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EXECUTIVE SUMMARY
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THE FUTURE OF DIGITAL MARKETING

Digital marketing is inherently complex and is expected to become even more
intricate as new technologies and platforms continue to emerge. Currently, one
of the main challenges for marketers is determining the best ways to leverage
Al to enhance their digital marketing efforts. To assist marketers and businesses
in navigating this complexity, we have identified seven essential pillars of digital
marketing that are critical for future success.

In this research report, which is based on a survey of 1500 respondents, we evaluate
the current and future digital marketing capabilities of businesses across these
pillars. Notably, we have included a new section focused on MarTech and Al adoption
to highlight trends in managing digital marketing and technology. The report offers
intriguing insights, revealing significant variations in the adoption of various Al
techniques that can support the role of the ‘Al-assisted marketer".



MAIN RESEARCH FINDINGS:

« Strategic Approach: A significant number of organizations employ a
strategic approach to digital marketing; however, it is noteworthy that
just over one-third (38%) have not adopted such practices.

« Capability Benchmark: An evaluation of business capabilities across
the seven pillars of digital marketing revealed that most enterprises
possess limited capabilities, often scoring either a 1 (Initial) or a
2 (Managed) on a five-point scale, with an average score of 2.4.
Many respondents expressed a desire for substantial improvements,
indicating their intention to achieve a digital maturity level of 3 or
higher by the conclusion of 2025.

« Barriers to Increasing Digital Maturity: The primary obstacle to
enhancing digital maturity is a deficiency in human resources, as
acknowledged by 40% of respondents. This is followed by insufficient
investment in the integration of platforms, which was identified by 23%
of participants.

* Evaluation Techniques: Slightly more than half of the surveyed
businesses utilize fundamental evaluation methodologies such as
digital marketing dashboards, defined marketing source codes, and
digital experience assessments. Conversely, approximately half of the
organizations do not employ these core techniques, and a majority
are neglecting advanced methodologies such as Net Promoter Score
(NPS), customer panels, and media attribution.

« Continuous Optimization: The adoption of a structured, continuous



testing program is relatively rare. Most organizations are failing to

leverage digital insights for the systematic testing, learning, and

enhancement of the effectiveness of digital media, experiences, content,
and messaging. Only about 15% of respondents indicated that they
maintain such a continuous program.

» Media Effectiveness: The most highly regarded channels include
organic search, email marketing, marketing automation, content
marketing, and organic social media.

» Digital Experience Management: Over 50% of respondents rated their
mastery in managing websites and/or applications at level 1 or 2. The
utilization of Al-driven website personalization remains surprisingly low
across various sectors, at just 22%.

» Digital Content Development: With 63% of businesses operating at
levels 1 or 2 in the current maturity assessment, it is evident that many
organizations could take more proactive measures by establishing a
content marketing strategy and a systematic process for evaluating
and enhancing content effectiveness.

e Generative Al Utilization: The adoption of Generative Al has witnessed
substantial growth since the previous survey, with approximately
two-thirds of businesses either using it or planning to implement it.

It is noteworthy that nearly half of the organizations are employing

it to support planning, analysis, and reporting, yet many are still not
fully capitalizing on its potential. Only 17% have formulated an Al
governance policy outlining the guidelines for appropriate Generative
Al usage, although there is a consensus among many that such a

policy is necessary.



Digital Messaging Capabilities: Despite the widespread
implementation of email marketing automation, the majority of
businesses rated their capabilities in this area as notably low.

* MarTech Stacks: Only 11% of businesses possess a well-defined
Marketing Technology (MarTech) stack, which is an alarmingly small
proportion. Additionally, 50% of respondents acknowledged that they

do not have a structured methodology for selecting MarTech solutions.
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INTRODUCTION

The pillars of effective marketing

Digital marketing is inherently complex, and with the continuous emergence
of new platforms, it is poised to become increasingly intricate in the future. The
rapid adoption of tools such as Open Al ChatGPT and Google’s Al Overviews

serves as pertinent examples of this evolution.

Marketers must also navigate the complexity inherent in the multitude of
channels that require monitoring within analytics frameworks, including organic

and paid search, social media, display advertising, and email marketing.

The visualization of the B2B customer lifecycle by Wildnet Technologies
illustrates the potential for leveraging various digital marketing channels

to stimulate lead generation, nurture prospects, and facilitate purchasing
decisions. Furthermore, it underscores the challenge of managing perpetually
active marketing initiatives that demand continuous attention to optimize

conversions amidst intense competition.
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THE 7 PILLARS OF DIGITAL MARKETING

The complexity of digital marketing necessitates a review of key areas of
marketing investment and the success factors that contribute to achieving
returns on that investment. To streamline this process, seven pillars of digital
marketing have been defined, identified as crucial for future success. This
research includes an examination of how these activities are managed,
incorporating insights from marketers to provide a comprehensive perspective

on the future of digital marketing, applicable to various types of businesses.

In the research, marketers were asked to evaluate their capabilities and the use

of Al across these pillars, which are designed to achieve specific objectives.

» Marketing and Brand Strategy: Aligning digital marketing investments
with business and marketing strategies is essential, particularly in larger
organizations. This integration helps prevent digital activities from existing in
isolation.

» Digital Marketing Strategy: Due to the complexity and importance of
digital marketing for future success, it necessitates a dedicated plan
that outlines objectives, strategies, and implementation methods. This
plan often encompasses investment in communications, personnel, and
marketing technology, leading many larger organizations to initiate digital
transformation programs.

» Data, Insight, and Evaluation: Best practices involve defining targets for
digital contributions to the business and establishing success metrics, such
as digital marketing dashboards. Enhancing customer insight quality and
the marketing technology needed for data collection and analysis is also
critical.

¢ Media: There is a growing emphasis on customer acquisition through the

integration of digital with traditional paid, owned, and earned media.



Content Marketing: The development of quality content is important

for enhancing the effectiveness of digital media, user experience, and
messaging. Dedicated plans and control processes for content marketing
can support various modern marketing activities.

Experience: A continuous focus on improving customer journeys across
websites, mobile applications, offline touchpoints, and relevant mixed reality
innovations is essential for engaging potential customers and converting
interest into leads and sales.

Messaging: Engaging and persuading audiences through direct or
“conversational” communication channels—such as email, mobile
notifications, and chat—remains effective. Structured approaches to
automated, personalized, and campaign messaging can enhance their
effectiveness.

Research aim and methodology

At Wildnet Technologies we believe that successful marketers look

beyond chasing every latest technology innovation, instead developing

a more strategic, yet agile, data-driven approach based on optimizing
communications for key customer touchpoints. So, in this research we
wanted to go beyond reviewing the digital marketing tactics deployed

and explore the strategic approaches businesses take to manage the
transformation needed to improve the commercial contribution of digital
marketing integrated with all marketing activities.

To assist marketers and businesses in navigating the complexities of

the digital landscape, we have identified seven essential pillars of digital
marketing that are critical for achieving future success. This research report,
which is based on a comprehensive survey of 1,500 respondents, examines
the current and prospective digital marketing capabilities of businesses
across these pillars. Furthermore, the report includes a new section
dedicated to the adoption of marketing technology (MarTech) and artificial
intelligence (Al), aimed at highlighting trends in the management of digital

marketing and technology.
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ABOUT WILDNET TECHNOLOGIES

Welcome to Wildnet Technologies: Your Gateway to Advanced Digital Marketing

and IT Outsourcing Services. With a track record of 17+ years in the industry,
we've successfully delivered 660+ Projects, Saved 60% for US Clients and 40%

for domestic clients while deploying 8000+ resources, and 350+ manpower!

We provide,

Digital Marketing services to domestic clients via best-in-class SEO (SEO,
Ecommerce SEO, Local SEO, Link Building, Guest posting, SMO, ASO), PPC, SMM,
Programmatic ads, and more.

White Label services via top-notch white label SEO, white label PPC, white
label Guest Posting, white label Web Development, and more for marketing
agencies in the UK, USA, and more.

Design and Development Services, we excel at creating custom application
development that's precisely tailored to meet your unique requirements.
Rely on us for complete solutions that include customized web and mobile
applications, SaasS products, Al-enabled product development, and
continuous maintenance.

IT Staffing Services (Staff Augmentation), we take pride in providing highly
skilled developer resources within 48 hours. Our minimum requirement of 5+
years (exp) ensures that you get the best talent for your projects, whether in

the domestic or foreign market.

Connect with us @ https://www.wildnettechnologies.com/ and
build or revamp the organization of your dreams!



SURVEY RESULTS & RECOMMENDATIONS

1. Marketing and brand strategy

In light of the increasing significance of digital marketing

for various orgcmizotions itis Does your organization have a clearly-definec
! digital marketing strategy?

imperative to adopt a strategic
approach. This ensures that
digital marketing initiatives

are appropriately prioritized,

cost-effective, and seamlessly

integrated with the overarching

EYas - i's inbagrated into our marketing strategy K

marketing and brand strategy. xfimipiomsn o ORRY
A straightforward criterion for

assessing the presence of a strategic approach is the existence
of a clearly defined digital marketing plan.

It is noteworthy that approximately 42% of businesses lack a
formal digital marketing strategy while simultaneously engaging
in digital marketing activities. Over the course of more than
fifteen years of research into the adoption of strategic planning,
it has been observed that the proportion of organizations without
a structured approach has remained relatively constant. This
indicates the presence of significant barriers to the integration of

strategic planning within organizations.
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On a positive note, it is encouraging that more than half of businesses
have established a strategic framework for their marketing efforts. The
ultimate objective should ideally be to adopt an integrated approach;
however, it can be practical, particularly for larger organizations, to first
develop a dedicated digital strategy. This initial focus can facilitate the
justification for increased investment in digital marketing prior to its

eventual integration into a broader strategic framework.

Digital marketing strategy and governance

The extent to which companies can harness the potential of digital
channels is contingent upon their possession of the appropriate
capabilities necessary to manage all relevant digital touchpoints. The
capabilities associated with the seven pillars of marketing success
may be assessed for various businesses on a scale from one (low
maturity) to five (maximum maturity) utilizing the digital maturity
benchmark evaluation presented in the Executive Summary (p. 4) of
this report.

Data derived from our survey indicates that, across all pillars,
approximately fifty percent of businesses are classified at lower
maturity levels of one to two, with an average rating of 2.4. This
observation highlights a substantial opportunity for improvement
within these organizations.

For small and medium-sized enterprises with constrained resources,
we propose that a maturity level of three serves as a suitable
benchmark to enhance competitive positioning. Conversely, for
organizations that derive significant digital contributions where
online leads and sales are critical to their success, it is recommended
that maturity levels of four and five be pursued, contingent upon a
compelling case for investment being established.



CURRENT digital marketing maturity rating

1= Initial

u2 - Managed

w3 - Defined

m4 - Quantified

u 5 - Optimiized

To assess how businesses intend to enhance their capabilities in the
future, we requested respondents to conduct a similar analysis for the
year 2025. The significant disparity observed between the two charts
indicates that many enterprises operating at levels 1 and 2 recognize
the necessity for improvement in their capabilities and are planning to
make investments to attain a higher level in the upcoming year.

Future digital marketing maturity rating

Marketing and brand strategy [EEEE. F

ooy ey RN ...
Data and inssght 59 u2 - Managed
Digital media E28 83 -Defired
Content marketing strategy s i
® 5 - Optimized

Digital exparence [

Digital messaging
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Naturally, it is human nature to strive for improvement; however,
many businesses may face barriers that hinder significant progress.
To identify these challenges, we inquired about the main obstacles
that could limit advancements in digital maturity. We specifically
asked about the single most important barrier to highlight the most
significant challenges.

What is the main barrier you face when improving your
digital marketing maturity?

Budgel approvial Iriem Seredr managamant 13%
MOl nOang vt 10 BERM 11%
Hard o keap up with lates! changas Pk ]
Dk {ploase spacly) 5%
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You can see that insufficient people resources is clearly the biggest
barrier, followed by investment into integrating platforms. This
suggests a need to gain buy-in from budget- holders. Plus, despite
advances in Al, human resources are still needed to plan, manage,
and optimize the complex always-on lifecycle and campaign digital
communications we highlighted in the Introduction of this report.



3. Data, insight, forecasting and evaluation

Wildnet Technologies utilizes an insight-based, data-driven approach
to enhance digital maturity by leveraging insights derived from

digital analytics and research on digital experiences. The RACE
Growth System is employed to establish targets for leads, sales,

and profitability, which are informed by detailed forecasts based on
channel conversion models. To assess the adoption of data-driven
approaches among businesses, a survey was conducted regarding
various evaluation techniques for measuring digital media and
multichannel experiences.

Which evaluation techniques do you use to assess digital media and
multichannel customer experiences?

o s s s o |
e B
Standard campaign tracking media Source codes 2%
Hat Promoler Scone (including salisfaction drivers) _ 3%
Renvigws and ratings of the brand webaile guality _ 8%
Aftributicn models of madia _ 21%
’ Onling cusiomar pane foedback _ 16%
DLDGY
o Other (please specify) - 6%
m s 10% 20% % 0 st s

Just over half of businesses are utilizing fundamental evaluation
techniques, including digital marketing dashboards, defined marketing
source codes, and digital experience assessments. This indicates

that approximately half of businesses are not employing these core
techniques, resulting in a significant number missing out on additional
useful methods such as Net Promoter Score (NPS), customer panels,
and media attribution.
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To evaluate the extent to which insights are employed for testing,
learning, and improving the effectiveness of digital media, experiences,
content, and messaging, marketers were asked to categorize their
testing approaches for each area. The level of testing appears to be
consistent across all four pillars.

Rate how often your organization uses optimization for
these 'always-on' or campaign activities

46% 46%
e 45%
1% 1%
39%
26%
207%
16%

15% 13% 13%
1%

5%

e

Digital media Digital experiences Content Outbound messaging

3

g

g

The primary observation derived from this chart is that the
implementation of a continuous and structured testing program

is relatively infrequent, notwithstanding the frequently highlighted
advantages of digital media being “the most measurable.”
Commendations are due to the fewer than 20% of companies

that have established a continuous program, as well as to the
approximately 50% of organizations that engage in testing at least on
an occasional basis.



4. Digital media

There exists a diverse array of digital platforms available for reaching
and engaging audiences; however, it is imperative to streamline these
options when formulating a media strategy. This approach enables
the identification of primary channels, which can then be assessed
through Google Analytics by utilizing various values of utm_medium.
To evaluate the effectiveness of different marketing channels, we
conducted a survey asking marketers to assess these channels across
three categories of return on investment (ROI). The resulting analysis
was organized by the channels that received the highest ROI ratings.
The survey results indicate that businesses rate organic search, email
marketing, marketing automation, content marketing, and social
media as the most effective strategies, underscoring the continued
relevance of inbound marketing. In addition, paid media approaches,
including paid search and paid social media, are not far behind, with
approximately fifty percent of businesses reporting a high or medium

Please rate these digital marketing channels for their relative
ROI (Return-on- Inunstmnnt} prn-r.-tm:t for ',rnur huslnnsn in 2024
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return on investment (ROI) from these methods. Conversely, digital
public relations and display advertising demonstrate the lowest
ROI; however, these channels remain essential for brands targeting
markets characterized by low levels of search intent or where social
media engagement presents challenges.

5. Digital experiences

The current maturity of managing websites and applications has been
rated at levels 1 or 2 by more than 50% of respondents, indicating that
many businesses require significant improvement in this area. This
observation is further supported by the assessment of continuous
optimization, which revealed that approximately half of the businesses
surveyed do not engage in any form of website testing.

The prior evaluation of marketing channels included website
personalization, which is not strictly classified as a channel. It is
somewhat unexpected that website personalization received a
relatively low rating in the previous analysis, potentially due to the

high costs associated with the necessary marketing technology to
implement it effectively. For the purposes of measurement, it may be
beneficial to consider the website as a distinct channel. For instance,
at Wildnet Technologies, we utilize conversational marketing tools such
as Intercom and OptinMonster to engage with audiences and present
our templates for marketers. The measurement of these interactions

is integrated into Google Analytics 4, enabling us to analyze how
engagement with these channels influences the customer journey

toward purchase.



To obtain further insights on personalization and additional methods
for delivering more relevant messages throughout customer journeys,
we inquired of participants regarding the techniques they employ.
Fundamental targeting based on segmentation factors, including
demographics, location, behavior, and value, is widely adopted. In
contrast, the use of Al-based targeting was surprisingly low, with only
19% of respondents indicating its application.

Which online targeting techniques do you use to serve
personalized content and/or offers via ads or on-site
personalization?

Customed vakue (i.a., curnend o futuie polential)
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6. Content marketing

We have identified content marketing as a fundamental element

of effective digital marketing, as it serves to cohesively integrate

and enhance all digital strategies. Thus, it is imperative to adopt a
proactive approach to managing content as a valuable resource and
asset within the organization. Consequently, it is essential to allocate
sufficient resources to assess content effectiveness throughout the

19
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journey, prioritize initiatives, and offer recommendations for future

content enhancements. Given that 57% of businesses are categorized at

levels 1 or 2 according to the current maturity assessment, this indicates

that numerous organizations have the potential to adopt a more

proactive stance by developing a comprehensive content marketing

strategy and implementing a systematic process for evaluating and

improving content effectiveness.

Moreover, as many businesses explore the use of Generative Al,
particularly large language models such as GPT for content creation,
we have included an analysis of the applications of Generative Al in
the concluding section of this report.

7. Messaging

Digital messaging techniques are significant tools for brands,
enabling direct interaction with individuals to provide personalized
communications informed by insights regarding individual customers
or groups with similar characteristics. These insights are typically
stored in the cloud or within various databases of a company. The
accompanying visual encapsulates the diverse array of online
messaging techniques available for audience engagement.

Email marketing continues to be an essential channel, with the
Radicati Group projecting that the global number of email users,
encompassing both business and consumer segments, will

increase from over 4.3 billion in 2023 to over 4.8 billion by 2027. They
underscore that email remains the most widespread form of electronic
communication for both business and consumer users, positioning

it as a critical technique alongside mobile text messaging, push

notifications, and other emerging communication formats.



« The efficacy of email marketing and other messaging strategies, such
as mobile push notifications, relies significantly on the marketing
technology that integrates various systems, including web profiling
and email tracking. The increasing adoption of Customer Data
Platforms (CDPs) among larger enterprises highlights the growing
importance of collecting insights regarding the customer journey,
which can be leveraged to deliver more relevant and targeted
communications while adhering to privacy regulations.
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8. MarTech stacks and Al adoption by businesses

« Achieving success in messaging, media, and digital experiences
necessitates the careful selection of the optimal marketing technology
to establish an effective MarTech stack. Our MarTech infographic
delineates potential tools available for the management of lifecycle
marketing activities.

« The selection of the most pertinent MarTech presents a significant
challenge due to the overwhelming array of options available to
support various stages of the customer lifecycle and the practical
difficulties associated with integrating insights from each tool.
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Additionally, consideration must be given to achieving Return on

Marketing Technology (RoMT) investment.

« Within our research, we did not evaluate specific MarTech solutions;
instead, we inquired about the clarity of the respondents’ approaches
to selecting MarTech. The findings revealed that a mere 11% of
businesses possess a well-defined MarTech stack, which is a
remarkably small proportion. This statistic is perhaps unsurprising
given the plethora of constantly evolving MarTech Software as a
Service (Saas) options.

® We don't have a structured approach to selecting and integrating MarT¢
= We have significant gaps in our ideal MarTech stack

= Our MarTech stack is well-defined and we review opportunities to refine



« In this report, we explored a wide range of applications of artificial
intelligence (Al) in marketing, highlighting its potential to augment the
capabilities of the ‘Al-assisted marketer’ in various capacities beyond
Generative Al for copywriting. Notably, the most prevalent applications
of Al pertain to supporting copywriting for email marketing, organic
search, and social media, with over half of the respondents utilizing it
for these purposes.

Current use of Al in marketing for these applications

Generating subject lines andior copy 1o improve email response

Generating content lor website to support SEO 34% 33% 25% 8%
Generaling content for social media Ads o posts 35% 4% 25% T%
= Mot using
= Recently staned using

Analysis of reporting - @.9., identifying paltemns or creating summanes using
analytics

uHave used for > 1 yoear

Generaling imagery for cliani-facing marketing creative

= Plan 1o use in future

Targeting audiences with email based on historical response

TECHNOLOGY
FOR MARKETING

st

Generating video for client-facing marketing creative

Websile personalization to increase conversion

« The subsequent most favored applications involve the creation of
strategic plans, analysis, and reporting. The utilization of Generative Al
and video content trails slightly, potentially indicating either insufficient
quality or a preference for collaboration with established suppliers.

«  We recommend our resource, the Al for Marketing Learning Path, which
offers both strategic insights and practical guidance on utilizing Al for
copywriting. This resource includes numerous examples of templated
prompting methodologies that can be implemented in ChatGPT.

The widespread adoption of Al necessitates addressing essential

questions regarding its management and oversight. For instance:



- How is the copy tailored to align with the brand’s tone of voice, such as
through the use of Custom Instructions in ChatGPT?

- Who is responsible for verifying the quality of the copy, and what criteria
are deemed acceptable?

- What tools are provided for this purpose?

- Is there an established governance policy to review these activities?

+ In this year’s report, we also examined the management practices
employed for Generative Al. One-third of businesses have subscribed
to paid services, indicating that organizations recognize the
advantages of such services, which offer enhanced functionality
and more advanced Large Language Models. Conversely, the use of
dedicated Al services for marketing remains relatively uncommon, at
approximately 15%.

« The application of training and the development of a governance
policy are also infrequent. We assert that it is crucial for businesses
of all sizes to establish a comprehensive document that outlines
the processes, tools, and best practices associated with Al usage to
ensure effective communication.

Which of these Generative Al management techniques are you
using in your business currently?

None of these 48%

Subscribing to paid LLM services, e.g., ChatGPT Plus,

0,
Gemini Pro $%

Staff training on how to apply Gen Al 22%

17%

Al governance policy defining how Gen Al should be used

Subscribing to dedicated paid marketing Al tools, e.g.,

0y
Copy.Al, Hoppy Copy, Jasper or Writesonic s

0% 10% 20% 30% 40% 50%



The realm of digital marketing is renowned for its dynamic nature, characterized
by rapid transformations and constant innovations. With an influx of new
platforms and advanced Al tools entering the market, it is clear that the pace of
change is unlikely to diminish in the foreseeable future. To maintain a competitive
edge and ensure the success of your business, it is essential to dedicate time to
developing a comprehensive and strategic marketing plan. This approach will
enable you to fully leverage the myriad opportunities available to foster growth
and address the ever-changing preferences and expectations of your customers.

While building a robust MarTech (marketing technology) stack is instrumental in
facilitating a seamless omnichannel experience for your customers, this survey
underscores a critical insight: the importance of investing in human resources.
The expertise and creativity that skilled marketing professionals bring to the table
are invaluable, not only now but also for navigating the future landscape of digital
marketing. Their ability to interpret data, craft compelling messages, and connect
with audiences on a deeper level cannot be overlooked in our technology-driven
age. We trust that this report has provided you with valuable insights to evaluate
your current marketing initiatives and to identify key areas where you can
strategically allocate time and resources to enhance your business operations.

At Wildnet Technologies, we pride ourselves on our extensive array of resources
and expertise designed to support you in developing a robust digital marketing
strategy. We can assist you in optimizing your marketing tactics, elevating your
team’s skill set, and ultimately driving sustainable growth for your business in
this ever-evolving digital landscape.

Get In Touch

i

E i e +9188004 40643 Q A 30, Sector 63, Noida, Uttar

Pradesh, India (201301)

@ www.wildnettechnologies.com




