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Introduction
Big Data is here to stay, and it’s 

growing exponentially by the minute. 

As industries evolve to keep up with the 

digital age, so must marketers evolve their 

strategies to harness the endless opportunities that 

becoming data-driven can provide.

This eBook provides best practices, tips, and resources on 

how you can get started using Big Data and Data Analytics to 

your advantage with topics such as data management, social 

media marketing, digital marketing, and more. Loaded with 

content from our experts,  when you’re through you’ll have a 

better understanding of how to implement highly successful 

strategies to increase ROI, improve customer engagement, and 

ultimately empower your business to succeed. 
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W    hen it comes to data, marketers today 

are becoming technically savvier. 

They seek better ways to use data to improve 

customer experiences and collect more online 

data to power digital marketing strategies. Big 

Data, social media data, and real-time data 

are part of everyday strategy discussions, 

and new technologies to reach these goals 

are on everyone’s radar. It’s no wonder why 

data-driven marketing is in the spotlight, as 

research is showing when companies put data 

at the center of their marketing decisions they 

improve their ROI by 20% (McKinsey).1 In a 

survey by GlobalDMA and the Winterberry 

Group, 77% of marketers stated that they are 

confident that data-driven approaches will 

drive company growth and improve customer 

experiences.2

In order to reach maximum potential, data 

should fuel every aspect of your marketing 

initiatives. Although there are troves of data 

available, this is where many marketers get 

tripped up. It’s not about collecting every piece 

of data available. It’s about collecting the right 

data that can be used to create meaningful 

interactions with your customers.  

It’s about being data-driven.

01. Why You Need to Get Your Data Together

The biggest drivers behind increasing data-driven marketing:

A need to align with digital consumer preferences

53%
49%

24%
20%

A need to be more customer centric 

Maximize effectiveness/efficiency of marketing investments 

Gain more knowledge of customers & prospects

The growing availability of audience data 

33%



Additional reasons companies are focusing on data driven strategies:

On-the-go and millennial 
shoppers want to be 
understood across multiple 
channels – and will head to 
the competition if they aren't 
provided with a seamless 
experience.

Because data is often siloed, 
marketers are heavily reliant 
on IT to access data in a 
format that can be used.

Marketers are increasingly in 
charge of data and self-serve 
technologies to boost ROI.

Where are these data efforts being focused?

69% 52% 49% 44% 44%

Targeting of 
offers, messages, 

and content

Data-driven 
strategy 

or product 
development

Customer 
experience 

optimization

Audience 
analytics/

measurement

Predictive 
analytics

4 
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W    hen data goes bad, even the best laid 

out strategies are doomed to fail. After 

all, “Garbage In, Garbage Out”, right? 

Dirty data can lead to operational inefficiencies, 

lost revenue, missed up-sell or cross-sell 

opportunities, wasted marketing budgets, and 

damaged customer relationships.

What exactly is dirty data? Dirty data refers to 

any type of data that is inconsistent or obsolete. 

02. Negative Impacts of Poor Quality Data

 � Numbers and letters in the 
same fields

 � Data in the wrong fields (i.e., 
phone numbers in postal code 
fields)

 � Duplicate records 
 � Format errors (i.e. a comma in 

an email field)
 � Incorrect, inconsistent, or 

misspelled titles
 � Aged data (i.e. when customers 

move, change emails or 
households split) 

Examples of Dirty Data

Companies are increasingly feeling the impact 

of dirty data. According to Experian’s “Data 

Quality Benchmark Report”, 26% of global 

organizations and 32% of US organizations 

feel their data is inaccurate.3

Key findings of the report also reveal that:

 � 95% of companies feel they must better 

manage their data to turn it into insight. 

The four main areas driving this need are 

to better understand customer needs, 

increase customer acquisition, increase 

customer lifetime value, and secure 

future budgets.

 � 83% of companies believe they are 

losing revenue as a result of bad data 

in the forms of wasted resources, lost 

productivity, and wasted marketing 

spend.

 � 63% of companies do not have a central 

repository of clean data. Much of this 

data is often residing in departmental 

siloes.
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Unfortunately, many organizations take a 

reactive approach to data management, only 

taking action when something negative occurs. 

For example, multiple messages sent to the 

wrong person damages customer relationships, 

and reveals a need to improve customer 

information. The fact of the matter is, 

choosing not to fix dirty data can be extremely 

damaging. Consider these data quality horror 

stories:

As customer service representatives at 
a large financial institution dealt with 
angry customers, they began entering 
phrases into the salutation field such as 
“What an idiot this customer is.” When 
the marketing department decided 
to send a marketing campaign using 
the customer service database, letters 
went out as “Dear Idiot Customer John 
Doe.” Customer relationships were 
ruined and the company’s reputation 
was damaged.

The “Dear Idiot” Letter

Due to incorrectly entered medical 
codes at British hospitals, thousands 
of men apparently required obstetric 
and prenatal exams. These seemingly 
simple errors caused disastrous 
results in billing, claims, and regulatory 
compliance. 

17,000 Men Are Pregnant

A large financial institution decided to 
send targeted campaigns to prospects 
showing them where their nearest 
branch was located. Unfortunately, 
the calculations used inaccurate data, 
based on “as the crow flies” data 
calculations instead of driving distance 
calculations. When one of the VP’s of 
the bank received the mailer, he was 
infuriated that he was told that the 
closest location was clear across the 
bay when there were many branches 
located far closer to his home.

As the Crow Flies

Journalist Lisa McIntire received a 
credit card offer from a bank addressed 
to “Lisa is a Slut McIntire.” The letter, 
sent to her mom’s house, immediately 
went viral. Similar to the “Dear Idiot” 
letters, at some point, a disgruntled 
employee most likely entered this into 
the name field and the name change 
went undetected until the launch of 
the credit card campaign. As marketers, 
it’s important to do some due diligence 
to ensure the data being used is 
accurate – and doesn’t completely 
offend your customers and prospects.

“Lisa Is a Slut McIntire” 

While these examples are 
extreme, the negative impacts of 
dirty data on your business are 
very real.
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A     s consumers interact with your brand, 

each of these touch points must be 

integrated into a marketing database. 

For example, this may include billing 

systems, email, customer service calls, 

POS, e-commerce, or any other sources of 

information that contain important customer 

details.

In addition to this internal or 1st party data, 

additional 3rd party data should also be 

included for a more robust profile of your 

customers.

Adding 3rd party demographic and firmographic 

data establishes a more comprehensive 

customer and prospect profile. This includes 

demographic data such as: age, health 

interests, marital status, net worth, occupation, 

religious affiliation, and more. Firmographic 

data may include annual revenue, D&B credit 

rating, legal code, number of employees, 

primary business address, SIC, and years in 

business.

Perform a Business Needs Analysis 
As part of any new data initiative, a business 

needs analysis should be performed to 

understand what is required of data moving 

forward. The focus of a business needs analysis 

is to understand business objectives, strategic 

goals and drivers. 

For example, what information is required to 

meet these objectives and how accessible is it 

to end users? Are data gaps occurring, limiting 

the availability of required information to 

support decision-making? What data issues 

may be impacting revenue, increasing costs, or 

causing inefficiencies in operations? 

Documenting business objectives helps 

determine what data should be captured, how 

the data is related, and how data should be 

structured to create value.

It is helpful to also evaluate the quality of 

your data with a data assessment. Many 

vendors offer a complimentary assessment to 

help identify areas where data quality can be 

03. Centralize Your Data
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improved, what types of data may be missing, 

and other problems that may be affecting 

optimal data performance. 

A 5-Step Approach to Data  
Management 

Once a data management project is approved, 

a data solutions provider will perform the 

following functions to ensure important 

customer details are integrated and remain 

current.

1) Data Identification 

An important first step is to identify all sources 

of data, fields of interest, format standards and 

definitions. Multiple sources of information 

may be used to contribute to the marketing 

database. These sources may include POS, 

e-commerce, customer loyalty programs, billing 

systems, and any other source of information 

that contains important customer details.  

2) Data Cleansing & Standardization 

No data is perfect. Different and sometimes 

conflicting pieces of information can be found 

across multiple sources for the same contact or 

company.  One-time feeds such as trade show 

data or prospect list purchases quickly age, and 

incoming data sources may lack critical data 

elements.   The goal is to rely on the data being 

as accurate as possible. For example, ZIP codes 

can be corrected if city and state are correct, 

centuries can be inferred for dates, and area 

codes can be added where missing.

Each data type must also have the same kind 

of content and format. Consistent formats 

need to be identified for data elements such as 

equipment identifies, phone numbers, dates, 

etc. A data quality solution should contain 

built-in transformation routines that assist 

in this significant process according to your 

company’s requirements.

3) Cross Referencing 

Duplicate data is the top data quality problem 

for 30% of organizations. Cross referencing, 

or matching, is the checking of two or more 

units of data for common characteristics.  The 

matching process removes data duplications 

and further improves data accuracy. 

For example, names and addresses are 

often the identifying field for a data source, 

particularly customer data. However, this data 

can become inaccurate and deteriorate over 

time, or the data may have been incorrectly 

entered at the beginning.  Performing matching 

to identify and correct these errors will 
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discover intelligent links among customer 

profiles to merge duplicate records.

4) Data Enhancement

Records are often missing important details. 

Data enhancement adds additional insight 

into contact details, demographics, lifestyle 

interests, and firmographics. 

5) Survivorship

By following this 5-step approach, a company 

can achieve a single source of truth through 

consolidation of all cross referenced data and 

elimination of redundant information. Business 

rules should be applied to reconcile conflicting 

characteristics and maintain constant 

identifiers over time.

 � 250 million US consumers

 � 100 million homeowners

 � 300+ data elements 

 � Email and phone

DataMentors’ Business and 
Consumer Databases

 � 13MM US businesses

 � 150 data elements

 � Linkage between HQ and site 
locations

Consumer File

Business File
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Data is everywhere. The number of unique 

data sources out there is larger than any 

one organization can wrangle. And make no 

mistake – these big data sets are the source of 

competitive advantage for companies across all 

industries.

Finding the right information from today’s 

data ecosystem is a hurdle that more than one 

marketer has had to overcome. Yet when these 

data sources are added to a marketing data 

mix, marketers can take the concept of being 

data-driven to entirely new levels.

DaaS is a service approach 

in which a vendor sources, 

structures, and delivers 

unique and hard-to-find data 

assets on a real-time basis.
At the same time, a company’s core data set is 

also enhanced so it is digitally addressable. 

This specialized core data set, integrated 

with the new data sources, is built to deliver 

competitive advantage on a daily basis. 

Companies can deliver marketing campaigns 

through multi-channel programs or customized 

ads and messaging can be sent directly to a 

company’s customers and prospects through 

its digital marketing platform.

DaaS combines three types of data, uniquely 

customized to each company:

The result is access to a constant stream of 

in-market prospects, targeting with relevant 

offers, and customized data capability versus 

random or one-time-use prospect lists. 

04. Use Data-as-a-Service to Identify 
In-Market Prospects

1 Foundational Data 

Internal data combined with additional 

demographic, firmographic, enhanced, 

and specialty data.

Fast Data 

Real-time behavioral data.

Onboarded Data 

Offline data transformed into addressable 

online identities.

2

3
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Foundational Data
Foundational data refers to what a company’s customers and prospects look like at the moment 

– a 360-degree view. This foundational data set comprises a company’s 1st and 3rd party data sets 

and unique as well as Hard-to-Find Data (HTFD) sources.

Occupation

Lifestyle

Gender
Age

Income

Consumer Data 

Industry

Annual Revenue
Address

Business Data 

Size of Company

Unique and Hard-to-Find Data (HTFD)

A powerful advantage of DaaS is the ability to 

add unique and hard-to-find data that has been 

aggregated from hundreds of Big Data sources. 

These data sets are highly targeted and go well 

beyond third party lists.  

To really understand the potential of these 

unique data sets, it is important to understand 

where all this data is coming from. The 

information being generated from Big Data can 

be segmented into six specific categories: web 

mining, search information, social media, crowd 

sourcing, transactional, and mobile. 
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Web Mining 

Web mining is data compiled by mining the 

open web. This includes automated processes 

of discovering and extracting information from 

web documents and servers, including mining 

unstructured data. Information extracted from 

server logs and browser activity, links and site 

structure, or page content and documents are 

all examples of web mining.

Search Information  

Search information is data available as a result 

of browser activity that includes tracking 

search and intent behavior. This data can be 

used to identify digital audiences through 

onboarding (matching consumers to their 

online IDs).

Social Media  

The average global Internet user spends two 

and a half hours daily on social media. A vast 

array of data is available on statuses, personal 

preferences, likes, “check-ins”, shares, and 

comments.

Crowd Sourcing 

Crowd sourcing is collective intelligence 

gathered from the public. Data is compiled 

from multiple sources or large communities of 

people, including forums, surveys, polls, and 

other user-generated media.

Transactional  

Transactional data is created when 

organizations conduct business. This can be 

financial, logistical or any related process 

involving activities such as purchases, requests, 

insurance claims, deposits, withdrawals, flight 

reservations, credit card purchases, etc.

Mobile  

Mobile data is driving the largest surge in data 

volume. The data is created not only from the 

abundance of smart phones and consumer 

usage patterns, but also by applications or 

other service working in the background.

DaaS provides highly specialized 
data assets that have already 
been mined from these Big Data 
sources.

 � Niche company lists, beyond high level SIC and NAIC 
code descriptions.

 � Information (contacts, top customers, products, 
shipments) on 1.5 million buyers and suppliers in 90 
countries. Helps sellers identify/evaluate buyers, helps 
buyers identify/evaluate suppliers.

 � Data collected on 88 million residential and 
commercial building permits, 155 million inspection 
records, and 7 million contractors in the U.S.

 � Spend data on specific businesses by categories.

 � U.S. manufacturing industry data with unique 
attributes such as certifications (ANSI, ISO), business 
type (exporter, distributor) and products & services 
(adhesive technologies, compounds).

 � Comprehensive healthcare data (doctors, dentists, 
other prescribers, their practices, clinics, hospitals, and 
more).

Examples of Unique Data Sources
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Onboarded DAta
Data onboarding is all about bringing offline 

data into the online world. AdAge provides 

the following definition: “data onboarding, 

sometimes referred to as data on-ramping, 

is the transfer of data gathered offline to the 

digital realm.”

Offline data, such as customer service calls or 

point of sale transactions, is information that 

sits in a company’s CRM.  While this data is 

great for traditional marketing segmentation 

and targeting, it doesn’t address the digital 

needs and behaviors of customers and 

prospects who are online.

As part of a data onboarding process, matches 

are made between offline data and online user 

profiles. Data such as a phone number, email 

address, name, or physical address are used as 

identifiers. These identifiers are then matched 

to online cookies, creating a universe of 

digitally addressable prospects and customers.

Onboarding services have created huge 

opportunities for marketers. For example, 

targeted display campaigns can be displayed 

to specific customer and prospect segments. 

A financial company may want to target key 

customer groups with display ads that cross-

sell another product. An auto company may 

show ads to people with leases ready for 

renewal. Cross-channel campaigns are also 

more effective when sent to the same audience 

via email, direct mail, and display advertising.

Example Match Report 
through DataMentors’ 
Onboarding Process  
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Fast DAta
Fast Data is the continual processing of Big 

Data in real time to generate insights for 

immediate action. As Big Data is created, 

such as click-stream data, social media posts, 

purchase transactions, mobile GPS signals, 

or sensor data, these events occur almost 

instantaneously - thousands of times per 

second. 

Fast Data aggregates event and behavioral-

driven data to determine purchase intent as 

it occurs. These moment-to-moment insights 

are crucial for today’s enterprises and play 

an important role in targeting in-market 

consumers and businesses to generate ROI. 

Just imagine the competitive advantage in 

having exclusive knowledge about who is 

actively searching for products you (or your 

competitors) sell.

Based on behavioral triggers and purchase 

intent generated through Fast Data, DaaS 

delivers streams of prospects, and even a 

company’s own customers, who are in-market 

today for your services and products.

Who just 
 had a baby? 

Who is searching for  
a new dining room set? 

Who just made  
travel reservations?

Who just applied 
for home loan?

Who is car 
shopping today?

What company is  
hiring new servers?

Examples of Fast Data
 � Aggregated "intent data" from over 160 million unique users on e-commerce, online travel agency 

and auto comparison sites.

 � Digital data that includes web pages surfed, all email, and Machine to Machine (Internet of Things) 
digital activity.

 � Transactional data such as purchases, requests, insurance claims, deposits, withdrawals, flight 
reservations, credit card purchases, and more.

 � Search data on any term, such as “Home Renovation”, “Excited about the Move”, or competitors 
names and products.
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A national banking client was seeking ways 

to boost customer acquisition. They used 

the following data sets to identify in-market 

targets.

Mortgages: First Time Home Buyers:

 � Identified a list of the bank’s customers 

and targeted prospects.

 � Suppressed current homeowners, leaving 

non-homeowners with specific traits (age, 

head of household, HHI, etc.).

 � Monitored the resulting file for mortgage 

activity with a specific FICO level 

indicator – e.g. 680.  When a “hit” was 

identified, the bank was notified and 

a fair offer of credit was made to the 

potential homeowner.

Mortgages: Refinance Variation: 

 � Secured a list of property building 

permits on specific bank customers 

and high end prospect records. When a 

substantial amount of work is being done 

at a property, this could designate the 

opportunity for a refinance.

Investments:

 � Scraped public record data in bank’s 

footprint to identify consumers and 

businesses that have experienced a 

significant liquidity event.

 � Identify people looking to sell a high end 

auto.

 � Identify pre-movers.

 � Monitor life triggers, such as marriages, 

divorces, and new births.

Businesses:

 � Monitor email server activity.

 � Scraped public record data in bank’s 

operating footprint to identify businesses 

that are moving, have moved, or have 

received certain levels and kinds of 

funding.

 � Review of other financial activity that 

may be leading indicators of growth or 

decline.

05. Examples of Companies Using DaaS 

Example #1
Financial Services
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The following data sets are being used by several well-known names in the automotive industry.

Example #2
Automotive Industry 

 � 100% populated with Make, Model and Year as derived directly from VINs.

 � Every lead record includes Name, Address, Make, Model and Year.

 � Premium selects include in-market for a new vehicle, consumer demographics, segmented wealth 
modeling, email addresses, and full VIN.

 � Multiple other selections available such as engine size, fuel type, drive train, engine block,  and 
engine cylinders.

 � Validated emails available for approximately 45% of file. 

 � Directory assistance validated phone numbers for approximately 70% of file.

 � Identifies cars that you sold and performed regular service on, after they are sold to a new 
owner, so you can bring them back in for service.

 � Statistically modeled values that indicate a household’s inclination to purchase a vehicle within 
the next 5 months. 

 � Allows you to target prospects most likely to be in-market for a new or used vehicle. 

 � Along with other consumer variables, brings you closer to finding the ready to buy, sell, or lease 
prospects in your targeted geographical area.

Unparalleled access to the 
vast data market place for 
insights based on imminent 
purchase signals such as:

 � New births

 � Home purchases

 � Credit triggers

 � Social signals

 � New teen drivers

 � New movers

Auto ID Selects

Follow the Car

In-Market Model

Trigger Data Elements



17 

A large, multi-regional furniture retailer used 

FurnitureROITM , a furniture retail data product, 

to accomplish the following campaigns. 

Identify New Prospects

 � Accessed DataMentors’ NCOA Scrubbed 

data bse of 250MM US Consumers

 � Segmented based on 300 Data Elements 

(Age, Income, Home Ownership, Home 

Improvement and Decorating Interests, 

Expectant Parent, Recent Divorce, Recent 

Home Buyer, Home Square Footage, and 

more).

Millennial Data: Targeted Millennial 
Consumers with Multi-Channel Messaging

 � Used data on 42MM millennials to 

segment millennial consumers by 

proximity to store location, income, 

home-owner or renter, lifestyle interests, 

including technology, home improvement 

and decorating interests.

 � Deployed campaigns from rich contact 

data including email address and mobile 

number. 

 

 

 

Pre-Mover and New-Mover Data: Sent 
Offers to Consumers Who May Soon be 
In-Market

 � Used industry’s leading database for new 

and pre-mover identification to target 

individuals about to move or already 

moved with relevant right messaging  

Social Signaling Data: Boosted Customer 
Acquisition Through Social Prospecting

 � Monitored social media for furniture 

purchase signaling, such as “excited 

about the move” or “looking for a leather 

couch.”

Onboarded Data: Digitally Addressable 
Dataset for Real-Time Messaging

 � Unique data sets are integrated and 

structured to form an “always-on” stream 

of prospects. Data is onboarded to link 

offline data to online IDs for customized 

ad delivery through channel systems.

Example #3
Furniture Retail
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Customers are rich resources of 

information. With data-driven strategies 

in place, companies can answer crucial 

marketing questions like: 

 � What do my customers look like?

 � What products have they purchased and 

what is their purchasing behavior?

 � Who are my best customers and what 

will keep them loyal?

 � What is the best way to reach my 

customers and prospects?

 � What patterns may indicate unhappy 

customers and how can I mitigate 

attrition risk?

New technologies and user-friendly analytical 

tools enable marketers and business-users to 

quickly find the answers to these questions 

within their marketing database.  

A useful strategy is to begin by creating 

customer segments. Customer segmentation 

refers to dividing customers into groups who 

share similar characteristics such as age, 

gender, lifestyle, etc. Any number of segments 

can be created as long as each segment is large 

enough to be profitable and accessible. 

A segment that is too narrow, or small, won’t 

be worthy of marketing efforts. At the same 

time, regardless of size, the consumers must 

be accessible, or able to by reached through 

already established or easily created channels. 

When creating customer segments, a 

company must consider a wide range of 

customer characteristics such as behavioral, 

demographic, value-based, and psychopathic. 

Based on any combination of these 

characteristics, companies can develop key 

customer segments and develop marketing 

strategies designed to generate the most profit 

from each unique customer group. A company 

may want to enhance loyalty, increase 

customer value, or provide products and 

services to a particular geographic area.

06. Apply Analytics to Identify Your 
Best Customers & Prospects
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Demographics: Factual 
characteristics, such as: 

age, gender, occupation, 
and income. For 

example, are the 
majority of your 

customers female or 
male? Where do they 

live? Are they single or 
married?

Value-Based: Actual 
or potential revenue 

of customers and the 
costs of maintaining 
relationships with 
them. Analyzing these 
attributes allows 
marketers to allocate 
resources to the most-
profitable customer 

groups.

Psychographics: Values, attitudes, and lifestyles that answer 
questions such as what motivates your customers to buy your 

products and services? What are their key values? 
What are their hobbies and habits?

Behavioral: Characteristics 
such as product usage and 

frequency of purchase.

Characteristics

Geographic Segmentation 

Marketers may create segments based on 

geographic location such as neighborhoods, 

cities, states, regions, or postal codes. A local 

retailer may want to only target consumers 

within a certain radius of the store. A large 

retailer selling seasonal products, such as 

winter coats, will benefit from concentrating 

marketing efforts on areas with colder weather.

Life Stage Segmentation 

Life stage segmentation requires looking 

at a combination of demographics and 

psychographics characteristics to determine 

where consumers are in their life cycle. 

Different marketing techniques will appeal to 

different segments. A message sent to a college 

student will be much different than one sent to 

a young family or senior citizen.

Customer-Value Based Segmentation 

Companies can devote more resources and 

create best-in-class offers for their most 

profitable customers by creating segments 

based on transactional history such as average 

spend, products purchased, and frequency of 

purchase. For example, a bank may want to 

increase the credit card limit for high-spend, 

Consider the following segmentation examples. 
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high-value customers. Similarly, an online 

retailer may offer free shipping to profitable 

customer segments.

Buying Frequency Segmentation 

Creating a segmentation based on buying 

frequency is beneficial for targeted 

marketing campaigns, such as attempting to 

reengage past customers or reward frequent 

shoppers. For example, marketers can create 

a segment of customers who have not 

purchased in the past six months, and send 

a special incentive to this group. 

Consider another example of a furniture 

.

E x a m p l e  o f  B u y i n g  F r e q u e n c y  S e g m e n tat i o n
In the following example, a regional retailer has identified 
three segments and the marketing strategy for each. 

Former 
Customers
No purchases in 

the past year

Low 
Frequency 

Purchasers
1 purchase
 per year

High Value 
Customers 
2-3 purchases 

per month with 
high spend per 

transaction

Send a winback 
promo such as 
an invite to try 

the product at a 
discounted price.

Send coupon 
or other special 

incentive to 
increase buying 

frequency.

Reward with a 
loyalty program 

or special offer to 
enhance loyalty.

retailer. The retailer’s most profitable customers can be pinpointed by analyzing information such 

as products purchased, frequency of purchase, and amount of purchase. When rich demographics 

are also added to the mix, the highest performing furniture groups can easily be determined 

among customer segments. Perhaps living room purchases are highest among customers 

between 45-60 with a household income between $75,000 and $99,000. 

With an understanding of these best customers, the same criteria can then be applied to find the 

most ideal prospects. By using an analytical solution with mapping capabilities, prospects can 

easily be mapped out by zip code or proximity to a store location.



21 

Similar to segmentation, predictive 

modeling allows marketers to develop very 

precise, targeted campaigns. Both techniques 

examine the characteristics of customers 

and prospects; however modeling takes this 

one step further by also predicting future 

behaviors. 

Modeling is the practice of forecasting 

consumer behaviors and assigning a score 

based on the likelihood of completing a desired 

action, such as purchasing a product. For 

example, which customers are most likely to 

spend the most across a 6-month cycle?

Types of Modeling

Response Modeling 

This type of modeling is used to identify 

customers or prospects most likely to respond 

to marketing offers. By collecting and analyzing 

data on individual customers, marketers 

assign scores to individuals representing their 

likelihood to perform a desired action, such as 

purchasing a product. Highly targeted offers 

can then be sent to those with the highest 

scores. 

Propensity to Purchase Modeling 

This refers to the likelihood of a customer 

to purchase a particular product. By better 

understanding a customer’s purchase 

propensity, companies are more likely to 

up-sell or cross-sell these customers. Types 

of data that are often included in this type of 

model include purchase behavior in the last 12 

months, amount of spend, frequency, and other 

actions such as increased website engagement. 

By understanding a customer’s likelihood to 

buy, consumers in the market can be targeted 

with the right offers at the right time.

07. Use Modeling to Predict
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Customer Churn Modeling 

By better understanding what is causing 

customers to stop using your services or switch 

brands, processes can be put into place to 

mitigate churn risk.  A customer churn model 

evaluates customer behaviors such as purchase 

frequency and date of last purchase. A possible 

indicator that a customer may be thinking of 

leaving is decreased purchasing frequency. 

Companies can implement triggers based 

on changing customer behaviors, and put 

customer retention strategies into place before 

a customer switches brands.

Through a combination of segmentation and 

predictive modeling, customers can be targeted 

with the most relevant offers and through the 

right channels.

When data drives campaigns, 
the results speak for themselves. 

BlueKai 4

of marketers say data increases 
conversion and acquisition78%

71%
say it enables the delivery 
of more relevant messaging 
to more finely segmented 
audiences.
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While you may have plenty of 

information and data gathered from 

various touch points with your customers, 

or additional data sourced through Data-

as-a-Service, you should also offer ways to 

encourage your customers to share more of 

their personal information with you. 

Consumers want personalized experiences, 

recommendations, and offers. And while there 

are certain types of personal information 

that consumers will share to get this, many 

consumers are wary of sharing too much or too 

personal of information. 

08. Three Ways to Get Your Customers 
to Share More Data

Research shows that consumers are fairly open to 
sharing information about gender, age, and income 
with marketers. 
They are much less willing to share the name of 
their spouse, lists of family and friends, and their 
Social Security number.

 SDL5

79%

49%

are more likely to share with a brand 
they have purchased from before.

would share personal data in exchange for free products and 
services.

are willing to share personal information with brands in 
order to join a loyalty program.

41%
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So how do you get your customers 
to share their personal information 
without coming across as a pushy  
marketer? 

1) Be Transparent

Establishing trust between a brand and a 

consumer means being upfront about the type 

of data being collected and what the data is 

being used for. Too many brands do not take 

the time to do this. As consumers become 

more empowered and informed, companies 

that aren’t completely transparent risk losing 

customers – and valuable information. When a 

consumer knows exactly how the data is being 

used, they are more willing to share.

2) Offer a Way to Opt Out

Consumers want to know that they can opt out 

or choose not to share information they aren’t 

comfortable giving up. By making these policies 

clear from the beginning with easy measures to 

discontinue information sharing, trust is built 

and consumers are reassured. Retaining control 

over the sharing of their personal data was 

important to nearly all respondents (85%) of a 

survey put out by DMA (the Direct Marketing 

Association).6

3) Offer Benefits

Consumers are more likely to give up 

information when they receive something 

in return. While low-value data like contact 

information is easier to get, consumers are 

more willing to share higher value data such 

as preferences, hobbies, and interests when 

they receive something in return. For example, 

sports fanatics will share information about 

their favorite teams to get personalized 

updates, or banking customers will share 

personal information to receive tailored offers.

The balance of power is tilted 
towards consumers. This means 
brands must not only establish 
trust, but also a reason for 
consumers to share their valuable 
information. Consumers are 
increasingly seeing the value 
as companies take the time to 
get to know them and deliver 
the personalized offers they are 
seeking.
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In the age of the empowered customer, you 

need your customers more than they need 

you. “Customer experience” or CX is at the 

top of every marketer’s mind, and consumers 

have more options than ever before and access 

to more products on more channels. Creating 

loyal brand advocates is no longer a matter of 

competing on price or product features. More 

so than ever before, customer experience is the 

new currency driving loyalty. 

According to Gartner, as customer 

expectations continue to grow, analysts 

predict that as much as 50 percent of product 

investments will be redirected to customer 

experience innovations by 2017.7

The payoff for these investments is well 

worth the effort. Customers are more likely 

to be loyal to companies that provide positive 

customer experiences.

09. Use Data-Driven Insights to Improve 
Customer Experiences

 SDL5

“Customer experience is the new 

battleground for companies that 

can no longer win customer 

loyalty based exclusively on 

product features (too easy to 

copy), selection (‘I can always 

find an alternative product or 

service online’), or price (‘At 

any given moment I can almost 

certainly find a lower price’).”
- Harley Manning, Forrester Research 
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Here are some sure-fire ways to gain more wins on the 
customer experience battleground: 

Offer Personalized Experiences: 

Today’s consumers are inundated with mass marketing messages 

that have no relevance and are quickly forgotten. The messages 

consumers are most apt to remember are ones that are highly 

personalized, delivered through the channels they most prefer, 

and at the time of their choosing.  Delivering these personalized 

experiences begins with a well-integrated marketing database to 

derive a comprehensive view of your customers, their preferences, 

and what drives their behaviors. 

Utilize Social Media Channels: 

Consumers are actively seeking to engage in conversations with their 

favorite brands through social media sites.  Providing exceptional 

customer service is a key component to creating a positive customer 

experience. According to a study from NM Incite, nearly half (47%) 

of U.S. social media users today actively seek customer service 

through social media.9 Prompt attention to customer complaints, 

questions, or comments on social sites provides a great opportunity 

to build better customer relationships with social followers.

Use Data to Improve Your Multi-Channel Marketing: 

Consumers seek seamless and consistent interactions as they 

interact with their favorite brands across multiple channels.  Positive 

experiences across several channels greatly enhance brand loyalty 

and improve the customer relationship. Multi-channel consumers 

spend 82% more per transaction than a customer who only shops in 

store, according to business advisory firm, Deloitte.10

Oracle Corp. 8

81% of customers 
are willing to pay 
more for a superior 
customer experience

89% of customers 
switched brands 
after a poor customer 
experience

Companies lose 20% 
of revenue annually 
due to poor customer 
experiences
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Reward with Loyalty Marketing: 

The concept of loyalty programs is not 

new.  Airlines have been using them for 

years.  These programs are purchase-based, 

rewarding points, freebies, or other incentives 

for purchasing. According to FiveStars, a 

company’s most loyal customers spend 10 

times more than new ones. Consumers who 

sign up for loyalty programs want to hear 

from companies. FiveStars cited that 65% of 

a company’s most loyal customers want to 

receive coupons and promotions on a regular 

basis.11 However, customers do not want to 

receive every offer on the table. By analyzing 

customer profiles and channel preferences, 

marketers can deliver highly targeted offers on 

a regular basis. 

Analyze to Improve: 

Implementing a strategy to improve customer 

experience is a great start; however, 

organizations must continually monitor 

customer engagement to determine if 

customer experience goals are being met. 

Customer feedback is important and should be 

utilized to evaluate interactions and make any 

necessary changes and improvements. Valuable 

tools include surveys, focus groups and text 

analytics. 

In today’s age of the knowledge-
driven consumer, companies must 
be committed to truly knowing and 
understanding their customers.  By 
integrating data across multiple 
channels to create well-developed 
customer profiles, companies can 
find smarter ways to meet increasing 
customer expectations. Every customer 
interaction is an opportunity to 
strengthen customer loyalty, reduce 
churn, and boost revenues.  The 
customer experience is truly a critical 
differentiator in today’s competitive 
economy.

Analyzing the Success of a Customer Experience Strategy Involves:

Integrated Data 
All data sources must be properly integrated and cleansed to create a single version of the 
customer experience journey.

Measurable Analytics 
Establish measurable customer experience goals and correlating metrics.  For example, a 
goal may be to increase online purchases by x% among most-profitable customer segments 
through a loyalty marketing program.

Optimization
If results are not meeting goals, develop approaches to refine and optimize strategies. The 
pace of business is continuously changing and moving - the same is true for your marketing.
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Most consumers shop across multiple 

channels – in fact, a whopping 72% 

want to connect and engage with brands 

through digital channels.12 Most businesses 

have made, or are beginning to make, the 

transition to better engage today’s digital 

consumers. Offline must be integrated with 

online methods, consumer data must be 

collected across all touch points, and marketers 

must understand that personalized digital 

experiences will drive success.

Ever wonder just how much of an impact digital 

marketing strategies really make? Take a look 

at these compelling reasons why you should 

seriously think about using data-driven insights 

to ramp up your digital presence.

Consumers Use Multiple  
Channels Before They Buy

Eighty percent of consumer use online 

channels to research products and services 

before they make a purchase decision. 

Furthermore, they use an average of 6 

channels.12 

Be sure your customers and prospects can find 

you during this critical phase of the purchase 

journey. According to a recent survey by 

MarketingCharts.com, digital dominates the 

biggest increase in marketing spend for 2015. 

Marketers plan significant increases in spend 

for email marketing, social media, mobile 

marketing, search (both organic and paid), and 

online display advertising.

10. Compelling Reasons to Ramp Up Your 
Digital Marketing Strategy with Better Data

 SDL5
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With so much new spend on digital marketing, 

businesses must be sure they know their 

customers and prospects and which digital 

channels and sites will be most appealing. The 

world of digital promises big opportunities, 

but just following the trends without 

actionable intelligence can result in a revenue 

hemorrhage. 

For example, which sites do your prospects 

use most frequently for research? Which 

social media sites do they use? What types of 

incentives will drive the most conversions? 

Customers Who Use  
Multiple Channels Spend More

Consumers who engage with a brand through 

multiple channels spend more by as much as 

4 times. Plus, two-thirds of shoppers reported 

using more than one channel during the 

shopping process.

Focusing on multi-channel shoppers is well 

worth the effort. Not only do they spend more, 

but they tend to be more brand loyal and 

value conscious. Despite a digitally evolving 

culture, it is important to use a mix of digital 

and traditional channels, and analyze your data 

to understand what makes your customers 

tick. This information is invaluable to delivering 

exceptional customer experiences.

Mobile Marketing Continues to Rise 

Mobile marketing accounts for 34% of all 

organic site traffic and up to 78% of mobile 

searches resulting in a purchase.13 The digital 

market is slowly being overtaken by mobile. 

Messages are increasingly being viewed  more 

on smart phones and tablets in comparison to 

desktops. As more and more consumers view 

messages and sites on mobile sites, simplicity 

is key. Large pictures and fluff will detract from 

your message – keep it simple and to the point.

As personalized marketing also continues 

to dominate and drive higher conversions, 

Two-thirds of shoppers 
use more than one channel 
during the shopping 
process.



30 

an up-to-date marketing database is key to 

engaging interactions. Rather than focusing on 

simply using the recipient’s name, personalized 

messaging should focus on the person’s 

location, preferences, and other interests.

Consumers Are Continually  
Looking for Content

Today’s consumers are knowledge driven. 

They want answers before they walk into your 

store, reach out to your sales department, 

talk with channel partners, or purchase from 

your website. Consumers will spend 23% of 

their online time researching content to get 

information to help them in their purchase 

decision.14 And this number is even larger 

among today’s younger millennial generation 

who are the largest population using digital 

channels.

Content marketing (frequent blogs, posts, 

articles, and social media sharing) keeps 

fresh content in front of your prospects and 

customers. Data is playing an increasingly 

important role in content marketing, because 

beyond just writing great content, marketers 

must analyze the data to understand how to 

reach and engage the right audience.

The Facts: Integrated Digital Marketing 
Campaigns Deliver Higher ROI

Many companies are still hesitant to invest 

heavily in newer digital channels. It’s all 

about the ROI, and since traditional means of 

marketing and advertising have worked in the 

past many companies are asking, “What’s the 

ROI of digital?”

Here are some examples of Digital 
ROI compiled by marketing agency, 
BarnRaisers:15

CADBURY

Cadbury’s “Chocolate Charmer” 

online advertising campaign provided 

ROI almost 4X higher than their TV 

campaign. The chocolate brand ran 

a cross-media campaign for its Dairy 

Milk brand, covering TV, online ads and 

YouTube promoted videos. Despite only 

investing 7% of its budget in online, the 

brand saw the sector generate 20% of 

the sales.
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The digital marketing landscape is continually evolving and more companies 
are embracing digital channels. In order to differentiate your company from the 
competition, data should be at the heart of your digital marketing decisions. 

Consumers want transparency, personalization, and relevant messaging.  They are 
savvier and driven by information and will ignore the fluff. Let data lead the way as 
you ramp up your digital presence.

COMSCORE (KELLOGG)

Kellogg uses marketing mix models to 

assess the effectiveness of the various 

elements of its marketing mix. Results 

from two Brand Market Mix Models 

show an increase in ROI of 5x and 6x 

for digital advertising since Kellogg 

began using comScore advertising 

effectiveness services to improve the 

delivery of its media plans. As Kellogg 

adds viewability measurement to its 

optimization processes, it is expected 

that these ROI numbers will increase 

further.

GOOGLE AND DOVE

Google and Dove worked together to 

explore the impact of online advertising 

on in-store sales. The study found 

that the inclusion of online advertising 

resulted in a 6% overall sales uplift. 

Online advertising was most effective 

when used in synergy with national TV, 

a combination that led to a 11% sales 

uplift. Most interestingly, it was found 

that although the campaign advertised 

a single product, it was effective in 

generating sales over the whole range.
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As you become more adept at data-driven strategies, it’s important to continually analyze 

marketing performance to maximize effectiveness and optimize ROI.  As business goals 

shift or new data patterns emerge, marketing initiatives must also change. Marketers must 

smartly use metrics to prove the value of being a data-driven organization and to demonstrate 

marketing’s contribution to overall business growth. 

Marketers today must gain experience with the technology and tools to leverage 

data and analytics. By embracing a data-driven mindset, data has the potential to 

fuel every aspect of marketing success, and ultimately business growth.

11. Analyze Marketing Performance to 
Maximize Effectiveness

About DataMentors

DataMentors is the industry’s leading provider of Data-as-a-Service (DaaS). Our comprehensive 

data solutions help clients grow, acquire, and retain their most profitable customers with cross-

channel marketing strategies. We help companies leverage the modern data ecosystem and 

real-time data analytics to create a customized “always on” dataset of consumers where purchase 

is imminent. Recognized by Gartner for data quality for the past eight years, we provide the most 

powerful marketing data and technology services in the industry.  

Contact us: www.datamentors.com | info@datamentors.com | (813) 960-7800
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