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Introduction
I’m excited to launch the inaugural 2016 WA State of Digital Report 

by Alyka, providing insight into the role and importance of digital 

marketing  to Western Australian (WA) organisations. 

The digital economy is forcing businesses to evolve and change at a 

rate never before seen. At Alyka, we’ve long recognised the potential 

of new platforms, channels and technologies in helping make WA 

businesses competitive and successful, which is why I was proud 

to put our name to this independent research. By examining our 

State’s business community and its preparedness to adapt to future 

challenges, I believe we can help  forge greater understanding of the 

opportunities available to WA businesses.

Through our research partner Metrix Consulting, we engaged senior digital leaders from small, medium and 

large businesses across a variety of industries, and the results reveal a state that recognises the potential 

offered by digital marketing, but also one which is significantly underprepared for the digital future.

Key highlights of the research include:

• 38% of businesses say the cost of engaging experts and attracting new talent is the biggest challenge 

to digital progression;

• 75% of businesses do not currently have a system for how to plan, execute and measure their digital 

marketing activities, and 42% do not feel prepared to handle digital marketing challenges in the 

future; 

• Current challenges include lack of time, resources and budget; and

• 50% of businesses do not believe they are making the most out of their current digital marketing 

investment.

It’s clear WA businesses feel they are under-prepared for our digital future, and without investment in these 

areas we are unlikely to see any significant shift in WA’s digital leadership in the next five years. But there are 

reasons to be optimistic.

WA businesses do recognise the importance of the new communication methods offered by digital 

marketing.  More than 94% of businesses identify digital marketing as important, or extremely important, 

to their business in the next five years. 

I’m also pleased to note medium to large businesses anticipate spending comparably more on digital 

marketing rather than traditonal marketing within the next financial year. Provided this investment is 

supported by effective digital marketing activities, I see great potential for stronger digital leadership in 

the future. 

We live in a digital world, and many businesses are only just beginning to understand the importance 

of mapping a digital future to stay ahead of their competitors. The recognition of the opportunities 

revealed in this report bode well for WA, assuming businesses embrace the challenges.

I’d like to thank all who contributed to the production of this report including the Western Australian 

business community, business leaders, Metrix Consulting and Cannings Purple.

We hope you enjoy the inaugural 2016 WA State of Digital Report by Alyka. 

Bernard Chia 

Founder and Managing Director  

Alyka 
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Research overview 

Research objectives and methodology 
Alyka engaged Metrix Consulting to undertake independent research to inform this report. 

An online survey was conducted with 192 senior decision makers from a range of Western Australian 

businesses to understand the role and importance of digital marketing in their organisations.

The online survey was conducted between 10 May 2016 and 3 August 2016. 

Data was weighted by annual turnover and size of business as specified by the latest ABS counts of 

Australian Businesses (reference: 8165.0 Counts of Australian Businesses, June 2015).

The final sample of 192 responses provides a maximum error margin of ± 7.07% at the 95% confidence interval.

In Australia, a SME (small or medium enterprise) has 200 or fewer employees. For the purpose of this 

report, the following business size categories have been used: 

• Small businesses have been defined as businesses employing fewer than 20 people; 

• Medium businesses have been defined as businesses employing 20 or more people, but fewer than 

200 people; and 

• Large businesses have been defined as businesses employing 200 people or more. 

SAMPLE COMPOSITION SAMPLE SIZE (N=)

TOTAL 192

Annual Revenue Up to $999k 71

$1 to $4 million 35

More than $5 million 51

Don’t know/Unsure 35

Employees Small businesses 1-4 59

5-19 58

Medium businesses 20-199 50

Large businesses 200+ 25
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Key findings

of businesses say the cost of engaging experts  

and attracting new talent is the biggest challenge to  

digital progression.

of businesses do not currently have a system  

for how to plan, execute and measure their digital 

marketing activities. 

of businesses do not feel prepared to handle digital 

marketing challenges in the future.

of businesses do not believe they are making the most 

out of their current digital marketing investment.

38%

75%

42%

50%
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Digital importance and preparation

1/3 of small businesses in WA do not currently invest in their digital future. 

Currently investing in any form of digital marketing

94% of large businesses currently place a high level of importance on digital 

marketing, with 50% stating it is ‘extremely important’. 

Current importance of digital marketing

90%

91%

66%

MEDIUM BUSINESSES
(N=50)

LARGE BUSINESSES
(N=25)

SMALL BUSINESSES
(N=117)

LARGE
BUSINESSES

(N=25)

NOT AT ALL IMPORTANT

NOT VERY IMPORTANT

FAIRLY IMPORTANT

VERY IMPORTANT

EXTREMELY IMPORTANT

% OF BUSINESSES

6 12

0 20 40 60 80 100

32 50
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Digital marketing is very 
important for businesses, 
especially in WA, mainly 
because we are so isolated 
geographically. So we have to 
try to expand our presence 
over east and internationally 
through the internet.
Tommy Shin 
CEO 
Lateral Australia 

“

”
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94% of all businesses agree digital marketing will be important to their 

business in the next five years.  

Importance of digital marketing in the next five years

The proportion is higher for small and medium businesses with double 

the proportion of businesses believing digital marketing will be extremely 

important in five years compared to today. 

Businesses that see digital marketing as extremely important now vs in five years

OVERALL
(N=192)

NOW

IN 5 YEARS

% OF BUSINESSES

26

0 20 40 60 80 100

52

SMALL
BUSINESSES

(N=117)

26

52

MEDIUM
BUSINESSES

(N=50)

30

58

LARGE
BUSINESSES

(N=25)

50

60

OVERALL
(N=192) 4 3 15

20 40 60 80

27 52

NOT AT ALL IMPORTANT

NOT VERY IMPORTANT

FAIRLY IMPORTANT

VERY IMPORTANT

EXTREMELY IMPORTANT

% OF BUSINESSES

0 100
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Despite businesses understanding the growing importance of digital 

marketing, 42% of all businesses do not feel prepared to handle digital 

marketing challenges in the future.

When asked about future challenges facing WA businesses in digital marketing, survey respondents 

cited a range of issues including: 

• The rapid speed of change;

• Lack of resources and appropriate talent;

• Limited budgets;

• Lack of internal leadership; and 

• Limited understanding of where to go for professional help. 

One survey respondent stated ‘lack of support from management regarding the importance of digital 

marketing’ was a significant barrier to planning future activities. 

Preparedness to handle digital marketing challenges that lay ahead

OVERALL
(N=182) 2 310 18

20 40 60 80

30 37

DON’T KNOW

NOT AT ALL PREPARED

NOT VERY PREPARED

FAIRLY PREPARED

VERY PREPARED

EXTREMELY PREPARED

% OF BUSINESSES WHO FEEL DIGITAL
MARKETING WILL BE IMPORTANT TO

THEIR BUSINESS IN THE NEXT 5 YEARS

0 100
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Businesses are perhaps only 
beginning to come to terms with 
how important digital marketing 
is. They’re learning how savvy 
they can be with data that can 
be collated, what kind of metrics 
you can run on that data, and 
how you can use that to really 
gain a deeper understanding of 
your client base.
Stephanie Rowland
Partner | Corporate Advisory 
Mills Oakley  

“

”
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Budgeting and spend 

More than 50% of businesses plan to spend more money on traditional and 

digital marketing in the 2017 financial year (FY17).

While the majority of businesses recognise the importance of investing in digital marketing, medium to 

large businesses are leading the way as they anticipate spending comparably more on digital marketing 

than traditional marketing in the next financial year. 

Assumed FY17 spend on marketing and digital marketing

OVERALL
(N=192)

DON’T KNOW/NOT SURE

LESS ON MARKETING/DIGITAL MARKETING

ABOUT THE SAME AMOUNT

MORE ON MARKETING/DIGITAL MARKETING

% OF BUSINESSES

MARKETING:

DIGITAL MARKETING:

SMALL
BUSINESSES

(N=117)

MARKETING:

DIGITAL MARKETING:

MEDIUM
BUSINESSES

(N=50)

MARKETING:

DIGITAL MARKETING:

LARGE
BUSINESSES

(N=25)

MARKETING:

DIGITAL MARKETING:

216 28 54

119 29 51

216 28 54

119 30 51

816 30 46

19 21 59

12 12 50 27

12 21 68
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Despite planning to increase spending on digital marketing in the 2017 financial 

year, almost 50% of businesses don’t believe they are making the most out of 

their current investment. 

Making the most out of current digital marketing investment

OVERALL
(N=192)

DON’T KNOW/NOT SURE

DON’T INVEST IN DIGITAL MARKETING

NO, NOT RECENTLY

YES, HAVE A GOOD HANG OF IT NOW

YES, DEFINITELY - WE ARE FLYING

6 16 49 27 2

% OF BUSINESSES
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All our promotional budget 
is spent on digital platforms. 
Increasingly it’s on Facebook 
custom audiences and 
boosting posts as well as 
things like webinars to get our 
message out.

Charlie Gunningham 
Chief Executive Officer
Business News

“
”
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Marketing activities 

On average, 68% of all businesses use social media marketing. 

Social media marketing is the most common marketing activity businesses feel comfortable with.  

Furthermore 65% of all businesses that use social media also feel more prepared to handle digital marketing 

challenges in the future, compared to 44% of those who don’t currently use social media marketing. 

Form of marketing WA businesses are utilising

SOCIAL MEDIA MARKETING

ELECTRONIC DIRECT MAIL (EDMS)

SEARCH ENGINE OPTIMISATION

EVENTS, TRADE SHOWS,
PROFESSIONAL NETWORKING FORUMS 

CONTENT MARKETING – BLOGS,
OPINION PIECES, ETC 

NEWSPAPER OR MAGAZINE 
ADVERTISING 

PRINT DIRECT MAIL

GOOGLE MARKETING

TV OR RADIO ADVERTISING

TELEMARKETING

NONE OF THE ABOVE

BROCHURES, FLYERS, BOOKLETS, ETC

68.6%

62.3%

57%

50.6%

48%

48%

45.3%

40.6%

32.6%

31.6%

6.3%

5%
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The issue for universities is really 
digital disruption, because in the 
education space everything has 
changed – the way we teach 
students, the fact that they’re on 
social media, what they need to 
learn - everything is changing.   
It’s always been the case in 
public relations, marketing and 
communications that you just 
need to keep learning and it’s 
never more apparent than in 2016.

Catherine Archer
Strategic Communications Lecturer 
Murdoch University 

“

”
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35% of all businesses are still not comfortable with social media marketing. 

Despite social media being the most popular form of digital marketing undertaken by WA businesses, 

more than a third are still not comfortable using the platforms.

87% of Australians access the internet daily, and 50% of internet users access social networking sites at 

least once a day1. This represents a significant online audience for businesses to engage with.  

Business comfort in digital marketing areas

1   Sensis Social Media Report 2016, https://www.sensis.com.au/assets/PDFdirectory/Sensis_Social_Media_Report_2016.PDF 

SOCIAL
MEDIA TOOLS

NOT COMFORTABLE

COMFORTABLE

VERY COMFORTABLE

35 38 27

% OF BUSINESSES



15

You’ve got to look at social media 
platforms as an engagement 
tool. How do you actually create 
valuable content across these 
channels to engage with your 
audience? We call it earned trust. 
You’ve got to earn their trust, and 
the way you do that is through 
these online and social channels. 
Do that properly and they’ll 
transact with you.

Jeremy Chetty
Co-Founder 
Student Edge   

“

”
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Despite the relative familiarity with social media, 50% of all businesses are still 

not confident with delivering content across multiple online channels. 

A lack of resources and technical support across multiple social media channels were cited by survey 

respondents as major barriers to leveraging content and building an effective social media presence.  

• “One of the biggest challenges I face in a small company with just one marketing person is the lack of 

technical support for social media platforms like Facebook, Twitter and LinkedIn to help me improve 

my skills and understanding of the platforms.”

• “For us, working out a content strategy with no resources to write content at the moment is where it 

gets difficult.”

Business comfort in digital marketing areas

DELIVERING CONTENT
ACROSS MULTIPLE

ONLINE CHANNELS

NOT COMFORTABLE

COMFORTABLE

VERY COMFORTABLE

50 31 18

% OF BUSINESSES
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One in five businesses have not updated their website in the last three years. 

Search engines reward websites that publish fresh, relevant content regularly. And yet 20% of WA 

businesses say they have not updated their website in the last three years. 

Last time company website was updated 

OVERALL
(N=192) 6 3 91 15

20 40 60 80

65

EARLIER THAN 2012

2012

2013

2014

2015

2016

% OF BUSINESSES

0 100
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Digital marketing activities and challenges 

75% of all businesses do not have a system for how to plan, execute and 

measure digital marketing activities or they believe there are more important 

matters to consider. 

Half of all SMEs would like more help to implement an effective system. 

Survey respondents indicated that increased investment and digital leadership were needed in the 

workplace to ensure progress with digital marketing activities. 

• “For it to be a win-win situation, we need investment to support a better digital marketing plan and spread.”  

• “We have a lack of support from management regarding the importance of digital marketing as they 

are more focused on sales.”

Systems to measure digital marketing activities

NO, THERE ARE MORE 
IMPORTANT MATTERS

NO, BUT WOULD LOVE TO 
SET A SYSTEM IN PLACE

YES

4926 25

% OF BUSINESSES

OVERALL
(N=192)

4926 25
SMALL

BUSINESSES
(N=117)

5016 35
MEDIUM

BUSINESSES
(N=50)

258 67
LARGE

BUSINESSES
(N=25)(N=192)
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The cost of attracting new talent and using expert consultants are the greatest 

digital marketing challenges businesses face.  

For more than 60% of businesses, the greatest challenges to effective digital marketing are resource and 

skills based. 

38% of businesses cited the cost of finding and securing new talent or using expert consultants as a 

major barrier, whereas 26% identified a lack of internal talent as their greatest challenge. 

In addition to this, 25% of businesses do not know where to go for assistance. 

Main digital marketing challenges

38%

26%

25%

14%

9%

27%

other marketing challenges mentioned
include: a lack of time and resources

as well as cost / budget.

COST OF ATTRACTING NEW TALENT, OR
USING EXPERT CONSULTANTS

LACK OF TALENT AVAILABLE WITHIN
THE BUSINESS

NOT KNOWING WHERE TO GO FOR
ASSISTANCE

NO INTERNAL LEADERSHIP TO
SUPPORT DIGITAL MARKETING

POOR IT INFRASTRUCTURE/SYSTEMS

OTHER
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Where I do think we’ll spend 
more money is making sure 
we’re upskilling the team. As 
digital changes so rapidly, it’s 
increasingly more important 
to ensure your team really 
understands how to utilise 
digital platforms as effectively 
as possible.

Jon Amery 
General Manager – Marketing 
Vocus Communications

“

”
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Unweighted sample profile

CONSTRUCTION

RETAIL TRADE & RESTAURANTS

FINANCE & INSURANCE

EDUCATION

GOVERNMENT ADMINISTRATION
AND DEFENCE

HEALTH & COMMUNITY SERVICES

PERSONAL SERVICES

MINING

MANUFACTURING

TRANSPORT & STORAGE

CULTURAL & RECREATIONAL
SERVICES

WHOLESALE TRADE

AGRICULTURE, FORESTRY &
FISHING

ELECTRICITY, GAS & WATER SUPPLY

OTHER

8%

6%

5%

5%

4%

3%

3%

2%

2%

2%

1%

1%

1%

26%

4%

INDUSTRY

$1 TO $4 MILLION

UP TO $199K

$200K TO $499K

$10 TO $49 MILLION

$500K TO $999K

$50 MILLION OR MORE

DON’T KNOW / UNSURE

18%

17%

11%

10%

10%

5%

18%

9%

ANNUAL REVENUE

1-4 EMPLOYEES

5-9 EMPLOYEES

20-199 EMPLOYEES

200+ EMPLOYEES

31%

30%

26%

13%

NUMBER OF EMPLOYEES


