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Insights* for companies looking to drlve their business
with new digital tools, platforms and devices.
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~ Are we working with
tke right platporms?

72% have undertaken a
digital transformation
program

began the process
over 5 years ago

said that digital is important
for their strategy, but...

believe their company is
not adapted for digital

@ @
The average spend on digital Dlgltal spend For companies <$1MM, digital
marketing as a percentage of th - i e marketing remains fringe:
total marketing budget = on e S two-thirds allocate less than
52% of respondents expect the 20% of their marketing budget
digital marketing budget to on digital (nearly half spend
increase as a percentage of less than 10%),

total marketing in 2015.
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The more Upscale
h o diai . 1i . The horse before the
the merrier 191 aill y cart? Companies that
Those who spend over 10% of Luxury and premium positioned are sPendlng more on
their marketing budget on brands tend to spend more on digital digital believe that
digital are much more likely to marketing than mass or generalist they are better
increase their spend in 2015. brands. 55% of luxury and

adapted for digital.

premium-positioned companies spend
over 30% on digital marketing.
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2 Soc1c11 med1a 35%
3. Mobile 32%
4. Email 22%
5. Customer service 16%
6. Web 147%
7. Payment 11%
8. Online research 9%
9. Direct Sales 8%
10. R&D 7%

N.B. Out of the top 10: Online Ads, Salesperson’s
Tool, PR, Education, Video, Search and CRM.
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BRSSO When will this digital
trauspormation end?

The allocation of resources in digital marketing is not about setting a specific
percentage. It's about finding ways to use digital tools, devices and platforms
to support the company’s overall strategy.

There is bound to be an element of experimentation, testing and learning; but,
nothing is more important than getting started. To activate the digital trans-
formation, the top executives must play an important role by participating

actively themselves.
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