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Welcome to the second edition of the Australian Big Report. 
This is our follow up to the Big Australian Email Report, 2010 
which, for the first time in Australia, presented email performance 
benchmarks along with breakdown of the best practices 
undertaken by many of Australia’s leading digital marketers.

This year’s report has an updated focus, reflecting the major 
shift in Australian digital direct marketing from email, to cross 
channel. While email remains the largest and most critical 
channel, the rise of mobile and social cannot be ignored. 

Once again we have sought to answer the common questions 
– best days to send messages, benchmark email open and 
click rates and effective cross-channel management practices. 
Again we have identified the trends in cross channel lifecycle 
marketing, and provided tips on how to apply these learnings 
to your programs.

Media consumption has changed, with the proliferation of 
digital television, internet downloads/streaming and social 
media, altering the way customers engage with brands. While 
traditional media is stronger here than many other countries, 
there is clear indication that digital channels, primarily email, 
mobile, social and web, are increasingly powerful. 

Please enjoy this summary, and please drop me a line if you 
would like further detail.

Email remains the spine of cross-channel marketing in Australia, 

becoming a virtual mandatory for almost all organisations. However, 

two clear trends are emerging:

1) Multi-channel: use of the mobile channel increased 5-fold, social 

10-fold, and many companies are becoming very sophisticated with 

how they use them.

2) Lifecycle: Nearly half of the companies surveyed have set up a 

preference centre, asking customers how and when they would like 

to be contacted. Further, nearly three-quarters of companies run 

a Welcome Program, around one third have a Browser or Cart 

Abandonment Program, and nearly half have a Win Back Program.

When these two themes converge, marketers are well on the way 

towards what we call ‘New School Marketing.’

Simon O’Day 
VP Asia Pac
Responsys
E soday@responsys.com.au
T simonoz

Welcome Key findings

Findings in this report 

are based on:

•  Analysis of more than 

1 billion email, mobile 

and social messages 

sent between 1 July 

2010 and 30 June 2011

•  A survey of 350 

Enterprise marketers 

in Australia.
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Customers and buying behaviour has changed forever

When was the last time you watched live — not recorded — TV at home, let alone sat through a 

commercial? When was the last time you answered your home phone after 7:00pm and actually 

talked to a telemarketer? Can you recall the last piece of direct mail you saved?

Now consider how often you check your email. How lost do you feel without your mobile phone 

at your side? How many friends do you have on Facebook?

In the past, television and direct mail were considered the killer outbound marketing channels, while 

call centres and stores were the primary inbound channels. But today the Internet has become such 

a huge part of everyday life, for consumers and marketers alike. It’s difficult to imagine shopping, 

working, reading, banking, job hunting or social networking without it. And it has forever changed 

the way people buy and sell products and services.

• Digital TV penetration is now at 75%

•  13.4 million Australians are online on average for 18.8 hours 
a month (relatively low compared to other countries – Canada 
is 44.9hrs)

• 10,445,980 Facebook users (as at July 28, 2011)

• 22% of time online spent social networking, 6% on email

•  81.6% of online users on social networks, spending close to 5hrs 
a month

• Online shopping up 12% year on year

• Smartphone penetration over 50%

• Metro newspaper readership down 5.9%

Who is the 
Australian consumer?

Who is the Australian 
digital marketer?

Even split between males and females 

Primarily sends 
campaigns on a 

Tuesday or Wednesday

Is 10 times more likely to include 
a social element into their 

campaign compared to a year ago

Works within the marketing team 
and has multiple responsibilities

Has limited time and 
resource to focus on 

email deliverability and 
ROI monitoring

Is embracing the ability to 
segment and personalise 

messages and delivery channels 
according to customer behaviour

5-7 years experience, mostly in Australia

Sends emails and messages 
via Facebook and Twitter

Sends 5 times the number of mobile 
messages compared to a year ago

Has begun to analyse events within 
the lifecycle of their customers 
and identify opportunities to 
deepen engagement

Has a background in 
digital or direct marketing

Increasingly measures success 
according to response rates 
but continues to focus on 
standard metrics

Focuses almost exclusively 
on Australia but has 
responsibility for activity in 
New Zealand and AsiaPac

Data sourced from: Neilsen, ComScore, OzTam, Social Bakers
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Growth of cross channel2010/11 – a year in review

Email

• Overall message volume: 33% increase

• Number of campaigns: 115% increase

•  Overall performance:  

– Open-rates: Steady/Slight increase  

– Clicks-rates: Trending down  

– Bounce rates: Steady/Slight decrease

•  80% of marketers report email volumes 

are increasing year on year

Mobile

•  Overall SMS/MMS message volume:  

300% increase

•  Proportion of marketers sending 

SMS/MMS: 30%

•  Proportion of emails opened on a mobile 

device: 300% increase

•  Types of messages sent: primarily 

reminders; confirmations

Social

•  Number of campaigns incorporating social 

elements: 1000% increase

•  Proportion of campaigns including social 

elements: 42%

•  Proportion of marketers using social 

networks for marketing: 77%

•  Proportion of marketers increasing activity 

in Facebook: 87%. In Twitter: 89%

•  Proportion of marketers “significantly 

increasing” focus on social: 63%

•  Types of messages sent: informational; 

sales promotions/special offers

Types of messages sent

Newsletters Sales promotions/
special offers 
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Which channels do you currently use 

Email as the spine

The rise in cross-channel or multi-channel marketing has been significant. Mobile channel use has 

grown by over 300%, and social now has 10 times more activity than a year ago. However, email 

remains the central and most used channel, and the highest volume by some considerable margin. 

Of the marketers surveyed, not surprisingly 100% are sending emails to customers and members. 

As customer behaviour continues to evolve, and the other channels increase in usage, the power 

of email should not be forgotten.

Not all messages are equal

Each channel, like each customer, has certain attributes. It is important for marketers to understand 

both what the customer wants and which messages are more appropriate for each channel. 

Australian marketers are very savvy on the relevance of the message for the channel, less so on 

recognising customer preferences.

Only 14% send according to customer preferences. In part, this is because only a relatively small 

percentage of companies are asking the customers what they want.

16% of companies send all messages via all channels. We would expect this will drop as sophistication 

in targeting increases.

16% 

14% 

4% 62% 

4% 

How do you decide which channels
to use for each message?

All messages via all channels 

Preferences set by customers/members 

Previous results 

Depends on the nature of the message 

Other  
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Web & data at the centre2010/11 – benchmarks 
& trends
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Send it on a…?

Just as email is the spine, data is the centrepiece 

of a converged web-centric marketing world. 

2010 saw a major breakthrough in targeting. 

For the first time a majority of marketers 

engaged in segmentation to target the more 

relevant members of its data base with certain 

messages or offers.

A core pillar of new school marketing, the ability 

to segment and create dynamic or bespoke 

content has the ability to increase relevance and 

all that comes from it. 

More than half the marketers surveyed incorporate 

data metrics into their measurement, and around 

40% feed it back into CRM systems, so the insights 

and results can be fed back into the data base 

and applied across multiple channels.

While Australia has lagged many other parts 

of the world in terms of use of the web channel 

for transactions, online retail in particular has 

significantly increased in 2010/11. 

Given the inter-connectivity of the channels the 

use of data is central. Companies that apply the 

same principles of targeting and relevance across 

the channels see higher metrics across the board 

– higher opens/clicks, higher conversion, higher 

retention, higher engagement...higher ROI.

20.0%

18.2%

40.0%

16.4%

5.5%

1:1 content based on
customer data

Sophistication
in targeting

Heavy segmentation and
personalisation 

Some segmentation and
some personalisation   

Some personalisation,
but not segmentation 

Bulk send with no
segmentation
or personalisation
(broadcast) 

Open Click Bounce Open to 
click

Overall
2009/10 23.6% 6.8% 1.5% 28.9%
2010/11 21.0% 7.8% 1.8% 37.1%

B2C
2009/10 24.2% 6.2% 1.8% 25.4%
2010/11 22.9% 6.2% 2.1% 27.3%

B2B
2009/10 25.4% 9.9% 5.4% 39.1%
2010/11 34.0% 11.9% 5.8% 35.1%

Promotions
2009/10 23.6% 5.6% 1.6% 23.5%
2010/11 21.9% 6.1% 1.9% 27.8%

Newsletters
2009/10 26.8% 9.1% 3.3% 34.0%
2010/11 27.4% 8.9% 3.3% 32.6%

Transactional
2009/10 43.0% 25.4% 7.3% 58.9%
2010/11 42.1% 23.4% 9.0% 55.7%

B2C Promotions
2009/10 24.4% 6.2% 1.7% 25.6%
2010/11 22.2% 5.0% 1.6% 22.4%

B2C Newsletters
2009/10 27.0% 9.5% 3.1% 35.2%
2010/11 26.0% 8.2% 2.8% 31.3%

B2B Promotions
2009/10 22.0% 6.0% 4.6% 27.5%
2010/11 30.7% 8.4% 5.3% 27.4%

B2B Newsletters
2009/10 36.3% 26.9% 11.3% 74.3%
2010/11 39.3% 20.8% 8.4% 52.9%

Media & Entertainment
2009/10 14.2% 3.6% 1.8% 25.4%
2010/11 14.1% 4.0% 1.7% 27%

Finance & Insurance
2009/10 31.8% 11.7% 7.1% 36.8%
2010/11 29.9% 11.2% 6.3% 37.4%

Automotive & Transport
2009/10 32.5% 21.6% 3.0% 66.6%
2010/11 31.6% 18.3% 3.3% 58.0%

Travel
2009/10 22.3% 5.4% 1.7% 24.3%
2010/11 20.4% 4.6% 1.5% 22.3%

Telecommunications
2009/10 31.2% 8.3% 5.3% 26.7%
2010/11 35.4% 9.1% 7.2% 25.8%

Retail
2009/10 24.2% 5.6% 1.4% 23.2%
2010/11 21.7% 5.0% 1.8% 22.9%

Loyalty
2009/10 23.2% 6.5% 2.2% 28.2%
2010/11 22.2% 6.4% 1.9% 28.6%

Publishing
2009/10 14.3% 3.6% 1.9% 25.5%
2010/11 15.8% 3.5% 0.8% 22.4%

Health & Pharmaceutical
2009/10 36.3% 16.9% 5.7% 46.5%
2010/11 32.5% 12.2% 4.3% 37.4%
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Where do you stand?Outlook for 2011/12

Old school marketing is fading. And a New School is on the rise. Why?

Because consumers have changed. Today, they fast forward through TV commercials. They’ve put 

down the newspaper. They junk unsolicited email. Because they have new options that better fit 

their digital lifestyle. They can choose which marketing messages they receive, when, where, and 

from whom. They prefer marketers who talk with them, not at them. New School marketers deliver 

what today’s consumers want: relevant interactive communication across the new power channels: 

email, mobile, social, and the web.

Are you a New School marketer?

Many organisations aspire to be, but are not. Their expertise is in the old school channels of 

broadcast, print and untargeted shotgun-style email. And they simply aren’t prepared to engage 

their customers on today’s interactive power channels with customer-centric campaigns that 

drive sustainable ROI.

To take the New School Marketing Assessment, 
contact info@responsys.com.au

Major priorities for 2011/12

High priority:

1. Growing sophistication in targeting & segmentation

2. Growing email and mobile data base

3. Improving ROI analysis

Low priority:

1. Increasing social network fan/followers

2. Improving deliverability

3. Extending cross-channel or multi-channel usage

Cross channel growth

• Projected increase in volumes of campaigns and messages across all channels

• Email still leads the way with very significant growth

•  Mobile still projected to increase – more than one in five (21.3%) expect “very significant” 

volume growth

email campaign

overall email volume

mobile campaigns

overall mobile messages (SMS or MMS)

social campaigns

Cross channel volume growth

Program Maturity
Increased Automation, Process Effciency, Relevancy
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Level 1
Untargeted

Level 2
Targeted

Level 3
Programmatic

Level 4
Integrated

Level 5
New School

Total score defines NSM level

 20-34 Level 1: Untargeted

 35-54 Level 2: Targeted

 55-74 Level 3: Programmic

 75-94 Level 4: Integrated

 94+ Level 5: New School



About Responsys

Responsys helps the best companies in the world execute highly effective 

marketing campaigns across key interactive channels—email, mobile, social 

and the web. With Responsys solutions, marketers can create, execute, and 

automate highly dynamic campaigns and lifecycle marketing programs that 

grow revenue, increase marketing efficiency, and strengthen customer 

loyalty. Responsys’ New School Marketing model, its top-ranked on-demand 

application suite, and award-winning services deliver the highest ROI, 

lowest total cost of ownership, and fastest time-to-value of any marketing 

solution available today.

Founded in 1998, Responsys is headquartered in San Bruno, California and 

has offices throughout the world. Responsys serves world-class brands such 

as: Avis Europe, Continental Airlines, Deutsche Lufthansa, Dollar Thrifty, 

Eagle Boys Pizza, Jetstar, Lands’ End, LEGO, Men’s Wearhouse, PayPal, 

realestate.com.au, StubHub, and UnitedHealthcare.

responsys.com.au

Melbourne
Level 10, 468 St Kilda Rd.
Melbourne, VIC. 3004.
Tel: +61 3 9869 1800

Sydney
Level 4, 346 Kent Street,
Sydney, NSW. 2000.
Tel: +61 2 8412 9400

info@responsys.com.au


