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In today’s digital era, marketers are taking on an 
increasingly broad and strategic remit; they’re no 
longer seen as simply the "steward of the brand," 
but are tasked with driving business growth. 

With this new mandate has come a fundamental 
shift in how marketers measure success and make 
decisions, and data integration and analytics have 
become essential capabilities. 

In this report, we examine how marketers across 
Asia-Pacific are responding to these shifts and 
integrating their marketing data to measure 
impact and bottom line growth. The data comes 
from a study carried out in partnership with The 
Leading Edge marketing research agency. 

The study included an online survey of 1,002 
marketers and one-on-one phone interviews with 
12 others. Survey respondents included 
decision-making marketers from Australia, New 
Zealand, Hong Kong, Singapore, Thailand, the 
Philippines, and India (see page 16 and 17 for 
detailed methodology).

Introduction 
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Key Findings

Ninety-one percent of marketers agree that marketing has a 
major role to play in driving growth, and two in five have shifted 
their priorities to focus on marketing-led growth. 

Growth is critical in today’s marketing landscape1

While marketers are optimistic about their abilities and performance 
in data integration, 64% are spending a week or more each month 
solely on harmonising data. Thirty-three percent are challenged by 
their ability to connect and unify data from multiple sources. 

Cross-channel data integration is a challenge2

Marketers still face several challenges when it comes to 
optimising their use of data. These include challenges related to 
sharing and collaborating on data analysis (37%) and connecting  
marketing investments to business outcomes (35%). 

Roadblocks remain to data analytics and optimisation3

Marketers need access to timely data to optimise their efforts, yet 
40% are unable to get real-time insights from their data. The lack of 
automation is a contributing factor with only 28% of marketers 
claiming to have fully automated processes for data integration.

Marketers are held back by lack of real-time insights 
and automation 4

Data-driven culture and technology will continue to 
shift in the context of growth initiatives5

There are growing calls from senior leaders for a stronger uptake of 
data-led marketing. Marketers will not only have to adopt new tools, but 
recognise the value of shifting to a data-driven mindset. Support from 
executive leadership and employee engagement will be key.
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Growth: The New Marketing 
Mandate
Why are today’s marketers facing this new mandate for growth?

As a start, marketers have always been accountable to both their 
customers and their business and have had to balance short-term and 
long-term goals. But with budgets under increased scrutiny, marketers 
are tasked with more responsibility to link every marketing dollar back 
to return on investment (ROI). This means optimising each marketing 
activity and message to drive impact across every digital touchpoint for 
the customer and the business. Findings show that this mandate is 
real– of those surveyed, 91% agree that marketing has a major role to 
play in driving growth for their business. 

The mandate for growth is also reflected in marketers’ priorities. 
Approximately 94% of respondents indicate that they shifted their 
priorities to focus on marketing-led growth within the last year. 
Another 93% say they shifted their priorities towards marketing 
efficiency and improving ROI.

— Marketing Director, Australia and New Zealand

The ultimate challenge is demonstrating results in the short-term 
and setting up at the same time for those longer term results… 
let’s call it equity vs performance. With such a high degree of 
measurability across channels today, the business is always looking 
for ROI…even as an offline brand I can still get a highly targeted, 
measurable understanding, so there is constant pressure to be 
delivering results, every quarter.
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THERE ARE MIXED DEFINITIONS AND PRIORITIES WHEN IT 
COMES TO GROWTH MARKETING

WHAT MARKETERS SAY ABOUT GROWTH MARKETING: 

WHERE MARKETERS ARE DIRECTING THEIR GROWTH EFFORTS

Growth is tied to measurability and goals. However, timing is one area 
where marketers differ in their growth marketing strategies. Some are 
focused on the short term, which is all about immediate increases in 
sales and metrics like customer acquisition. Others are focused on the 
long term, which is about brand equity, loyalty, and values. More than 
half of APAC marketers are focused on the long term and 35% are 
focused on a mix of the two.

While traditional marketing continues to play an important role 
within Asia-Pacific, there is an overwhelming sense that marketers 
are embracing a growth marketing mindset.  Growth marketing is 
defined differently by every organisation because it’s a complex 
discipline and where marketers are in their understanding and 
adoption of growth marketing varies by country. This was evident in 
how marketers define growth marketing and describe their priorities.

How Marketers Describe Their Focus on Growth

Question: Which of the following best describes the way you 
think about driving growth and efficiency for your [company/agency]?
BASE: All respondents in APAC n=1002, ASIA n=717, ANZ n=285
Fig. 1: How Marketers Describe Their Focus on Growth

11%

Short term: (immediate increase 
in sales, customer acquisition/
retention, etc)

35%

54%

A mix of short
& long term

Long term: (building brand 
equity, brand loyalty, brand 
values)

With growth marketing, the role of marketing over time has 
changed and will continue to change. Marketers are definitely 
becoming more tech savvy getting involved with tech, unlike a 
few years previously – they didn’t want to use it, they just wanted 
to get the reports but this is changing and they are keen to use 
the tools more now.

— Agency Director, Singapore

Growth marketing will become the most important thing in 
Thailand. Big companies are now not so much focused on 
branding… they want to drive revenue, especially now with 
COVID-19…so this will become more and more important. 
Everyone will move to a growth marketing approach.

— Media Agency, Thailand 
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Ranking of Marketers' Growth-Related Sales Initiatives

Total ranking based on Top 3 choices for respondents
Question: What are your top growth related sales initiatives for the next 24 months? 
BASE: All respondents in APAC n=1002, ASIA n=717, ANZ n=285
Fig. 2: Ranking of Marketers' Growth-Related Sales Initiatives

46%

1
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4

5

Connected customer experience across marketing, sales, service

Ecommerce growth

Direct to consumer growth

Services revenue growth

Sales growth via new chat, mobile, artificial intelligence (AI) applications 

Total ranking based on Top 3 choices for respondents
Question: What metrics are most important in defining growth for your 
[company/agency]? (Rank up to 3 most important metrics.)
BASE: All respondents in APAC n=1002, ASIA n=717, ANZ n=285
Fig.3: Ranking of Marketers' Growth-Defining Metrics

Ranking of Marketers' Growth-Defining Metrics

1
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3

4

5

Sales/Revenue

Customer Satisfaction or Net Promoter Score (NPS)

Brand loyalty

Brand awareness

Customer retention

Marketers also have different priorities when it comes to revenue 
growth, and use a range of metrics to gauge their success. The top 
three growth-defining metrics include sales and revenue, customer 
satisfaction or net promoter score (NPS), and brand loyalty. 

Growth marketing means – driving sales! Key KPIs include 
revenue, but these measures can be different for different 
organisations. Other key metrics here include reach, larger 
share of voice, those traditional brand funnel metrics.

— Media Agency, Singapore
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When asked about success in achieving marketing goals, 45% of 
marketers characterise their performance as poor or fair. So what 
holds marketers back from optimal growth? 

Top barriers relate to data and performance and include: 
misalignment across teams on measurement and reporting 
(44%); inefficient use of budget (42%); a lack of a unified view 
of performance (41%); and lack of real-time insights (40%).

BARRIERS TO GROWTH MARKETING Ranking of Growth Marketing Barriers

1

2

3

4

5

Misalignment across teams on measurement and reporting

Inefficient use of budget

Lack of a unified view of performance

Lack of understanding of customer

Data mismanagement

Total ranking based on Top 3 for respondents
Question: What barriers do you face to driving growth and efficiency? (Rank up to 3 biggest barriers)
BASE: All respondents in APAC n=1002, ASIA n=717, ANZ n=285
Fig. 4: Ranking of Growth Marketing Barriers



Percentage of Marketers Using the Following Channels
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Total ranking based on Top 3 for respondents
Question: Which of the following channels/platforms do you use in your overall marketing strategy?
BASE: All respondents in APAC n=1002, ASIA n=717, ANZ n=285
Fig. 5: Percentage of Marketers Using the Following Channels

The State of Marketing 
Analytics 
The barriers to growth marketing today include misalignment, 
lack of a unified view of performance, lack of a unified view of 
the customer, and more issues which highlight the difficulties 
marketers face in gaining a holistic view of their cross-channel 
activities. Overwhelmingly, marketers in APAC agree that a 
complete view of cross-channel marketing is important, but 
with growing volumes of data generated from a growing 
number of platforms, this is increasingly difficult to achieve.

The scale of this issue is apparent when looking at all of the 
different channels being managed by marketers today. On 
average, APAC marketers use 7.4 marketing channels. 

Each channel creates a multitude of data that varies in format, 
delivery mechanisms, and other aspects that make them 
incompatible and difficult to compare performance across 
channels. 

86% of APAC marketers consider having a 
complete view of cross-channel marketing 
important.

57%

48%

44%

44%

40%

38%

37%

36%

32%

31%

31%

31%

31%

30%

29%

27%

26%

24%

23%

22%

22%

22%

18%

Website(s)

Email

Digital display advertising

Mobile app(s)

Programmatic advertising

Paid social

Influencer marketing

Affiliate marketing

Paid search

Print

Out of home billboards/displays

Surveys

Ad server

Mobile push or sms

Traditional/linear tv

Direct mail

Ad verification

Customer relationship management (CRM)

Organic social

Radio

Search engine optimisation (SEO)

Over-the-top (OTT) TV

Content syndication
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— Senior Marketing Director, Australia and New Zealand

The benefits of the single source of truth are ultimately cost savings 
in the longer run, only using the system they need…a lot of systems 
are sitting around doing nothing, or to serve one person and one 
task. ‘All in one place’ then creates technical efficiencies as well as 
knowledge efficiencies.

Marketers’ Assessment on the State of Their 
Data Integration & Management

Question: How would you rate your [company’s/agency’s] current state of 
marketing data integration and management?
BASE: All respondents in APAC n=1002, ASIA n=717, ANZ n=285
Fig. 6: Marketers’ Assessment on the State of Their Data Integration & Management 

Data Integration and 
Management
Seventy-eight percent of marketers describe their customer 
engagement as data-driven1 and it’s easy to understand why; the 
more data they can leverage, the more efficient and personalised 
their customer engagement strategy can be, across the lifecycle. 

This can be reflected in greater customer lifetime value, and 
ROI across the marketing budget with respect to all acquisition, 
engagement, and retention efforts. However, for marketers 
integrating and gaining access to accurate data is a must in order 
to improve success (see page 13). The challenge is that data 
integration can require considerable time and effort, especially 
with 71% of marketers in APAC still doing this manually to some 
degree. 

However, most marketers are aligned on the benefits and are 
optimistic about their organisation's state of data integration 
and management. This positive optimism is mainly driven by 
marketers who hold executive job titles (vice president and 
above), with others seeing more potential for improvement.

— Senior Marketing Manager, Singapore 

....we are still a way off a single source of truth. The issue is often
the engagement and knowledge of our teams, and just doing 
things as they have always been done…and different teams will 
build what they need, so while a single source of truth is the 
aspiration, we are not there yet!

1. Sixth Edition State of Marketing,” Salesforce Research, May 2020.

56%

50%

52%

61%

56%All APAC respondents

VP & Above

Direct & Below

Director/Supervisor/Dept head

Manager

EXCELLENT



7%
17% 28%

23%
24%

More manual
than auto

More auto than manual

Fully manual

An even mix

Fully automated

Extent to Which Marketers’ Cross-Channel Data
Integration Is Automated

Question: How does your team integrate and harmonise all of your cross-channel data?
BASE: All respondents in APAC n=1002, ASIA n=717, ANZ n=285
Fig. 8: Extent to Which Marketers’ Cross-Channel Data Integration Is Automated
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Ranking of Marketers' Data Integration
 & Management Challenges

1

2

3

4

5

Data accuracy

Ability to connect & unify data from multiple sources

Data accessibility

Creating consistent KPIs & taxonomy across data sources

Employee resources & skill set

THE BIGGEST HURDLES IN DATA INTEGRATION

Data integration involves collecting, cleansing, mapping, and transforming 
data from multiple sources in order to gain meaningful and valuable 
information. Marketers cite several challenges in this pursuit, with data 
accuracy representing a particularly large hurdle. 

Question: What are the top challenges your [company/agency] 
faces with data integration and management? (Rank up to 3 top challenges.)
BASE: All respondents in APAC n=1002, ASIA n=717, ANZ n=285
Fig. 7. Ranking of Marketers' Data Integration & Management Challenges

To understand these challenges further, it’s useful to look at how 
marketers are integrating their data. While 28% of marketers claim to 
have fully automated processes, the rest still rely on somewhat or fully 
manual processes.

Manual processes are not only prone to human error, but highly 
inefficient and 64% of marketers spend a week or more each month 
solely on data harmonisation. This is valuable time that could be spent 
on higher value activities that drive strategy, insight, and innovation.

— Marketing Director, Australia and New Zealand

Data integration – is critical, but many businesses are still travelling 
this roadmap!



Data Analytics and Optimisation
Similar to their self-assessment of their data integration capabilities, 
marketers are generally positive about their data analysis and 
optimisation capabilities– 61% rate their capabilities as excellent. 

However, when we shift from self-identified states of analysis and 
optimisation to specific challenges, it is evident that marketers face 
roadblocks in their data analysis and optimisation processes. 

The top challenges cited relate to sharing and collaborating on data 
(37%), connecting marketing investments to outcomes (35%), and
using insights to engage audiences with the right content or offers (31%). 

salesforce.com     11

54% of marketing executives are very confident 
in the accuracy of their data, compared to 30% 
of those in director or below positions.

Ranking of Marketers' Data Analysis &
Optimisation Challenges

Total ranking based on Top 3 for respondents
Question: What are the top challenges your [company/agency] faces with marketing 
data analysis and optimisation? (Rank up to 3 top challenges.)
BASE: All respondents in APAC n=1002, ASIA n=717, ANZ n=285
Fig. 9: Ranking of Marketers' Data Analysis & Optimisation Challenges

1

2

3

4

5

Ability to share, collaborate on data analysis across key
internal/external stakeholders

Connecting marketing investments/activities to business outcomes

Using insights to engage audiences with the right content or offers

Using real-time data analysis to inform campaign optimisation

Creating effective data visualisations

— Marketing Director, Australia and New Zealand

Data platforms and all the measures we are able to gather utilising 
these, are critical to growth in the future. They allow us to see what 
has worked, everything becomes incredibly measurable and 
accountable… and more and more that is what the business is 
demanding. Has it been successful? Has it worked or not? How 
can we refine and improve this? And most importantly can this 
predict our success and our actions for the next cycle, or customer 
or, campaign?

— Insights Director, Singapore

How do you use the data you have to develop a strategic and 
very clear consumer roadmap? How do we combine more data 
points to really understand the whole path to purchase? Not just 
the online purchase? We need to join the dots on WHY not just 
the WHAT.
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To gain a better understanding of why marketers face data analysis 
and optimisation challenges, we need to look deeper into their 
processes and there are three underlying issues: 

Given sporadic reporting and challenges in marketers’ ability 
to share and collaborate on data analysis across key internal 
and external stakeholders, one in two marketers do not feel 
that stakeholders are “very aligned” in their understanding of 
marketing data and analytics.

•

•

•

54% of marketers don’t have access to daily or 
real-time reports
Only 32% of marketers have fully automated 
cross-channel reporting
Two in five marketers are operating in silos, 
measuring performance independently within 
each of their tools or relying on spreadsheets
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Marketers agree that data is the cornerstone of marketing success. 
However, many of the factors they feel to be most important for their 
success are the same things they’re most challenged by (see pages 10 
and 11).

The Data-Driven Revolution

Extent to Which Marketers Consider These
Factors Important for Success 

Question: How important are the following to your marketing performance success?
BASE: All respondents in APAC n=1002, ASIA n=717, ANZ n=285
Fig. 10: Extent to Which Marketers Consider These Factors Important for Success

Accurate, validated data 66%

Connecting marketing and sales data 62%

Technical skills/expertise 59%

Analysing the competition 58%

Data accessibility 57%

Centralising data across all
channels/sources 57%

Real-time insights 57%

Optimising the marketing budget 56%

Ability to test and learn at speed 54%

Interactive views of all your data across channels 54%

Providing visibility to leadership 53%

Consistent measurement and/or taxonomy
(e.g., teams, geos) 49%

Report automation 49%

— Digital Agency Lead, Australia and New Zealand

Stakeholder management can be really challenging with all teams 
having different KPIs...so it is always about bringing it back to the 
data, what story is the data telling us?  It is important to get back to 
the business’ goals – what is the business trying to achieve? Does 
the data help us get there? If not, what data do we need and how 
do we need to make it work for us?
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Accordingly, marketers identify several priorities for improvement over 
the next one to two years, including: improving their ability to understand 
and engage customers (53%); efficiency of data management and 
preparation (50%); creating a strategic view of overall marketing 
performance (47%); and gaining deeper insights into audiences, 
content, and offers (47%). 

These areas of improvement align with marketers’ priorities of marketing-
led growth, efficiency, and ROI. Marketers are always going to want to 
push their use of analytics and data further to achieve a complete view of 
the customer and enhance relationships with relevant and personalised 
content.

At the same time, they look to reduce the time spent managing and 
preparing data and leverage automation for a more strategic view of 
performance. This includes real-time insights which they can use to 
optimise activities and generate growth.

Where Marketers Seek to Improve
Over the Next 1-2 Years

— Marketing Director, Australia and New Zealand

Quite often the lower level marketing teams cannot be as inspired 
– often because of the extra effort and workload involved. It is 
important to provide them with resources and show the benefit of 
lessening the manual stress of their roles.

Better ability to understand
and engage customers 53%

Efficiency of data management
and preparation 50%

Creating a strategic view of our
overall marketing performance 47%

Deeper insights into audiences,
content, and offers

47%

Driving revenue growth and
campaign KPI performance 46%

Access to real-time data for
faster decision making 46%

Optimising marketing spend
(repurposed and reallocated) 46%

Question: What is your marketing organisation hoping to 
improve on in the following 1-2 years?
BASE: All respondents in APAC n=1002, ASIA n=717, ANZ n=285
Fig. 11: Where Marketers Seek to Improve Over the Next 1-2 Years
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EMBEDDING A DATA CULTURE 

Marketers are making good progress in setting the foundation for 
more data-driven decision making, as they move forward in their 
data journey and take on this mandate for growth. 

Sixty-six percent, for example, indicate they’ve made excellent 
progress in investing in marketing analytics platforms and gaining 
support from executive leadership. 

Sixty-four percent claim excellent progress on aligning KPIs across 
teams, regions, and partners. To keep moving along this path, 
continued buy-in from stakeholders will be key. 

Of course a successful growth marketing strategy will not be 
determined by people, processes, or technologies alone, but 
rather the alignment of all three. 

— Marketing Director, Australia and New Zealand 

Driving this increased automation of marketing will be about 
removing barriers around staff knowledge, creating scale, 
demonstrating the benefits – getting people to WANT to be on 
the same platform!

— Marketing Manager, Singapore

Our data culture is quite sophisticated as we are a data business… 
but to be honest we can always improve! In fact, it is really in this 
the area of staff engagement where we fall down. Getting all our 
staff engaged to really understand how to input and use the data 
correctly, and in a timely manner…that is our real challenge with 
data-driven marketing.

Marketers Claiming Excellent Progress in the Following 
Elements of Data-Driven Organisational Culture

Question: How would you rate your [company’s/agency’s] progress in transforming 
the organisational culture to be more data-driven through the following efforts? 
BASE: All respondents in APAC n=1002, ASIA n=717, ANZ n=285
Fig. 12: Marketers Claiming Excellent Progress in the Following Elements of Data-Driven Organisational Culture

Investment in marketing analytics
platform/technology 66%

Support from executive leadership
66%

Alignment on KPI metrics taxonomy 
across teams, regions, & partners 64%

Cross-team/business unit collaboration in understanding
analytics reporting & using it to support decision making

63%

Tracking ROI across each marketing investment 63%

Democratisation of marketing analytics (employees 
are able to understand questions about data across roles) 63%



Methodology

•
•
•

•
•
•

•

•

•

Salesforce partnered with The Leading Edge to survey  1,002 marketers in APAC. 

The aims of the study were to: 

Phase 1A: Online Surveys

Fieldwork period: 
May 25, 2020- July 23, 2020

Phase 1B: In-Depth Interviews

Understand the meaning of growth and its role for marketers
Identify top challenges facing marketers today 
Determine marketers’ current usage of various platform and identify 
common behaviours that result in better growth

Involved in advertising and/or marketing decision-making
Use/drive marketing analytics/conduct cross-channel analytics
Company or agency with their top 10 clients’ average spend of more than 
$500k and above on annual advertising, except for the Philippines and 
Thailand whereby the spend must be $300k or more, based on top 3 clients

We also conducted a series of 1-1 x 30 min interviews with n=12 
marketing practitioners and decision makers across ANZ, Singapore, 
Thailand and the Philippines. 
The sample in Phase 1B include a mix of agency and  in house 
marketers across FMCG automotive, tech and management 
consulting, in key priority markets identified by Salesforce Datorama

Sample: Marketer and agency, including Salesforce Datorama customers

Qualifications:
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Methodology

34%

30%

26%

26%

24%

20%

20%

16%

17%

16%

15%

16%

13%

11%

10%

7%

3%

Technology/Business Solutions

Financial Products/Services

Consumer Packaged Goods

Manufacturing

Consumer Electronics

Media and Entertainment

Apparel/Fashion

Retail

Telecommunications

Health and Life Sciences

Automotive

Cosmetics & Toiletries

Liquor, Beer and Wine

Pharmaceuticals & Remedies

Restaurants (inc. QSR and CDR)

Travel

Other

What sectors do you currently market and
advertise products/services into?

Advertising agency

Marketing/advertising department

28%

28%

44%

Business analytics or business
intelligence department

Do you work for an advertising agency or in the marketing/
advertising/analytics department within a company?

Less than US$500K

US$500K-US$1M

US$1M-US$10M

>USS10M

8%

27%

29%

35%

Approximately how much did your company/clients 
spend on total advertising over the past 12 months?

Senior/Exec Level (VP and above)

Director/supervisor/Dept Head

Manager

39%

38%

23%

What is your current job title/level?

Australia

New Zealand

Philippines

Singapore

India

Thailand

Hong Kong

19%

10%

14%

18%

14%

12%

14%

What country is your 
organisation based in?

salesforce.com     17



About Salesforce Datorama

Salesforce Datorama provides the leading cloud-based, AI-powered 
marketing intelligence and analytics platform for enterprises, 
agencies, and publishers. Marketers use Datorama to bring together 
all of their data and take action on insights to optimise every 
marketing investment and activity.

Datorama enables more than 3,000 leading global agencies and 
brands — including PepsiCo, Ticketmaster, trivago, Unilever, Pernod 
Ricard, and Foursquare— to optimise marketing campaigns, auto-
mate reporting, and make data-driven decisions faster.

Datorama integrates the myriad of technologies used in today’s 
marketing and consumer engagement ecosystem, enabling 
brands, agencies, and publishers to deliver exceptional, intelligent 
experiences across the entire customer lifecycle.

Learn more: datorama.com
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