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Introduction

Digital marketing is a field that’s constantly evolving and 
Sitecore is at the forefront of the evolution. One of the 
ways we keep our fingers on the pulse of global marketing 
trends is periodically sponsoring independent research  
into digital marketing trends. 

This report presents key findings and trends based on 
a recent survey of 330 marketers and web developers 
conducted on behalf of Sitecore by First Point 
Research and Consulting. Respondents represented a 
broad swath of industries, with the largest percentage 
being in financial services. Large companies represented 
48% of the respondents.     

The findings we present here provide an overview of  
the channels, tools, return on investment, and barriers  
to success for digital marketing.  

xx 

Key takeaways

Digital marketing spend still 
on the rise

Of the marketers surveyed, 
73% reported that their 
organization intends to spend 
more on digital in the next  
12 months.  

Marketers faced with  
too many disparate tools

Only 17% of marketers relied 
on a single platform for their 
digital marketing activities. 
Nearly three-quarters must 
use multiple platforms  
to accomplish their goals, 
which limit the ability to 
deliver a seamless customer 
experience. 

Predictive analytics  
is the next big thing

Over the next 12 months, 
44% of marketers plan to use 
predictive analytics, compared 
to 18% who currently use it. 

Return on investment 
measurement needs work

Most marketers are still 
focused on visits to the 
website as a primary measure 
of success. 
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Digital marketing spend  
still on the rise
Digital marketing is here to stay and survey respondents 
confirmed that they consider it mainstream (95% said  
it’s now part of the mainstream marketing repertoire.) 
That said, traditional marketing still consumes a 
significant portion of the overall marketing budget  
(61% compared to digital marketing’s 39%.) 

Considering the relative high cost of print, trade 
shows, direct mail, and other traditional methods, it’s 
not surprising that spending on traditional marketing 
outpaces digital proportionally. However, the 
investment in digital is rising, with 73% of marketers 
reporting that their organizations intend to spend more 
on digital in the next 12-18 months (see Figure 1).

Respondents reported that digital marketing 
represented two of the top three marketing activities 
(email to own database and social media) currently 
in their marketing mix. Print ranked second in the top 
three activities. 

Figure 2 compares marketing channels for both online 
and offline channel usage reported by the marketers  
in the survey.  

73% 11%

20% 48%

2% 33%

5% 8%

Figure 1.  Planned marketing spend for online and offline    
Q: Looking ahead to the next 12-18 months, what is planned for your digital  
marketing and your offline marketing budgets? 

Online/digital marketing Offline marketing
INCREASE SPEND INCREASE SPEND

MAINTAIN SPEND MAINTAIN SPEND

DECREASE SPEND DECREASE SPEND

DON’T KNOW DON’T KNOW

84% 82%

81% 65%

60% 59%

55% 47%

32% 46%

31% 36%

27% 18%

21% 18%

17%

15%

12%

9%

Figure 2.  Marketing channel mix used by survey respondents     
Q: Looking at the extensive list below of offline and online marketing channels, 
please indicate which channels currently feature within your marketing mix  
(or the marketing mix of the organization you deal with most often).  

Online Offline

EMAIL TO OWN DATABASE PRINT

SOCIAL MEDIA TRADE SHOWS

DISPLAY ADS DIRECT MAIL

PAID SEARCH RADIO

MOBILE TV

BUSINESS/WEB ANALYTICS OTHER EVENTS

EMAIL TO EXTERNAL DATABASE TELEMARKETING

VIDEO ADS OUT OF HOME

WEBINARS

AFFILIATE MARKETING

PERSONALIZATION

PRICE COMPARISON SITES
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Marketers faced with too many  
disparate tools

With today’s multitude of channels and customer touch points, marketers have 
come to rely on a large number of diverse tools and techniques for their  
digital marketing efforts. Web analytics and email marketing ranked as the most 
used tools by the marketers in our survey, but today’s marketer must be familiar  
with any number of new and evolving ways to optimize the value and performance 
of digital marketing to their target audiences (see Figure 3). 

88%

85%

63%

57%

55%

53%

40%

40%

38%

26%

24%

18%

11%

Figure 3.  Digital marketing tools and techniques being used     
Q: To what extent does your organization use the following?

WEB ANALYTICS

EMAIL MARKETING

CAMPAIGN MANAGEMENT

SOCIAL MEDIA INTEGRATION

TESTING

MOBILE ADAPTED VERSION OF WEBSITE

PERSONALIZATION

E-COMMERCE SERVICES

INTEGRATION TO CRM/CUSTOMER REPOSITORIES

CONTENT PROFILING

MARKETING AUTOMATION

PREDICTIVE ANALYTICS

IP LOOKUP
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Digital Clarity Group webinar: “Which is the key to your marketing 
future: Single platform or multiple solutions?”

Suggested resources  

To learn more about how a unified, single platform approach helps 
marketers maximize their digital marketing potential, check out:    

Analyst report: “How customer experience management changes the 
‘suite vs. separate’ debate” 

When asked how their companies managed digital marketing activities, 
only 17% of marketers said that they relied on a single platform  
(see Figure 4). 

Nearly three-quarters use multiple platforms to accomplish their goals, limiting 
the ability of marketers to deliver a seamless customer experience across 
multiple channels and touch points. Comments from respondents reflected 
concern about digital activities being isolated from other campaigns and not 
integrated across customer touch points.

Figure 4.  Single vs. multiple platforms  
for digital marketing management     
Q: Do you use different platforms to manage the different 
activities or are they all managed from a single platform/ 
one solution?

73% 

DIFFERENT/
MULTIPLE PLATFORMS

10%
I DON’T KNOW

17%

SINGLE PLATFORM/
ONE SOLUTION

http://www.sitecore.net/Redirects/Whitepapers/RealitiesofDigitalMarketingLandscape
http://www.sitecore.net/Redirects/Whitepapers/RealitiesofDigitalMarketingLandscape
http://www.sitecore.net/Redirects/Whitepapers/RealitiesofDigitalMarketingLandscape
http://www.sitecore.net/Redirects/Whitepapers/RealitiesofDigitalMarketingLandscape
http://www.sitecore.net/Redirects/Whitepapers/RealitiesofDigitalMarketingLandscape
http://www.sitecore.net/Redirects/Whitepapers/RealitiesofDigitalMarketingLandscape
http://www.sitecore.net/Landing/USA/Resources_RealitiesDigitalMarketingLandscape?sc_camp=ACD9EA07506C4AA38AE2DB249B88C19F
http://www.sitecore.net/Landing/USA/Resources_RealitiesDigitalMarketingLandscape?sc_camp=EA78B22847C94DF4A3AF5BE450ADE9BF
http://www.sitecore.net/Landing/USA/Resources_RealitiesDigitalMarketingLandscape?sc_camp=ACD9EA07506C4AA38AE2DB249B88C19F
http://www.sitecore.net/Landing/USA/Resources_RealitiesDigitalMarketingLandscape?sc_camp=EA78B22847C94DF4A3AF5BE450ADE9BF
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Predictive analytics is the 
next big thing
When asked about their priorities for digital tools and 
techniques for the next 12 months, marketers reported 
focusing on areas they currently don’t use, don’t use 
well, or don’t understand. Predictive analytics was the 
top of that list, with 44% planning to use the capability 
in the next 12 months compared to 18% who report they 
currently use this capability. 

Predictive analytics lets marketers use data to 
anticipate customer preferences and needs. With this 
insight, organizations can deliver a more personalized 
experience to drive higher loyalty and conversions.

Figure 5 shows all the priorities for marketers in the 
next year including the top five: predictive analytics, 
content profiling, integration to CRM, personalization, 
and a mobile-adapted version of the website.

44%

41%

40%

40%

37%

35%

34%

29%

26%

26%

21%

9%

7%

Figure 5.  Planned tool usage for the next 12 months  
Q: What does your organization plan to start using in the next 12 months? 

PREDICTIVE ANALYTICS

CONTENT PROFILING

INTEGRATION TO CRM

PERSONALIZATION

MOBILE VERSION OF WEBSITE

SOCIAL MEDIA INTEGRATION

MARKETING AUTOMATION

IP LOOKUP

CAMPAIGN MANAGEMENT

TESTING

ECOMMERCE SERVICES

WEB ANALYTICS

EMAIL MARKTETING
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Predictive analytics also ranked highly for areas in which 
organizations wish to see improvement. Exactly half of 
all organizations surveyed are focusing on getting better 
in this area over the next 12 months.  (see Figure 6).   

Interestingly, web analytics (51%) and personalization 
(50%), both key components of predictive analytics, 
ranked within the top three improvement areas.       

51%

50%

50%

42%

38%

35%

34%

33%

32%

32%

32%

19%

17%

Figure 6.  Areas where organizations see room for improvement   
Q: Which of the following do you think your organization should be doing better?

WEB ANALYTICS

PREDICTIVE ANALYTICS

PERSONALIZATION

SOCIAL MEDIA INTEGRATION

CONTENT PROFILING

MOBILE VERSION OF WEBSITE

EMAIL MARKETING

CAMPAIGN MANAGEMENT

INTEGRATION TO CRM

TESTING

MARKETING AUTOMATION

ECOMMERCE SERVICES

IP LOOKUP
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Return on investment 
measurement needs work
While the vast majority (80%) of organizations reported 
tracking return on investment (ROI) for their digital 
marketing activities, the big surprise is that 20% are not 
tracking ROI on digital activities at all. We also learned 
that the largest proportion (46%) use ROI to report back 
to management, while a small segment (14%)  
are tracking ROI but are unsure of how to use it  
(see Figure 7).

The top measure of digital success is the use of website 
traffic, with the three most common measures of 
success being visits to the website (73%), conversions/ 
sales/new customer acquisitions (57%), and leads 
generated (44%) (see Figure 8). 

Only 7% of marketers in the survey reported that their 
organization aligned key performance indicators (KPIs) 
with the customer lifecycle across multiple channels. 

Most of the marketers in the survey are in no doubt 
though about how the management team measures 
success: conversions/sales/new customer acquisitions 
(43%) are cited by the largest proportion as the key 
indicator for executives, followed by having KPIs aligned 
with business objectives (14%). 

38%

50%

16%

14%

20%

Figure 7.  Return on investment tracking and how it’s used   
Q: Does your organization track the ROI on digital marketing activities? 

YES, TO DETERMINE WHERE TO SPEND MORE FUNDS OR WHERE TO CUT BACK

YES, TO REPORT BACK TO THE EXECUTIVE TEAM

YES, FOR ADDITIONAL FUNDING

YES, BUT I’M NOT SURE HOW TO USE THE INFORMATION YET

NO, WE DON’T TRACK THE ROI ON DIGITAL ACTIVITIES

73%

57%

44%

38%

38%

29%

23%

7%

4%

3%

Figure 8.  Measuring success of digital marketing  
Q: How does your organization measure the success of ditigal marketing activities? 
Please select all that apply (multiple answers possible).   

VISITS TO THE WEBSITE

CONVERSIONS/SALES/NEW CUSTOMER ACQUISITIONS

LEADS GENERATED

KPIS ALIGNED WITH BUSINESS OBJECTIVES

MARKETING OBJECTIVES ACHIEVED

INCREASED SITE PERFORMANCE

HIGHER CUSTOMER SATISFACTION

KPIS ALIGNED WITH CUSTOMER LIFECYCLE ACROSS MULTIPLE CHANNELS

SHORTENED TIME FROM CONTENT CREATION TO PUBLISHING

WE DON’T MEASURE THE IMPACT OF OUR DIGITAL ACTIVITIES
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Suggested resources 
Learn how to track and measure which marketing activities  
deliver the best return on investment.    

eBook: “From web analytics to engagement analytics:  
Quality over quantity” 

We also found that web analytics could be used  
far more effectively in most organizations. 

Few currently use them in real time (only 8%). 

The most common area with extensive use of web analytics 
is reporting (38%) and to a lesser extent insight (22%). 

Few are using web analytics for recommendations  
for content marketing via marketing automation, or  
site/content optimization (only around 10% use them 
regularly for these functions) (see Figure 9).          

Figure 9.  Web analytics usage 
 
For reporting 
 
 
 
 
 
 
For recommendations about content optimization 
 
 
 
 
 
For recommendations about which content  
should be used for marketing automation

 
 
For insights 
 
 
 
 
 
 
For recommendations about conversion optimization 
 
 
 
 
 

 
 
For recommendations about SEO/SEM 
 
 
 
 
 
 
For recommendations about site optimization 
 
 

38%

12%

19%

22%

10% 10%

17%

41%

34%

5%

43%

30% 37%

35%

16%

40%

62%

28%

51% 45%

38%

EXTENSIVELY

EXTENSIVELY

MODERATELY

EXTENSIVELY

EXTENSIVELY EXTENSIVELY

EXTENSIVELY

MODERATELY

MODERATELY

EXTENSIVELY

MODERATELY

MODERATELY MODERATELY

MODERATELY

LIMITED/NO USE

LIMITED/NO USE

LIMITED/NO USE

LIMITED/NO USE

LIMITED/NO USE LIMITED/NO USE

LIMITED/NO USE

http://www.sitecore.net/Redirects/Whitepapers/RealitiesofDigitalMarketingLandscape
http://www.sitecore.net/Redirects/Whitepapers/RealitiesofDigitalMarketingLandscape
http://www.sitecore.net/Redirects/Whitepapers/RealitiesofDigitalMarketingLandscape
http://www.sitecore.net/Landing/USA/Resources_RealitiesDigitalMarketingLandscape?sc_camp=F0A3BB99FC964EB1B1677EE838EBF7E8
http://www.sitecore.net/Landing/USA/Resources_RealitiesDigitalMarketingLandscape?sc_camp=F0A3BB99FC964EB1B1677EE838EBF7E8
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How digital marketers can address  
these challenges
In the new digital marketing landscape, marketers are faced with increasing 
complexity, a multitude of customer touch points and channels, and a 
proliferation of disconnected tools and systems. While our survey respondents 
are seeking ways to improve their digital marketing efforts, those 83% without 
a single, integrated platform are hindered in their ability to understand how 
customers and prospects are interacting with their brand in digital channels.   

Sitecore has the answer. The Sitecore Experience Platform gives marketers 
the ability to manage customer experiences across all touchpoints—online 
and offline—with one, single platform. Combining web content management, 
marketing automation, email marketing, social media, e-commerce, 
optimization, and analytics into one unified platform, Sitecore lets marketers 
own the customer experience across every channel and engagement. 

Built-in experience analytics and predictive marketing capabilities give 
marketing organizations insight into customer and prospect behavior so they 
can focus on the experiences that deliver the best results. Finally, Sitecore 
engagement analytics help executives and marketers measure business results 
and optimize return on investment by identifying the top-performing activities 
that drive engagement and conversions.

We invite you to sign up for a live demo and see how Sitecore can help your 
organization face these crucial challenges and improve the digital experience 
for your customers.

http://www.sitecore.net/Landing/USA/Resources_RealitiesDigitalMarketingLandscape?sc_camp=98BE69364B564EA4998EA88B0FCD7A77
http://www.sitecore.net/Demonstration/Demonstration-Request.aspx?sc_trk=SIOP%20XC%20Home%20Request%20demo%20button%20Sept2013
http://www.sitecore.net/Demonstration/Demonstration-Request.aspx?sc_trk=SIOP%20XC%20Home%20Request%20demo%20button%20Sept2013
http://www.sitecore.net/Demonstration/Demonstration-Request.aspx?sc_trk=SIOP%20XC%20Home%20Request%20demo%20button%20Sept2013
http://www.sitecore.net/Landing/USA/Resources_RealitiesDigitalMarketingLandscape?sc_camp=98BE69364B564EA4998EA88B0FCD7A77
http://www.sitecore.net/Landing/USA/Resources_RealitiesDigitalMarketingLandscape?sc_camp=98BE69364B564EA4998EA88B0FCD7A77
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Research methodology
The online survey of 330 marketers was conducted for 
Sitecore by First Point Research & Consulting during 
October 2013. The goals of the research were to provide 
Sitecore with robust and credible insight into digital 
marketing activity. Marketers across various experience 
levels, industries, organizational sizes, and countries 
were included in this survey.     

32%

14%

15%

20%

18%

Figure 10.  Roles and experience of survey respondents

MARKETING (5-14 YEARS)

MARKETING (< 5 YEARS)

MARKETING (15 YEARS +)

WEB DEVELOPMENT/IT

OTHER (CUSTOMER SERVICE/OPERATIONS)

17%

8%

8%

16%

6%

48%

5%

28%

5%

5%

5%

3%

3%

3%

20%

25%

Figure 11.  Industry sector and size of the survey respondents    

Business sector Annual turnover

GOVERNMENT

< $2 MILLION

EDUCATION

$2-$19 MILLION

TECHNOLOGY

$20 MILLION OR MORE

MEDIA

DON’T KNOW

MANUFACTURING

NON PROFIT

SPORT AND LEISURE

SERVICES

RETAIL

FINANCE/INSURANCE

HEALTHCARE

OTHERS
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About Sitecore 

Sitecore is the global leader in customer experience management 
software. The company delivers highly relevant content and personalized 
digital experiences that delight audiences, build loyalty and drive 
revenue. With Sitecore’s experience platform, marketers can own the 
experience of every customer that engages with their brand, across 
every channel. More than 3,500 of the world’s leading brands—including 
American Express, Carnival Cruise Lines, easyJet and Heineken—trust 
Sitecore to help them deliver the meaningful interactions that win 
customers for life.

Sitecore is a trademark of Sitecore Corporation. Copyright © 2014 Sitecore Corporation. All rights reserved.
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