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Welcome
to Horizon

May You Live in Interesting Times

It’s certainly been an interesting time in
construction marketing. I've spoken a
few times over the past twelve months
about our’s being Schrodinger’s sector
- in that we're seeing high levels of
administrations and liquidations at the
same time as some businesses are
making record profits.

Despite this, marketers remain buoyant about
what 2024 is likely to bring for their teams, their
organisations, and the market at large, and who
can blame them? Indeed, the signs from the
large Tier 1 contractors and design & build
practices is that the demand is there awaiting
lower interest rates and a general election.

The uncertainty hasn’t stopped marketers and
their organisations from increasing their spend
and focussing on the thing that (should) matter
- namely growing their brand. This is hugely
encouraging, and in-line with all the evidence on
best practice gathered during recent recessions.

Marketers, and their organisations, have a lot
to focus on - economics, environmental impact,

changing legislation to name a few - as well as
adapting to some potentially seismic changes
brought about by new technologies.

Again, construction marketers are positive, having
an eye on all these issues as part of their content
plans, although how they're weighting these
might surprise you.

Blind optimism, or accurate interpreters of
changing winds? You be the judge.

A huge thankyou to all the marketers from across
the built environment and manufacturing supply
chains that took the time to help with this, your
insight and expertise is greatly appreciated.

We'll see you all again next year for Horizon 2025.

Ryan Jones

Managing Director - SLG Agency
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Sector analysis

Initially targeted at senior marketers
within construction, the 2024 version
of the Horizon survey sought to gather
insights from a diverse landscape of
industrial and manufacturing sectors.

And whilst most respondents remain within
construction (57.69%) and building materials
(9.62%), the results reflect a wide variety of sectors,
with respondents hailing from a wide array of fields.

While some sectors, such as Aerospace, Agriculture,

and Mining/Aggregates, constitute a smaller
percentage individually, their presence is crucial.
These niche sectors bring unique perspectives,
enriching the overall insights derived from the
survey and provide a broad outlook for marketers
in 2024 and beyond.

Indeed, if we aggregate responses from
‘Housebuilding/Development’, ‘Construction’

and ‘Building Material’ we find almost 85% of
respondents coming squarely from the ‘Built
Environment’ sector - giving the insights a real
significance for those looking to better understand
marketer’s views in that space.

2% Chemical Industry
2% Mining/ Aggregates

o) :
Building Material 17% 2% Agriculture
20/0 Aerospace

/% i
0 Machinery Manufacturer

Housebuilding/
1 O% Development

What sector do
you operate in?

Construction 5 8%
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Seniority of respondents

Looking at the seniority of respondents,
there’s a noticeable shift compared to
the previous year’s Horizon report. In
2023, Marketing Managers and Heads
of Marketing dominated the results,
together constituting over 50%.

Here in 2024, however, there’s a more balanced
distribution of roles, with Marketing Managers
and Heads of Marketing still having a significant
contribution but with a broader representation of
senior job titles.

The proportion of individuals in director-level
roles, such as Marketing Directors and Sales and
Marketing Directors, has seen an uptick from last

year, perhaps giving additional validity to some
of the questions on strategy and commercial plans
than might have otherwise been the case.

Whatever the reason for this, it bodes well for the
insights gained to consider a mix of views from
across the sector, from those setting the direction
to those tasked with delivering marketing activity
on a day-to-day basis.

Respondents were from a diverse range of
backgrounds and experiences. We had a healthy
mix of genders and representation from
businesses spanning the UK, Western Europe,
and the USA, providing a more global
perspective in this year’s report - although, the
UKwas the largest market by some distance.
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Marketing team growth

Reviewing the business size by
headcount, we found that most
respondents were from organisations
of 400+ people, which accounted for
36% of the data captured.

That said, the greatest increase in responses
came from smaller organisations, with 22%

of respondents coming from businesses with
fewer than 29 people (up from 2% in 2023).
Perhaps this shouldn’t be too surprising,
given construction’s position as the sector
containing the most SMEs in the UK economy
- with 882,770 construction businesses
described as SMEs by the Office for National
Statistics (ONS) in 2023.

The examination of organisational head count vs.
marketing team sizes reveals a dynamic landscape
within the construction and manufacturing.

A comparative analysis between 2023 and 2024
provides a nuanced understanding of how
businesses of different scales are structuring their
marketing teams.

As expected, in the 1-29 company size category,
most businesses maintained small marketing
teams, the majority having just one marketer,
however we did see larger team sizes of up to
4-6 team members which didn't feature in 2023.
This suggests that businesses are looking to
perhaps increase their in-house marketing
resource, even within smaller organisations.

Marketing Team Size 2023 % Breakdown 2024 % Breakdown
One 15% 26%
2-3 28% 30%
4-6 30% 18%
7-9 7% 2%
10-15 2% 4%
15-20 7% 2%
20+ 1% 18%

For companies with 400+ people, a notable shift towards larger marketing teams was evident this year.
Instances of marketing teams with a 15+ headcount increased, reflecting a scaling of marketing efforts ora
move to bring resource in-house rather than outsourcing. The number of smaller teams within 400+ people
organisations also decreased - marketing teams of 3 people or less was just 5.5% in 2024, whilst smaller

team sizes were more prevalent last year (14% in 2023).

While individual cases vary, the overall trend suggests a positive trajectory in marketing team growth. This
aligns with the trends reported in Marketing Week earlier this year that found 30.2% of marketers are seeing
new roles, specialisms and teams added to their departments (with creative and content roles emerging as

the most in-demand).

Resource: https;/www.marketingweek.com/team-restructures-specialist-roles/

10-15
Marketing team
size by business One
headcount
A-6
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Anticipated change in marketing budgets

As of February 2024, it was officially
announced that the UK economy

fell into recession in the latter half

of 2023. Looking back at last year’s
Horizon report, there was a lot of
uncertainty in the media around rising
inflation, the cost-of-living crisis, and
intensifying shortages of resources
from raw materials to skilled labour.

To understand if the current economic uncertainty
is expected to have a direct impact on 2024’s
marketing budgets, we asked the question ' Do
you anticipate your 2024 marketing budget will

be higher or lower than in 20237 and ‘If higher

or lower, by what percentage do you expect the
budget to change?".

Despite ongoing market uncertainty, 80% of
respondents expected their 2024 budget to
either remain the same or to increase. Up from
79% from last year's Horizon report.

What is most interesting perhaps is that the
anticipated growth in budget has been scaled
back compared to expectations from last year’s
report. In 2023, marketers on average felt that
their budget would increase by a considerable
+9%, whereas this year, that figure has been
tentatively reduced to just +3%. An indicator
perhaps that the optimism, whilst still there,

is at least a little tempered.

BBC business interviewed Mark Keyes,
construction director at building contractor
Bennett, and he stated that 2023 had been
“turbulent”, and outlined that the firm “..were
still feeling the ripple effects of inflation running
through the industry”.

Last yearwe highlighted the work of Robert
Brittain and Peter Field in their ‘Winning or
Losing in a Recession’ report, which found that
businesses that win post-recession are the ones
who master the balance between cost cutting
and investing their capital in the right growth
areas - in particular, increasing customer
preference through investment in R&D (research
and development), new products and advertising.

It's positive to see that expected marketing
budgets are therefore still holding firm. Previous
IPA (The Institute of Practitioners in Advertising)
reports have consistently argued, that committing
to extra share of voice (ESOV) - by investing ina
greater share of media spend than a brand’s market
share, is the principal way to achieve growth.

Thisis a particularly pertinent in a recession since
investing in ESOV can enable brands to extract
greater competitive advantage over rivals who
opt to cut marketing investment instead.

As Brittain and Field noted, “... growth is up for
grabs for those marketers that employ the best
thinking, ...and are prepared to back it with the
right investment, media strategy, and creativity.”

Beyond marketing, this same phenomenon has
been noted elsewhere, most famously in the

work of Ranjay Gulati, Nitin Nohria and Franz
Wohlgezogen titled ‘Roaring Out of Recession’,
published in Harvard Business Review in 2010.
The scientists studied 4,700 public companies
following periods of recession and found that 17%
of the companies observed went bust within three
years, 40% hadn’t recovered to pre-recession
levels, but 9% did better on key financial measures
post-recession and ended up out-performing
peers by 10% in sales and profit growth.

How do they do it? To quote the piece:

“These companies reduce costs selectively

by focusing more on operational efficiency
than theirrivals do, even as they invest relatively
comprehensively in the future by spending

on marketing, R&D, and new assets. Their
multipronged strategy, ... is the best antidote

to arecession.”

‘Roaring Back from Recession’-
Harvard Business Review
https:/hbr.org/2010/03/roaring-out-of-recession

‘UK economy fell into recession after people cut spending’-
*https:/www.bbc.co.uk/news/business-68285833

‘Winning or Losing in a Recession’-
https:/advertisingcouncil.org.au/industry-reports/winning-or-

losing-in-a-recession/

- -100%

0%

Budget change
by percentage

+3%

Average percentage
expected to change
for budgets

+100% =

A1%

Higher

39%
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20%
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Marketing aims and campaign

measurement for 2024

Effective marketing is born out of focused
and effective measurement, with crucial KPIs
focused on commercial objectives. Clearly
defined metrics and a robust understanding
of their impact on activation gives marketing
teams a clear picture of whether a strategy

is a success or not. Keeping track of metrics
through the campaign’s lifecycle provides
opportunity to refine, optimise and improve.

So, what are the most important metrics
to marketers?

Well, one would hope that these metrics have a heavy
brand focus, as ‘Increase Brand Awareness’ was the
runaway winner when marketers were asked "What's Your

Main Aim for 2024 Activity?’, with 43% of the vote. Indeed,

the second most popular answer was the equally brand-
centric ‘Positively Enhance Brand Perceptions’ with 22.73%

Interestingly, when respondents were polled on a
prompted, multiple-choice basis on the top 3 key metrics
for campaign success, the priority, it seems, is lead
generation - with MQLs (marketing qualified leads) and
SQLs (sales qualified leads), two out of the three most
measured metrics. Again, it is not surprising that lead
generation is a key concern, especially in a ‘down’ market,

Key Measurement Metrics 2024 % Breakdown
One Website traffic 32%
Website / phone / email conversions 2-3 14%
Download conversions 9%
Leads generated (MQLs) 57%
Sales leads generated (SQLs) N%
Annual account spend by customer 15-20 20%
Lifetime customer value 5%
Customer retention 23%
Acquisition cost 0%
Brand value / equity (£) 7%
Brand awareness 45%
Net promoter score 5%
Return on marketing investment (ROMI) 34%
Other (please specify) 9%

but encouraging that longer-term brand health is of
high consideration.

Some of the more difficult to measure metrics were not
highlighted as key metrics for marketers, such as brand
value/equity, acquisition cost, and lifetime customer
value. Return of marketing investment (ROMI) was only
highlighted as a key metric by 34% of the respondents -
this may indicate that whilst important, it is again a metric
that some marketers struggle to accurately calculate.

Some of the additional ‘other’ metrics that were mentioned
included specification, sales (by volume), brand mentions,
and external media interactions.

Positively shape internal culture

Successfully launch a new product/service

Deliver an increased number of MQLs/SQLs

Positively enhance brand perceptions

Increase brand awareness
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Expected campaign volume

The plethora of metrics listed in
answer to the previous question

is perhaps unsurprising when one
looks at the sheer disparity in the
volume of campaigns that marketers
intend to run.

While budgets will no doubt be a consideration,
the fact that some marketers in the sector

plan to run no campaigns (assumedly), and
almost a quarter of plan to run more than 10

of them (22.73%).

Away from the economics of campaign
investment, this may hint to some marketers
having differing views on what constitutes a
campaign, and whether to invest in short-term
activation vs. long-term brand building.

Perhaps it is reasonable to suggest that those
running multiple campaigns mean to do so
across digital media as quick, even responsive,
low-cost activities to support lead generation,
and those running fewer campaigns do so by
delivering one campaign theme consistently
across multiple media.

25%

23% 23%

18%

1%

O-1 2-3 4-5 6-9 10+

How many campaigns do you expect to run in 20247
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Are marketers more optimistic
than those in other professions?

How do you feel about the future role of marketing in your organisation?

ll

Very positive

0%

The Horizon data may suggest so.

It’s not been an easy 12-months for
the construction sector, with 4,370
insolvencies in the sector (in the year
up to November). Each one of those
losses represents not only multiple
jobs but increasing pressure and lost
revenue for the rest of the supply
chain. None of these things happen
in isolation.

https://www.constructionnews.co.uk/financial/administrations/
construction-insolvencies-up-36-per-cent-on-pre-pandemic-

levels-20-12-2023/

50%

That said, as noted earlier, there is plenty of
evidence that the brands that hold their nerve,
and theirinvestment, are the ones that end up
the strongest in the long run. Perhaps rather
than optimism, it could be that marketers are
looking beyond the immediate headlines.

According to Horizon 2024, only 5% of
marketers feel negative about the role of
marketing in their organisation, with 82.5% of
marketers feeling ‘positive’ or ‘very positive’.

This is huge for marketers. It's been a common
fact for some time that in large businesses no
member of the C-suite or executive team loses
their role as quickly as the Chief Marketing
Officer. How quickly? 25 months (vs 80 months

100%

for the CEO that likely hired them) according
to Spencer Stuart’s US CMO study :

https://www.spencerstuart.com/research-and-insight/
cmo-tenure-study-progress-for-women-less-for-racial-diversity)

In fact, LinkedIn just published a new handbook
called the ‘Marketing Manager’s Survival Guide’,
though it sounds like construction marketers
don’t need it.

Making sure that marketing is not only delivering
an impact for the business against its commercial
goals, but demonstrating this impact to those

in the business, is crucial to getting beyond this,
so the idea of marketing being more valued
internally is huge.

https./www.forbes.com/sites/sethmatlins/2022/04/04/
ceos-executive-recruiters-and-the-problem-of-cmo-tenure/
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None of the above

CRM/Marketing automation systems
Day-to-day comms support
Digital marketing expertise
Creative/design support
Strategy/campaign planning
Brand management
Content marketing
Enhanced agency partnerships
Public Relations

Other (please specify)

\
0%

So, if construction marketers are
confident in themselves and their
role in their organisation, and their
budgets are going up, where do
they feel like they need support?

Well, if other questions provide some
comprehensive answers, this set perhaps
acts as a reminder that marketers aren’t one
homogenous group and that the needs of
the sector are complex and multi-faceted.

When asked where support is required, there's an
almost even split across several areas, including:

CRM/Marketing automation
Digital marketing

Creative support
Strategy/campaign planning
Public relations

[t's interesting that the spread of issues that

are front of mind for marketers are so diverse,
particularly as some issues are much more visible
in media than others. Forinstance, the issue of
marketing automation, and digital marketing in
general, being included on this list will be of little

surprise to anyone keeping pace with literature in
the marketing space at the minute. Both areas are
in flux almost constantly, with new technologies
and techniques keeping marketers in that space
on their toes.

One pleasant surprise is seeing public relations
included in the list. It's been an interesting period
for the discipline, which is perhaps why respondents
feel that more support is required. Historically the
discipline might have been pre-occupied with
media coverage and relationships with journalists
and while this is undoubtedly of huge importance,
the rise of new, digital media with influencers as
prevalent as news outlets has changed the
landscape, and the job of PR.

As well as producing written content in the form of
press releases, today’s PR practitioners need to be
thinking of content across all appropriate channels.
Indeed, Forbes notes the rise of PRs getting involved
in managing online reviews for their brands, with
93% of shoppers looking at reviews before
purchasing. Does your brand sell via merchants or
otherwholesalers, or have you dipped a toe into
e-commerce? Have a Google profile or visible on
Glass Door, Trust Pilot et al? On reflection, maybe
that PR support could be more crucial than even
the numbers here show.

https;ywww.forbes.com/sites/forbescommunicationscouncil/
2024/02/12/how-to-leverage-your-brands-reviews/
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Trends that marketers are
looking to explore in 2024

and beyond

Ah, what a relief. If it might have been
surprising not to have seen Al earlier

in this report, here it comes alongside
several other key trends that have made
their presence felt in the sector over
the past couple of years.

On the face of it, the surprising element here is that
marketing automation (62.5%) beats out Al (52.5%)
to be the area that marketers are most keen to
explore - although one could argue that there’s
likely a high degree of overlap in both where the
answers are coming from, and in the fact that most
automation platforms will be built on and utilise Al.

Elsewhere, the rise of the influencer appears to

be continuing unabated. Not something that has
really been as prevalent in the construction and
manufacturing space as in other sectors, for obvious
reasons, perhaps 2024 is the year this changes.

In recent years the influencer industry has been
worth more than $16 billion annually and while
it’s difficult to pin down the amount spent by
manufacturing and construction brands, the
prevalence of sector-specific podcasts and other
platforms hints that there may be an increasing
maturity for this kind of activity. Interestingly,
marketers appear to be seeing the trend with
podcasts (20%) and TikTok (20%) both on the
agenda for 2024 for our respondents.

https./hbr.org/2022/11/does-influencer-marketing-really-pay-off
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Sustainability

Net Zero targets

Pre-fab/Modular construction

Digital transformation (of your sector)

Green building

Smart cities

3D printing

Living building materials

Robotics/automation

Internet of things (IOT)/Digital Twins technology

Artificial intelligence (Al)

Predictive maintenance

Other (please specify)

Those with an interest in limiting
construction and manufacturing’s
environmental impact, that means
‘you’, should be cheered by marketers
plans for content in 2024.

H]

The environment is the biggest issue on the
agenda for marketers by some distance when

it comes to branded content, with 84% of
respondents declaring ‘sustainability’ will feature
within their content schedules. In fact, the next
two most popular answers both come from that
area, too - with ‘Net Zero Targets’ featuring in
55% of content plans, and ‘Green Building
Materials’ at 36.84%.

It's not a huge surprise that this would be the case,
with sustainability having been consistently on
the trade and mainstream news agendas for

some time. What is perhaps interesting is the
performance of ‘Digital Transformation of your
Sector’ (36.84%), given how prominently the
subject has featured in other answers. Perhaps
this suggests that marketers are taking something
of awatching brief before their brands’ commit

100%

to an overt path on Al, or perhaps that other
departments internally are the ones leading
the charge on new technology adoption.

One would hope that this phenomenaisn’t

that construction gets left behind in this new
technological wave. Arecent global report of
1,300 construction firms found that while 97% of
respondents anticipate an increased investment
into digital technologies, 77% concede that they
and their organisations have difficulties
implementing these changes.

With Al only on the content radar of 18% of
respondents, the ‘Internet of Things'/digital
twins only in the plans for 15.79%, and 3D printing
featuring in only a handful of responses (5.26%),
there may be some work to do for construction
brands to keep pace with the change, and make
sure that this change is at the heart of their
brand’s story.

https;/itbrief.co.uk/story/construction-industry-s-struggle-with-
technology-adoption-survey-reveals#.~text=A%20
significant%20part%200f%20the, %25%2C%20and %20

26%25%20respectively.



Horizon 2024

SLG Agency

Greatest anticipated impacts
marketers will face this year

Nothing exists in a vacuum. For any
earlier responses that perhaps feel
slightly naive against the backdrop of
bad news from the sector, when asked
directly “‘Which of the following do
you expect to have the greatest impact
on your business in 20247, it seems
that marketers are well aware of the
context in which their work sits.

Overwhelmingly, it was economic matters that
were front of mind for Horizon 2024 participants,
with more than half (52.56%) citing ‘inflation/
wider economic factors’, with ‘material costs’
close behind at 42.11%.

Itis fascinating, against this backdrop, that so
many marketers feel able to focus on brand
and demonstrate value in doing so. Perhaps
this means that marketers in the sector have
been able to win the argument about brand
development being essential for long-term
growth, as most famously noted in the works of
Field and Binet, particularly their seminal work
‘The Long and the Short of It" which advocated
brands spending approximately 60% of their
marketing budget on long-term brand building
(the ‘long’) and the remainder on converting
immediate opportunities (the 'short’).

It has been argued that in ‘down” markets it makes
more sense to spend on brand rather than sales.
This feels counter-intuitive at a point where

sales are more difficult to come by, but putting
increased budgets into demand harvesting

when demand is down across the sector could be
wasted spend. Indeed, Peter Field wrote about

this at length in 2021, anticipating a recession

at that point, and argued that this is true most
evidently in B2B markets like construction and
manufacturing, stating; “Because the sales funnel
in B2B purchasing is generally longer than in
B2C, the arguments in favor [sp] of supporting
long-term growth through brand building are
likely to be even stronger in B2B than in B2C. B2B
Brand associations created now are likely to bring
the greatest sales benefit during the recovery
period, precisely when the rewards are biggest.
Brand advertising is not about profiting in
recession, it is about capitalising on recovery.”

https;/www.linkedin.com/business/marketing/blog/linkedin-ads/
advertising-in-recession-long-short-or-dark

Away from market conditions, it is intriguing
to note that ‘Skills Shortage” at 21% is less of

a concern than in previous years, and that
only 13.16% cite ‘Supply Chain Instability” as
anissue. Perhaps this is a consequence of the
administrations and liquidations in the sector,
combined with subdued demand in vertical
markets like housebuilding, making skills
acquisition less of an issue.

One slight disappointment is to see that the
Code for Construction Product Information
(CCPI) being so low priority for marketers, with
only 13% noting it as something that will have an
impact - not least as ‘Legislation Changes’ was
the second highest factor noted with 44.74%.
With marketing being the driving force of CCP],
one might reasonably expect marketers to be
leading the charge on this internally. Perhaps

if CCPlis made into legislation in time, as has
been suggested, it may move up the priority

list more quickly.

Inflation/wider economic factors

Supply chain instability

Skills shortage

fa
00

Net zero targets

CCPI (Code for Construction Product Information)

Material costs

Changes to legislation

The Building Safety Act
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Overcoming the ‘colouring-in
department’ image and demonstrating
commercial value

In last year’s Horizon report, we noted
a recurring trend around value, and
how marketers can often struggle to
demonstrate the value that their
function brings to the wider business,
in particular the ability to report on
commercial success.

In 2023, only two thirds (c.67%) of participants felt
that they could confidently demonstrate value,
however, we've seen a positive trend upwards this
year, with 85% of respondents stating that they feel
able to evidence and demonstrate the value that
the marketing function adds to the commercial
success of the business.

On the other hand, those that felt unable to do
so, cited several potential barriers that they faced
internally, including:

The need for a tighter integration between
product and project teams

Lack of internal exposure of what the
marketing function can and does offer

To move from a sales-led to a more
marketing-led organisation

Changing the perception of marketing to
be seen as a business critical function

Overcoming the challenges of managing
a global team that's spread across different
territories and time zones

As a discipline, Marketing has been trying to
shake the ‘colouring-in department’ image for
some time now. In many ways, we created this
image ourselves by leaning too heavily into
Promotion, and letting other departments take
on the responsibility for three of the 4 P’s of
marketing (Price, Place and Product). However
this is starting to change.

In 2017, Charlotte Rogers wrote in Marketing
Week, “with strategic thinking emerging as
the most important skill for marketers, 2018
will be the year references to ‘the colouring-in
department’ die a death.” Her comments were
based on the results of Marketing Week's
‘Anatomy of a Leader’ survey which found
that 74% of marketers consider sales and
commercial awareness as the most important
responsibility marketers must masterin order
to become leaders.

https;/www.marketingweek.com/trends-2018-colouring-

department/

B2B marketers and especially those in more
traditional industrial sectors may be a year or
two behind their B2C counterparts, however, it
seems that predication is coming to fruition - a
positive outlook for the future role of marketers.

Do you feel you are able to evidence and demonstrate the value that
the marketing function adds to the commercial success of your business?
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Mixof bogy,

Other

|s your campaign activation
primarily delivered by an
in-house team or an
external agency?

In-house vs. outsourced

The trend continues, in-house is up
and agency support is down.

Back in 2023, we found that 42% of
campaign activation was primarily
delivered by in-house marketing teams,
whilst in 2024, that number has jumped
up to a massive 57%. The number of
participants that use a mix of both
agency and in-house support is also
down from 42% to 34% whilst those
relying solely on external agencies
remained static at 7%.

We first noted this trend in last year’s Horizon
report and the data from this year seem to show
how it's continued to accelerate. But we aren’t
the only ones to have noticed this change in
landscape, backed in 2022, James Addlestone,
Chief Strategy Officer at Journey Further wrote
an article in The Drum entitled “Don’t fight the
in-housing trend: a warning to agencies” - in it,
James outlines how he’s seen a shift towards
in-housing.
https./www.thedrum.com/opinion/2022/04/21/don-t-fight-the-
housing-trend-warning-agencies

So, what does this mean for the future of
agencies? Well for starters, as James' title
suggests - agencies shouldn't fight it. He
recommends taking a “value-add approach”,
where agencies work to understand the reason
behind the shift and find a way of adding real
long-term value to their client’s business.
Value that cant be delivered through in-house
marketing teams alone. A great example of
this is when agencies opt to work with clients
within an industry vertical, as this creates a level
of knowledge that agencies can leverage to
provide expert consultancy and “contextual
clarity” around performance and emerging
trends within their wider industry.

The demonstration of genuine, measured and
evidence-based value seems to be the ongoing
trend of both Horizon reports - so whetheryou're
a marketer in-house or an external agency, seek
to prioritise value creation above all else.
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Marketing tools, technology and the measurement of value

So, if demonstrating value is the key
to success, then having the right tools
in place to measure that value must be
a priority for senior marketers.

Horizon 2023 found was that the majority (c.72.5%)
of respondents felt either that they underutilised
existing measurement tools or that they needed

to furtherinvest in the right technology.

2024, on the other hand, paints a much more positive
picture, with 32.5% of respondents feeling that they
have the right tools and are using them effectively,
up from 17.5% the year before.

This increased confidence in aligning marketing
strategy with the measurement of business objectives
through the use of marketing tools indicates a maturing
in the industry’s understanding and implementation

of analytics, empowering marketers to report on their
commercial contributions more effectively.

According to the “State of Marketing” report by
Salesforce in 2023, the integration of advanced
analytics and Al-driven tools is enabling marketers
to harness actionable insights, enabling a more
strategic approach to campaign activation.

https;/www.salesforce.com/resources/research-reports/state-

of-marketing/

This trend not only enhances decision-making but
also highlights the evolving role of technology in
strengthening the link between marketing efforts
and overall commercial success.

Didn’t we say that the ‘colouring-in department’
would die a death?
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We have the right We have the right We don’t have the We need to investin We don’t need to
tools and use them tools, but they are right tools and aren’t better tools but it’s effectively report on
effectively under utilised sure where to start something we're our department’s
working towards/ contribution to
thinking about commercial goals
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Looking ahead

Looking to 2024 and beyond, we

asked respondents one final question:

What do you see as your company’s
biggest opportunity and biggest
challenge over the next 18 months?

Overall, marketers foresee a dynamic landscape

in 2024 with a mix of challenges and opportunities.

The prevailing concerns include the continuing
impact of the material costs, and navigating the
uncertainty linked to a change in government.
These concerns echo broader global economic
sentiments and align with the ever-changing
regulatory landscape.

While Al is seen as a dual-edged sword —
potentially distracting yet capable of adding
value if harnessed correctly.

On a positive note, some respondents felt there
are opportunities to grow in market share,
particularly against larger competitors, who are
perhaps less agile and responsive to changing
market demands.

Conversely, amidst these challenges, there’s a
prevailing optimism among respondents. Some
see a significant opportunity in seizing additional
market share, particularly against larger
competitors, who are perhaps less agile and

responsive to changing market demands. However,
there’s an acknowledgment that realising this
opportunity is contingent on overcoming budget
constraints and addressing weaknesses in current
sales structures, particularly in the context of
recruitment challenges and the race for talent.

On a strategic level, embracing digital
transformation and sustainable practices emerge
as the main overarching opportunities. Marketers
identify the potential in making better use of Al, as
well as aligning with evolving government attitudes
towards renewable energy, and emphasising the
significance of their own sustainability journey.
This forward-thinking approach is not only a
response to challenges but also a proactive stance
towards that makes the most of the emerging
trends seen throughout this report.

From an international perspective, there were
considerations tied to growth in Asian markets
and expansion of territories more broadly.

We are poised at the intersection of uncertainty
and the opportunities that lay before us in 2024,
navigating a landscape where adaptability and
strategic foresight will be crucial for success. In

a small way, we hope this Horizon report can arm
marketers with both knowledge and confidence
to take into the year ahead.
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