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KEY FINDINGS

• Ninety-five percent of marketing 
organizations have been 
negatively impacted due to a lack 
of available qualified talent

• Forward-facing channels—like 
digital ads and social media—
are the top strategic digital 
marketing priorities

• Seventy-two percent of 
marketing leaders say they 
spend the most time and 
resources on social media

• Over half of marketing leaders 
say budget overruns will be their 
most significant challenge in 
achieving their goals 

• Digital marketing strategy/
operations talent named most 
critical to success—and most 
difficult to find

• One-third of digital marketing 
talent needs are met by external 
partners

Explore our full report to learn what marketing leaders are saying about 
their digital marketing efforts, including budget allocations, strategic and 
investment priorities, primary challenges, critical and rising skill sets, and 
sourcing plans for digital marketing-related tasks.

TEKsystems fielded this survey in collaboration with IDG Research Services. 
All respondents self-identified in a marketing leadership or management 
role, and spanned a multitude of industries and represented a wide range 
of company sizes. 
 
>> Click here for respondent demographics and survey methodology

digital marketing  

HAS COME OF AGE 
Nearly 3 in 4 marketing leaders report their organization has a digital marketing strategy. 
No longer a nascent, burgeoning field, companies commit over one-third of their budget to digital efforts. 
As marketers continue to mature their digital marketing strategy, they are considering industry trends, market 
opportunities and organizational challenges to adjust how (and how much) they invest in budget and talent. 
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What percentage of your organization's total marketing 
budget for FY 2017 is allocated to digital marketing initiatives?

How has your organization's total marketing budget allocated 
to digital marketing changed from FY 2016 to FY 2017?

26%

54%

17%
Increased 
significantly

Increased somewhat 

No change

Decreased (3%)

Q:

Q:

38%

AVERAGE 
MARKETING DEPARTMENT

48%

OPTIMIZED DIGITAL 
MARKETING PROGRAMS

Eighty percent of digital marketing leaders report 
year-over-year growth in the percentage of their 
marketing budget allocated to digital marketing. 
One in 4 note that their budgets have increased 
significantly. Allocation of marketing budget to digital 
efforts tends to correlate with maturity of digital market 
strategy. While on average marketing departments 
allocate one-third of their budget to digital marketing 
initiatives—organizations with optimized digital marketing 
strategies report nearly half of their total marketing 
budgets are allocated to digital marketing. 

Digital marketing 
budgets are 
growing



PERCENT OF ORGANIZATIONS WHERE MARKETING HAS 
PRIMARY RESPONSIBILITY FOR MARTECH ACQUISITION:

Which department is primarily responsible for marketing 
technology acquisition at your organization?Q:

73%

16%

8%

Marketing

IT

Operations
Other (3%)

Optimized programs

Integrated programs

Informed programs

Ad hoc programs

82%

75%

65%

64%
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Majority of 
marketing leaders 
have autonomy 
over martech 
acquisition 
Seventy-three percent of marketing leaders report that 
their department is in control of marketing technology 
acquisition at their organization. Organizations with 
an optimized digital marketing strategy are more likely 
(82 percent) to claim ownership of marketing technology 
spend compared to organizations with less mature digital 
marketing strategies. 



Priorities



Digital advertising

Social marketing

Company website design/development

Content development and management

Email marketing

Search marketing (SEO, SEM)

Mobile marketing

Big data / analytics

E-commerce

49%

45%

37%

35%

32%

32%

27%

23%

21%
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What are your organization's top three strategic 
digital marketing priorities for FY 2017? (Stack rank)Q:Age of the 

consumer drives 
strategic priorities
You’ve got to be where the people are. Eighty-eight 
percent of Americans are online (Pew). And about one-
third of all time spent online is allocated to social media 
interaction (Global Web Index). With those numbers in mind, 
it comes as no surprise that digital advertising and social 
marketing are top of mind for marketing leaders. Since 
these areas are dependent on mature media (e.g., news 
and entertainment websites, social platforms) they are 
also more likely to be marketers’ most mature digital 
channels, and both highly and easily measurable. 

http://www.pewresearch.org/fact-tank/2017/01/12/evolution-of-technology/
http://blog.globalwebindex.net/chart-of-the-day/social-media-captures-30-of-online-time/
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What are your organization's top three marketing 
technology investment areas for FY 2017? (Stack rank)Q:

Website

Content management

Customer experience

Marketing analytics

Marketing operations

Mobile marketing

Social publishing and/or listening tools

Advertising operations

Marketing automation

E-commerce

Emerging technologies (e.g., augmented reality)

41%

34%

33%

28%

28%

27%

26%

21%

19%

17%

13%

Approximately what percent of your organization's digital 
marketing budget is allocated to the following areas?Q:

53% 
TECHNOLOGY 

31% 
LABOR 

16% 
OTHER 

Technology 
constitutes 
majority of 
digital spend
Marketing leaders estimate that over half (53 percent) 
of their digital marketing budget goes to marketing 
technology. The biggest areas where they invest are 
website, content management and customer experience. 
Only 1 in 10 marketing leaders are actively investing in 
emerging technologies, like augmented reality, programmatic 
marketing and predictive analytics. This indicates that while 
there is buzz and interest surrounding new technologies and 
how they’re shaping the future of digital marketing, most 
marketing organizations are focused on the here and now, 
and are actively investing in channels that are front and 
center to their customers. 



Social media

Paid search

Mobile

Video

Programmatic

Native advertising

Other

72%

48%

48%

43%

42%

35%

6%

Which three digital marketing approaches 
will your organization focus the most time 
and resources on in FY 2017? (Stack rank)Q:

Social media dominates 
time and resources
Sixty-nine percent of adult internet users use at least one social media site (Pew). 
Three in 4 Facebook users are on the site daily. To meet that demand and opportunity, 
marketing leaders overwhelmingly name social media as the digital marketing approach 
consuming the most time and resources of their department. 
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http://www.pewinternet.org/fact-sheet/social-media/


Challenges



CHALLENGES   |   12

User experience / customer journey analytics

Multichannel or cross-platform marketing

Custom content development

Predictive analytics

Mobile analytics

Programmatic direct advertising

Website personalization

Conversion rate optimization

"Mobile first" approaches / mobile app development

Use of video/motion graphics

Internet of Things

Ad blocking

Augmented reality

30%

29%

26%

25%

18%

18%

18%

16%

15%

15%

11%

9%

9%

Which of the following digital marketing trends do 
you expect will be the most challenging for your 
organization to respond to in FY 2017? (Stack rank)Q:UX and CX 

biggest digital 
challenges
First you need to understand the customer experience 
and buyer’s journey. Then you need to be able to use 
that data to improve and customize the user experience 
and deliver the right content to the right person on the 
right channel at the right time. You can see why these 
challenges dominate the minds of marketing leaders. With 
the amount of content growing almost exponentially, it is 
hard to know and deliver something that will break through 
the noise, which further increases the criticality of analytics.  
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56% 
Budget overruns 

41% 
Organizational alignment 
Shared knowledge, understanding of goals, 
and ability to interact and communicate 

40% 
Competency / value measurements / ROI 
Ability to fulfill requirements and measure 
return on investment

32% 
Scope and architecture 
IT integration within the company and 
adaptability to business needs

27% 
Access to specific skill sets in-house 
Required skills and understanding of relevant 
business drivers and technology

23% 
External partnerships 
Recruiting and managing staffing partners outside of 
the organization and creating shared risks/rewards

18% 
Governance 
IT alignment with business strategy and 
appropriate resource allocation

What are your marketing 
organization’s most 
significant challenges 
in meeting its FY 2017 
goals and objectives?

Q:

Marketing leaders say budget is the biggest hurdle standing in between them and their goals. 
However, budget woes are likely the result of their other significant challenges: organizational alignment 
and competency / value measurements / ROI. If they are challenged with demonstrating or measuring 
the impact of their work and getting on the same page as their business partners, it might limit their 
ability to secure proper budget to accomplish all of their goals. 

Organizational challenges 
stand in way of goal attainment 



Talent 



Which of the following types of digital marketing 
skill sets are most difficult to find/source?

Which of the following types of digital marketing skill sets 
are most critical in enabling your organization’s marketing 
function to meet overall organization demands?

Q:

Q:
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22%

15%

14%

14%

35%

Strategic operations 
(Project management, business 
analytics, product management, etc.)

Development 
(Web, mobile, etc.)

Design 
(Graphics, 
illustration, UX, etc.)

Analytics 
(Web, mobile, 
traffic, UX, etc.)

Inbound marketing 
(SEO/SEM, social media, email, 
traffic management, etc.)

Digital strategists 
most critical 
(and most in demand)
Thirty-six percent of marketing leaders name strategic 
operations skills, such as digital project management, 
business analytics and product management, as the 
most critical to their marketing team’s ability to meet 
overall organizational demands. Digital project managers 
keep marketing projects on track and in line for completion. 
This role cannot effectively exist in a vacuum; it involves 
working with multiple internal marketing stakeholders (i.e., 
copy, design, publishing and distribution) and often is the 
team’s direct line to the business (which can also include 
several more stakeholders). These professionals play an 
integral part in ensuring marketing’s products deliver 
meaningful results to the business. Further underlining 
this skill set’s criticality—the difficulty in finding them. 

Strategic operations

Analytics

Design

Development

Inbound marketing

31%

20%

18%

17%

14%



Digital business analytics

Mobile development

Content creation and management (CMS)

Digital project management

Consumer/behavioral analytics

Web/traffic analytics

Content strategy

E-commerce analytics

Content management

Social media management

Creative direction

Mobile design

59%

51%

50%

46%

46%

44%

43%

43%

40%

39%

38%

38%
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Which specific digital marketing skill sets do you 
expect to increase in criticality at your organization 
over the next 12 months? 

(Top 12 listed from 35 potential responses)

Q:Demand for 
digital talent 
forecasted 
to grow
Marketing leaders expect strategy, analytics and 
content skill sets to continue to be hot in the job market. 
Key functions like digital business analytics and digital 
project management will be critical to helping resolve internal 
challenges like organizational alignment and measuring ROI. 
Content management and strategy, consumer/behavioral 
analytics and web/traffic analytics will help tackle top industry 
challenges: user experience / customer journey analytics and 
custom content development.
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Design (Graphics, illustration, UX, etc.)

Strategic operations (Project management, business analytics, product management, etc.)

Development (Web, mobile, etc.) 

Analytics (Web, mobile, traffic, UX, etc.)

Inbound marketing (SEO/SEM, social media, email, traffic management, etc.)

65%

56%

55%

52%

50%

How confident are you that your 
organization's current talent pool in 
the following areas to fulfill digital 
marketing demands and priorities 
(in terms of both skills sets and 
number of available resources)? 

(Percent who responded extremely 
confident or very confident)

Q:

Marketing leaders most 
confident in design capabilities
Marketing leaders are most confident in their organization's current talent pool when it comes 
to more traditional marketing roles, such as design. However, their confidence begins to wane 
when it comes to areas that are strictly digital; Only half of marketing leaders are confident in their 
team's ability to meet demands and priorities in inbound marketing. 
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MISSED 
PRODUCTIVITY

PRODUCTIVITY 
ISSUES

INABILITY TO MEET 
STRATEGIC OBJECTIVES

44% 38% 33%

MISSED 
TIMELINES

TEAM MORALE 
ISSUES

BANDWIDTH 
ISSUES

31% 30%

28%

LOWER QUALITY 
DELIVERABLES

BUDGET 
OVERRUNS

CUSTOMER 
DISSATISFACTION

28% 28% 19%

CUSTOMER 
CHURN

NONE

17% 5%

Which of the following has your 
organization experienced as a 
result of a lack of available qualified 
marketing professionals?  
 
(Select all that apply)

Q:

Lack of available and qualified 
talent felt across the organization
Ninety-five percent of marketing organizations have been negatively impacted due to a lack of available 
qualified marketing professionals. While the most common impacts are productivity-related, nearly one-third 
report team morale issues and lower quality deliverables, and nearly 1 in 5 report bottom line impact (customer 
dissatisfaction and customer churn).



Among those who work with external partners—what are the 
main reasons your organization works with external partners 
and third parties to achieve your digital marketing goals?

Thinking specifically about marketing strategy, 
operations, design, development, analytics and technical 
skills, approximately what percent of your organization’s 
2017 digital marketing needs are or will be addressed 
through current internal resources, and what percent 
require support from an external vendor or partner?

Q:

Q:

Internal 
staff

External 
vendor 

or partner

Access to new/emerging/niche skill sets

Breadth and depth of capabilities exceeds in-house capabilities

Budget and headcount constraints limit in-house growth potential

Partners will deliver superior quality and performance

Better ability to flex to changing business demands

Ability to plug short-term gaps

50%

35%

65%

47%

39%

39%

38%

37%
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New or niche skill 
sets, bandwidth 
drive external 
partnerships
Marketing leaders rely on external vendors or 
partners—e.g., consulting firm, staffing provider, niche 
service provider (e.g., analytics, design) or digital 
agency—for one-third of their digital marketing skill 
needs. Marketing leaders are most likely to turn to external 
partners to access new, emerging and niche skill sets, 
or because the breadth and depth of a project’s required 
capabilities exceed their in-house abilities.  



Respondents'
Profile 



Job Title

Company Size 
by Total Revenue
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15%

16%

23%

25%

21%

More than $5 billion

$1 billion 
to $5 billion

$500 million 
to $999 million

$250 million 
to $499 million

Under $250 million

18%

22%

7%8%

18%

27%

C-level 
(i.e., CDO, CMO, 
executive management)

General Manager/
Managing Director 

EVP/SVP
VP

Director

Manager

Respondents' 
profile and 
methodology
In collaboration with IDG Research Services,  
TEKsystems Digital fielded a survey of 250 U.S. 
marketing leaders to understand their digital 
marketing strategies and plans, including digital 
marketing maturity, budget allocations, strategic and 
investment priorities, primary challenges, critical and rising 
skill sets, and sourcing plans for digital marketing-related 
tasks. This survey was fielded in January and February 
2017. To qualify for this survey, respondents were required 
to be employed in a creative, interactive or digital marketing 
function at the manager level or higher at an organization 
that had a digital marketing plan.



AD HOC 
Understand the potential 

of digital marketing and are 
experimenting with different 
technologies and approaches

INTEGRATED 
Have developed a digital 

marketing strategy that is 
integrated into our overall 

marketing strategy

INFORMED 
Have experience 

with digital marketing 
approaches but are still 
formulating a strategy

OPTIMIZED 
Have fully optimized our 

digital marketing strategy 
to provide the best possible 
customer/user experience

10% 18%

49% 23%
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Industry Digital Marketing 
Strategy

Marketing Focus
B2B

B2C

Both

31%

47%

22%

12%

10%

10%

9%

8%6%
6%

5%

5%

29%

Financial services

Other

Telecommunications

Food and beverage

Education (higher ed)

Manufacturing

Technology

Retail

Healthcare

Entertainment



About Us
TEKsystems Digital supports strategic marketing initiatives for clients 
ranging from boutique agencies to Fortune 500 companies by supplying 
skilled design, development, functional and technical resources. A division 
of TEKsystems, a global IT staffing and services leader, TEKsystems Digital 
thrives at the intersection of technology and marketing. We offer the focus 
of a specialized niche firm while providing the experience, scalability, depth 
and reach of a global partner. 
 

Learn more at TEKsystems.com
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