
G00247520

Agenda Overview for Data-Driven Marketing,
2013
Published: 9 January 2013

Analyst(s): Andrew Frank

Data-driven marketing turns customer information into business value, but it
can be costly and risky. Gartner's 2013 research will help digital marketers
find and use data effectively, while minimizing the risks.

Analysis
Figure 1. Data-Driven Marketing Agenda Overview

Source: Gartner (January 2013)

If you're a data-driven marketer, you try to do two things:

■ Find and engage new prospects with compelling messages that spark their interest.



■ Optimize the experience of prospects and customers who visit your online channels and use
your services.

Until recently, these two sides have remained separate. The outbound marketing side uses ad tech
to target and refine messages while Web teams track the inbound audience's behavior on the
website or mobile application. Both sides pay attention to social media, but often view it through
different lenses. Now, these two sides are converging. Ad tech providers increasingly want to sell
into the enterprise, while Web analytics and related vendors want to sell more to advertisers.
Gartner's 2013 research will help you put inbound and outbound together in a unified data program
that helps you continually learn, adjust and optimize your marketing (see Figure 1).

Digital marketing leaders must get better at understanding segments and individuals to keep the
enterprise competitive. Data-driven marketing refers to acquiring, analyzing and applying all
information about customer and consumer wants, needs, motivations and context. Traditional
methods include consumer panels, surveys and generic demographic data. Today, marketers can
get more thorough, intimate and actionable information about customers from digital channels —
for example, Web, mobile and social. But a growing number of techniques and technologies also
heighten the challenge of exploiting this information to reveal meaningful insights and to fuel
multichannel campaigns. Marketers must secure reliable IT support (sourced internally or externally)
and forge closer alliances with the business units to resolve issues of high-quality production,
privacy, security and scale. You can seize the opportunities offered by growing volumes of
information if you:

■ Create a cross-functional team (including business, IT and analytic professionals) to identify the
information infrastructure and relationships with other parties that marketing needs.

■ Build the skills that marketing needs to turn information into actionable insight, whether inside
the marketing organization, in conjunction with the IT organization or through outsourcing.

■ Ensure that the qualities marketing chooses to emphasize in brands reach and resonate with
the right customers.

■ Analyze what motivates key prospects and how to communicate with them.

Our 2013 research will help you establish structures and processes for competing in a world where
timely information is crucial to marketing's business goals.

Key Issues
Data and the Marketing Strategist

■ How can I best use data to inform strategic processes such as market evaluation and product
development?

■ What are best practices for acquiring and distributing data, internally and externally?

■ Which approaches work best to model and analyze audiences, actions and dialogues?

■ How can I track and optimize the performance of marketing programs and partners?
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Data and the Creative Developer

■ How can I tune in the voice of the customer?

■ What are best practices for interactive instrumentation and adaptive customer experience?

Data and the Marketing Technologist

■ What are best practices for managing customer data security and privacy?

■ How do we support real-time platforms and marketing dashboards?

■ What are best practices for selecting and managing marketing data providers and agencies?

Data and the Marketing Strategist

How can I best use data to inform strategic processes such as market evaluation and product
development?

What are best practices for acquiring and distributing data, internally and externally?

Which approaches work best to model and analyze audiences, actions and dialogues?

How can I track and optimize the performance of marketing programs and partners?

If you're like most data-driven marketers, you bring many years of experience with business
analytics to your role. You know how to build models to analyze the performance of a specific
product. However, this background doesn't fully prepare you for the kinds of questions business
people want you to answer for them. Your marketing peers want your help to evaluate customer
behavior and data from Twitter, Facebook, blogs and mobile devices. Establish models to:

■ Evaluate customer sentiment

■ Show when and where to reach new customers

■ Predict which customer retention problems will arise

To answer these key issues, you might have to incorporate unstructured data (text, audio, video,
and image) into your models, not just structured data from orders placed. You'll also need to build
more sophisticated analytic models — ones that project forward-looking scenarios. And one more
thing: You have to measure the effect of the decisions your data and analysis feed so that your
organization can see how well its data-driven programs perform.

Planned Research

Our 2013 research will focus on how to do data-driven marketing and what to consider when
starting an initiative. We'll give you ways to compare marketing efforts that use data-driven methods
with those that don't. We'll offer best practice documents based on examples of companies
pursuing successful data-driven marketing programs. We'll also educate you in using new data
management and analytic tools and in building advanced models. Our Hype Cycles will help you
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track the maturity of analytic techniques and technologies so that you'll know when a company like
yours should consider them.

Data and the Creative Developer

How can I tune in the voice of the customer?

What are best practices for interactive instrumentation and adaptive customer experience?

Traditionally, marketers who wanted to find out what customers thought commissioned surveys and
convened focus groups. These methods suffer from inherent flaws — for example, they tend to
frame questions for customers rather than letting customers frame issues for themselves. Thus, a
company may proceed with a big investment in a new product without discovering hidden problems
that will cause the launch to fail. Conversely, a survey may predict failure for a product that
becomes wildly successful, as happened to Red Bull. Social networks and the Web supply rich
information about what customers think, but leading digital marketers go further by:

■ Forging strategic media partnerships

■ Creating interactive experiences designed to collect the specific types of data they need

■ Customizing their analysis to be predictive rather than just descriptive.

They also know that, in general, analytics can't be a centralized corporate function — it must be
accessible to the individuals who need it when they need it. Ask yourself:

■ Do you provide dashboards and visualization and drill-downs, not just static reports?

■ Can marketers use information and tools to test their own hypothesis without a lot of
assistance?

■ Do analysts have the necessary training and expertise to understand, for example, how to
distinguish causes from correlations?

■ Do the analytics indicate what will happen in the future under various scenarios?

■ Do your systems and organization enable managers to act on the information they receive by
altering the customer experience?

■ Can you quickly incorporate data into operational systems so that they react automatically
based on real-time results?

Planned Research

Our 2013 research will offer best practices for listening to customers and for analyzing and
presenting the information you glean from them. These best practices will range from how to
incorporate customer analytics into your business model to how to organize your analytics program.
We've been invited to observe some data-driven marketing projects up close this year, and we will
report periodically on what we find and on any lessons that might help you.
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Data and the Marketing Technologist

What are best practices for managing customer data security and privacy?

How do we support real-time platforms and marketing dashboards?

What are best practices for selecting and managing marketing data providers and agencies?

Data-driven marketing converts information about customers into business value. In the future,
context-aware services and real-time marketing will unleash killer apps that will dominate markets.
But this approach carries the risk of making customers feel exploited. If that happens, then they
won't do business with you anymore. Therefore, digital marketers must:

■ Protect customers' privacy

■ Be transparent about what information is collected and how it's used

■ Give customers options about what to share and for what purpose

■ Provide valued incentives to customers in exchange for permission to personalize their
marketing experiences

Both of these things — data-driven services and privacy protection — extend outside the limits of
your own organization. After all, you have to protect customer information when it resides in your
agencies and partners, too. Choosing the right partners will become even more critical.

Planned Research

Our 2013 research will help you evaluate technology and service providers through Magic
Quadrants and vendor landscapes, as well as other research. We'll also give you tools for evaluating
providers. We'll analyze data management platforms — how they're differentiated by capabilities
such as privacy, compliance, tag management and ad verification. Finally, we'll provide you some
best practices for handling privacy and other issues around customer data.

Related Priorities
Key Initiatives address significant business opportunities and threats, and typically have defined
objectives, substantial financial implications, and high organizational visibility. They are normally
implemented by a designated team with clear roles and responsibilities, as well as defined
performance objectives.
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Table 1. Related Priorities

Key Initiative Focus

Multichannel
Marketing

Multichannel marketing represents a coordinated program across digital and
traditional media to acquire and retain customers, extend the brand, condition the
market and engage communities.

Emerging Marketing
Trends

Emerging marketing trends, such as big data, social media, augmented reality and
context-aware computing, create new opportunities to acquire and retain
customers, fueling growth and taking market share.

Digital Marketing
Programs

Digital marketing programs pursue traditional marketing goals — plus new
objectives, such as customer collaboration — via online media such as the Web,
email, social media, mobile, commerce and Internet TV.

Mobile Marketing Mobile marketing involves using information about people's context (location,
identity, relationships and intentions) to tailor information and products that will
increase customer engagement and sales.

Monetizing Digital
Marketing Through
Commerce

E-commerce uses the Internet, mobile networks and commerce infrastructure to
execute transactions with consumers or businesses and to support marketing and
other activities around these transactions.

Social Marketing Social marketing is a strategy that uses social media to listen to and engage
customers, and cultivate brand advocates. It can shorten product development
cycles, boost innovation and increase conversion rates.

Source: Gartner (January 2013)

Suggested Next Steps

■ If you want to pursue data-driven marketing, then define metrics for the breakthrough that
you're focusing on. Benchmark how you're doing in this area today, so that you can measure
your project's success.

■ Include leaders from outside marketing when you plan data-driven marketing. For example, you
may need data management and analytics expertise from your IT organization. If you want to
pursue data-driven marketing, you first have to win support from corporate executives.

■ Take steps to achieve compliance with self-regulatory principles and practices. Get involved
with industry groups to influence those principles and practices.

Recommended Reading
Some documents may not be available as part of your current Gartner subscription.

"Data-Driven Marketing Can Give You Four Kinds of Breakthroughs"
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"How to Get the Data You Need to Win at Digital Marketing"

"Use Behavioral Analytics to Optimize Marketing Programs"

"Mobile Marketers: Don't Be Caught Without Clear Data Ownership and Consumer Privacy Policies"

Agenda Manager Profile

Andrew Frank covers data-driven marketing, advertising technology and business trends as a
Research Vice President with Gartner's Marketing Leaders and Media Research teams. His
research focuses on new opportunities in digital marketing and media intelligence using data-
driven techniques to optimize multichannel marketing efforts and media investments across social,
mobile and emerging channels.
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