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EXECUTIVE
SUMMARY
The digital ecosystem is vast, and continually
shifting to mirror the expectations of both
digital natives and digital migrants.

Our commentary takes into account our own research and
experience helping organisations at different stages of a
digital maturation journey. We consult to internal teams that,
during the past two years especially, are becoming increasingly
savvy about digital and data opportunities.

Often in business-to-business or highly regulated industries and at
co-director and c-suite level it’s easy to forget that even the most
pinstripe of audiences is also influenced by consumerism. It’s no
surprise then that the leading, progressive digital environments
created by some of the world’s biggest brands set the pace on
how we engage with other service providers.

We have seen a greater adoption of machine learning and
artificial intelligence in the marketing and communication
space, ranging from chatbots to sentiment analysis. We have
seen more internal teams challenge convention, adopting
gamification and voice-activated search in an effort to engage
audiences in new ways.

One only has to look at the explosion of subscription video on
demand (SVOD) services such as Netflix, Stan and Prime Video
(estimated to be a $2.6 billion revenue market in Australia by
20231) to recognise the similar adoption by business brands, as
more organisations create video content to reach their audiences.

However, we also continue to see the same old issues
affecting day-to-day activities. The issue of mobile versus
desktop design and the optimisation of web content continues
to be a basic need for many resource-poor organisations.

In this paper, Rowland’s team of digital experts uncover the value
proposition of a well-articulated, designed and developed digital
ecosystem that considers the entire customer experience while
contemplating the practical resources for success in 2020.
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Finally, while marketers are increasingly data-savvy, the
other common roadblock to success is human resourcing
and upskilling.
We hope this paper acts as a catalyst for more insightful
conversations about what digital and data means for your
organisation, and what realistic goals your business can
set in 2020.

 ttps://www.pwc.com.au/industry/entertainment-and-media-trends-analysis/
h
outlook/subscription-television.html
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THE DIGITAL
ECOSYSTEM
IN 2020
SECTION SNAPSHOT
» We can expect more corporate and government web
developments to include chatbots, micro-interactions
and, behind the scenes, improved user experience tools
to analyse site success.

» Game theory and reward and recognition techniques have
become more commonplace as part of the user experience
consideration.

» 5G and broader high-speed internet take up will see more
dynamic web designs better engage audiences beyond
static page content.

Rowland’s experience points to non-consumer-facing brands
(B2B and B2G typically) raising internal expectations on
qualifying website metrics as part of the marketing and
service funnel.

» Peronalised web experiences have become easier to plan
for. Resourcing will continue to limit most teams’ ability to
implement in 2020.
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MINIMUM WEB
REQUIREMENTS
In today’s era it is assumed that if you have
a business then you have a website. A digital
presence is a must-have for any business and
websites are the main contributor to keeping
your digital presence alive.
For a website to convert successfully, the functionalities and
features must be up-to-date. This typically means that any
website developed before 2018 would benefit from a technical
and functional review as it may not align with advances in search
engine ranking techniques, leveraging common user expectation
tools (messenger or chatbot capabilities), required conversion
or latest design trends.
We have identified the top seven web trends to keep your
website in peak condition in 2020.
#1 GROWTH-DRIVEN DESIGN
The ‘build, launch and forget for two years’ approach does not
work for websites anymore. Sites must be continuously updated
to maintain search engine and visitor expectations. Track your
data, make updates based on that data, and ensure your website
has a clear call-to-action, tied to your business strategy.

Hotjar heatmap showing user interaction. Image courtesy of Hotjar.

#3 CHATBOTS
In 2020, the once code-heavy chatbot is now an accessible
option for even the most basic website developer. Carefully
designed not to be intrusive, chatbots act as an interactive
version of your FAQ page or can even supplement on-site
search. They are programmed to answer common questions
without the user having to trawl through text-heavy pages.

#2 VISUAL WEBSITE OPTIMISATION
Visual website optimisation tools are plentiful, allowing webmasters
to review heat maps, common user journeys, and provide a
‘big picture’ of how to improve a site’s user experience and
conversion rates. Two common ‘off-the-shelf’ tools are Hotjar
and VWO.
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#4 MICRO-INTERACTIONS
Micro-interactions are events with the sole purpose of surprising
the user to make the site feel inviting and ‘human’. We have
seen micro-interactions integrated into a number of digital
platforms in the past 18 months, perhaps most noticeably
through Apple iOS and Facebook where users who type
‘congratulations’ via an SMS or message are often met with
on-screen ticker-tape or falling balloons.
Far from being whimsical, micro-interactions can provide
users with the confidence that an action has been recognised.
Read more about the concept of user feedback in terms of
gamification on page 11.

The challenge, as outlined in the top five design trends for
2020 on page 5, will be to ensure the temptation to serve
up beautiful 4K video at every opportunity is balanced by the
technical ability to present easy-load options for those with
data access / bandwidth limitations.
#6 THUMB-FRIENDLY NAVIGATION
Expect to see more brands throw ‘convention’ out the window
as Google rewards mobile-first design with improved search
rankings. The navigation bar or ‘hamburger’ menu option that
typically sits at the top of the page? Do not be surprised to see
more functions and navigation sit in the bottom third to improve
one-handed use while on the go.
#7 MAXIMISING CONTENT
Generating more data about our digital users, in theory, allows
tailored content for multiple audiences, but the reality is that
tailoring content takes significant planning and resources.

... the reality is that tailoring content takes significant
planning and resources

Example of Facebook’s micro-interations. Image courtesy of thewindowsclub.com.

#5 RICH MEDIA CONTENT
Heavily influenced by networking and social channels such as
Facebook, Instagram and LinkedIn (each having native video
capabilities), it is not surprising that video and other rich media
will continue to grow in 2020.
Platform extensions like Instagram Stories and Facebook Watch
are providing avenues for brands to bring their stories to life in a
manner now expected by consumers — even in a business-tobusiness environment.

While more marketers are actively seeking to implement
customer-centric content journeys, the basics of creating
content plans and building out multiple channel-specific
pieces from one ‘story’ should start to become commonplace.
This will take us away from the same content replicated over
multiple channels, commonly seen in resource-poor corporate
digital environments.
Similarly, we should expect to see more PDF content
redeveloped as organic web content to maximise search engine
optimisation, requiring additional web infrastructure and search
capabilities where once a PDF repository was the answer.

WHAT DOES DIGITAL SUCCESS LOOK LIKE IN 2020
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TOP 5 DESIGN
TRENDS FOR
WEBSITES IN 2020
Brands wanting to stand out in a sea of
competitors, that are all striving to do the same,
have to keep up with trends (or better still,
start new ones) to ensure their brand remains
fresh and relevant to their market.
So how do you stay ahead of the game in the way you
present one of your biggest marketing tools — your website?
Here are our top five predictions for website trends in 2020.
#1 CREATIVE FLEXIBLE TYPOGRAPHY
While a picture speaks a thousand words, the way the words
are displayed plays a key role in how users read (or do not read)
them. With more tools available and devices able to support
custom fonts, it is becoming easier for designers to flex their
creative typographical muscles in a much more powerful way.
There is an increasing trend towards using custom fonts and
bigger bolder typography for key messages or headings. While
this is not new, it is the way designers are using them which
is exciting.

baystreetbiergarten.com flexing some typography muscle.

Variable fonts are also pushing ahead. These allow you to use
one font and adjust it to make it bolder or wider, and are an easy
way to vary a font’s appearance so that it seems you are using
multiple fonts within a typeface. There are also performance
gains to be had using variable fonts as you can store multiple
font variations in a single font file.






Example of variable font showing the weight 200-900.
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Google Fonts are a great free resource for creative web-friendly fonts.
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#2 BOLD BRIGHT COLOURS
Super-saturated colours are going to make a big appearance —
bold, bright, and beautiful colours are now easier to use. The
quality of device screens and how they display colour is at an
all-time high and designers will take advantage of this. Bright
colours (when used well) can be a powerful tool in boosting
visual interest and showing a brand’s willingness to go against
the grain of ‘safe’ colour and design. But remember accessibility
should always be an important consideration.

Bose, Proud and Punch, EG Wine Co. and Spaceship websites showcasing bold colours and imagery.
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Netflix personalised UX. Image courtesy of medium.com.

#3 PERSONALISED UX
For many years now marketing has been shifting to an increasingly
personalised approach, from direct communication to identifying
the behaviours and preferences of website users. This approach
helps brands serve up relevant content to their consumers,
promoting engagement and the ultimate goal — sales. In the
next 12 months, this trend is only going to go deeper.

Dynamic content is a good way to personalise a
user experience ...
Personalised User Experience (UX) relates to a unique user
experience when visiting a website — it relates to gender / age
/ interests / behaviours etc. In order to create a personalised UX
experience, marketers must know their target market really well.
Dynamic content is a good way to personalise a user’s
experience. This means that two users can be looking at the
same website but be served different content, depending
on their unique interests and preferences.
Facebook, YouTube, Netflix and Spotify are good examples
of websites serving a personalised UX.

In 2020, rather than designing for desktop first, site design and
content should consider the mobile experience first and then
respond to a secondary desktop view.
Even for organisations whose web analytics point to a bias
towards desktop traffic, the importance Google places on the
mobile experience will require you to still undertake the work
in developing the perfect mobile environment for visitors.
Some of the key elements of mobile design focus on helping
users finding what they need quickly. Do you have links to the
top-hitting pages from the home page? Is it easy to navigate
and fast to load? All of these are important considerations for
time-poor people accessing information on the move.



RESPONSIVE WEB DESIGN
MOBILE FIRST WEB DESIGN

#4 RESPONSIVE / MOBILE FIRST
We have already entered an era where mobile web traffic
has overtaken more traditional desktop traffic in key regions,
to an extent where Google’s announcement in 2018
demonstrated that ‘mobile first’ design was critical in search
engine optimisation.
Website responsiveness, that is the ability to detect the user’s
device and serve the optimised version of the site, should be a
given standard when building any new website, but is it enough?
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Mobile first design versus responsive layout.
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Best Day Ever Education showing the use of motion graphics.

#5 IMPACT OF 5G ON WEB DESIGN IN 2020
As major Australian metropolitan areas see 5G rolled out in
late 2019 and 2020, the internet has never been so fast and
as a result, website design will encompass more and more
rich media to convey brand messages.
This can be in the form of full background videos, heavy use
of imagery, and sometimes even large databases mapping
rich content.
While this can lead to an improved user experience, for many
internet users in Australia the reality is dial-up, 3G and if lucky,
4G access are still the norm in 2020.
So while the introduction of fast 5G mobile internet is tempting
many web designers to push the boundaries, that beautifully
curated video that plays in the background on the home page
is just a pain for other visitors as it takes too long to load,
leading to serious user drop-off and brand disengagement.
Interestingly, Amazon discovered that every 100ms of latency
cost them 1 percent in sales1. This, in Amazon terms, equates
to large amounts of money due to user drop-off.
1

 ttps://www.gigaspaces.com/blog/amazon-found-every-100ms-of-latency-costh
them-1-in-sales/

One of the solutions to this quandary is motion graphics —
they still play a big part in user experience, and there will
be an increased trend in using them.
This can take the form of animation, creative parallax transitions,
mouse-over effects or simple animated gifs. The biggest advantage
is the file sizes are usually small, meaning they load fast for slow
internet or time-poor people.
Designers and developers are finding creative ways to utilise
the humble gif and other simple animations to enhance user
experience. And while video is not dead (and never will be)
the time-poor person will be forever grateful for the fast-loading
page that allows them to easily find what they are looking for
while being able to appreciate the visual experience created.
CONCLUSION
It is an exciting time to be in the digital space. Users are being
served beautifully curated websites that can use new and
creative typography alongside bright bold colours. They are
viewing tailored content, based on their personal traits and
preferences, that is fast and easy to find on the go. While these
are trends we will be seeing much more of, it is always important
to find the balance between form and function and ALWAYS
keep UX and accessibility top of mind.
WHAT DOES DIGITAL SUCCESS LOOK LIKE IN 2020
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SEGMENTATION,
PERSONAS AND TALKING
TO YOUR AUDIENCE
Digital marketers have ever-increasing access
to data about their audiences, leading to a
growing need in 2020 to appropriately present
information that is as personalised as possible,
depending on the audience’s lifecycle.
Here, we take a look at how to appropriately segment your
audiences. But before we do, we need to understand the
definition of each to see how these can be applied to the
digital environment.
MARKET SEGMENTS
FIRMOGRAPHICS,
MARKET DATA

BUYER CLUSTERS
BEHAVIOURAL DATA, ROLE
IN THE BUYING PROCESS

CUSTOMER
SEGMENTS
ATTITUDES, ASPIRATIONS
AND FUTURE INTENTIONS

PRODUCT
PERSONAS
NEEDS
AND GOALS

Segmentation (or Customer Segmentation) models exist to
categorise the various types of customer groupings that speak
to the overarching business strategy. Segment groupings
typically follow traditional, broad-stroke data groupings such as:
•
•
•
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demographic information — age, race, profession
psychographic information — buying behaviour, lifecycle
stages, attitudes
geographic information1.

HOW DO I CREATE A SEGMENT IN 2020?
Gradually, customer segments arise from attributes that unify
customers to form groupings or differentiators that separate
customers from others2,3.
Segmentation helps gain an advantage over understanding
the market in which the business operates, recognising that
modern customer expectations do not reflect a one-size-fits-all
approach.
While understanding your segments is a driver to achieving
business strategy, this information has limitations when trying
to understand the individual behind the purchase.
This is where we need to consider personas, the groupings
within the segment. To truly optimise the digital environment,
personas are key to understanding who is converting on your
marketing efforts.
Personas are a character profile of the key groupings within the
segment, mapping commonality in beliefs, needs, motivators
and the overall user journey4.
While personas are fictitious people, it is imperative to know
them ‘personally’ and truly understand what elements drive
their customer experience (CX)5.
In the digital environment, persona groupings are used for a
deeper understanding of audience, where these people live
and interact, and their motivations for engaging with your
digital ecosystem.
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Personas are key to understanding who is converting on your marketing efforts.

HOW DO I CREATE A PERSONA?
It is important not to assume anything about user personas.
We recommend gathering a diverse internal working group
representing the front-line of sales staff through to senior
stakeholders. This group can provide a robust understanding
of who your company is currently engaging with, and
importantly, if that is who you want to be talking to.
This session should utilise both qualitative and quantitative
information, and in many cases some large assumptions, to
create your initial persona groupings.
While there is no fixed number of personas a business may be
engaging with, three to five personas per marketing segment is
a manageable amount.
At this stage with your personas there are several hypotheses to
test. This can be done through constructing persona groupings
in web analytics reporting, A/B and multi-variate testing, and
behaviour monitoring tools.

Using tools such as the Rowland Persona Guide
will be a good start ...
Collecting the data and reflecting on the persona groups
quarterly will further refine the approach and add depth to
understanding the personas. As the process continues, you
should be able to refer to each persona on a first-name basis.
Now that you know who you are talking to, what do you say?
TALK IN A COMMON LANGUAGE
In 2020, personalisation is now expected and digital content
needs to be guided by who you are talking to6. Putting together
a map of owned digital channels, possible partner channels and
third-party channels is a good start.
When applying your personas to this process, you may find
channel gaps and opportunities that are not part of the
current mix.

As the channel mix is constructed, overlaying the personas
will give a clear indication of who lives where, and what they
are expecting to see. Understanding the channel tone of voice,
media mix, and persona motivations will help guide and craft
the content.

The Rowland Digital Channel Guide is a template
to help guide this process ...
Testing focused content plans is key to understanding how to
guide the persona’s user journey across each channel. Applying
your hypothesis of content types and frequencies, while
measuring meaningful engagement and cross-channel pull,
will identify the levers that drive conversions.
Segments and personas are powerful marketing tools and can
be applied a number of ways to improve channel performance,
product optimisation, and efficiency gains across the business.
Starting with qualitative data, it is important to test the
hypothesis and create clear metrics to validate the personas.
It is recommended that the qualitative data is reviewed each
quarter and each persona is adjusted to reflect the learnings
to most effectively reach the target audience.
1

(Melnic, E. (2016). How to strengthen customer loyalty, using customer
segmentation? Bulletin of the Transilvania University of Brasov. Economic
Sciences. Series V, 9(2), 51–60. Retrieved from http://search.proquest.com/
docview/1881686981/)

2	Jenkinson A (1994) Beyond segmentation. J Target Meas Anal Mark 3:60–72
3	An, J., Kwak, H., Jung, S., Salminen, J., & Jansen, B. (2018). Customer
segmentation using online platforms: isolating behavioral and demographic
segments for persona creation via aggregated user data. Social Network Analysis
and Mining, 8(1), 1–19. https://doi.org/10.1007/s13278-018-0531-0
4	Pruitt J, Adlin T (2006) The persona lifecycle: keeping people in mind throughout
product design. Morgan Kaufmann Publishers Inc, Burlington
5	N’Goala, G., Pez-Pérard, V., & Prim-Allaz, I. (2019). Augmented customer strategy:
CRM in the digital age . https://doi.org/10.1002/9781119618324
6	Adobe Summit 2015. “Refining Customer Experience Design through Optimization.”
2015
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DESIGN OF
GAMIFICATION
Historically, the big questions about digital
design were housed under User Interface
(UI) and User Experience (UX) — designing
a product that was easy to use and getting
a customer to where they wanted to get to.
However, the emergence of the philosophy
Customer Experience (CX) has really brought
gamification to the forefront of future design.
SO WHAT’S THE DIFFERENCE?
User Experience (UX) — the user’s interaction with the site,
how quickly they find information and get to where they want.
Customer Experience (CX) — the feeling people have when
they engage with your product. They feel valued and respected,
then happily enjoy the experience and feel generally positive
about it as a whole.
A good example of the difference is iiNet and Aussie Broadband
and this can be experienced when you are on hold with them:
•

•

iiNet gives you a thoughtful and intuitive menu system, then
some hold music with voice-over that describes iiNet’s value
proposition.
Aussie Broadband gives you a thoughtful menu system and
then places you on hold, while its pre-recorded voice tells
you ‘dad jokes’.

Both have the same UX but Aussie Broadband took on the CX
approach and turns out to be a more enjoyable experience.

The Queensland Government’s Ride Ready game delivers incentives for learning
safety information.

•
SO HOW DOES GAMIFICATION BRIDGE THE GAP
OF UX AND CX?
Gamification encompasses some specific psychological
behaviours that have driven enjoyment, motivation and fulfilment
for decades.
Here are some basics of gamification and how they apply to CX:
•

Choices: As a customer you can decide the path you want
to go down. These experiences are tailored to a user and
are designed to deliver user benefits.

	In most video game environments, many offer different
scenarios based on your nominated skill level. Whichever
level you choose, there is a derived experience on how
the user behaves in the game and a tailored reward for
that behaviour.
11

Reward structure: Doing ‘the right thing’ in the eyes of
a brand, usually the repeat use of the brand’s products,
invariably rewards the user in some manner.

	Loyalty systems are just the tip of the iceberg here, but
gamification has introduced random rewards for visits, referral
bonuses (think of the ride-sharing apps giving discounts),
people who visit more often than others should, and
obviously rewards points for spending.
•

Feedback: Feedback in this sense is more about interaction
feedback — providing a sense of surety to users — clicking
on something and getting information quickly and how that
is intuitively included in the design experience.

WHAT DOES DIGITAL SUCCESS LOOK LIKE IN 2020

Two ways to use gamification in this case are to reward
customers who invite other customers into your network
(which is the basis of a virality discussion) and to reward
people who have lapsed in your system with benefits, rewards,
cost-free periods, interest-free periods etc. if they return.
CUSTOMER RETENTION
Gamification in this regard considers incentivisation and tenure
rewards. In mobile games you see this as daily rewards (come
back tomorrow to receive ‘x’ reward).
Retention is the obvious strategy to prevent having to
re-engage users.
Facebook Top Fan badge.

	This may manifest simply as a fun animation on button click,
or common examples of on-screen or emailed confirmation
when a form has been submitted, or a payment made.
Thinking about how to give the customer clear confirmation
of their action is an integral part of gamification.
•

Badges: The ‘Top fans’ badges was introduced on
Facebook pages and groups in 2019 and is a clear
demonstration of recognising prominent users. By
giving prestige or acknowledgement to a user and
rewarding desired behaviour, this gives a huge boost
to engagement and retention.

	Platinum credit cards over standard cards are a more
removed example of this prestige system, recognising
that the higher the ‘prestige’ the more rewarding the
offer has to be.
•

Actual feedback: Although this is not necessarily a
gamification feature, adding rewards to actual feedback
is a nice way to encourage users to start delivering both
quantitative (star reviews) or qualitative (unstructured
text) feedback to help you improve your system, and
are analytical gold when designing customer models.

Understanding engagement and customer
experience are central in design ...
DATA METRICS IN GAMIFICATION

By continuously thinking of ways to keep your audience in
your network, you will not have the complexity (and cost)
of re-engagement strategies. Retention strategies in game
environments are managed by targeting Day 7, Day 14
and Day 30 metrics.

Continuously think of ways to keep your audience
in your network ...
Understanding where users dis-engage from your product
and building rewards around users in the build-up to those
milestones is critical.
Statistics show that the lifetime value of a user over 30 days
is higher than users retained over 14 days, which seems to be
obvious logic. The ‘over 30 day’ users are more likely to become
loyal users and more likely to spend in your network.
Gamification strategies give prestige and achievement to users
who return to platforms or services over time. The strategies
should build a list of achievements that are predetermined by
the product team to maximise the value of a customer and
give these achievements to users.
The strategy in games is to reward achievements early and
frequently to whet the user’s appetite and have them engaged
in the achievement system.
Once they are engaged, the goals begin to stretch but
rewards and prestige are more significant as they achieve
larger stretch goals.

Understanding engagement and customer experience are central
in design as we consider what sort of elements gamification takes
on to improve statistical and analytical decisions.

Consider airlines for example. There are immediate achievements
for becoming a frequent flyer, building up points and status
with every flight, which makes silver status achievable but
gold becomes a stretch for those who only fly domestic.

There are three key areas that stand to benefit when considering
gamification and data:

VIRAL MARKETING

1. customer re-engagement
2. customer retention
3. viral marketing.
CUSTOMER RE-ENGAGEMENT
This is one of the most expensive bridges to cross in marketing
and this is typically due to a user’s lack of affinity with your
product (which is why they stopped engaging) and / or a
negative experience with your offer (maybe poor customer
service or a bad contract experience).

A ‘no-brainer’ in the social and digital age. Finding ways for your
product to reward users sharing content with other people is a
big win for customer re-engagement and customer acquisition.
When using social media and having viral content posted, users
are not only exposed to burst marketing (reach), they are also
incentivised to join the network and share to gain their own
rewards (which in itself starts to support user-generated
content strategies).
At the heart of ‘viral’ campaigns is core communication
capability — the deep understanding of who your key audiences
are and what messages or information will motivate them.

WHAT DOES DIGITAL SUCCESS LOOK LIKE IN 2020
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FUTURE OF
COMMUNICATION
TEAMS AND
RESOURCING
SECTION SNAPSHOT
» Personalised digital experiences will be high on the agenda
in 2020 but diminishing internal teams will have to rely
heavily on automation platforms and outsourced support
to make it a meaningful experience.

Our primary recommendation is to get the basics right in
understanding your digital audience and then lean on your
agency partners to source the right tech and platforms to
automate as much of the heavy lifting as possible.

» Short-term wins during the year will see lean marketing and
communication teams concentrate on defining their top two
to three personas and serve up ‘premium’ experiences and
user flows across multiple channels.

13
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FUTURE OF
RESOURCING
While many commentators have focused
attention on ‘big data’ and the potential it
can create for business, few have gone on to
consider the practical realities of interpreting
and servicing the outcomes of data.

BEYOND 2020

In the context of digital marketing and communication, big
data can provide more granular information on audiences,
marketing funnels, content gaps and so on. In theory, when
implemented through an intelligent content management
system or distribution channel, this allows us to have tailored
conversations with different digital audiences (refer to
segmentation and persona generation on page 9).

In 2020 though, the use of AI in the full delivery of web and
digital content will not occur on a mass scale. As many
mainstream reports suggest, AI will not necessarily replace the
communication and creative fields but augment it — providing
new paradigms for how communication teams are resourced 3.

While content personalisation and real-time engagement are at
the forefront of most digital marketers’ minds, recent Salesforce
Australian statistics suggest that in 2020 there will be more than
15 channels / sources used to target audiences1.
Add to that the business pressures of demonstrating an ROI
and generating tangible ‘sales’ leads2, and it is not surprising
that the common practical concerns in 2020 will revolve around
identifying the right technologies and human resources to deliver
personalised experiences (or any experience for that matter)
while reporting against business metrics.

Plenty has been said about artificial intelligence (AI) and its
opportunity in streamlining functional tasks, and indeed there
is merit in automating content development. Chatbots are a
perfect example of how machine learning can deliver reactive
content to questions, with bots able to adapt and learn nuances
in human commentary.

DIGITAL TEAMS IN 2020
An organisation’s digital maturity will be a big factor in its internal
digital / communication / marketing team structure.
For ‘typical’ corporates and government entities, the emphasis
will be on doing more with less, often upskilling traditional
communication and marketing professionals.
1 	https://www.salesforce.com/blog/2018/12/introducing-fifth-state-of-marketingreport.html
2 	https://www.hubspot.com/marketing-statistics
3 	https://insight.futurestudents.csu.edu.au/work-beyond-2020-the-future-of-thecommunication-and-creative-industries/
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For these organisations, there is often an acknowledgement
that more could be done to improve digital presence and
engagement. In some instances the theory behind the use of
data and automation is there but the ability to deliver is lacking.

CRITICAL INTERNAL SKILLSETS

The good news is that in 2020 internal marketing and
communication teams that find themselves in this position
also find themselves surrounded by the ‘gig’ economy 4. What
remains critical is a deep understanding of the organisation’s key
stakeholders and their exposure to digital platforms and services.

•
•
•

If an internal team can maintain its diligence in truly understanding
its audiences and driving the content direction, then outsourced
specialists can be the equivalent of AI — undertaking the
transactional elements, while leaving the internal team to drive
creative thinking and strategy.
The same can be said for digital tools, from analytics programs
to social listening platforms. Costs can be significant, and being
locked into a service or product susceptible to competition in a
dynamic digital environment may be best worn by a third party.
Internal marketing teams, rather than investing in 12–24 month
contracts, should seek guidance from specialist agencies and
negotiate shorter-term solutions that take advantage of the best
technologies of the day.

While many specialist digital and data skillsets can and should
be externally sourced, the following skills should be core within
an existing internal team in 2020:

•
•

persona development
basic data analytics
core content capabilities (key messaging, tone of voice,
content planning)
basic SEO appreciation and ability to create web content
broader business strategy and vision to articulate the role
digital and data plays in the customer experience.

THE GIG ECONOMY
We will continue to see internal marketing and communication
teams move to project or ‘gig’-oriented contracts for groups
of specialists, rather than investing in one or two 12–24 month
contractors.
By leveraging a diverse group of specialists (by task or outcome
as opposed to traditional part-time / full-time contracts), we would
expect to see higher efficiencies and more robust solutions, as
project creep to manage ‘day-to-day’ functions will be less likely.

4 	https://www.sbs.com.au/news/the-so-called-gig-economy-changing-the-australianworkforce
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FUTURE
TECH
SECTION SNAPSHOT
» Tracking and interpreting brand references and sentiment is
a competitive market with all major players offering varying
degrees of capability.
» Importantly, the tool is just one part of the equation. Using
third party analysts to interpret the big data is critical in
understanding what your stakeholders want from you.

Sourcing the right data and interpreting and visualising
it will be huge in 2020. At Rowland, we’ve made this our
competitive point of difference — providing insight behind
intuition.

» Once you understand what the perception towards your
brand is, serving the right content in the right channel
is critical and mobile apps are still a strong and viable
branding option in 2020.
WHAT DOES DIGITAL SUCCESS LOOK LIKE IN 2020
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PREDICTIVE
COMMUNICATION
A 2020 goal for any business should be
effective and predictive communication as
dictated through data.
Already, predictive communication has made advances through
the use of social media monitoring tools and natural language
processing, but how does this enable a business to move to a
proactive state with its communication?
Sentiment analysis, also known as ‘opinion mining’, builds on
existing technologies by extracting opinions within written text1.
In addition to identifying opinion, sentiment analysis tools extract
attributes of expression such as:
•
•
•

polarity — if the text expresses an opinion that is either
positive or negative towards the topic
subject — the term or keyword being referenced
opinion origin — what channel, group or social handle
is generating the content.

With the help of sentiment analysis systems, this unstructured
information could be automatically transformed into structured
data of public opinions about products, services, brands,
politics, or any topic on which people can express opinions.
This data can be extremely useful for commercial applications
like marketing analysis, public relations, crisis management,
product feedback and customer service2.
SENTIMENT ANALYSIS IN SOCIAL MEDIA MONITORING
Sentiment analysis in social media monitoring is a powerful tool
for identifying positive and negative trends directed towards your
brand. Having applied sentiment tools for this purpose, Rowland
has been able to identify detractor groups and negative
hashtag campaigns at a grassroots level and develop proactive
responses in partnership with clients.
Most marketing departments are already tuned into online
mentions as far as volume and engagement — interpreting more
chatter as brand awareness becomes higher. In 2020, however,
we can take a step further. By using sentiment analysis on
social media, we can gain incredible insights into the quality
of conversation happening around a brand3.

HOW SENTIMENT ANALYSIS CAN BE USED
•
•
•
•
•

•

Analyse tweets and / or Facebook posts over a period
of time to see sentiment of a particular audience.
Run sentiment analysis on all social media mentions of
your brand.
Identify potential PR crises and know to take immediate action.
Use analytics to gain deep insight into what is happening
across your social media channels.
Tune into a specific point in time — i.e. the lead-up to a
new product launch or the day of a particular piece of bad
commentary.
Keep an eye on the competition by monitoring their
social media the same way you monitor your own. If you
tune in closely, maybe you notice there has been a negative
response to a particular feature of their new product, and
respond by designing a lead-generation campaign targeting
exactly that gap.

1 	Liu, B. (2012). Sentiment analysis and opinion mining. https://doi.org/10.2200/
S00416ED1V01Y201204HLT016
2.	Cambria, E. (2016). Affective Computing and Sentiment Analysis. IEEE Intelligent
Systems, 31(2), 102–107. https://doi.org/10.1109/MIS.2016.31
3.	Fluss, D., 2010. Why marketing needs speech analytics. Journal of Direct, Data
and Digital Marketing Practice, 11(4), pp.324-331
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APPS VERSUS
MOBILE WEBSITES
IN 2020
The relevance of mobile apps is an interesting
discussion, considering the continued evolution
of website responsiveness and mobile-friendly
web design.
Having a mobile-friendly website is a must-have no matter
what decision your business makes about having a supporting
app or not. So the question lies in what additional services
will an app offer that your website does not? Before we look at
the benefits of apps in 2020, it is worth putting some context
around the topic.
In 2017, the Apple App Store saw its first decrease in total
apps listed on the store in its history, with 2.1 million apps.
In 2019 that number is now 1.9 million with the Android store
(Google Play) eclipsing the App Store with 2.4 million. There
are several fundamental reasons for this, but the numbers
still do not lie.
LET’S START WITH THOSE REASONS
In 2017, the App Store cleared many legacy and outdated
apps. Apple also heavily regulated the quality of apps so the
app submission process year-on-year has become increasingly
more difficult.
The process can feature 24-hour turn-arounds just for internal
tests, and then if rejected another 24-hour turn-around to be
reviewed. Then, on submission of your app, there is a minimum
full-day turn-around for approval which means it is difficult to
release builds and updates with a degree of accuracy to plan
a really robust burst campaign.

So what does this mean in 2020? Undoubtedly, apps on the
Apple App Store will continue to decrease until it hits a new
norm where it will plateau, and we will see greater consistency
in regards to app quality.
Given Apple’s fastidious approach towards app quality, the
pressure on ‘brand’ or ‘corporate’ apps is significant. Where
poor web design or content will not see your mobile website
banished from the internet, a poorly maintained app may suffer
in regards to its App Store status in the long run.
The demand for a high-quality ‘product’ should not of
course be a deterrent for developing it in the first place —
quite the opposite.
SO WHY ARE APPS STILL A CRITICAL PART OF THE
DIGITAL ARSENAL?
Firstly, an app is always one click away. Open a device, click
the app, and ‘hey presto’.
It is also ‘my app’. Due to excellent security features —
biometric login, local storage, intuitive two-factor authentication
— apps can safely store data and preferences, meaning the
experience is generally tailored for the individual.
Think of the Commbank app. Use face recognition to open your
phone, use face recognition to sign into the app, then click your
account and you are already in and looking at your personal
data — in just two clicks.
Moreover, when you want to transfer money, you get a text
authentication that the screen reads and preloads into the app to
save you the hassle of checking emails — easy and frictionless.

Finally, to an admirable point, Apple is incredibly rigid on its
data policies. If you do not accept data terms and conditions on
the app store then as a developer your app can be pulled down
or you cannot submit. Again, a pretty large hindrance compared
to a fairly seamless, non-invasive Android process.
To summarise:
•
•
•
•

•

Developers find it more difficult working with Apple’s
submission process.
Android has a far simpler update experience which allows
almost instant updates and submissions.
Apple has a strict standard of quality in the review process.
Apple has strict terms and conditions that are regularly
updated and restrict developers from submitting unless
they agree to the terms.
Android is almost exactly opposite on the above points.

Logging into a mobile app using facial recognition. Image courtesy of CommBank.
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Secondly, for many apps, once it is on a tablet or phone,
it should have an offline functionality that ensures you are
still benefiting without having to go online. An app that
does not have offline mode may as well just be a mobilefriendly website.
Thirdly, mobile apps attract a captive, opt-in audience. Users
who download your app on the App Store, with the intention
of keeping the app, can now be targeted with text, push
notifications, and email notifications (which is the same as
mobile-friendly websites).
With this in mind, apps should be designed as a channel for
engagement rather than as a repository of text / information.
Websites tend to be the shopfront for business and the
mobile-friendly sites often fall into the trap of just being textheavy versions of the site for mobile.
If you were to consider a mobile-friendly design instead
of an app, you would need a specific project plan for
mobile-friendly design that is customer-centric, frictionless,
and targeted at interaction.
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Finally, the app icon provides a constant brand reminder to
users. When scrolling through a device, it can catch a user’s
eye, adding a mild retention boost and prompt engagement.
From a customer experience point of view, the user does not
need to remember the URL to get to it, and there is no need
to open the browser, type in the URL, sign in manually, or use
email to authenticate.
APPS AND DATA METRICS
Historically, apps have significantly better click-through rates
than mobile-friendly websites. Typically apps report more
than 70 per cent of users clicking through to more than two
pages. In Rowland’s experience, we frequently see an average
of 50 per cent bounce rate on mobile-friendly websites, which
means that at best one-in-two users are clicking through to a
subsequent page on mobile-friendly site. So, if you have an
expansive message, an app might be a good option.
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DATA
IN 2020
Ever since the infamous involvement of
Cambridge Analytica in high-profile political
campaigns (with the US 2016 Presidential
campaign in particular catapulting them into
the public conscience), the value, harvesting
and distribution of data has become a topical
and ethical point of contention.

If you find yourself in this position, what are the simple data
harvesting techniques you should be harnessing already?
•

•

•
Like many other organisations we are interested in how we
capture and, more importantly, interpret the data to better inform
decisions. We have referenced data a lot through this paper —
especially in regard to predictive communication.
For many global brands, accessing and storing customer data
and leveraging it with third parties is second nature. One only
has to look at alliances between banks, airlines, supermarkets,
hotel chains and so on to see how the onsharing and merging
of customer data has become second nature.
But how is this approach realised within sectors and industries
that perhaps are not as mature as those with millions of
consumer-facing brands and data points?

•

Google analytics to understand web trends. What are
audiences searching for, what services or what area of the
business is of most interest?
Social media analytics help you understand what type of
content is most engaging. Is it about your people? Is it about
your corporate social contribution? Is it all about the office
dog or the company culture?
Existing client / customer / audience data should
be reviewed regularly. Everything from reaffirming beliefs
about sectors, size of businesses you work with, feedback
you receive from interested parties, the profit and loss of
particular projects, and so on — all valuable data to inform
future decisions and communication activity.
CRM data can provide deeper and more granular insights
on the individuals you deal with, depending on the quality of
data input. This can be one of the most powerful pieces of
data collation when we consider the notion that people do
business with people they know, trust and like. Capturing
personal and social information begins to improve more
subtle marketing opportunities and engagement techniques.
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ABOUT
ROWLAND

PUTTING IT ALL
INTO PRACTICE

Rowland is an Australian communication, digital and
creative agency that lives and breathes brand and reputation.

This paper could be three or four times its size depending
on your organisation’s digital and data maturity. At Rowland,
our team of specialist developers, strategists, data analysts
and content creators find varying degrees of digital and data
success across the board from start-ups and SMEs to large
organisations, government departments and global, listed
businesses.

For nearly 30 years, we have been connecting our clients
to the people who matter most —
 telling their stories across
digital, visual, written and spoken channels.
Critically, the digital ecosystem relies on a precise
understanding of stakeholders, their rational and irrational
preconceived opinions and the tools and services needed
to generate action.
That’s where Rowland offers a unique insight and expertise
to deliver compelling digital solutions, bringing digital
marketing, designers, content specialists and public
affairs experts to the table.

What is apparent is that throwing more tools at a problem
or opportunity, before understanding what the problem or
opportunity really is, merely adds an extra layer of technology
stress to the situation.
If you start with the end-in-mind, consider:
•
•
•
•
•

What data do I have access to?
Do I understand what the data is telling me?
What solution do I need to focus on?
How are we resourced to delivering an MVP
(minimum viable product)?
How will we continually refine, test and validate
to improve the solution?

If you’d like an impartial and expert opinion, our team is always
on hand to help. Contact us to find out how we could help with
your digital and data journey in 2020:
Geoff.Rodgers@rowland.com.au
Helen.Besly@rowland.com.au
Rob.Lovegrove@rowland.com.au
+61 7 3229 4499

www.rowland.com.au/digital-data/
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