.

With media consumption habits in flux, businesses 
are all vying for a smaller window of opportunity. 
As the economy reopens, a tsunami of content is 
set to hit our screens. Meanwhile, attention spans 
have minimised due to the distractions of a rapidly 
shifting world.

Building awareness
amidst the disruption.

You’re going to have to work 
harder to drive awareness of 
your product or service.

What will it take to get noticed?

In an increasingly sceptical world, 
where fake news reigns supreme 
and anxiety is running high, 
brands that are prepared to be 
honest, open and human will cut 
through the noise, gain trust and 
drive real engagement.

73 per cent are willing to 
pay more if a brand is being 
completely transparent, according 
to a study by Sprout Social.

Overall, people have watched 
more than four billion hours of 
“how to” videos over the past 12 
months, according to YouTube.

Meanwhile, podcast consumption 
is also on the rise. In a recent 
earnings release, Spotify 
revealed that podcast content 
consumption has doubled since 
the pandemic started.

In their new or altered settings, 
your audiences are engaging 
with different content in different 
ways—you’ll need to find the new 
sweet spot.

As the proliferation of content 
shows little sign of abating, taking 
a shotgun approach is ineffective 
and inefficient.

63 per cent of consumers will stop 
buying from brands that use poor 
personalisation tactics, according 
to Smart Insights.

From effectively targeting 
audiences through paid LinkedIn 
campaigns, to segmenting your 
audiences through your email 
marketing campaigns, better 
personalisation is becoming 
increasingly fundamental
when it comes to engaging
your audiences.

Honesty
& humanity

New formats Make it personal

https://sproutsocial.com/insights/data/social-media-transparency/
https://deadline.com/2021/02/spotify-podcast-consumption-doubled-q4-premium-subscribers-hit-155-million-1234686257/
https://www.smartinsights.com/ecommerce/web-personalisation/consumers-personalized-marketing-engagement/
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Time for change.
Marketing and comms will play a fundamental role
as the economy reboots. If you’re not seeing 
the results you want to see, now is the perfect 
opportunity for change.

Be brave. Be human.

Engage your customers. Test. 
Optimise.

• Is your content offering real value to your 
audiences?

• Are you testing new formats to see what 
engages your audiences?

• Are you optimising your content effectively 
for SEO?

• Test new formats such as video
   tutorials and podcasts and track    
   engagement levels.

• Test paid LinkedIn lead generation 
campaigns with new audiences and 
measure against previous

   lead generation activity.

• Re-engage your customers and put them 
at the heart of your communications.

Tough questions to
ask yourself

Steps to get moving

According to the latest CMO Survey, 72.2% of
marketers reported that the importance of marketing 
in their companies increased during the last year. 
With customer demands for digital experiences 
growing, marketing has been placed in a stronger 
position to deliver strategic growth. 

Office for National Statistics figures show that nearly 
20,000 tech start-ups launched in 2020. Despite the 
pandemic, the market has never been so crowded. 
Tech firms need to be on the front foot to ensure
they stand out from the crowd and be known
for what matters.  

https://cmosurvey.org/wp-content/uploads/2021/02/The_CMO_Survey-Highlights_and_Insights_Report-February-2021.pdf
https://www.itpro.co.uk/business-strategy/startups/358860/a-new-uk-tech-startup-created-every-30-minutes-in-2020
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Are you
primed to 
nurture and 
convert an uplift 
in marketing 
qualified leads?

#

/5
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Prepare your
business to capture new 
lead opportunities.
Despite recent positivity, the current operating 
environment remains tough.

More than half of B2B SaaS sellers noted that 
prospect budget cuts have affected their ability 
to sell, according to research by SalesRoad.

That’s why you need to make your marketing 
work harder for you.

According to a McKinsey report looking into the 
impact of Covid, having an outstanding digital 
experience makes your company twice as likely 
to become a primary supplier.

A lead is worthless if you don’t have the right ele-
ments in place to nurture them.

The current climate has 
made buyers harder to 
convince. They need more 
evidence of effectiveness, 
use cases highly relevant to 
them and content offering 
real value.

Then you need a clear nurture roadmap to 
drive them through the funnel.

Eulogy.co.uk

https://www.thedrum.com/opinion/2020/07/15/b2b-marketing-during-covid-19-8-transformations-stay-ahead
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/how-b2b-sales-have-changed-during-covid-19
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Making your content count
According to emarketer, a third of B2B buyers need
more quality and accurate information about what they
are buying, while 23 per cent need to have more confidence 
in the purchases they are making.

This might be frustrating and it will take some 
resource to put in place. But the gains will be 
worth it in the long-term.

Three key areas you need to focus on:

Relevancy:
Effective segmentation of your leads and 
ensuring you’re targeting them with the
right content.

Value:
Generate and serve content that will continue to 
provide value and keep audiences interested.

Return:
Increase human-led use-cases that show 
effectiveness and return on investment in market.

Do you have the right processes in place 
to nurture current and expected leads, 
where they’ll need more convincing than 
ever before to convert?

Are you serving valuable content that will 
keep them engaged?

Are you demonstrating how your 
technology will drive return on investment 
in-market?

Run an audit of all your current content – 
is it offering value, is it helping businesses 
really understand the value of your 
product?

Review your engagement and conversion 
rates against industry benchmarks to 
determine current effectiveness.

Test new value-led content through
paid LinkedIn campaigns to determine 
interest levels.

Tough questions to
ask yourself

Steps to get moving

https://www.emarketer.com/content/how-b2b-buyer-behavior-has-changed-in-light-of-covid-19-and-what-b2b-marketers-and-sellers-can-do-now
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Do you
need to
up your game 
in front 
of investors?

#

/5
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Ready to capture the dry powder?
There’s never been so much at stake.

Despite the challenges of the pandemic, the UK’s reputation 
as a centre of technology and innovation continues to grow
in prominence.

UK technology companies attracted a record £11.2bn in VC 
funding in 2020, raising more from VC investors than the rest 
of Europe combined, according to figures by Dealroom. 

The UK now boasts more unicorns than any other
European country. 

With recovery on its way, and record 
reserves of dry powder ready to be 
invested in 2021, this momentum is 
only set to increase.

Now is the time to prepare and 
position your business to make the 
most of this opportunity.

New funds raised by VCs in London

2016 2017 2018 2019 2020

$250m+

$7.8B

$4.0B

$5.8B

$2.7B

$1.7B

$5.0B

$1.8B

$3.1B

$1.1B

$0.8B

$2.0B

$0.7B

$0.5B $0.6B$0.6B

$0.3B $0.1B$0.2B
$0.1B

$1.3B

$0.6B

$0.3B

$1.6B

$0.8B

$0.3B

$100m - $250m

$50m - $100m

0m - $50m

VC’s in London have record levels of dry poweder ready to deploy in 
2021 and beyond, having raised £12B in 2019 and 2020 alone.

Source: Dealrooms.co

Seed Series A+ Growth stage

$140m
Feb 2019

Jun 2019

Apr 2020

Sep 2020

Nov 2020 Sep 2020

Nov 2019

Feb 2020

Feb 2020

Apr 2020 Dec 2020

Mar 2018

Mar 2019

Dec 2018

Oct 2020

$115m

$100m

$81m

$78m $400m

$500m

$700m

$375m

$300m

$180m

$110m

$735m

$820m

$2b

https://www.theguardian.com/business/2020/dec/29/uk-tech-firms-record-15bn-venture-capital-funding-unicorns-2020#:~:text=UK%20technology%20companies%20attracted%20a,by%20the%20data%20provider%20Dealroom.
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Demonstrating a viable route
to profitability
The tech industry has long been known for its 
distinctive gung-ho ethos: fast-paced, disruptive, 
with a laser focus on growth.

But even before the pandemic, a number of 
high-profile failures and underwhelming IPOs 
showed the vulnerability of this culture. The word 
‘profitability’ was suddenly back in fashion.
It became clear that the business case could 
no longer be couched in vague terms. Investors 
wanted water-tight pitch decks. They demanded 
detailed financial models, a clear route to market 
and profitability.

The post-pandemic world has accelerated this 
trend. And with the legacy of Covid set to remain 
for a long time, start-ups cannot afford to wait 
around for a dramatic economic rebound. 

This makes it vital to pour efforts into building the 
strongest possible business case for investment 
now. The landscape is more competitive than 
ever before. The business story has to be 
compelling.

It’s time to put storytelling into action.

Over 1,000 tech start-ups 
went into liquidation

in 2020 due to lockdowns, 
according to research by 
Plexal and Beahurst.

You could have the greatest 
idea in the world but if you 
don’t communicate it well to 
investors, you might as well 
go home now. 

Can you clearly demonstrate 
the road to profitability?

Have you outlined a clear 
differentiator against 
competitors?

Is your purpose relevant and 
firmly embedded in your 
external comms?

Map your long-term
message against your 
competitors – is the reason to 
invest loud and clear?

Seek third party credibility 
by securing publicity in 
respected industry media.

Seek partnerships that 
demonstrates clear signals
of commercial viability
in the market.

Tough questions
to ask yourself

Steps to
get moving

https://www.growthbusiness.co.uk/over-1000-tech-start-ups-have-gone-bust-since-lockdown-2558166/
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So
what next?

#

/5
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Technology is
driving the recovery.

Book a free discovery session with 
the Eulogy tech team and let’s talk 
about how we could help you reset 
your PR and comms to leverage the 
opportunities ahead.

tech@eulogy.co.uk

This is the moment to Be Known for what matters. 2021 is 
the opportunity for a much needed reset.

Tech Growth Guide 2021Page 21 Eulogy.co.uk
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From scale-ups to 
enterprise technology 
businesses.
We draw on over 25 years’ experience to help 
solve a range of pressing business challenges, from 
market penetration and driving adoption through to 
brand development and reputation management.
 
Eulogy’s technology team is formed of a group of 
smart and passionate communications consultants 
with deep expertise across content, brand, digital 
and media relations to deliver real and lasting 
business impact. 

Client Experience
Brands we’ve helped to navigate market disruption.

Tech Growth Guide 2021Page 22 Eulogy.co.uk
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Drop us a line

Lis Field,
CEO

Elisabeth@eulogy.co.uk

Phil Borge-Slavnich,
MD

Phil@eulogy.co.uk

James Steward,
Director, Technology

James.steward@eulogy.co.uk
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mailto:Phil@eulogy.co.uk
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