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INTRODUCTION

We are continuing to see significant growth in digital 
transformation across a range of organisations within Australia 
and around the world. But how did Australian organisations 
stack up in 2019 and where are the opportunities? Datisan  
and Interactive Minds surveyed the industry to find out.

Over the past 10 years, it is acknowledged 
that the digital marketing landscape has 
changed dramatically. With the maturation 
of digital technology and its integration into 
traditional marketing, there is an increased 
expectation for businesses to be digitally-led 
and customer-centric.

Maturing can sometimes be 
awkward and inconvenient but it 
is also a necessity; in life, at home, 
at work, and in digital marketing 
capabilities as well. So how to 
decide who is digitally growing 
up and who is moving from 
tentative first steps in data-driven 
marketing to running at pace? 
What are the key metrics to assess 
this progression and growth from 
toddler to adulthood in digital 
marketing?

In 2018, the Digital Marketing 
Maturity study APAC undertaken 
by Boston Consulting Group and 
Google found six key components 
to success where organisational 
maturity is crucial for best 
practices. These fall under two 
main factors: Technical  
& Organisational.

Technical factors include:

   Connected first-party  
and web data

    Automation and integrated 
technology to further 
marketing outcomes

   Actionable measurement

Organisational factors include:

   Strategic partnerships with 
external specialist agencies 
and internal specialists

   Specialist skills

   Agile teaming and a fail 
fast culture

Digital Marketing Maturity Study APAC, 
Boston Consulting Group & Google, 2018
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Brands in the 2018 study were 
measured on their level of digital 
marketing maturity and grouped 
into four levels of increasing 
maturity. Between the benchmark 
study in 2018 and the analysis of 
responses in late 2019, there have 
been noticeable changes.

The four levels of increasing 
maturity are categorised as:

   NASCENT

       EMERGING

           CONNECTED

               MULTI-MOMENT

The 2018 study also found 
that the most mature brands 
reported the most significant 
benefits from data-driven 
marketing, with those leading 
companies reporting

REVENUE INCREASES  
OF AS MUCH AS

30%

20%

There is an extraordinary opportunity for 
brands in 2020 to map their digital maturity 
journey based on the outcomes that will best 
support their data-driven business objectives.

COST SAVINGS  
OF UP TO

4 MULTI-MOMENT 2% Dynamic execution optimised across channels

User-relevant communication across channels 

3 CONNECTED 44% Data integrated across channels

Demonstrated link to ROI or sales proxies

2 EMERGING 44% Some use of owned data in automated media buying

Single channel optimisation and testing

1 NASCENT 10% Mainly uses external data

Direct buys with limited link to sales

SUMMARY OF FINDINGS

 L O O K I N G  B A C K  T O  2 0 1 8
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As a catalyst for change 
and supporter of marketing 
modernisation, Datisan 
wondered if things had changed 
for Australian businesses in 2019? 
In partnership with Interactive 
Minds, Datisan invited marketers, 
innovators and digital experts 
from across the Interactive Minds 
network to complete a similar 
questionnaire.

The Annual Industry National 
Benchmark for Digital Marketing  
Maturity is Emerging.

SUMMARY OF  
REPORT FINDINGS

Nascent

50%

40%

30%

20%

10%

0%

Emerging Connected Multi - Moment

2019

6%
10%

49%

44% 44%

3%
2%

42%

2018

When comparing this survey’s 
results to the average 
percentages from the 2018 
study, there is a progression 
from Nascent to Emerging 
but still indicates room for 
optimisation in Connected 
and Multi-moment marketing 
maturity.

At 49%, the average score for 
the Emerging classification was 
near the top of the quartile, 
indicating some respondents 
had implemented enhanced 
strategies for some (but not all) 
of the four different pillars that 
were assessed (data-driven, 
marketing automation etc).

This survey utilised very similar 
criteria to the 2018 study to be 
able to show average change 
for the industry in Australia. 
Four key areas were assessed 
to provide the overall digital 
marketing maturity score for 
each response.

  Data Driven Marketing

   Marketing Automation  
& Activation 

   Marketing Measurement  
& Attribution 

   Organisational 
Collaboration

These four areas are:

What’s changed  
in 2019?
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Matt Daniels, Chief Technology Officer of 
Datisan, commented on the survey results:

Emerging can be a challenging but awesome place 
to be in terms of digital marketing maturity. It shows 
that a business is aware of the strategies needed to 
become more customer-centric and has begun to 
implement these through proof of concepts and/or 
experimentation. It also indicates, however, that the 
journey isn’t yet complete. 

This is a good opportunity to sense-check the 
strategy with other parts of your organisation or 
even a specialist external agency aligned to your 
marketing outcomes.

“

“

2019 SURVEY INSIGHTS

The relevant customer 
experience and messaging 
isn’t reaching the new or 
existing customers at the 
right time

63%
lacked automation, 
relying instead of 
manual processes

couldn’t attribute value 
to individual touch 
points with consumers

69%

60%
weren’t able to able 
to feed campaign 
effectiveness in-flight  
or real-time

63%
were hampered by  
inadequate cross- 
functional coordination

Based on this self-assessment 
and the resulting Emerging 
ranking, Datisan perceives there 
has been an increase in industry 
awareness about what digital 
marketing maturity looks like 
and that business, at least at an 
Emerging level, know that some 
factors are critical for growth.
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Nascent

60%

40%

20%

0%

Emerging Connected Multi - Moment

QLD

6%7%

49%
52%

3%
2%

42%
38%

National
Average

Nascent

40%

50%

30%

20%

10%

0%

Emerging Connected Multi - Moment

NSW

6%
9%

49%
45%

3%
0%

42%
45%

National
Average

Queensland is Emerging.
Nascent

60%

40%

20%

0%

Emerging Connected Multi - Moment

VIC

6%0%

49%

30%

3%
10%

42%

60%

National
Average

Victoria is Connected.

Victoria highlights strong skills with key results in both 
Connected and some Multi-moment.

New South Wales is Emerging.

Stronger in Connected and Nascent but under the 
industry average for Emerging and no responses  
at a Multi-moment level.

Results by state

The sunshine state’s results show stronger than 
average results in Emerging and Nascent compared to 
national average.



12 THE 2019 AUSTRALIAN DIGITAL MATURITY GROWTH REPORT 1313FROM DATISAN & INTERACTIVE MINDS

The Industry summary is only valid for the industries that had high 
enough levels of respondents to the benchmarking survey so far, 
although it is anticipated that this will change as the assessment 
responses grow.

Those that worked in Advertising & Creative Services as well as 
Marketing & Communication industries showed higher levels of 
digital maturity. IT & Communication Technology and Education 
were strongest in Emerging and Financial Services were moving from 
Emerging to Connected.

Four stages of digital maturity

National Average

Advertising and Creative Services

Education

Financial Services

Healthcare and Medical

IT and Communication

Marketing and Communication

Nascent

60%

80%

40%

20%

0%

Emerging Connected Multi - Moment

5%

49%

42% 42%

57%

29%

0%

63%

57%

40%
38%

0%

43%

0%

40%

0%

50% 50%

0%

22%

44%

11%

22% 20%

14%

0% 0% 0%

What is Nascent?
Marketing campaigns mainly  
use external data and direct 
buys, with limited linkage  
to sales.

What is Emerging?
Marketers make some use 
of owned data in automated 
buying, with single-channel 
optimisation and testing.

What is Connected?
Marketers rely on data integrated 
and activated across channels, 
with demonstrated linkage  
to ROI or sales proxies.

What is  
Multi-Moment?
The organisation optimises 
dynamic execution across 
channels toward single-customer 
business outcomes.

At a summary level, it’s important to understand what characterises 
each of the four stages of maturity. For this, the four classifications 
and definitions from the 2018 Google and BCG study have been 
utilised.

Results by industry

With the Australian benchmark now steady 
at Emerging, it brings challenges as well as 
opportunities for businesses to rapidly scale 
growth based on a digital maturity strategy.

ICT & Education are Emerging. 
Financial Services is Connected. 
Advertising is Multi-Moment.
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Maturity characteristics

EMERGING BRANDS ARE 
ADDITIONALLY CHARACTERISED 
BY:

Their use of some owned data in 
automated media buying 
Their use of enterprise analytics 
tools 
Single-channel optimisation and 
testing with limited (manual) 
integration to CRM / offline data 
sources

PROGRESSING TO CONNECTED  
(DATA-CENTRIC) WOULD MEAN 
INCORPORATING SOME OF THE 
FOLLOWING ACTIVITIES:

Integrated first party data
Integrated first party data that is 
then activated across channels 
Utilise this data cross-channel 
with a demonstrated link to 
return of investment or sales 
proxies; and 
Integrated this date and  
linked ROI to CRM / offline
data sources 

QUESTIONS AN EMERGING 
BUSINESS CAN ASK WHEN 
PLANNING THEIR STRATEGY 
ROADMAP:

DATA COLLECTION METHODS:
Is it time for an upgrade or 
perhaps some more streamlined 
operational procedures?

DISPARATE SYSTEMS:
Do we have any and can they  
be consolidated? 

INTEGRATIONS:
How could our systems be 
connected with its data together  
in a more efficient manner?  

Evaluate the capabilities of the 
systems currently used and 
see if there are any growth 
opportunities in them (e.g. 
automated bidding 
strategies, lookalikes)

Assessment methodology

The individual responses for 
Data-Driven and Organisational 
Collaboration were both in the 
lower end of the Connected 
quartile, but overall the total 
score was weighted down by 
the lower scores in Automation 
& Activation and Measurement  
& Attribution pillars.

47.15% 
Marketing  
Measurement  
& Attribution

46.77% 
Marketing  
Automation  
& Activation

57.15%
Data-Driven  
Marketing

52.15%
Organisation  
Collaboration

The overall result for the 
Industry benchmark is Emerging 
but there are four distinct pillars 
that provide results to make 
up the total result. Reviewing 
each segment illustrates the 
methodology of how this overall 
maturity was assessed.

  DATA DRIVEN MARKETING

  MARKETING AUTOMATION 
& ACTIVATION

  MARKETING 
MEASUREMENT  
& ATTRIBUTION 

  ORGANISATIONAL  
COLLABORATION

80%

100%

75%

50%

25%

0%

Data Driven 
Marketing

Marketing 
Measurement & 

Activation

Marketing  
Automation  
& Activation

Organisational  
Collaboration

Emerging brands are also sometimes called  
Tech-Centric brands, as they are starting to  
utilise tools that progress them upwards from  
a media-centric organisation.
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There is a shift from mass, 
broad audience targeting 
within these answers but in 
this section, almost a quarter 
still advised that the majority 
of their audience targeting 
was predominantly upper-
funnel. 

Data-driven marketing findings

15%
already practising specific  
multi-audience definitions  
and targeting

30% had no linking of  
customer data

37%
were not sure of whether 
they were or were not 
using automated media 
and bidding tools

Marketing automation & 
activation findings

75% 
personalised creative to 
audiences in some or  
most channels

74% managed audiences 
monthly or less frequently

38% 
weren’t close enough  
to be sure of the type 
of bidding utilised in 
campaigns

This highlights an area for 
opportunity to strategise how 
the more specific, custom 
audiences can be targeted 
through customer lifecycle.

This is also illustrated by 32% of 
respondents who either don’t 
have a cross-channel strategy or 
only target by individual channel.

Another key opportunity is 
more robust linking between the 
online and offline journeys.

Many respondents advised that 
some linking was present but 
only 3% advised that there was 
full linking between offline and 
online journeys. However, many 
organisations have implemented 
some level of omni-channel 
engagement strategy to connect 
with today’s consumers.

Connecting offline and online 
experiences and de-duplicating 
online and offline audiences 
continue to be major priorities 
in to 2020, with many brands 
trying to bridge the disconnect 
in order to deliver more seamless 
experiences.

This opportunity is also shown 
in the responses to questions in 
other sections like Data-Driven 
Marketing and Organisational 
Collaboration.

However, little correlation across 
the audience and targeting 
questions and responses 
suggests different interpretations 
or definitions of successful 
audience management and how 
this relates to customers.

Insight & opportunity: Insight & opportunity: There is the potential to be 
more agile in the approach and 
frequency of which audiences 
are managed, updated and 
automated. 

Data Solutions Lead at Datisan, Tom Nichols, commented,

“ The topic of audience creation, definition 
and targeting saw a variety of responses, 
indicating that marketing teams may be 
pushing one particular idea or technique 
based off what they have to work with, 
instead of improving the data to expand  
their capabilities in this space.

“
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Sometimes in a siloed 
organisation it can take a long 
time to get an entire project of 
the ground and this is where 
test and learn can come into 
play. By spinning up a project 
group of cross-functional and 

Marketing measurement 
& attribution findings

85% 
weren’t sure or had no 
or limited utilisation of 
A/B testing of marketing 
campaigns

75% 
delivered tailored  
messages by segment in 
some or most channels

60% 
of campaign effectiveness 
wasn’t activated in-flight  
or real-time

skilled team members, you can 
work to understand unknown 
unknowns, test a hypothesis and 
make decisions faster based 
on minimum viable product 
parameters.

When testing and learning 
with digital marketing data, 
it is possible to continuously 
experiment. The factors that 
are being tested can drive 
results and validate assumptions 
on audience, message and 
placements as examples. It is 
positive to see in the results 
of this segment that customer 
personalisation is incorporated 
in to three-quarters of 
campaigns. 

This illustrates the move from 
Nascent to Emerging as it 
highlights the shift from broad 
messaging to more customised 
and customer-centric 
experiences.

This personalisation becomes 
even more critical on the upward 
maturing of digital campaigns. 
Just over one-third of 
respondents were spending 
time manually measuring offline 
conversions.

53% are using last click or 
limited attribution modelling 
as well. There is an immediate 
opportunity here for a broader 
conversation about the data 
that is being captured and 
measured on consumers and how 
businesses can provide a better 
experience and highlight cross-
channel effectiveness. 

THE FIRST QUESTIONS  
TO ASK INCLUDE:

   What data and touchpoints 
do you capture between 
online and offline journeys?

   How could this be linked 
together?

The next step 
towards Connected 
is to build a place 
where this data can 
converge and be 
queried - not only 
for better customer 
experiences, but also 
to provide a better 
return on investment 
of time for marketing 
teams.

Test and learn is a powerful 
methodology that allows 
businesses to quickly 
experiment on hypotheses to 
drive future digital marketing 
decisions. 

Insight & opportunity: 
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The responses in this section 
indicate a disconnect in 
the definition of a cross-
functional team. This may 
show that there isn’t a shared 
business vision or perhaps 
an executive level sponsor 
for this type of project to 
keep agile, cross-functioning 
teams aligned to a common 
outcome.

75% 
had some project based 
cross-functional teams 
across marketing

35% 
insourced key activities 
to their own team, 
complemented by 
specialist agencies

29% 
didn’t incorporate IT or 
Data teams in to digital 
marketing initiatives

We are seeing an increased disconnect between 
what initiatives senior employees and core team 
members consider important to define success, 
with seniors focused on high level KPIs, whilst 
those building the solutions are thinking ahead, 
to improve capability, but lacking the direction or 
opportunity to fully utilise the space.

In organisations where Data operations align more 
with IT, Marketing teams exercise their freedom to 
focus more on varied, quality content. However, 
without the understanding behind how the data 
comes together, their ability to communicate how 
best to distribute this content may be impacted.

Tom Nichols,  
Data Solutions Lead,  
Datisan.

“
“

Organisational 
collaboration findings

This disconnect was seen in 
the survey where more than 

one respondent came from the 
same organisation but were at 
a different levels, experience 
or closeness to the marketing 
activations day-to-day.

It also showed that the 
more aligned the responder 
considered the IT and Data 
teams to the marketing and 
technology strategy, there 
was often one or two key 
measurements or targeting  
areas deemed mature.

The move towards insourcing 
digital marketing functions 
has been growing, especially 
in the last few years. The 
respondents that indicated that 
they complemented this with 
specialist agencies speaks to a 
rising digital maturity to ensure 
that business objectives are 
reached with the right team 
in place.

Insight & opportunity: 
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Priorities for progression
So where to start? In terms of priorities, 
Datisan has reviewed some key activities that 
will support digital maturation in the next year 
and summarised them as follows:

Digital themes for 2020

Be there
Continue to use the power of 
technology and insights to be 
present, available and deliver 
relevant, real-time messages at 
scale, whenever each consumer is 
ready for them.

Be relevant
Build a strategy driven by 
assistance, reorienting to become 
more relevant across the customer 
experience. Many commentators are 
concluding this will be even more 
critical as opportunities for voice 
marketing become more available.

Be secure
Data and data privacy will continue 
to be a large part of the landscape 
next year and into the future. 
World-wide data breaches have 
impacted consumer trust and there 
is an onus on business to ensure 
first-party data is treated, stored 
and queried in a secure fashion.

Be fast
Speed continues to be a critical 
factor, particularly when it comes 
to experiences on mobile devices. 
Amazon has found that even a 

100-millisecond delay in website 
load time can hurt conversion 
rates by 7% - in a retail space that 
impact can mean a lot of sales. 
In 2018, Google found that as the 
page load time goes from 1s to 5s, 
the probability of bounce increases 
90%.

Be good
Alongside data security and 
privacy, this is a newer theme that 
relates to audience targeting and 
susceptibility of messaging to 
targeted audiences. Is the data that 
is being collected going to help 
consumers in the long run (either 
by creating value or providing 
assistance)?

Here are some key themes that can be taken in to 2020  
when thinking about data-driven marketing and maturity.

ESTABLISH A FOUNDATION

   Gain an executive 
 level sponsor 

   Review what consumer data 
the organisation is collecting 
and how this can be securely 
utilised for better customer 
and business success 
outcomes 

   Implement tags and analytics 
if not activated already 

   Assess in-house capability, 
skill and time available for 
project work

   Leverage existing partners or 
introduce specialist agencies 
based on requirements 
(who not how)

   Brainstorm marketing 
outcomes and how they 
align with overall business 
objectives - make this your 
north star

BUILD CONNECTIONS

   Don’t take it all on at once 
 - decide on critical initiatives 
or areas to show value for 
proof of concept 

  Co-locate functions 

   Develop expert skills in-house 
(upskilling, new hires, cross-
team movement etc) 

  Define common KPIs 

   Build automation in to 
message delivery

LEVERAGE EVERY MOMENT

  Insource key capabilities 

  Embed agile teaming 

   Optimise value using 
increasing sophisticated 
attribution methods

   Identify the right partners 
outside of your company to 
support you at each stage

“While we see many marketers
making great progress on the 
journey of digital transformation, 
it’s clear that there is still so 
much opportunity in this space 
to leverage at all levels. With 
constant change in technology 
and tactics across the industry, 
we are excited about continuing 
to guide and assist marketers in 
understanding their opportunities 
and next steps in this journey.” 
Louisa Dahl, Founder, Interactive Minds.
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The new reality of 
digital marketing is that 
it is ever-evolving. 

The activities and projects that a 
business has undertaken to get 
to (and maintain) Multi-moment 
means that rather than a set and 
forget mentality at this level, 
there is a constant need to be 
current, test, learn and iterate on 
data to ensure the experience 
customers receive is better than 
the last one they had, regardless 
of what brand or industry they 
experienced it in. 

Speed continues to be a key 
theme, as more enterprises start 
leveraging real-time analytics for 

CONCLUSION

Continued growth

How can more digitally mature business grow? For businesses 
that are already highly connected or at multi-moment, there are 
still opportunities to stay ahead of the curve.

personalised recommendations 
and dynamic pricing services. 
Immediacy of results is 
becoming even more important.

Growing pains are normal in the 
maturity process but the benefit 
to stakeholders and, more 
importantly, to the consumers  
is undeniable.

Awareness of the current state is 
key to evolving a stronger, more 
responsive digital marketing 
strategy. By undertaking 
a specific project which is 
embraced company-wide to 
increase data-driven capabilities 
and outcomes, businesses can 
realise more potential.

We have seen a number of business approach 
the digital marketing maturity process. What 
we have found is that while initially there can be 
some challenges getting the right people and 
data together, once a cross-organisational team 
is formed and aligned to the digital marketing 
improvement process, it becomes a really exciting 
journey to be part of... and the outcomes of the 
projects can make a significant impact.

“
“

Datisan CEO, Chris Rozic concludes:

ABOUT DATISAN

Datisan is a marketing modernisation business. As marketing transformers, architects and builders, 

we unlock and reshape data. In doing that, we reveal hidden possibilities and open new opportunities 

to improve your customer experiences. We transfer the power that’s within your data to empower 

and transform marketing in to data-driven initiatives and activities that deliver results. For more 

information, please visit www.datisan.com.au

Chris Rozic is the CEO and Co-Founder of Datisan.  

You can contact him by email at chris.rozic@datisan.com.au 

BUILD CONNECTIONS

   Don’t take it all on at once 
 - decide on critical initiatives 
or areas to show value for 
proof of concept 

  Co-locate functions 

   Develop expert skills in-house 
(upskilling, new hires, cross-
team movement etc) 

  Define common KPIs 

   Build automation in to 
message delivery

LEVERAGE EVERY MOMENT

  Insource key capabilities 

  Embed agile teaming 

   Optimise value using 
increasing sophisticated 
attribution methods

   Identify the right partners 
outside of your company to 
support you at each stage

mailto:chris.rozic%40datisan.com.au%20%20?subject=Re%3A%20Digital%20Maturity%20Report
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