
Looking ahead to your next  
Financial Year, is your total  
marketing budget being set?

Which of the following statements 
best describes your plans for  

the coming Financial Year?

What Marcomms activity  
did you/will you use in 2010/2011

Why do you use Marcomms  
activities in your marketing mix?

A snapshot of new trends  
in New Zealand marketing

Significantly
higher

Rather not 
answer that

Marginally 
higher

Same as this 
financial 

year

Marginally 
less

Significantly
less

Don’t know

I cannot/would rather 
not answer this (26)

I’m considering splitting my 
budget more Marcomms, 

less advertising (44)

My advertising versus 
Marcomms split will be the 

same next year (65)

I’m considering splitting my 
budget more advertising, 

less Marcomms (12)

Events Consumer PR B2B PR Experiential 
Marketing

Did not/will 
not use any

Other Effectiveness OtherConsumer 
driven

Return on 
investment  

Response to 
competitors 

activity

Agency  
recommendation

Global 
requirement



How do you currently measure the 
effectiveness of B2C or B2B PR?

How do you currently measure  
the effectiveness of  

Experiential Marketing?

How do you currently measure the 
effectiveness of Events?

What are the biggest  
challenges facing marketers in  

this coming Financial Year?

Don’t Know

Audience numbers

Sales

Word of mouth

Return on investment

Ave

PRV (AVE x  3)

Other

Research

Key message inclusion

Other

Research

Return on investment

Coupon Redemption

Primary one-to-one interactions

Time spent interacting with the brand

Secondary one-to-one interactions

Don’t Know

Total sales results

Word of mouth

Attendance numbers

Other

Event feedback

Research

Word of mouth

Return on investment

Time spent at the event

Don’t Know

Delivering ROI against 
limited budget

Conservative senior management/
lack of internal buy-in

Increasingly  
competitive market

Challenging the business to undertake 
more non-traditional marketing activity

Resource and  
budget constraints

Measurement/ 
demonstrating ROI

Achieveing  
growth targets

Finding the right balance between 
Marcomms and advertising

Commissioned by the CAANZ Marcomms Leadership Group and the New Zealand Marketing Association, this survey 
was conducted across a wide range of industries by Buzz Channel in December 2010 and January 2011.

The overall sample of 147 marketing professionals reveals marketing intentions, attitudes towards Marcomms activity 
and the challenges New Zealand marketers are currently facing.


