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Today’s consumers are more connected than ever before, 
using multiple devices and platforms to connect every aspect 
of their lives. One of the impacts of this shift to a connected 
world is that consumers have become less tolerant of brands 
that fail to provide a contextualized, personal experience.

For marketers, the ability to reach consumers at any time 
should be a dream come true. In reality, many are still 
struggling to amalgamate the mass of data created by 
consumers using multiple touchpoints in their path to 
purchase, and turning this into meaningful insights that can 
inform their future interactions.

While marketers understand the importance of cross-channel 
to the overarching customer experience and recognize 
the tangible impact this has on business performance, 
considerable challenges remain in delivering cohesive 
marketing campaigns. A greater number of organizations are 
now prioritizing the need to integrate engagement across 
channels, yet the majority are impeded from doing so by 
a lack of clearly defined strategy, the resources to actively 
switch between channels and an inability to map their 
customers’ journeys. 

One suggestion for the difficulties organizations face in 
combating these challenges is that consumer demand for 
new technologies is accelerating faster than marketers can 
master them. In fact, findings reveal that only a third of 
respondents agree that their marketing is real-time enough to 
keep pace with customer behavior. The continuous change 
demanded by consumers in our rapidly moving digital world 
requires marketers to be flexible and agile in their approach 
to new channels or strategies. However, many organizations 
seem hesitant when it comes to trying out new methods and 
engagement platforms for fear of alienating customers – an 
issue which needs to be overcome if organizations are to 
truly reap the benefits of cross-channel marketing. After all, 
marketers can’t truly evaluate or understand the potential of 
new channels without testing a campaign first.

Indeed, one such area of concern is mobile. While many 
organizations are getting better at integrating tactical mobile-
related marketing activity into campaigns, too few currently 
perceive mobile to be of strategic value. Consumer adoption 

of smartphones, tablets and social media continues to grow 
exponentially, underpinning the importance for organizations 
to incorporate mobile into the broader marketing strategy. 
Despite this trend, mobile remains less likely to be fully 
integrated into an overall strategy, than web, email, SEO or 
social.

So are marketers giving up on mobile or is the reality that 
responsibility for mobile engagement is moving elsewhere 
within the business? Budgets and focus continue to be 
funneled into social media marketing, web and email 
strategies rather than into mobile elements, such as apps, 
web and notifications. What is clear is that as the adoption of 
connected devices increases, marketers need to incorporate 
mobile into the marketing mix at a strategic level and develop 
consistent, integrated campaigns that reach their audience on 
their most personal devices.

To stand out from the crowd and deliver maximum return 
on cross-channel marketing strategies requires marketers to 
engage customers with contextual, personalized and relevant 
content at the right time via whichever device or touchpoint 
is most convenient to them. This goal continues to remain 
elusive for many organizations but by embracing modern, 
agile marketing practices, consolidating the wealth of 
customer data available, and being more willing to experiment 
with new platforms, marketers are helping businesses stay 
relevant and capture the attention of increasingly demanding 
audiences.

Your audience is experimenting with new channels and 
platforms all the time, and those brands that are willing to trial 
and test campaigns quickly will win in the attention economy.  

Andrea Ward 
Vice President of Marketing 
Oracle Marketing Cloud

FOREWORD BY ORACLE  
MARKETING CLOUD



4Cross-Channel Marketing Report 2015 Published by Econsultancy in association with

73%

58%
55%

26%

39%
40%

1%
3% 5%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Increasing conversions Improving retention Enhancing advocacy

Major impact Minor impact No impact

1. THE STRATEGIC CASE FOR  
CROSS-CHANNEL 
Cross-channel campaigns are those that are integrated across 
multiple channels as opposed to running simultaneously in 
isolation from each other. Ubiquitous digital connectivity and 
access to an unprecedented level of product information and 
published consumer opinion has put customers in a position 
of power with the brands that they interact with. 

Complicating matters for marketers even further is the fact 
that consumers may start their research in one channel but 
complete their transaction in another. In fact, research by 
comScore from as far back as 2013 indicates that 67% of 
consumers start shopping on one device (or in store) but 
complete the purchase elsewhere1.

While technology is certainly a factor contributing to higher 
expectations, it also has a critical part to play in turning this 
challenge into an opportunity for organizations to optimize the 
customer experience they provide. Catering to the needs of 
these customers has become a defining feature in modern 
marketing.

This requires an approach that integrates technology and 
analytics to be able to track consumer behaviors. Brands 
need to become attuned to the needs of those consumers 
and manage relevant and even personalized micro-
engagements across a multitude of touchpoints. Such 
touchpoints may include physical locations, mobile, desktop 
and, increasingly nowadays, wearable devices. 

FIGURE 1: HOW DO YOU RATE THE IMPACT OF CROSS-CHANNEL INTERACTIONS ON THE 
FOLLOWING BUSINESS OBJECTIVES?

 

Respondents: 340

1 http://bit.do/comscorepathtopurchase

http://bit.do/comscorepathtopurchase
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It is no surprise then that cross-channel marketing continues 
to be seen as a key component of customer experience 
and something which has a tangible impact on business 
performance. More than two-thirds of marketers (68%, 
Figure 3) say that it’s a priority for ‘all marketing to be 
integrated across channels’. 

Nearly three-quarters (73%) of marketers rate the impact 
of cross-channel interactions on conversion as ‘major’, with 
more than half of respondents also saying that integrated 
engagement across channels has a major impact on 
improving retention (58%) and on ensuring advocacy (55%).

Figure 2 shows a breakdown of the channels that 
organizations are using as part of their marketing efforts. The 
numbers are mostly consistent with the research that was 
carried out in 2014 with one notable exception. The use of 
mobile web as a channel as part of marketing efforts has 
increased from 46% in 2014 to 54% in 2015. 

According to recent research by management consultancy 
AT Kearney 2, 28% of consumers are online all day long, while 
65% are online at least two to four times per day. For many 
consumers, mobile is increasingly becoming the default 
gateway to their digital lives and their interactions with 
brands. This presents a number of different use cases for 
both consumers and marketers for mobile as follows: 

FIGURE 2: WHICH CHANNELS DOES YOUR ORGANIZATION USE AS PART OF ITS MARKETING 
EFFORTS?

2 A.T Kearney Analysis, 2014. Available from: http://bit.do/mobileconnectivity
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• Consumers can purchase products directly via their 
mobile. According to recent research published by 
management consultants Capgemini, 37% of UK online 
sales now come via smartphones and tablet devices, a 
4,000% increase since 2010.

• Potentially even more important is the influence that 
mobile channels can have over the customer’s buying 
behavior. Consumers can use their mobiles as personal 
assistants to conduct real-time research while in store. In 
fact, Deloitte predicts that in the next decade, 50% of all 
store sales will be influenced by mobile 3. Research can 
include looking for customer reviews and checking for 
price comparisons.

• Brands can use mobile for in-store engagement via 
mobile websites, apps and near field communication 
(NFC).

Another likely reason for the increase in the use of the mobile 
web between 2014 and 2015 may be Google’s mobile-
friendly update 4 which took place in April 2015. This update 
aims to promote mobile-friendly sites with a higher search 
ranking while at the same time pushing those that aren’t 
down the list of results. From a commercial point of view, it 
became a strategic priority in 2015 to have a mobile-friendly 
site so as not to lose traffic.

At the same time, the use of mobile apps for marketing has 
decreased very slightly from 37% in 2014 to 34% in 2015. 
This decrease may not be statistically significant enough 
to suggest that marketers will abandon apps entirely. The 
decrease may simply be recognition by brands that they 
shouldn’t develop an app just for the sake of having an app. 

In fact, it may only be a matter of time before we start to 
see apps being deployed more intelligently. As marketers’ 
approach to cross-channel strategy continues to mature, 
they will develop apps that have real business cases and real 
customer use cases, and they will fit neatly into their overall 
marketing strategy. 

3 Deloitte – The Dawn of Mobile Influence. Available from: http://bit.do/Deloitte_
Mobile_Influence

4 Google Mobile Friendly Update. Available from: http://googlewebmastercentral.
blogspot.co.uk/2015/04/rolling-out-mobile-friendly-update.html

http://bit.do/Deloitte_Mobile_Influence
http://bit.do/Deloitte_Mobile_Influence
http://googlewebmastercentral.blogspot.co.uk/2015/04/rolling-out-mobile-friendly-update.html
http://googlewebmastercentral.blogspot.co.uk/2015/04/rolling-out-mobile-friendly-update.html
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2. BRANDS FACE ON-GOING 
CHALLENGES
It is beyond dispute that marketers understand the potential 
of effective cross-channel marketing and the business 
benefits outlined in the previous section.

As referenced in the previous section of this report (and 
shown in Figure 3 below), two-thirds of survey respondents 
(68%) say it’s a priority for ‘all marketing to be integrated 
across channels’, almost unchanged since the 2014 survey.

As was the case last year, we also asked whether companies 
were demonstrating certain characteristics which are an 
important part of successful cross-channel marketing, such 
as cross-functional teams and measurement of success.

Disappointingly, our survey data shows that there is no sign 
that companies are getting better in these areas, and the 
percentages are lower than last year for measurement of 
both the financial results and the customer retention benefits 
of cross-channel marketing (from 19% to 14% and 14% to 
10% respectively).

There has also been a decline in the proportion of companies 
who say they ‘understand customer journeys and adapt the 
channel mix accordingly’. More on this in the next section of 
the report.

FIGURE 3: WHICH OF THE FOLLOWING DESCRIBE YOUR ORGANIZATION AND ITS CAPABILITIES 
AROUND CROSS-CHANNEL MARKETING?

Respondents 2015: 344
Respondents 2014: 393
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So it is clear that while the importance of effective cross-
channel engagement is recognized, many companies are still 
not set up for orchestrated multichannel campaigns. Figure 
4 also demonstrates a disappointing lack of movement since 
last year. 

More than a third of marketers (36%) say their companies are 
‘not really’ set up for effectively orchestrated multichannel 

campaigns and a further 10% say they are ‘not at all’ set up 
for this. 

Just under half of marketers (49%) say their companies 
are organized for this ‘to a certain extent’, exactly the same 
percentage as last year. Only 5% say they are ‘very much’ 
set up for orchestrated cross-channel marketing activities, 
fewer than last year’s 7% who said this was the case.

FIGURE 4: IS YOUR ORGANIZATION SET UP TO DELIVER EFFECTIVELY ORCHESTRATED CROSS-
CHANNEL MARKETING ACTIVITIES?

Respondents 2015: 329
Respondents 2014: 382

As shown in Figure 5, a ‘lack of a clearly defined strategy’ 
(21%) and ‘lack of resources’ (20%) are the main reasons 
cited for the failure to deliver well-orchestrated cross-
channel interactions. Lack of strategy has now overtaken 
lack of resources as the principal challenge that companies 
are facing. ‘A clearly defined strategy’ (29%) has emerged 
prominently this year as the single most important factor for 
delivering effectively orchestrated cross-channel marketing 
(Figure 7).

While it is clear from Section 6 that marketers are spending 
the lion’s share of their time on digital marketing strategy 
and planning, Figure 4 suggests that there must be a major 
question mark as to whether there is enough co-ordination of 
activity and planning by senior stakeholders owning different 
marketing touchpoints across the business.

As well as a strategy shortfall and a resource bottleneck, lack 
of skills and lack of knowledge are also a challenge, and both 
more of a problem than was the case last year. Lack of skills 
has jumped 50% (from 6% to 9%), while lack of knowledge 
has doubled from 4% to 8%.

For some companies, it is clear that ‘company politics or 
vested interests’ are still an issue, and this is cited as the 
main obstacle by 9% of businesses. There are sadly plenty 
of managers for whom success in their own channel is 
more important than the overall health of the business, and 
this is often due to ineffective bonus structures which don’t 
encourage collaboration.
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FIGURE 5: WHAT IS THE MAIN REASON PREVENTING YOUR COMPANY FROM DELIVERING 
ORCHESTRATED CROSS-CHANNEL MARKETING ACTIVITIES?

Respondents 2015: 150
Respondents 2014: 161
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3. FRAGMENTATION PREVENTS 
COHESION
Getting maximum value out of effective integration 
of marketing channels largely boils down to delivering 
personalized or relevant content in context at the right time 
and through the right channel. This involves understanding 
that the customer journey will have many forks in the road 
– moving across channel and across device – and that the 
marketer will need to adapt quickly.

In an ideal world, marketers can connect a customer’s 
interactions both online and offline and across device to a 
single profile, enabling content to be personalized as well as 
relevant. A fifth of respondents (21%) say that ‘understanding 
the customer journey’ (21%) is the most important factor for 
effective cross-channel orchestration, making it second only 
to ‘a clearly defined strategy’ (Figure 7). 

It was seen in the previous section (Figure 3) that fewer 
companies than last year say they ‘understand customer 

journeys and adapt their channel mix accordingly’ (39% this 
year compared to 43% last year). It is clear from Figure 7 that 
fragmentation of messaging and execution across different 
channels is a major challenge, and this seems to be getting 
harder for businesses as those touchpoints increase. Three-
quarters of client-side marketers (76%) now agree that such 
fragmentation is an issue for their businesses, up significantly 
from 61% in 2014.

Figure 6 also shows that there has been a slight decline in 
the personalization of messaging based on an understanding 
of individuals, from 61% to 58%. 

On a more positive note, more marketers than last year agree 
they orchestrate interactions based on customer lifecycle 
understanding. Some 55% of respondents say this is the 
case, up from 51% last year. 

FIGURE 6: PROPORTION OF COMPANIES WHO AGREE (‘STRONGLY’ OR ‘SOMEWHAT’) WITH THESE 
STATEMENTS

Respondents 2015: 164
Respondents 2014: 176
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Though a clear and credible pecking order of what is 
important for cross-channel marketing emerges from 
Figure 7, all these factors should be seen as important 
prerequisites for success. As well as a strategic approach 
and an understanding of the customer journey, integrated 
technology and adequate resources are also paramount. 

Given the importance of relevance and personalization in the 
digital age, it is notable that a single customer view does not 
merit a higher percentage. Many organizations have accepted 
that a perfect single customer view does not exist because 
of the unstructured nature of interactions across different 
touchpoints. That said, with the right technology marketers 
are still able to provide relevant experiences by connecting 
disparate identifiers across channels such as desktop, mobile 
and in-store interactions.

FIGURE 7: WHAT IS THE SINGLE MOST IMPORTANT FACTOR WHICH ENABLES EFFECTIVE 
ORCHESTRATION OF CROSS-CHANNEL MARKETING ACTIVITIES?

Respondents 2015: 175
Respondents 2014: 199
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4. THE REAL-TIME IMPERATIVE
The research shows that customer experience continues to 
be regarded as an important battleground for businesses, 
with real-time marketing seen as a key ingredient for success 
by more than half of responding companies.

In total, 73% of marketers believe it is ‘fundamental’ 
(36%) or ‘important’ (37%) to ‘provide relevant customer 
experiences that are specific to an individual customer’, while 
an even greater proportion (76%) say that relevant customer 
experiences need to be ‘optimized to the device’.

FIGURE 8: HOW IMPORTANT TO YOUR FUTURE BUSINESS SUCCESS IS IT TO ACHIEVE THE 
FOLLOWING?

Respondents: 314 

Around a quarter of respondents (26%) say that it is of 
‘fundamental’ importance to provide relevant customer 
experiences that are responsive to a customer based on ‘real-
time, in-the-moment’ behavior. A further third of marketers 
(33%) say this is merely important. However, only around a 
third (35%) or those surveyed agree that their marketing is 
‘real-time enough to keep up with customer behavior’, so 
there’s evidence that reality often falls short of expectations 
(Figure 9).
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lot of organizations fall short – as seen in Section 2, only two-
fifths (39%) of those surveyed understand their customers’ 
journeys and adapt their channel mix accordingly.

Given the opportunities available and the widespread 
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communication, it is no surprise to see in Figure 10 that 
more than two-fifths of companies are engaging in real-time 
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the coin is that a significant proportion of companies (32%) 
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It’s quite disappointing to see that only 41% of responding 
organizations employ real-time automation. Having 
customers abandon a shopping cart or browsing session 
and not being able to follow up in real (or near real) time 
is a missed opportunity for marketers in a world where 
customers are moving so quickly from channel to channel 
and brand to brand.

The debate around what real-time marketing actually entails 
continues. Are personal, non-automated responses by 
brands on social media instantaneous enough to merit the 
description of ‘real time’? Or is automation a prerequisite 
of true real-time marketing? Those who agree that their 
marketing is ‘real-time enough to keep up with customer 
behavior’ are more than twice as likely to use real-time 
automated responses than those who disagree with this 
statement (24% versus 10%), so it appears there’s increasing 
recognition that automation is the bedrock of effective real-
time marketing.

FIGURE 9: ‘OUR MARKETING IS REAL-TIME 
ENOUGH TO KEEP UP WITH CUSTOMER 
BEHAVIOR’

10%

25%

27%

25%

13%

Strongly agree Somewhat agree Neutral
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FIGURE 10: DOES YOUR ORGANIZATION CURRENTLY EMPLOY ANY OF THE FOLLOWING?

Respondents: 313
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5. MOBILE – FROM TACTICAL  
TO STRATEGIC
Smartphone and tablet penetration among consumers 
continues to grow at an exponential rate. In fact, Gartner 
predicts that there will be 4.9bn connected ‘things’ in 2015, 
up 30% from 2014. This figure is set to increase to 25bn 
connected things including smartphones, PCs and everyday 

objects by 20205. Taking this into account and also the fact 
that global mobile usage accounts for a quarter of total web 
usage, having a well-defined strategy for integrating mobile 
into broader marketing activities is more important than ever.

FIGURE 11: TO WHAT EXTENT WOULD YOU SAY THAT EACH OF THESE CHANNELS OR DISCIPLINES 
IS INTEGRATED WITH YOUR OVERALL MARKETING ACTIVITY?

Respondents: 338

5 Gartner says 4.9 billion connected ‘things’ will be in use in 2015. Available from: http://www.gartner.com/newsroom/id/2905717

http://bit.do/mobileconnectivity
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When asked to what extent channels or disciplines are 
integrated with their overall marketing strategy, company 
responses have remained relatively consistent since 2014, 
with some exceptions.

• Social media marketing 
At the bottom end of the scale, 16% of companies do 
not have a strategy for integrating social media with their 
overall marketing activity. This is up by 33% from 12% in 
2014.

• Web retargeting  
A fifth (20%) of companies don’t integrate retargeting 
with their marketing efforts. This is up from 14% in 2014.

• Mobile 
While mobile still appears to be a laggard, it is 
encouraging to note that companies are getting better 
at integrating tactical mobile-related marketing activities 
into their overall marketing campaigns. However, there 
are still companies that lack any strategy for integrating 
mobile. Compared to 2014, there has been an increase in 
the proportion of respondents who say that mobile web 
is ‘very integrated’ with overall marketing (from 24% to 
29%), while the percentage of those saying the same for 
mobile apps has grown from 15% to 22% (Figure 12).

 
FIGURE 12: PROPORTION OF ORGANIZATIONS SAYING THAT THESE CHANNELS OR DISCIPLINES 
ARE ‘VERY INTEGRATED’ WITH THEIR OVERALL MARKETING ACTIVITY
 

Respondents 2015: 338
Respondents 2014: 384 | 2013: 363

At the other end of the scale, 19% of respondents say their 
companies don’t have a strategy for integrating mobile web, 
while 28% don’t have a strategy for integrating mobile apps. 
Encouragingly, both figures are lower than they were in 2014. 
In 2014, 26% and 35% respectively had no strategy for 

integrating mobile web and mobile apps. Data from Figure 
2 supports this view: 34% of respondents are using mobile 
apps as part of their marketing efforts, which is down 8% 
from 37% the year before. 
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FIGURE 13: DOES YOUR ORGANIZATION HAVE A STRATEGY FOR INTEGRATING MOBILE INTO ITS 
BROADER MARKETING CAMPAIGNS?

Respondents 2015: 323
Respondents 2014: 226 | 2013: 307 | 2012: 216

Around three-quarters (71%) of companies surveyed indicate 
they have some sort of strategy in place for integrating 
mobile into broader marketing campaigns (Figure 13). This 
represents a small decrease from 76% in 2014. Also, more 
than a quarter (28%) of respondents say their companies 
don’t have a strategy for integrating mobile into their broader 
marketing campaigns, up from 24% last year. This may be 
an indication that mobile is still being treated as a separate 
discipline.
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FIGURE 14: ‘WE CAN TRACK CUSTOMERS ACROSS DIFFERENT DEVICES’ – PROPORTION OF 
COMPANIES WHO AGREE (‘STRONGLY’ OR ‘SOMEWHAT’)

A key driver in staying competitive is having a structured 
cross-channel strategy that can inform and influence 
marketing activities. As the number of connected devices 
grows, it would appear that the ability to track customers 
across those devices is decreasing. Figure 14 indicates that 
only 43% of respondents have this capability. This is quite a 
large decrease from 2014 when 77% of companies reported 
having this capability.

For marketers to maintain customer engagement across 
different devices, they need to be able to stitch a customer’s 
various online and offline identities together. This is essential 
in order to enable marketers to:

• Evaluate the impact and ROI from specific channels in 
order to make marketing activities more efficient and 
effective.

• Accurately attribute influential interactions rather than 
measuring conversions by the flawed ‘last click’ method. 
This is of limited use given the device diversity now in 
play.

• Identify and address any particularly problematic 
transitions across devices.
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FIGURE 15: DO YOU PLAN YOUR MARKETING ACTIVITIES AROUND AN UNDERSTANDING OF HOW 
CONSUMERS ARE INTERACTING WITH YOU USING MULTIPLE SCREENS?

Respondents 2015: 323
Respondents 2014: 225 | 2013: 307

The beauty of digital marketing is that it is measurable. 
Unfortunately, despite the data being available, companies 
appear to be finding it difficult to develop truly data-driven 
marketing activities. This may be one of the reasons which 
explains that while 43% of companies are tracking customers 
across devices (Figure 14), only 25% (Figure 15) are planning 
their activities around an understanding of how consumers 
are interacting using multiple screens.

One hypothesis for this discrepancy may be that while 
journeys can be tracked, marketers are not analyzing the 
available data to create actionable insights. This could be 
due an inability to understand the data. Another reason may 
be that for a typical digital marketing campaign, marketers 
are spending the vast majority of their time on planning and 
design/content but only a fraction on reviewing, optimization 

and reporting. For example, for a typical digital marketing 
campaign, marketers were asked to rank the top-five 
functions in order of the amount of time spent on each. 
Nearly two-thirds (64%) identified strategy and planning as 
being their first choice while only 3% identified evaluation / 
learning as being their first choice (Figure 18).

While strategy and planning are of course fundamentally 
important marketing activities, it could be argued that the 
ability to analyze and evaluate data in order to optimize 
campaigns is now of equal importance to remain competitive. 
Encouragingly, 58% (Figure 15) of companies that do not plan 
their marketing activities around an understanding of how 
consumers are interacting using multiple screens are at least 
‘moving in this direction’.
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FIGURE 16: WHAT TYPES OF MOBILE ADVERTISING IS YOUR COMPANY ENGAGED IN?

Respondents 2015: 317
Respondents 2014: 225
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There has also been a 17% decrease in the use of mobile 
display advertising between 2014 and 2015 (Figure 16). 
This may be a reflection of the fact that click-through rates 
for static mobile banners, such as desktop banners, have 
been decreasing for some time. In fact, some publishers are 
noticing that shift and are moving away from mobile banners 
entirely. Yahoo for example, the web portal that rose to 
prominence in part by selling banner ads, is now selling in-
stream ad formats instead.

Whether on Instagram, Twitter or Facebook, people are 
increasingly consuming media in vertical streams. This is 
particularly pertinent as people are consuming much of their 
media via mobile devices rather than desktop. For platforms 
and publishers, this affords them a chance to move away 
from selling banner advertisements and toward ads that do 
not disrupt the flow of content and that are more contextually 
and personally relevant to the viewer.

Finally, the move away from banner advertising to in-stream 
or ‘native’ advertising may explain the increase in mobile 
display (video) advertising, which can be delivered in-stream 
as well as pre-roll formats.
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FIGURE 17: WHAT MOBILE SOLUTIONS DO YOU CURRENTLY DEPLOY?

Respondents 2015: 311
Respondents 2014: 199 | 2013: 277
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6. CHANNELS AND RESOURCES
Companies are increasingly looking to an integrated cross-
channel communications approach, but many are still 
failing to properly plan and execute their digital marketing 
campaigns. 

As Figure 18 shows, the area that marketers spend the 
most time on during the typical digital marketing campaign 
is strategy and planning, way ahead of content and testing. 
Almost two-thirds of respondents (64%) listed this area as 
their first choice. Given that lack of planning is often cited as 
a barrier to cross-channel marketing, this was a surprising 

finding. However, it may be the case that companies have 
finally woken up to the importance of good digital practice 
and are actively ploughing resources into planning. Whatever 
the reason, it is certainly a positive development. 

It is encouraging to see that the vast majority (80%) of 
survey respondents selected design/content among their first 
three choices. Content is a key component of personalized 
experiences and this shows that marketers are on the right 
track.

FIGURE 18: FOR A TYPICAL DIGITAL MARKETING CAMPAIGN, PLEASE RANK THE TOP FIVE AREAS IN 
ORDER OF AMOUNT OF TIME SPENT ON EACH (FROM MOST TIME TO LEAST TIME).

Respondents: 293
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FIGURE 19: WHICH CHANNELS ARE YOU DIRECTLY INVOLVED WITH AS PART OF YOUR ROLE?

Respondents: 376

Marketers continue to focus the majority of their attention on 
three channels – website, email and social media marketing 
(Figure 19). Four in five respondents (80%) said that they 
were directly involved in website-related activities, while 
73% said that they took an active role in email campaigns, 

and 66% reported being engaged in social media marketing. 
Not surprisingly, these three channels were also found to 
consume the vast majority of the respondents’ time (Figure 
21). 

10%

11%

18%

27%

31%

41%

44%

59%

66%

73%

80%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Mobile and web push notifications

Mobile messaging (SMS or MMS)

Mobile apps

Web retargeting

Mobile web

Online display advertising

Paid search

SEO (natural search)

Social media marketing

Email

Website



23Cross-Channel Marketing Report 2015 Published by Econsultancy in association with

FIGURE 20: WHICH CHANNEL PROVIDES BEST VALUE IN TERMS OF TIME SPENT?

Respondents 2015: 293
Respondents 2014: 340

 
As Figure 20 shows, website, email and SEO are viewed 
by marketers as the channels that also provide the 
greatest perceived value. Email was placed first by 30% of 
respondents, followed by website (22%), and SEO (12%). 
Other channels such as online display advertising, mobile 
apps, and mobile and web push notifications featured much 
lower down on the scale, and this is partly attributable to 
lower usage. 

Effective cross-channel marketing involves getting a good 
balance across different channels, whilst keeping the 
consumer journey in mind. Some channels are likely to 
remain the preserve of specialist technology agencies or 
technology departments for the foreseeable future. But 
other channels can – and should be – exploited more fully 
by marketers. It is disconcerting to see that marketers are 
focusing most of their attention on only three channels 
and are not spreading their resources more widely. This 
phenomenon may, in part, explain why companies are still 
struggling to get the results they want from their cross-
channel marketing campaigns.
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FIGURE 21: WHICH CHANNELS ARE THE MOST TIME-CONSUMING FOR YOUR MARKETING TEAM?

Respondents 2015: 296
Respondents 2014: 342

FIGURE 22: IS THERE ANY AREA WHICH YOU FEEL IS TAKING UP TOO MUCH TIME?
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It’s perhaps no surprise that the most time-consuming 
channels shown in the chart above (Figure 21) are also the 
ones where marketers are most likely to be focused (as 
shown in Figure 19). 

Survey respondents were also asked an open-ended 
question about which area of marketing is taking up too 
much time. The word cloud above reflects the challenges 
faced by marketers discussed in Figure 15 – companies have 
access to more information about their customers than ever, 
but struggle to translate this into actionable insight.

Particular areas taking up time revolved around reporting and 
preparing data, with marketers commenting that this meant 
data was not accessible or readily available. 

This was due to a range of factors, from difficulties 
comparing data sets (too disjointed) to ensuring different 
systems work together when operating across different 
markets. Internal processes also play a part; marketers 
struggling to access data held by other teams which 
maintained ‘long winded’ approval processes and sign-off 
from numerous stakeholders.

FIGURE 23: IS THERE ANY AREA WHICH YOU FEEL WOULD BENEFIT FROM MORE TIME?

We also asked survey respondents an open-ended question 
about which area of marketing would benefit from more time 
(Figure 23). Testing and optimization were key considerations, 
with practitioners commenting that they would like to have 
the ability to test more than one approach and make changes 
quicker to maximize outputs and ROI. 

Marketers are sometimes spending too much time trying to 
plan the perfect ‘customer journey’ and anticipate what the 
customer’s next step will be, but as soon as that customer 
deviates from that path, their engagement stops because 
those tools aren’t fast enough to adapt. This leaves the 
marketer forced to slow down or stop to make adjustments.

Instead, they need real-time automation (as discussed in 
Section 4) that can manage data so that relevant messages 
(with up-to-date information on preferences, interests and 

web behavior) are dictating where the customers are on their 
path. 

By making more time for strategy and planning marketers 
would be better positioned to think more objectively at what 
they’re looking to achieve, decide what matters and plan 
further in advance to execute truly integrated campaigns. 
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7. DISPLAY SHOULD BE MORE 
INTEGRAL
For the last few years, marketers have been grappling with 
the convergence of ad technology and marketing technology. 
An increasing number of technologies and channels are part 
of their responsibility, and they are trying to integrate these 
new technologies with the systems they’re already familiar 
with.

Online display advertising has been a staple part of the 
marketing mix for almost two decades, but the mechanics of 
this channel and the opportunities to target more effectively 
have increased dramatically since the advent of programmatic 
advertising. It continues to be an important area for many 
marketers, with almost two-thirds of survey respondents 
(64%) saying that display advertising is a key part of their 
marketing efforts (Figure 2).

However, compared to last year, more companies are 
struggling to integrate online display advertising into their 
broader marketing activities. In 2014, 37% of respondents 
said that their online display advertising was very integrated 
into their marketing activities. This year, the figure was 30% – 
a significant drop of seven percentage points (Figure 12). 

This is a surprising finding given that integration of display 
advertising has never been more possible, for example 
through the use of data management platforms (DMPs) 
which can enable more appropriate targeting of advertising 
based on first-party data.

It is clear that these solutions – which only emerged a few 
years ago – are here to stay. Almost half of respondents 
(44%) said that they already had a DMP in place, while just 
over a third (33%) expressed an interest in acquiring one 
(Figure 24).

 

FIGURE 24: DOES YOUR ORGANIZATION HAVE A 
DATA MANAGEMENT PLATFORM?

Respondents: 192

Given the popularity of DMPs, we were interested in finding 
out if the solutions had helped responding companies to 
integrate display advertising into their marketing. The results 
were mixed – 40% of the respondents said that the solutions 
had made a significant difference, while 51% said that they 
hadn’t had any discernible impact at all (Figure 25).
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FIGURE 25: DOES THE INTRODUCTION OF A 
DATA MANAGEMENT PLATFORM MEAN THAT 
DISPLAY ADVERTISING IS MORE OR LESS 
INTEGRATED WITH OTHER DIGITAL MARKETING 
ACTIVITIES?

Just under three-quarters (72%) of respondents use online 
display advertising to increase brand awareness – a drop 
of three percentage points on last year (Figure 26). The 
proportion using digital display to drive acquisitions has 
remained constant at 71%. 

The biggest increase since 2014  has been in the proportion 
of respondents engaging past website visitors with relevant 
content, which has gone up eight percentage points to 
53%. More companies are also using digital advertising to 
strengthen customer relationships (up from 29% in 2014 to 
40% in 2015).

Respondents: 77

FIGURE 26: WHICH OF THE FOLLOWING DISPLAY ADVERTISING OBJECTIVES ARE RELEVANT FOR 
YOUR COMPANY?

Respondents 2015: 190
Respondents 2014: 224
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8. WEBSITE AND EMAIL STILL THE 
BIGGEST PRIORITIES
As spending on traditional print media declines, marketers are 
ploughing greater resources into digital media. According to 
a report by media agency Carat, spending on digital media is 
expected to account for almost a quarter (24%) of worldwide 
advertising spend by 2016.

When it comes to digital marketing, the website and email 
are the fundamental building blocks to any strategy. It’s 
not surprising that website remains the most important 
marketing channel for companies, with 57% of respondents 
identifying it as their top priority, with email (48%) coming in 
as a close second.

Social media marketing, SEO and paid search dominate the 
other top positions in Figure 27, illustrating the continued 
strength of digital marketing. With almost a quarter of the 
world’s population now having access to a smartphone, this 
trend is likely to continue for the foreseeable future. 

WEBSITE

The increasing importance of mobile-optimized websites 
has led many organizations to revisit their main website and 
think about how it fits as the cornerstone of any co-ordinated 
marketing strategy.

From a technical point of view, unlike some of the first 
corporate websites, the responsibility for designing and 
managing the website is now shared among teams of 
highly knowledgeable and skilled individuals, including 
project managers, marketing professionals, ecommerce 
professionals, user experience designers and technical staff. 
Also, there is a plethora of tools available for building and 
managing websites. Many of these integrate with other tools 
such as email and social media platforms. 

From a marketing point of view, marketers recognize that 
they are building more than just a website. They have to think 
about the entire customer experience and make sure that 
the website and its content is useful, usable, consistent with 
the overall brand, findable (SEO), accessible and of course 
credible 6. The website may be the first interaction that a 
customer has with a brand and so needs to be on brand and 
facilitate the customer journey towards conversion.

Due to the number of activities involved then, website 
management needs to be an on-going process and so it is 
logical that from all activities, this is what marketers identify 
as being their biggest priority.

EMAIL

Despite the growth of social media and instant messaging 
platforms, the world still loves email. In fact, the number 
of worldwide email users is approximately 2.6bn and is 
expected to grow to over 2.9bn by 20197. Also, it is worth 
noting that even though there is increased use of messaging 
apps and social networking, these services require users to 
have an email address to access their services. If managed 
correctly, email represents the most direct and potentially 
personalized way to communicate with customers and 
potential customers. To put this into context, separate 
Econsultancy research 8 suggests that more than a fifth (22%) 
of companies rate email as an ‘excellent’ channel in terms of 
return on investment. A further 44% rate it as ‘good’.

6 http://www.usability.gov/what-and-why/user-experience.html

7 http://www.radicati.com/wp/wp-content/uploads/2015/02/Email-Statistics-Report-
2015-2019-Executive-Summary.pdf

8 Email Marketing Industry Census 2015, https://econsultancy.com/reports/email-
census/

http://www.usability.gov/what-and-why/user-experience.html
http://www.radicati.com/wp/wp-content/uploads/2015/02/Email-Statistics-Report-2015-2019-Executive-Summary.pdf
http://www.radicati.com/wp/wp-content/uploads/2015/02/Email-Statistics-Report-2015-2019-Executive-Summary.pdf
https://econsultancy.com/reports/email-census/
https://econsultancy.com/reports/email-census/
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FIGURE 27: WHICH THREE MARKETING CHANNELS ARE THE BIGGEST PRIORITIES FOR YOUR 
ORGANIZATION OVER THE NEXT YEAR?

Respondents 2015: 182
Respondents 2014: 233

SOCIAL MEDIA

This year, there has been a renewed focus on social media 
marketing. According to figures from Statista, by 2018 there 
will be 2.44bn users of social media networks, up from 
1.79bn today. Marketers continue to view social media as an 
excellent channel to engage with customers and prospects 
as part of an integrated marketing approach.

In the sixth annual Marketing Budgets Report9, published 
by Econsultancy and Oracle Marketing Cloud earlier this 
year, respondents were asked about their budgetary plans 
for different digital marketing channels. More than half 
(55%) said that they intended to increase their social media 
investment for acquisition, while a similar proportion (56%) 
indicated that they would spend more on social media for 
engagement and retention.

 
Greater enthusiasm for social media marketing is also 
mirrored in this cross-channel marketing research. 
Interviewees were asked which marketing channels they felt 
offered the greatest opportunities for growth in 2015 (Figure 
28).

The largest proportion – 46% – cited social media marketing, 
followed by website (37%) and email (37%). Traditional media 
channels such as TV, direct mail and newspapers were 
virtually ignored.
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FIGURE 28: WHICH THREE MARKETING CHANNELS OFFER THE GREATEST OPPORTUNITIES OVER 
THE NEXT YEAR?

Respondents 2015: 201
Respondents 2014: 204
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Figure 29 shows some interesting differences between 
what organizations expect to prioritize over the next year and 
what they perceive to be the greatest opportunities. Web 
retargeting, paid search and mobile (web, apps and push 
notifications) are more likely to be viewed as opportunities 
than priorities. While only 12% of respondents say that web 

retargeting is a priority for them, a quarter identified this area 
as an opportunity over the next year. In the case of mobile 
apps, while only 6% respondents say these are a priority 
for their organizations, nearly a fifth rate them among the 
greatest opportunities.

FIGURE 29: LOOKING AHEAD: PRIORITIES VS OPPORTUNITIES

Respondents: 201
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9. ACTIONABLE BEST PRACTICES
The accelerated rate of technological and consumer 
behavioral changes require new levels of organizational 
and operational agility. Further, as consumers embrace 
smartphone and other connected mobile technology, it is 
becoming essential for sustainability and competitiveness to 
adapt to ubiquitous digital connectivity and develop cross-
channel marketing capabilities.

From an operational point of view, there are a number of 
high-level strategic priorities for organizations to address in 
order to develop these capabilities:

1. EMBRACE AGILE MARKETING PRACTICES

‘A clearly defined strategy’ (29%) has emerged prominently 
this year as the single most important factor for delivering 
effective orchestration of cross-channel marketing 
activities. This is good news; however, when it comes to 
campaign management, it is important that marketers do 
not disproportionately focus on the planning, design and 
content of their campaigns at the expense of testing and 
optimization. Indeed, data from Figure 18 would suggest that 
marketers are spending most of their time on strategy and 
design/content and very little time on testing, evaluation and 
optimization.

The one-sided focus on planning versus evaluation and 
optimization may be due to a number of traditional barriers 
which organizations and not just marketers need to address 
in order to integrate marketing activities across all channels. 
These barriers include functional silos and existing processes 
that focus on the delivery of tasks such as launching 
campaigns versus measuring and optimizing campaigns post 
launch. 

Marketers need to take a more balanced approach to 
marketing and focus on the operational reality that campaigns 
need to be managed more dynamically. Embracing such an 
approach will allow organizations to redefine relationships 
with customers, create greater customer loyalty and 
ultimately develop a sustainable competitive advantage. 
Encouragingly, over two-thirds of respondents indicate that 
their priority is for all marketing activities to be integrated 
across channels.

2. BRING TOGETHER DATA 

In the bid to provide consumers with personalized customer 
experiences, organizations must acquire and make use 
of customer data. In fact, optimizing experiences without 
the use of single customer profiles or without knowledge 
of a consumer’s previous activity can result in repetitive, 
unintuitive interactions that may act more as a deterrent to 
repeat customers than delivering a sustainable competitive 
advantage. As consumers interact via a multitude of devices, 
the collection, effective synthesis and analysis of data can 
play a key role enabling brands to build relationships10. A 
key challenge in developing an effective approach to cross-
channel marketing therefore is the ability to stitch data from 
across the entire value chain together in order to surface 
actionable insights.

The key benefit on the other hand is the ability to mitigate 
risks through removal of assumptions when planning 
marketing activities. Further, taking a data-driven approach to 
marketing activities can allow organizations to be more agile 
and equip them with the ability to personalize and optimize 
campaigns in real time.

3. DEVELOP ADAPTIVE CUSTOMER JOURNEYS 

One of the key benefits of real-time marketing orchestration 
is the ability to adapt to customer behaviors across channel 
and across device. As consumers become more connected 
via multiple devices so too do the ways that they choose to 
interact with brands. This can contribute to higher customer 
expectations and unfortunately for marketers, creates a new 
set of challenges as the journeys that consumers take to 
purchase can vary dramatically.

While technology is certainly the main factor contributing 
to higher expectations, it also has a critical part to play in 
turning these challenges into opportunities for organizations 
committed to improving and optimizing the customer 
experience. A key benefit that technology offers marketers is 
access to data which can help marketers stitch together the 
identities of a single customer interacting with a brand across 
channel and across device. 

Analyzed correctly, data can be used to provide consistent, 
relevant and personalized experiences across channels. 
Thus, the ability to understand customer journeys should 
be a strategic priority for companies to meet customer 
expectations and remain competitive. Organizations that 

10 Three’s a crowd: how first party data builds customer relationships. Available from:  
https://econsultancy.com/blog/65367-three-s-a-crowd-how-first-party-data-builds-customerrelationships/

https://econsultancy.com/blog/65367-three-s-a-crowd-how-first-party-data-builds-customerrelationships/
https://econsultancy.com/blog/65367-three-s-a-crowd-how-first-party-data-builds-customerrelationships/
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can adapt the customer journey in real time will be in the 
advantageous position of being able to manage the entire 
customer experience. This can reap rewards such as 
enhanced customer satisfaction, increased revenue and 
reduced client churn.

4. ADDRESS ORGANIZATIONAL STRUCTURE 
AND PROCESSES

Digital technologies that impact how marketing activities are 
carried out are fundamentally changing the operational reality 
not just of marketing departments but of entire organizations. 
Thus, while technology in and of itself achieves nothing, 
the operational reality is that in order to develop effective 
cross-channel marketing capabilities, companies may have 
to integrate digital technology right throughout the entire 
organization.

From an operational point of view, an adaptive customer 
journey will provide organizations with a clear impetus to 
develop more effective ways to collaborate across functions 
and levels, a process that can deliver gains throughout the 
entire organization. At the very least, this will impact those 
individuals and procedures that are involved with managing 
communications, relationships and transactions.

Increasingly though, developing cross-channel marketing 
capabilities may require a digital transformation that 
impacts every department. There are a number of issues 
that organizations should be aware of as they modify their 
organizational structure in order to manage this change such 
as:

• Legacy technology 
Procedures and policy may have developed around 
legacy technology which will need to be updated.

• Culture 
Depending on the size of the organization, the existing 
culture may be resistant to changes brought about by 
the introduction of new technologies and hence new 
procedures. This will need to be managed carefully.

• Communications between teams  
A feature of organizations that are still getting up to 
speed with digital is that functions may still be managed 
across organizational silos. This reduces the ability to 
collaborate and introduce new procedures quickly. Digital 
can impact organizations horizontally across departments 
and functions which can blur the lines between silos and 
enable companies to respond to customer requirements 
more quickly.

• Support from senior management  
One of the keys to effectively managing these issues is 
getting buy-in from senior management. At its highest 
level, this may require having an executive team that 
understands digital, and can endorse and sponsor digital 
transformation activities.

Over time, digital technology will transform virtually every 
sector and every business. By developing true cross-channel 
digital marketing capabilities, companies will develop 
organizational and operational agility and so be able to 
respond to the needs of their customers in real time. This 
will allow them to remain competitive in this rapidly evolving 
environment. In the words often attributed to Charles 
Darwin, “it is not the strongest of the species that survives, 
nor the most intelligent, but the one most responsive to 
change”.
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APPENDIX:  
RESPONDENT PROFILES

FIGURE 30: IN WHICH COUNTRY/REGION ARE YOU (PERSONALLY) BASED?
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METHODOLOGY

This is the fourth annual Cross-Channel Marketing Report, 
published by Econsultancy in association with Oracle 
Marketing Cloud.

There were 425 respondents to our research request, which 
took the form of an online survey in July and August 2015. 
Respondents included client-side or in-house marketers only.

Information about the survey, including the link, was emailed 
to Econsultancy’s and Oracle’s respective user bases, and 
promoted on social media. The incentive for taking part was 
access to a complimentary copy of this report just before its 
publication.

 
Detailed breakdowns of the respondent profiles are included 
in the Appendix.

If you have any questions about the research, please email 
Econsultancy’s Research Director, Linus Gregoriadis  
(linus@econsultancy.com).
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FIGURE 31: IN WHICH BUSINESS SECTOR IS YOUR ORGANIZATION?

Respondents: 298

FIGURE 32: WHAT IS YOUR ANNUAL COMPANY TURNOVER?

Respondents: 295
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