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Acxiom ANZ recently surveyed 178 Australian marketing 
professionals to understand their willingness to adopt 
new marketing technologies, the issues they faced in their 
industry and preferences when it comes to outsourcing or 
keeping marketing tasks in-house.

Businesses are focused on improving their customer’s 
online experience as well as creating a full view of these 
customers. In terms of roadblocks most businesses 
cannot effectively measure the success of their marketing 
activities.

Email is the most utilised marketing technology. While there 
is a push to mobile there is still confusion in the industry on 
how best to interact with customers on this channel. 

Generally businesses prefer to run their marketing in-house 
but in areas such as paid search some opt to outsource.
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Which of the following are your marketing organisation’s top 3 customer intelligence themes?

“45% of the marketing 
departments surveyed are 
focussed on improving 
the customer online 
experience”

Improve the online customer experience 45%

41%

44%

36%

36%

32%

15%

17%

27%

6%

Improve the multichannel 
customer experience

Implement a system to measure the 
success of marketing campaigns

Embrace new channels

Integrating offline, online 
and social data

Manage brand consistency

Deploy technology to support real time, 
event based marketing communications

Deploy or unify a technology strategy 
for our marketing efforts

Develop a social media 
contact strategy

Develop a social listening strategy

nearly 45% of the marketing departments surveyed are 
focussed on improving the customer online experience while 
at the same time integrating their offline, online and social 
marketing data. also on the marketing radar is improving the 
multichannel marketing experience (41%) and embracing 
new channels (36%).

it appears australian businesses are still trying to integrate 
their online activities with their traditional offline marketing.

Many organisations also acknowledged the difficulty in 
merging online and offline marketing activities and data 
extracted from these activities. it is encouraging to see that 
the integration of offline, online and social marketing data is 
a top priority for the surveyed businesses as it shows they’ve 
recognised the obstruction in their customer view and are 
attempting to fix it.

Businesses want to improve the customer’s online experience
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“Measurement is the 
number one bottleneck 
faced by marketing 
professionals”

Measuring the results of marketing campaigns is a common 
problem

accurately measuring the success of any marketing 
campaign is by far the biggest problem faced by 46% 
of the surveyed marketing professionals.

a similar result was found in unica’s the state of 
Marketing 2011, with 57% of respondents ranking 
measurement as the biggest bottleneck in their 
businessi.

a connected problem to measurement, experienced 
by 35% of respondents, is managing customer data 
quality. if there are holes in your customer data it is 
hard to measure the success of any recent marketing 
push. Marketing professionals are also having trouble 
becoming skilled in new channels (32%), indicating 
not all marketing departments understand how 
to successfully leverage social media and mobile 
technologies for their business.

not surprisingly then, creating customer insight to 
drive decision making is another challenge faced by a 
considerable portion of those questioned (37%).

Creating customer insight to drive decision-making

Growing expertise in new channels  (e.g. social, mobile)

Creating a single customer view of the customer with other marketing

Measuring results

Managing data quality

Working with IT to adopt new technologies

Cooperating with other parts of marketing/business units

Changing existing business processes

Finding the skills needed to grow programs to the next level

Coordinating different delivery platforms

Access to real time data

Getting executive support

46%

37%

32%

27%

35%

18%

19%

20%

12%

10%

11%

7%

What are your organisation’s biggest challenges with marketing programs?
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Data mining, modelling and predictive analytics

Inbound interaction management

Business intelligence

Customer data warehouse or data mart

Marketing automation or campaign management

Contact optimisation

Customer communication management

Marketing planning and resource management

Marketing asset management

Voice of customer

in regards to enterprise Marketing software, tell us whether you use it:

Businesses prefer keeping their customer data in-house

39% 11% 11% 21%

43% 4% 7% 27%

46% 6% 13% 16%

45% 13% 7% 16%

39% 10% 17% 15%

46% 5% 12% 19%

53% 6% 14% 9%

53% 11% 15%3%

47% 3% 9% 23%

37% 5% 10% 30%

“89% of respondents 
perform data analysis 
in-house”
generally when it comes to deploying enterprise 
marketing software most australian businesses 
keep these activities in-house.

of businesses surveyed only 13% are outsourcing 
customer data warehousing and 11% data 
analytics. this indicates most australian businesses 
believe they possess the skills internally to develop 
a multi-dimensional insight of their customers, but 
not all can successfully leverage this information. 

as this survey was run in conjunction with the australian 
direct Marketing association annual conference 
2011, this result is not suprising as it’s more likely the 
respondents were experienced with data management. 

in a recent report, Forrester has found while businesses 
understand the importance of customer data and the 
information it provides, they’re struggling to integrate 
this data and move beyond traditional marketing 
channelsii.

this suggests the results show businesses are looking 
for assistance with the data integration aspects of 
campaign management. it’s emerging as a hybrid (17%) 
– a partnership between the business and outsourced 
service provider. if businesses can’t run their enterprise 
marketing activities completely in-house results show 
they’re more comfortable with a hybrid relationship 
rather than handing over the whole activity to an outside 
service provider.

     IN-HOUSE       OUTSOURCE        A HYBRID OF THE TWO or       NOT APPLICABLE.
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“established 
technologies like 
website content 
management and email 
are kept in-house”

While businesses are more or less managing the 
majority of their data in-house they need help when 
it comes to using marketing technologies and 
effectively engaging with their customers.

in regards to interactive and emerging technologies, please tell us whether you use it:

     IN-HOUSE       OUTSOURCE        A HYBRID OF THE TWO or       NOT APPLICABLE.

More established technologies like website content 
management (49%) and email (39%) are kept in-house. 

having said that, when it comes to email delivery 
a further 20% of businesses surveyed prefer for 
outsourced and hybrid options.

Businesses appear to be looking for expertise outside 
their office when it comes to newer technologies like 
seM, with 22% of respondents outsourcing this activity.

the data also shows businesses favour direct 
channels like email over emerging technologies like 
mobile, recommendation engines and demand-side 
platforms. When it came to describing their usage of 
newer technologies, many professionals answered not 
applicable. this suggests they haven’t realised the 
potential advantages the latest marketing tools offer and 
are yet to adapt them to their current marketing models.

Web content management

Web analytics

Customer experience management/session recording

Online testing

On-site behavioural targeting

Email delivery

Listening platforms

Recommendation engines

Community platforms

Paid search bid management

Mobile technology

Demand side platforms

49% 7% 14% 3%

38% 16% 15% 4%

29% 10% 9% 26%

36% 11% 13% 13%

22% 12% 11% 29%

39% 20% 13% 2%

18% 13% 10% 33%

15% 8% 40%10%

21% 12% 9% 31%

17%

17%

17%

22%

15%

8%

7%

9%

8%

27%

32%

46%

Businesses aren’t sure how to use new marketing technologies
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established online marketing technologies like email, 
web analytics and website content management are 
the most widely used by respondents.

email is the most popular technology, used by 62% 
of respondents. its use as a marketing tool is still 
growing. in the us, Forrester has predicted that 838 
billion marketing emails will be sent in 2013iii. 

Web analytics and content management is used 
by just over 50%. the web analytics figure is also 
mirrored in a recent accenture survey which found 
half of their respondents didn’t take advantage of 
analytics to help them target, service or interact with 
customersiv.

there is also a push to utilise and embrace mobile 
technology (45%). however, surprisingly mobile is the 
least popular channel when businesses are trying to 
connect and engage their customers, with only 21% 
using the tool.

australia appears to be slower than our globel 
counterparts on the uptake when it comes to mobile. 
Website ‘digital life: today & tomorrow’ has predicted 
that by 2014, more consumers globally will access the 
internet by mobile than laptop or desktopv.

Which channels do you currently use to connect and 
engage with your customers?

Which marketing technologies does your firm currently 
use or plan to use?

this means australian businesses will be forced to 
utilise the mobile channel sooner rather than later.
part of the hesitation to embrace mobile in australia 
could be the difficulty in measuring roi compared to 
other digital marketing tools. an econsultancy report 
found 43% of businesses rated themselves poor when it 
came to this measurementvi.

not suprisingly over 60% of respondents prefer to rely 
on email marketing and their website to interact with 
customers. traditional channels such as advertising, 
direct mail and face to face communication are still 
used by almost 52% of those surveyed. When it comes 
to social media, Facebook is the preferred platform for 
41% of respondents. this figure is expected to change 
though as more consumers sign up for social networks 
and status update sites. a Forrester report found in just 
2 years people in australia who regularly visit or maintain 
a profile on a social site grew from 45% to 59%vii.

Traditional               Online               Social               Mobile

Marketing Channels

Email rules but businesses will have to master mobile

Mobile 
technology

Web content 
management

Paid
search bid 

management

Email Delivery

Web 
Analytics

62%

52%

52%

45%
25%
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Which of the following marketing elements are you currently integrating?

Businesses want to embrace multi-channel messaging

Messaging across 
channels

Timing of 
deployment

Customer and 
prospect data

Data and analytics 
across channels

Sequencing 
of channels

Digital asset 
management

38%

22%

49%

35%

13%

20%

Businesses appear to understand their customers are 
active on multiple channels with 49% of those surveyed 
integrating their message across channels.

What is surprising about this figure is the other 51% of 
businesses who aren’t.

When looking at the responses across the board the 
level of marketing integration is relatively low. so while 
businesses might want multi-channel solutions to steer their 
marketing activity they can’t yet execute on this.

With the nature of marketing changing and the 
traditional methods gaining less and less traction, 
businesses should be looking to personalise and better 
coordinate their engagement with consumers.

in order to be a high performing marketing organisation 
business will have no choice but to integrate all the 
combined marketing elements.

“51% of businesses 
aren’t integrating 
their messaging 
across channels”
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lack of budget is reported as the biggest hurdle 
companies face when trying to form a 360 degree 
view and comprehensive understanding of their 
customers.

although management support is not generally seen 
as a road block marketing departments are still 
having problems increasing their budgets.

the 2011 iBM cio study, which interviewed 3018 
chief information officers across 17 countries and 
18 industries, found 83% see business intelligence 
and analytics as a priority for the business as they 
work out ways to utilise the growing amounts of 
data they have at their disposalviii.

additionally, to truly form a multi-dimensional view of 
their customers and deliver the right message at the 
right time, it’s essential for businesses to combine 
their offline and online data.

hopefully this means budgets will be allocated 
accordingly in the future.

What limits your ability to develop a comprehensive view of your customer?

Lack of management 

support/executive 

sponsor

18%

Lack of 
budget

41%

Organisational 
silos

31%

Too many 
data sources

32%

Lack of skills 
to support 
integration

25%

A lack of budget hides the full customer view
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“Australian businesses are 
struggling to integrate all 
their marketing data into a 
central nervous system”
According to the survey Australian businesses are 
struggling to integrate all the marketing data into 
a central nervous system, with only 25% utilising a 
centralised system.

to what degree does your organisation have a view to integrated marketing data?

online

integrated

oFFline

not integrated

While integration may occur within channels or 
separately, many businesses are not merging 
all their data, leaving the majority of Australian 
businesses without a comprehensive view of their 
customers.

One of the barriers to forming a complete customer 
view is the sheer complexity of the customer data 
which businesses can collect. The 2011 IBM Chief 
Marketing Officer study, which interviewed 1734 
CMOs across 64 countries, found the majority of 
the respondents believed they were unprepared 
for the data explosion available in the current 
marketing environment.ix

There is an acknowledgement that the many 
different strands of data available can provide 
valuable insights into how consumers behave. To 
successfully deliver the right message, to the right 
person at the right time Australian businesses will 
need to build a system to manage the complex 
data available.

All marketing data is managed in a central environment

Marketing data is managed independently for each channel

Online and offline data are integrated but separate

Online marketing data is integrated, offline data is not

25%

29%

14%

7%

Full marketing data integration isn’t here yet



10

Footnotes
The State of Marketing 2011, Unica/IBM, 2011
Customer Intelligence Needs to Get Out of the Weeds to Demonstrate Value, Forrester, April 21, 2011
US Email Marketing Volume Forecast, 2008 To 2013, Forrester, updated August 2008
Global Consumer Survey, Accenture, 2011
Digital Life: Today & Tomorrow, Neo Labels, May 2011
Marketing Budgets 2010, Econsultancy/ExactTarget, February 2010
Online Australians Shift to Social Networks, Forrester, March 28, 2011
The Essential CIO Insights from the Global Chief Information Officer Study, IBM, May 2011
From Stretched to Strengthened, IBM, October 2011

i
ii
iii
iv
v
vi
vii
viii
ix



About Acxiom

acxiom is a data and analytically driven marketing services company. our deep understanding of data enables our 
clients to get a real view of their customers. We employ smart people who leverage our global best practices with 
their local knowledge, which results in the design and delivery of superior customer engagement solutions.

For more information, please visit:

Web : www.acxiom.com.au
phone : 1300 acXioM
twitter.com/acxiomanZ
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