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AUTODESK ASIA-PACIFIC – CUSTOMER LIFECYCLE MANAGEMENT 
AND MARKETING AUTOMATION

Case organisation profile

	• Organisation name: Autodesk, Inc.
	• Country: USA
	• Description: Autodesk is an American multinational 
software corporation that provides software products and 
services for the architecture, engineering, construction, 
manufacturing, media, education and entertainment 
industries

	• Number of employees: 14,100
	• Website: www.autodesk.com

New digital technologies

Data and the cloud

Digital leadership and culture

Customer centricity

New strategies 
and business models

Strategic Digital  
Transformation

Operational excellence /
process management

Digital marketing

The Autodesk case study primarily covers the action fields of 'customer centricity' and 'digital marketing'.

http://www.autodesk.com
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Case organisation

Autodesk, Inc. is a multinational software corporation head-
quartered in San Francisco, California. Founded in 1982, the 
company has become a global leader in providing SaaS (Soft-
ware as a Service) solutions for the architecture, engineering, 
construction, manufacturing, media, education and entertain-
ment industries. 

Over 14,000 employees provide their expertise for 3D design, 
engineering and entertainment technology solutions, span-
ning architecture, engineering, construction, product design, 
manufacturing, media and entertainment. Autodesk’s custom-
ers design, fabricate, manufacture and build anything by vis-
ualising, simulating and analysing real-world performance ear-
ly in the design process. These capabilities allow its customers 

to foster innovation, optimise their designs, streamline their 
manufacturing and construction processes, help save time and 
money, improve quality, deliver more sustainable outcomes, 
communicate plans and collaborate with others (Autodesk, 
2024a).

One of Autodesk’s strategic business objectives is to ‘find 
more growth in its construction cloud business’ (Arnold, et al., 
2024) and, for that, the evolution of its marketing capability is 
a critical success factor. The marketing team has a focus on 
revenue marketing and the measurement of marketing met-
rics via funnel management, a new marketing technology stack 
with marketing automation at its core, and a customer data 
platform.

Autodesk website (www.autodesk.com), 7 January 2025.

http://www.autodesk.com
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Marketing and sales

Autodesk licenses its products and services globally, through 
a combination of direct and indirect channels. Autodesk trans-
acts directly with customers via the online Autodesk store; di-
rectly via the ‘new buying experience’ whereby channel part-
ners configure a quote for customers but Autodesk delivers 
the quote to, and transacts with, the customer; and indirectly 
via reseller and distributor business in certain regions. The new 
buying experience was introduced in certain countries glob-
ally, including for most of the subscription offerings in Austral-
ia during the fiscal year of 2024. 

Dependent upon the success of the new buying experience in 
Australia, Autodesk intends to transition its indirect business 
to the new buying experience for most of its subscription of-
ferings in North America (NAMER) and certain countries in 
Europe, Middle East and Africa (EMEA) and Asia-Pacific 
(APAC) during the fiscal year of 2025. The new buying experi-
ence is anticipated to help customers with enhanced control 
and time savings through self-service, consistent pricing and 
a more personalised buying experience. 

Autodesk has a network of approximately 1,450 resellers and 
distributors worldwide. For the fiscal year of 2024, Autodesk 
generated 63% of its revenue from indirect channel sales 
through distributors and resellers, with the remaining portion 
achieved through direct online sales (Autodesk, 2024a).

Global presence and a focus on Asia-Pacific

Autodesk operates worldwide, with offices across the globe. 
Net sales are distributed geographically as follows (Market-
Screener, 2025):
	• United States: 36%
	• Europe/Middle East/Africa (EMEA): 37.1%
	• Asia-Pacific (APAC): 18.5%
	• Americas (excluding USA): 8.4%

The APAC region is an important and growing market for Au-
todesk, with annual growth rates expected to be 7.2% in the 
construction industry from 2024 to 2030 (NMSC, 2024).

The marketing team of Asia-Pacific is led by the director of 
marketing & CX APAC and has 14 team members. The strate-
gic marketing goals are to:
	• 	raise awareness of Autodesk and inspire customers to invest 
in change

	• 	create demand for the solutions by focusing on pain points 
and value creation

	• 	drive customers to purchase, adopt and renew their solu-
tions 

	• 	implement initiatives to drive customer engagement, reten-
tion and advocacy.



Discover Consider Buy

Onboard Use Extend
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Marketing and marketing automation in the APAC region

The region’s marketing activities are centred on the customer 
lifecycle (see illustration):
	• Discover: recognise the opportunity (customers are not yet 
actively looking for a solution).

	• Consider: research, evaluate and try (customers are active-
ly looking for a solution).

	• Buy: decide and pay (customers are buying the solution).
	• Onboard: access and rollout (the customers are integrating 
the solution in their workflows).

	• Use: adopt, manage and optimise (the customers are active-
ly using the solution).

	• Extend: renew, expand and advocate (the customers are 
continuing to use the solution).

Each of the six lifecycle steps is supported by various market-
ing activities that include branding, events, content, regional 
campaigns, product campaigns and customer experience (CX) 
initiatives, among others. In the future, a strong focus is set 
on the collaboration between sales and marketing, where var-
ious internal and external activities will be aligned.

To achieve the above, marketing automation is set as an inter-
nal strategic priority among four key pillars:
1.	 Email management: to support the creation and distribu-

tion of emails for marketing campaigns, event promotion, 
virtual events management, ad-hoc emails and internal 
newsletters.

2.	 Email nurture: ongoing email nurture streams in APAC Eng-
lish markets.

3.	 Database: to increase the marketability (opt-in rate) of the 
marketing database and to enrich and monitor the data-
base hygiene.

4.	 Buyer automation: to provide features such as live chats, 
explore localisation experiences and provide e-store cam-
paign execution.

Autodesk selected Marketo (Adobe Experience Cloud) as its 
marketing automation platform.

Autodesk’s Customer Lifecycle as of 2024.
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The APAC marketing team created a 
framework that created the marketing 
automation campaigns (use cases and 
programmes). As an example, the email 
campaign execution process was docu-
mented as follows:
	• Upload required images to the 
automation platform.

	• Master programme and email 
template creation.

	• Clone existing programme from 
appropriate programme templates 
and customise fields/components in 
cloned programme.

	• Create and customise email(s) from 
existing email templates.

	• Set up list or smart list (target 
contacts).

	• Set up smart campaigns, automation 
or triggers where needed.

	• Run and send tests.
	• Quality assurance (QA).
	• Make programme and email edits 
where needed.

	• Obtain approval.
	• Schedule email send.

Autodesk’s Customer Lifecycle as of 2024.

Results and outlook

The success of the team’s marketing automation and go-to-
market activities are measured via funnels that are structured 
in the steps of the customer lifecycle, aligned to the business 
model of Autodesk as a SaaS provider. Examples of the funnel 
stages are licensed, activated and active customers.

The results of Autodesk’s strategy are successful with revenue 
and operating margins increasing (Autodesk, 2024b). Through-
out the year, the APAC marketing team generated over 11,000 
marketing engaged high-quality leads (HQLs). 

Autodesk’s APAC marketing objectives for 2025 are, among 
others, to optimise SEO (search engine optimisation) and im-
prove the web experience for its customers, and continued 
funnel optimisation with a focus on ROMI (return on marketing 
investment).
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Student questions

Discuss the following questions in your class, in your group or 
assignment:
1.	 What are the benefits of customer lifecycle management?
2.	 How can (digital) marketing functions (activities) and chan-

nels be aligned to the customer lifecycle?
3.	 What are the benefits and risks associated with direct sales 

(channels) for a SaaS provider through an e-store?
4.	 How can marketing automation support direct sales via an 

e-store – what programmes/campaigns could be created?
5.	 How could Autodesk structure its marketing and sales fun-

nel?
6.	 What are success factors for marketing automation in an 

organisation?

Additional Information
	• Autodesk corporate website: www.autodesk.com 
	• Autodesk customer stories:  
www.autodesk.com/customer-stories 

	• Autodesk on YouTube: www.youtube.com/autodesk  
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The new textbook «Strategic Digital Transformation» 
provides future managers with a learning experience  
rooted in academic knowledge, while allowing  
familiarity with a comprehensive practice-oriented  
digital transformation methodology.
 
Contents:
Part 1:	 Foundations of Digital Transformation
Part 2:	 Strategic Action Fields (SAF) of  
	 Digital Transformation
Part 3:	 Digital Transformation in Practice
Part 4:	 Digital Transformation Case Studies
 
Over 4,000 organisations participated in the underly-
ing digital transformation research projects, and it is 
therefore supported with validated tools for digitally 
transforming an organisation for strategic success.  
Visit www.strategic-digital-transformation.com for 
further information.
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