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INTRODUCTION

Welcome to the 2020 WA Digital Marketing Report! In its seventh consecutive year, the report sheds light on the current 
digital climate in Western Australia so businesses can benchmark themselves against others in the State and gain an edge 
over the competition. 

This year more than ever a digital ready approach is vital for every WA business.

Digital platforms are now becoming more than just marketing tools. With automation, artificial intelligence and machine 
learning, data becomes a real commodity to businesses looking to leverage their customer experience.

Think beyond advertising, to streamlining the digital experience, and your business will be well positioned to sustain the 
status quo, and develop a foundation for the future.

Through the analysis of the results, we identified a number of key insights, including:

• Digital emphasis - businesses are slowly consolidating their marketing efforts into digital, both in the channels they 
put resources towards and the share of digital in the marketing budget

• Revenue not a KPI - only 35% of businesses use revenue as a measure for digital marketing success

• Understanding the customer - only 46% perform regular customer surveys, 40% have conducted customer journey 
mapping and 38% have KPIs around customer experience, yet 82.4% say they have a clear understanding of what their 
customers want

• Advanced eCommerce tracking - 56.2% of eCommerce businesses don’t have advanced eCommerce tracking (fun-
nels, abandon rate, etc)

• CRO not a priority - only 48.2% of respondents indicated that they currently engage in conversion rate optimisation

• Automation underutilised - 50.4% of businesses don’t utilise marketing automation

• Measuring customer experience - only 38.2% of respondents indicated that they have KPIs around the customer 
experience 

Please note that this survey and the subsequent insights were developed before the COVID-19 pandemic began to impact 
businesses and customers so heavily. While short term behaviours have changed, we beleive the insights are still very 
much valuable going forward and if anything digital has become more important than ever.

We are really excited to share all of our findings with you, so please read on to see how your organisation compares.

Renae Lunjevich,  
Managing Director 
Bang Digital
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95.6%

50.4%

of respondents engage in social 

media marketing.

of businesses surveyed don’t 

utilise marketing automation

38.2%

of businesses use revenue as a 

measure for digital marketing success

of respondents indicated that they have 

KPIs around the customer experience 

56.2%

of respondents indicated 

that they currently engage in 

conversion rate optimisation

of the eCommerce respondents don’t 

have advanced eCommerce tracking.

35% 48.2%

KEY FINDINGS

Businesses are slowly consolidating their marketing 

efforts into digital, both in the channels they put 

resources towards and the share of digital in the 

marketing budget

INSIGHT
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MARKETING ACTIVITIES FOR 2020
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THE ROLE OF DIGITAL IN MARKETING IN WA IN 2020
What’s in the marketing mix?
Please select all the marketing activities that you anticipate including in your 
marketing mix in 2020

Businesses in WA continue to prioritise a social media presence as a part of their 
marketing mix with 95.6% of respondents saying they will engage in social this year. 

Email (84.7% of businesses) and SEO (78.8%) remain as key elements when compared to 
2019, with more than three-quarters of businesses saying this is a part of the plan in 2020, 
a very similar result to a year ago.

While those three activities remained consistent year on year, a number of others dropped 
considerably:

• Radio (-11%)
• Outdoor (-9.3%) 
• SMS (-7.6%) 
• Content marketing (-7.6%) 
• TV (-6.8%) 
• Video content(-6.1%)
• Direct mail (-5.9%)

While some of the more traditional offline channels like radio, outdoor and TV have been 
trending down for years, the most interesting insight might be that content creation has 
been de-prioritised somewhat. This is quite surprising given the benefits it can provide for 
the customer and in turn businesses.

“Across all PPC advertising, we are 
seeing massive shifts with machine 
learning and automation with early 
adopters already seeing positive 
results. 

Agencies and businesses alike will 
benefit from quickly figuring out 
how to work with this technology 
to become as efficient as possible 
while freeing up our time to do 
things that machines can not such 
as strategy and creative. 

Jack Kennedy 
Head of Digital
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“Turning data into useful information to drive 
strategic direction”

- Fiona

“Staying ahead of the game with your 
marketing strategy ahead of your 
competitors and getting to that magic 
formula of your strategy to know what 
enquiry you need to achieve to reach your 
sales - what do you need to increase/turn on/
turn off etc”

- Steph
“Ensuring digital and automation works to 
support ‘cx’ and doesn’t become faceless”

- Anji

“A tightening market is putting even more 
pressure on-budget. And unfortunately with 
senior-level decision-makers, digital is still a 
relatively unknown medium that the pressure 
seems to be more heavily concentrated.”

- Jarryd

“Differentiating in an increasingly busy 
marketplace where competitors can quickly 
follow”

- Don

Key challenges
What do you think is the greatest challenge you face this year with your digital marketing strategy?

We asked respondents to provide their greatest digital marketing challenge this year in their own words and got a broad 
array of responses. Please note that this survey was completed before the Coronavirus crisis so the challenges will likely have 
changed in the time since.

There were dozens of different issues raised by the responses however, there were a number of consistent themes:

THE DIFFICULTY IN KEEPING UP WITH NEW TRENDS AND CHANNELS

HAVING ENOUGH TIME AND RESOURCES TO BE EVERYWHERE

EFFECTIVE CONTENT CREATION

HOW TO DIFFERENTIATE OURSELVES FROM COMPETITORS

EFFECTIVELY USING DATA TO DRIVE DECISION MAKING

EDUCATING AND GETTING BUY-IN FROM MANAGEMENT FOR DIGITAL ACTIVITIES

WHAT YOU TOLD US
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DIGITAL MARKETING TRENDS FOR 2020
What, if any, emerging digital marketing trends does your organisation plan to use in 2020?

While many respondents are planning to focus on optimising their current digital strategy and the fundamentals of their 
marketing, there were a number of trends that appeared multiple times:

• Using different mediums to deliver content including video and podcasting
• Utilising other social media like Snapchat, TikTok or features like IGTV
• Automation and personalisation of email marketing
• Influencer marketing
• Augmented reality and virtual reality
• Chatbots and conversational commerce

While all of these are quite different trends, there is one common thread across them all - trying to find the most effective 
way to deliver your message to customers and provide them with the value they are looking for.

“In 2020 it’s important to really get across your customer experience, and understanding every interaction across your digital 
platforms. This isn’t limited to Digital Marketing. 

This year’s survey indicated that only 38.2% of businesses have KPIs around the customer experience and just 40.2% have 
conducted customer journey mapping to understand the customer experience across multiple touchpoints.

You should be considering the platforms you use to manage your customer relationships (CRMs, emails, project management 
solutions), and how to use automation to mimic a one to one customer experience. 

Customers now expect a seamless experience, and this is not a set and forget process. It takes continuous improvement over 
time. Luckily, the data tells you where to improve, so solid analytics and reporting dashboards become critical.

Renae Lunjevich 
Managing Director

What, if any, emerging digital marketing trends does 

your organisation plan to use in 2020? 
QUESTION
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THE BENEFITS OF DIGITAL MARKETING
What do you see as the top three benefits of digital marketing?

In 2019, survey respondents indicated that being able to accurately measure performance (75.2%) was the top benefit of 
digital marketing, however this year that has changed to the ability to target specific customers (81.2%).

This may represent an increased recognition of the importance of matching your messaging to the correct audience in 
order to gain cut through with prospective customers

The other benefits in the top three from our respondents in 2020 were Being able to accurately measure performance 
(62.5%) and Lower cost than traditional marketing (46.4%).

“For years (decades, really) customers have been moving from in-person engagements with businesses to online, particularly in 
retail. With the current crisis that is Coronavirus and the resulting changes in our daily lives that will impact virtually everyone 
across the globe, this move online has been turbocharged, and now affects every business, not just retail.

Aside from the clear danger Coronavirus poses to global public health, this is a gargantuan disruption to businesses and the 
economy more broadly. However, with every challenge comes an opportunity, and it’s not selling toilet paper or hand sanitiser.

Businesses who are proactive and try to understand what their customer experience will be like in a totally online engagement 
are the ones who will survive, and in turn, prosper when the crisis abates. This means mapping your current customer journey 
and rebuilding it in a digital environment. 

For some elements, this will be virtually impossible, and most of it will be incredibly challenging to translate years of business 
processes and practices to completely different channels and delivery methods but the reality is it has to be done.

This is one of the greatest opportunities for innovation and disruption of businesses and industries in recent history and 
embracing that will mean survival.

The best bit? Once the crisis is over and business returns to normal, the digital transformation, automated systems and 
efficiencies found during this challenging time will slingshot your business to never before reached heights.

Geordie Frost 
Customer Experience Strategist
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HOW BUSINESSES ARE MANAGING DIGITAL IN 2020

Digital channels
Which digital marketing channels do you currently use?

In terms of channels used by businesses in WA, it’s many of the usual suspects at the top of the list with Facebook (93.4%), 
email (83.2%) and Instagram (73%) rounding out the top three. 

While a large proportion indicated they utilise email, it is also interesting that almost 17% of respondents noted that is not 
a marketing channel they utilise. As one of the cheapest and most effective channels, this may be a missed opportunity 
for some businesses.

Another channel with a surprisingly low rate of use was Google Ads (62%). Having a strong search presence is absolutely 
critical for all businesses and a strategy involving both SEO and paid search is generally recommended.

In terms of other social channels outside of Facebook and Instagram, some of the bigger channels have dipped (LinkedIn, 
YouTube, Twitter) while there has been growth in Snapchat and TikTok, channels with rapidly growing and younger 
audiences.
marketing activities into the digital arena.performance (62.5%) and Lower cost than traditional marketing (46.4%).

Managing digital marketing
How do you manage your digital marketing activity?

In the 2019 survey, almost seventy percent (68.9%) of respondents indicated that they manage their digital marketing in-
house however that has changed significantly in 2020.

56.2% of respondents said they manage digital solely in-house, while 38% indicated they used a combination of in-house 
and agency resources, an increase of 12.2% on the previous year.

Taking into account the feedback around the challenge of keeping up with trends and having limited resources, this may 
explain the shift to getting more agency support.

Measuring success
How do you measure the performance of your digital marketing efforts?

The biggest takeaway from the responses to this question wasn’t the measure that was ranked at the top, but it was what 
wasn’t there - revenue. 

Shockingly, only 35% of respondents indicated their business used revenue as a measure of their digital marketing 
performance. There may be a number of explanations for this including organisations that aren’t driven by revenue, 
like government and not-for-profits, or the difficulty to attribute revenue to marketing for lead-based businesses. 
Nevertheless, this is still an incredibly surprising insight.

Otherwise, the top three measures of Conversions (73%), Campaign performance (71.5%) and Website traffic (65.7%) are 
correctly prioritised, although they too seem to be lower than expected.

Overall however it appears that there is a huge gap in the reporting of the impact that digital activity has on business 
success more broadly.
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IN-HOUSE ONLY COMBINATION AGENCY ONLY

INSIGHT

ONLY 35% OF SURVEY RESPONDANTS SAID 
THAT THEY USE REVENUE AS A MEASURE OF 
DIGITAL MARKETING SUCCESS

MEASURING SUCCESS
How do you measure the performance of your digital marketing efforts?

Managing digital marketing
How do you manage your digital marketing activity?

In the 2019 survey, almost seventy percent (68.9%) 
of respondents indicated that they manage their 
digital marketing in-house however that has changed 
significantly in 2020.

56.2% of respondents said they manage digital 
solely in-house, while 38% indicated they used a 
combination of in-house and agency resources, an 
increase of 12.2% on the previous year.

Taking into account the feedback around the 
challenge of keeping up with trends and having limited 
resources, this may explain the shift to getting more 
agency support.
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Do you feel you are getting the best results achievable from your digital marketing?

When asked if they were achieving the best results from their digital marketing activity 
the average response was middling - a 3.3 on a scale of 1-5. On a positive note, only 
3.6% indicated they were not happy at all, however, there is a significant opportunity for 
improvement with only 43.8% ranking their results a 4 or a 5.

For those who rated their marketing performance as a 3 or lower we asked a follow-up:

What is it specifically that makes you say you aren’t getting the best results?

There were a number of consistent themes in the responses:

• A lack of resources or budget required to execute strategy effectively
• Measurement, attribution and reporting of efforts are not consistent therefore 

results are often unknown
• A lack of strategic direction

IS YOUR DIGITAL MARKETING EFFECTIVE?

3.3
Average score

“We aren’t consistently reporting, nor are we set up 

with the right tracking. When it comes to campaigns, 

reporting only tells us how the user got there. There is no 

analysis of whether or not it was a positive experience. 

Purely based on how the media performed”

- Lucy

“We are focused on gaining as much reach and in-store 

visitation as possible so sometimes we keep campaigns 

that are not effective running. We also go to market too 

late for meaningful effect.”

- Henri

DO YOU FEEL YOU ARE GETTING THE BEST 
RESULTS FROM YOUR DIGITAL MARKETING?

NOT AT ALL YES, DEFINITELY

1 2 3 3.3 4 5
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WEBSITE ANALYTICS
Do you have analytics or goal tracking on your website or app? 

Website analytics are critical in order to measure the performance of your site and customer behaviours so it is a little surprising 
to see that 16.8% of respondents indicated that they either didn’t have any tracking or weren’t sure.

For those businesses in the eCommerce industry, we asked an additional question around their analytics:

What sort of eCommerce analytics tracking do you have on your website

Analytics tracking on eCommerce sites is arguably more important than any other business site in order to measure sales 
and optimise the customer experience so it is surprising that only 43.8% of those asked said that they had advanced tracking 
installed.

This represents a significant opportunity for those eCommerce businesses that don’t have advanced tracking to gather greater 
insights into their customer experience and where they might be losing revenue along their funnel.

WEBSITE SPEED AND PERFORMANCE
Do you monitor your mobile performance and site speed?

According to 2018 research by Google, 53% of mobile users leave a site that takes longer than three seconds to load and 
conversions drop by 12% for every second of load time. This makes site speed arguably the most important optimisation you can 
make on your website.

With that said, the fact that 38% of respondents indicated that they don’t monitor their site speed indicates that they may be 
unknowingly causing customer frustration and negatively impacting their conversion rates.

“With the push towards omnichannel, I predict that there will be a shift 
towards businesses wanting to integrate more robust reporting and 
end-to-end tracking solutions, specifically in regards to attribution 
modelling, and helping calculate the ROI and effectiveness of each 
digital touchpoint in the customer journey.

Brad Farleigh 
Operations Director
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CONVERSION RATE 
OPTIMISATION

MARKETING 
AUTOMATION

CONVERSION RATE OPTIMISATION
Do you have a conversion rate optimisation strategy, or run regular testing on your site?

Conversion rate optimisation (CRO) is an element of digital that is often overlooked despite its importance in improving the 
customer experience on-site, increasing conversions and the performance of marketing efforts.

While only 48.2% of respondents indicated that they currently engage in conversion rate optimisation of some sort, this is a 
significant increase over the 2019 survey where only 36.4% were conducting CRO work. This represents a growth in maturity for 
business in WA across a number of industries.

MARKETING AUTOMATION
Do you utilise any marketing automation, or have an automated customer engagement strategy?

Automation is one of the most effective strategies marketers have in their toolkit in order to improve engagement with 
customers, drive more sales and lessen their manual workload.

In 2019, 43.2% of respondents indicated they had some sort of marketing automation in place, a number that has jumped to 
49.6% in this year’s survey.

While the improvement is positive, this also represents a huge opportunity for 50.4% of businesses that don’t currently engage in 
marketing automation.
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EXPERIENCE
Customer

MAPPING THE CUSTOMER JOURNEY
Has your organisation conducted customer journey 
mapping or similar work?

Customer journey mapping is the process of identifying the 
stages in a customer’s lifecycle with a business and mapping 
the respective goals, pain-points, channels and touchpoints 
(and more) at each stage.

In terms of understanding the customer, customer journey 
mapping is one of the most important pieces of strategic 
work that a business can conduct.

Considering its importance and the insights it can provide, the fact that only 40.4% of respondents said their business has conducted 
customer journey mapping is surprising. 

One barrier might be resources - it can be a time-consuming effort conducting the research and mapping the journey, however, over the 
long term the return on investment will be impressive.

UNDERSTANDING THE CUSTOMER
Do you run regular polls or surveys gathering customer feedback?

Ongoing feedback from customers is critical not only from a customer service perspective 
but also in order to gather insights into their pain points and objectives in order to apply 
the learnings to marketing activities.

Only 45.9% of respondents indicated that their businesses conduct regular polls or 
surveys gathering insights from their customers. This is a huge opportunity for these 
businesses to create a feedback loop with their most important stakeholders - their 
customers.

MEASURING THE CUSTOMER EXPERIENCE
Do you have KPIs around customer experience?

Customer experience is difficult to measure as a tangible metric and it means something different for every business, however, 
understanding your business is performing is critical for success.

With only 38.2% of respondents indicating that they have KPIs around the customer experience there is a clear gap in the understanding 
of the importance of measuring the customer experience and how to effectively report on it.

This result also likely reflects how challenging finding a method of effectively tracking and reporting on the customer experience is for 
businesses.

“We work in an evolving sector, where our niche is at the mercy of 

our members, stakeholders, politicians, the public. The continually 

evolving landscape does not help. Also, unrealistic expectations from 

management, who don’t understand marketing, but also don’t allow the 

marketing professionals to make recommendations.”

- Laurene

“The strategic work to understand and map 

this has never been undertaken.  We have 

always gone with gut feel”

- Mickey
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YES NOT SURENO

52.6%
49.3%

16.9%

45.9%

40.4%

83.1%

1.5%

10.3%

DO YOU RUN REGULAR 
POLLS OR SURVEYS?

HAVE YOU CONDUCTED 
CUSTOMER JOURNEY 

MAPPING?

DO YOU KNOW 
WHAT CUSTOMERS 

WANT?

EXPERIENCE
Customer

WHAT YOUR CUSTOMERS WANT
Broadly, do you feel like your organisation has a clear understanding of who their customers are and what they want?

This is one of the most interesting insights from the entire survey.

While only 46% of respondents said their businesses perform regular customer surveys, 40% have conducted customer journey 
mapping and 38% have KPIs around customer experience, 82.4% say they have a clear understanding of what their customers want.

With such a large proportion of respondents saying that they understand their customers while so few indicate they conduct research it 
begs the question; how are they so sure they know what customers want? 

Making assumptions based on previous experience is fraught with danger in the ever-changing digital landscape where customers 
have liquid expectations on how their experience should be based not on your own offering, or those of your competitors, but of those 
businesses providing the best experience in other industries like Apple or Uber.

For those respondents who said that they didn’t have a clear understanding of what customers want, we asked a follow-up question:

What challenges, in particular, do you think contribute to your organisation not knowing its customers well?

Some common threads in the responses were lack of understanding from upper management around the importance of ongoing 
customer research, organisational hubris in regards to the customer - “we know what they want ‘’ and a lack of resources to undertake 
these efforts.
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20202018 2019

25.2% 24.1%
27.5%

$1K - $5K

18.3% 17.5%
20.6%

$5K - $10K

24.4%

18.2%18.3%

$10K - $50K

11.5%
14.6%

11.5%

$50K - $100K

20.6%
25.5%

22.1%

$100K+

Roughly how much did your organisation spend on its overall marketing activities in WA last financial year?

Overall marketing budgets last financial year remained much the same as in 2019 and slightly higher, on average, than in 
the 2018 survey.

One small shift, however, was that there were fewer smaller budgets ($1k-$5k and $5k-$10k) and a corresponding 
increase in the $10k - $50k range, potentially indicating some small businesses scaling up their marketing.

And how much did your organisation spend on its digital marketing activities last financial year?

When looking at digital marketing budgets specifically for the last financial year we can see a big jump in the $100k+ range 
of budgets - up 4.9% on the 2019 survey.

This aligns with previous insights that businesses are consolidating some of their marketing focus to digital channels.

How much does your organisation plan to spend on its marketing activities in WA this financial year to June 2020?

When looking at projections for an overall marketing budget for the current financial year, the biggest jump is in the $50k 
- $100k bracket which almost doubled, with a large proportion looking like it has come from smaller budgets scaling up.

And how much does your organisation plan to spend on digital marketing activities this financial year to June 2020?

Most interestingly, is the projected spends for digital in the current financial year. The top budget bracket ($100k+) 
accounted for 25.5% of the survey respondents, up from 20.6% in 2019.

Once again this supports the idea that businesses are consolidating marketing budgets and activities away from 
traditional channels towards digital.

DIGITAL MARKETING BUDGET COMPARISON
How much do you plan to spend on digital marketing activities this financial year?
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THANK YOU
If you would like to discuss your digital marketing needs with Bang Digital, 

please call (08) 9328 7000 or email info@bangdigital.com.au.

DIGITAL 
MARKETING 
REPORT 2020


