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About us

We have a vast experience of working with 

companies that manufacture or build their 

own products. 

Our deep understanding and focus on 

these specific sectors is what sets us apart 
from the competition, giving you comfort in 

knowing we are a true extension of your 

business.

This is also why our internationally 
recognised clients, stay with us year on year.

o OUR SPECIALIST SECTORS:

o MANUFACTURING & SUPPLY CHAIN

o MEDICAL, HEALTH AND SCIENTIFIC

o LOGISTICS & SUPPLY CHAIN

o CONSTRUCTION INDUSTRY

o SUPPLIERS & SERVICES

o LOCAL BUSINESSES (LEICESTER & MIDLANDS) 

o DIRECT TO MARKET

o ECOMMERCE

o GLOBAL DISTRIBUTION NETWORKS



Recognised in industry
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Accreditations

From platform partners to globally 

recognised accreditation. We work hard for 

your trust and we aim to keep it that way. 

Respect is earned mutually, so we are doing 

our bit to show you our authority in the 

industry.
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Objective and Methodology

Objectives
1. We wanted to survey businesses (and other organisations), to understand their current digital 

marketing capabilities and activities

2. We wanted to establish if the COVID pandemic had resulted in any changes to their current 

(or planned) marketing activities

3. We want to make this an annual survey - to see how results change with time

Methodology
Å We identified the core topics we wanted to evaluate

Å We used Google Forms to create the Survey (this contained around 20 questions)

Å We also asked several questions to help us to understand the make -up of the respondents, to 

see if the type of organisation significantly impacted the results

Å We used our blog, email database, social media profiles and our webinars to promote the 

Survey and gather responses
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Key findings
o 90 responses from different types of organisations :

o Mix of sizes (number of employees) and income

o Organisations were from many sectors and had a range of products, services, and routes to market

o Varying marketing capabilities ðin-house teams, individuals and outsourced resources 

o 16% did not have a website (or say that had)!

o Many had a sales team or used a mix of online and offline routes to market

o Use, knowledge and performance of marketing channels
o The channels with the highest use, performance and knowledge were the t raditional Owned and 

Earned channels, like email, organic social, CRM etc.

o Many were still using traditional/offline marketing 

o Paid channels (esp. TV/radio and Marketplaces) were not being used or performed poorly

o Marketing Automation and Conversion optimisation were also under -used or under -performed 

o Size and income of an organisation was not a strong indication of current knowledge, skills or 

channels used

o Objectives and plans
o Many organisation intended to increase overall marketing activities, planning, brand awareness, 

lead generation or sales

o A budget of 1-5%  was most common across all sizes of organisations, most were leaving their 

budgets unchanged or increasing them



Key findings
About the 

respondents
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Å 79% sold services and 44% sold products

Å 53% of organisations just sold services

Å 26% sold both products and services

Å 19% of organisations just sold products
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What do they sell

Services
(48)

Products 
(17)

Both Products

& services (23)

Others (2)

What they sell 
Number of 

organisations

Services 48 (53%)

Products 17 (19%)

Both products and services 23 (25%)

Others 2

TOTAL 90



Å Services provided by these organisations:
Å Marketing or advertising e.g. agency or freelance 22%

Å Technology / Software 12%

Å Manufacturing and Engineering 9%

Å Membership, professional services and support 

organisation for businesses 6%

Å Charity 3%

Å Events management 3%

Å Non -profit or Government 3%

Å Education and Training Providers and Universities 2%

Å Property and Construction 2%

Å Solicitors or accountants 2%

Å Tourism, leisure and venues 2%

Å Trades, maintenance and property services 2%

Å Others 9%
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Services

Services
(48)

Products 
(17)

Both Products

& services (23)

Others (2)



Å Products included
Å Manufacturing and Engineering 6

Å Technology / Software 5

Å Automotive 1

Å Food and drink 1

Å Home and Garden 1

Å Services to consumers e.g. photography 1
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Products

Services
(48)

Products 
(17)

Both Products

& services (23)

Others (2)
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Who do they sell to

Business to 
business

(56)Not 
for 
pro
fit
(3) Both B2B & 

B2C (20)

Business to 

consumer (7)

Å There was not a direct correlation between what 

organisations sell and who they sell it to, i.e.

products or services or both

Å For example, there were 48 companies that just 

sold services and 28 of these were just B2B

Who they sell to Number of organisations

Business-to-Business (B2B) 56

Business-to-consumer (B2C) 7

B2B and B2C 20

Not for profit 3

NFP and B2B 3

NFP and B2C 1

TOTAL 90



Å 16% did not mention that they had a website

Å 45% had a lead generation website

Å 21% had an ecommerce website

Å 16% used their websites for both ecommerce and 

lead generation (or had more than one site)
Å The type of website did not correlate to whether 

they were selling products or services (or both)

Å There was not a distinct correlation with who they 

sold to and the type of website
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Type of website

Lead generation 
website

(41)

Ecommerce
site (19)

No website 
(15)

What they sell Number of organisations

Lead generation website 41 (46%)

Ecommerce site 19 (21%)

Both types of website 15 (17%)

No website 15 (17%)

TOTAL 90

Both types of 
website (15)



Å 3% organisations used a website, their own 

sales staff, plus 3 rd party sellers, distributors etc.

Å 44% of business employ their own sales staff

Å 18% of organisations use other routes like 3 rd

party sellers, when they did not have their own 

sales staff

Å Of the 32 organisations that only used 

digital/websites, they had:

Å Lead generation website only - 13
Å Ecommerce website only - 3

Å Both website types - 7

Å Used other techniques 9
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Other routes to market e.g. sales
All 3 sales 

channels , 2, (2%) 
Only have 

website -

no other 

sales 

channels , 

32, (36%)

Have their 

own sales 

staff, 40, 

(44%)

No sales 

staff but use 

other 

routes , 16, 
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Other routes to market e.g. sales

All 3 sales 

channels , 2, Only have 

website -

no other 

sales 

channels , 

32, (36%)

Have their 

own sales 

staff, 40, 

(44%)

No sales 

staff but 

use other 

routes , 16, 

Sales channel Primary Breakdown

All 3 routes to market 2

No direct sales route 32

Ecommerce website only 3

Lead generation website only 13

Both websites (no direct sales) 7

Others 9

Total with sales staff 40

Own sales staff - no other sales route 19

Sales staff and 3rd party sellers 15

Sales staff and physical Store 6

No sales staff but use other routes 16

Via 3rd party sellers 12

Physical store(s) or trade desk 4

Physical store and 3rd party sellers 0

TOTAL 90
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Turnover and number of staff

Turnover Number of staff
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Turnover and number of staff

<£100k

£101k ð

£500k

£501k ð

£1m

£1.1m ð

£2.5m

£2.6m ð

£5m

£5.1m ð

£10m

£10.1m ð

£100m >£100m

Self-employed 8 8

1-10 17 8 2 2 1 1 31

11-50 2 6 6 9 2 1 26

51-200 1 3 1 4 2 11

201-500 1 3 1 5

501-1000 1 2 3

1001-5000 1 3 4

5001-10,000 1 1

>10,000 1 1

27 14 10 14 5 7 8 5 90

Å 27% organisations employed <10 staff and had a turnover of <£100k

Å 39% of organisations employed >10 staff and had a turnover >£1m
Å 22% of organisations had a turnover of more than £5m
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Sectors
Sector %

Marketing or advertising e.g. agency or freelance 24%

Manufacturing & Engineering 19%

Technology / Software 14%

Membership, professional services & support organisation for businesses 7%

Charity 3%

Events management 3%

Non -profit or Government 3%

Automotive 2%

Education and Training Providers & Universities 2%

Food & drink 2%

Property & Construction 2%

Shoes, clothing, apparel & accessories 2%

Solicitors or accountants 2%

Tourism, leisure & venues 2%

Trades, maintenance & property services 2%

Finance & insurance 1%

Health, medical & scientific products and services 1%

Home and Garden 1%

Logistics & transport 1%

Packaging 1%

Recruitment, HR & staff support 1%

Services to consumers e.g. photography 1%



Å 75 of the respondentsõ locations were 

mapped in this image

Å 2 respondents were from outside the UK

Å The top location were:

Å Leicester 28.9%
Å Nottingham 11.1%

Å Coventry 5.6%

Å London 5.6%

Å Derby 4.4%

Å Peterborough 4.4%

Å Cambridge 3.3%
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Locations



Key findings
Knowledge levels 

and skills
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Who does the marketing

Å Of the 44 (49%) of organisations with a dedicated team ð35 (80%) of them employ 10 or more 

staff 

Å Of the 30 (32%) companies that outsource to a 3 rd party ðthe number of staff and size has little 

effect

Make -up of the team

With no other 

support

With other types 

of support

Someone elseõs role (part-time role) 14% 23%

Dedicated individual 14% 26%

Dedicated team 30% 49%

Outsource to agency, freelancer or consultancy 6% 32%
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Digital marketing knowledge
Å 28 or 31% of organisations said their overall digital 

marketing knowledge was Excellent or Very Good, 

Å There was little impact of the size or turnover 

Å 64% of these had their own dedicated team

Å 34 or 37.6% that are only acceptable or poor. Of 

these:

Å The turnover of the company did not make 

much difference (19 out of 34 had a turnover 

of >£1m)

Å The size of the company did not make much 

difference (16 out of 34 employed more than 

10 staff)
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Knowledge level by channels 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Digital TV/Radio

Marketplaces eg Amazon

Marketing automation

Conversion Rate Optimisation (CRO)

Paid Display

Paid Search

Digital PR

Paid Social

Video production/editing

Traditional marketing *

Customer Relationship Management (CRM)

Search Engine Optimisation

Content Marketing

Analytics & data insights

Organic Social

Email marketing

Web design & development

Branding/design/creative

Almost no knowledge/ N/A Basic skills but training required
Have started to use Skills in-house to implement
Highly proficient and self-sufficient Use external agency if needed



All rights reserved 2021

Knowledge level by channels 
Å The channels where the organisation have the s kills in-house or they are highly proficient:

Å Email marketing 77%

Å Content Marketing 69%

Å Organic Social 66%

Å Branding/design/creative 66%

Å Traditional marketing  62%

Å Customer Relationship Management (CRM) 62%

Å The organisations where the channels were are not applicable, they have no knowledge or 

training is required:
Å Digital TV/Radio 76%

Å Marketplaces e.g. Amazon 68%

Å Marketing automation 46%

Å Conversion Rate Optimisation (CRO) 42%

Å Paid Display 36%

Å Video production/editing 33%
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Using an agency (when needed)
Å The channels where the organisation have used an agency

Å Digital PR 20%

ÅWeb design and development 19%

Å Paid Display 18%

Å Search Engine Optimisation 18%

Å Paid Search 17%

Å Conversion Rate Optimisation (CRO) 16%

Å Video production/editing 16%

Å Paid Social 13%

Å Branding/design/creative 13%

Å Marketing automation 11%

Å Analytics and data insights 10%



Key findings
Marketing channels 

used
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Marketing channels used

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Digital TV/Radio

Marketplaces eg Amazon

Marketing automation

Paid Display

Paid Social

Conversion Rate Optimisation (CRO)

Digital PR

Video production/editing

Traditional marketing *

Email marketing

Search Engine Optimisation

Analytics & data insights

Branding/design/creative

Content Marketing

Paid Search

Customer Relationship Management (CRM)

Organic Social

Web design & development

Never used/ N/A Rarely Occasionally Monthly Weekly Daily
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Marketing channels used
Å The channels and techniques that were most popular (% using daily or weekly)

Å Organic Social 62% 

ÅWeb design and development 54%

Å Content Marketing 53%

Å Customer Relationship Management (CRM) 49%

Å Branding/design/creative 48%

Å Paid Search 37%

Å The channels that were least popular (% never using, or using rarely or occasionally) :

Å Digital TV/Radio 89%

Å Marketplaces e.g. Amazon 88%

Å Paid Display 70%

Å Marketing automation 68%

Å Conversion Rate Optimisation (CRO) 66%

Å Paid Social 62%

Å Note: Four of these channels are paid
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Channel use vs knowledge
Never, rarely or 

occasionally use Weekly or daily Use
N/A, No knowledge or 

training required
Skills in house or
highly proficient Use an Agency 

Web design & development 19% 54% 14% 56% 19%

Organic Social 26% 62% 13% 66% 8%

Content Marketing 28% 53% 16% 69% 7%

Email marketing 30% 36% 13% 77% 3%

Analytics & data insights 32% 43% 17% 57% 10%

Branding/design/creative 38% 48% 10% 66% 13%

Customer Relationship Management 
(CRM) 38% 49% 23% 62% 4%

Search Engine Optimisation 39% 34% 23% 46% 18%

Digital PR 47% 27% 30% 39% 20%

Paid Search 54% 37% 29% 41% 17%

Video production/editing 54% 21% 33% 36% 16%

Traditional marketing * 59% 22% 22% 62% 4%

Paid Social 62% 24% 32% 44% 13%

Conversion Rate Optimisation (CRO) 66% 18% 42% 31% 16%

Marketing automation 68% 27% 46% 32% 11%

Paid Display 70% 22% 36% 37% 18%

Marketplaces e.g. Amazon 88% 9% 68% 17% 3%

Digital TV/Radio 89% 3% 76% 11% 6%

Å There is a strong correlation between levels of knowledge and channel use 

Å Apart from web design and development, the services of agencies are more 

often used when internal skills or knowledge is low
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Channels: Performance & success

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Digital TV/Radio

Marketplaces eg Amazon

Marketing automation

Paid Display

Conversion Rate Optimisation (CRO)

Paid Search

Paid Social

Digital PR

Video production/editing

Traditional marketing *

Customer Relationship Management (CRM)

Search Engine Optimisation

Analytics & data insights

Content Marketing

Organic Social

Email marketing

Web design & development

Branding/design/creative

Not done by us / N/A Poor Below average Above average Very good Excellent
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Channels: Performance & success
Å The channels and techniques that were most successful (% Very Good or Excellent)

ÅWeb design & development 49%

Å Branding/design/creative 49%

Å Content Marketing 45%

Å Analytics & data insights 36%

Å Paid Search 34%

Å Traditional marketing  34%

Å The channels that were least used or successful popular (% N/A, Never used, or Poor) :

Å Digital TV/Radio 78%

Å Marketplaces e.g. Amazon 76%

Å Marketing automation 51%

Å Paid Display 47%

Å Conversion Rate Optimisation (CRO) 43%

Å Paid Search 42%

Å Paid Social 40%

Note: Paid search appears in both lists!



Key findings
Business and 

Marketing objectives
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Business objectives ðpost COVID

Objectives Responses

% of 

responders

Take advantages of new opportunities and growth arising 

from COVID 55 62%

Grow moderately from our current position (1 -20% growth) 36 40%

Grow significantly from our current position (>20% growth) 31 35%

Recover from the lockdown and bring the business back to 

similar levels as pre -COVID 27 30%

Survive the impacts of COVID and keep the business afloat 27 30%

Business as usual ðcarry on as we are currently doing 19 21%

Others 4 4%
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Marketing objectives

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Invest in new technology, e.g. marketing automation,é

Re-acquire or replace customers lost through COVID

Use external experts to support or improve our marketing

Internal upskilling of marketing team or recruitment ofé

Better measurement, analytics, reporting and data insights

Enter new markets or locations

Utilise new routes to market and channels

Improve marketing performance and efficiency

Promote new products/services

Maintain or increase market share

Win new customers (acquisition)

No importance / N/A May consider Want to do Important A priority Most important
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Marketing objectives
Å The most important marketing objectives (% Most Important or A Priority):

ÅWin new customers (acquisition) 77%

Å Maintain or increase market share 61%

Å Promote new products/services 54%

Å Improve marketing performance and efficiency 53%

Å Enter new markets or locations 49%

Å Utilise new routes to market and channels 49%

Å The least important marketing objectives (% No Importance or May consider ):
Å Re-acquire or replace customers lost through COVID 39%

Å Use external experts to support or improve our marketing 38%

Å Invest in new technology, e.g. marketing automation, chat bots, use of AI etc. 34%

Å Enter new markets or locations 31%

Å Internal upskilling of marketing team or recruitment of new staff 22%
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What will change ðmore activity 

Overall level of 
marketing 

activity

Campaigns to 
increase 

sales/leads 
(conversions)

Planning Campaigns to 
increase brand 

awareness

Campaigns to 
grow traffic to 

website or stores

Improve 
customer 

retention & 
advocacy



Key findings
Budgets
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Budgets ðproportion of revenue
2020 2021



2020 Budgets ðAnalysis
Numbers

No 

budget 1-5% 6-10% 11-15% >15%

No website 15 20.0% 46.7% 13.3% 6.7% 13.3%

Ecommerce sites 19 10.5% 52.6% 26.3% 10.5% 0.0%

Lead generation 41 12.2% 51.2% 19.5% 4.9% 12.2%

With both 15 6.7% 40.0% 46.7% 6.7% 0.0%



2020 Budgets ðAnalysis
Numbers

No 

budget 1-5% 6-10% 11-15% >15%

No website 15 20.0% 46.7% 13.3% 6.7% 13.3%

Ecommerce sites 19 10.5% 52.6% 26.3% 10.5% 0.0%

Lead generation 41 12.2% 51.2% 19.5% 4.9% 12.2%

With both 15 6.7% 40.0% 46.7% 6.7% 0.0%

Numbers

No 

budget 1-5% 6-10% 11-15% >15%

<£100k 27 25.9% 37.0% 18.5% 11.1% 7.4%

£101k ð500k 14 14.3% 71.4% 7.1% 7.1%

£501k ð1m 10 10.0% 40.0% 30.0% 10.0% 10.0%

£1.1m ð2.5m 14 7.1% 35.7% 42.9% 7.1% 7.1%

£2.6m ð5m 5 40.0% 60.0%

£5.1m ð10m 7 42.9% 14.3% 14.3% 28.6%

£10.1m ð100m 8 75.0% 25.0%

>£100m 5 80.0% 20.0%



2021 Budgets ðChange from 2020
Numbers Decrease No change Increase

No website 15 6.7% 53.3% 40.0%

Ecommerce sites 19 10.5% 52.6% 36.8%

Lead generation 41 7.3% 61.0% 31.7%

With both 15 0.0% 66.7% 33.3%



2021 Budgets ðChange from 2020
Numbers Decrease No change Increase

No website 15 6.7% 53.3% 40.0%

Ecommerce sites 19 10.5% 52.6% 36.8%

Lead generation 41 7.3% 61.0% 31.7%

With both 15 0.0% 66.7% 33.3%

Numbers Decrease No change Increase

<£100k 27 3.7% 59.3% 37.0%

£101k ð500k 14 7.1% 50.0% 42.9%

£501k ð1m 10 10.0% 50.0% 40.0%

£1.1m ð2.5m 14 0.0% 50.0% 50.0%

£2.6m ð5m 5 0.0% 60.0% 40.0%

£5.1m ð10m 7 0.0% 100.0% 0.0%

£10.1m ð100m 8 25.0% 62.5% 12.5%

>£100m 5 20.0% 60.0% 20.0%



Budgets ð% spent on digital

2020 2021
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New channels and techniques
Å The most mentioned

Å Virtual 31

Å Events       27

Å Virtual events 23

Å Training 18

Å Online training 15

ÅWebinars 7

Å Networking 7
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Emerging technologies
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Help or training needed



Thank you
Any questions?
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Ann Stanley
ann@anicca.co.uk
07930 384443



Next Fridays Webinar
The future of digital networking
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