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INTRODUCTION

Introduction
Customers are the number one driving force behind the changes that 
are occurring in today’s digital marketing world. Traditional marketing 
methods based on a linear buyer journey are no longer relevant as the 
customer journey has become increasingly complex and the 
combination of a broad spectrum of multiple touch points and 
exceedingly high customer expectations, which demand consistency, 
personalization, and meaningfulness, have created an environment 
where CMOs have no choice but to adapt.

In short, customers are now running the game. 

The amount of power that has transferred into the hands of 
consumers is immense and brands can feel it. They have to 
consistently and constantly reinvent themselves to deliver a 
memorable customer experience that will resonate with consumers. 
And that means understanding precisely what the customer’s 
beginning-to-end journey is. 

This is where it gets tough. 
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This e-book will focus on the shift in digital marketing trends as based on 
the increasing importance of delivering the ultimate customer experience. 
You’ll learn about how to optimize the digital customer experience 
through a digital marketing perspective through understanding:

Why the traditional marketing funnel isn’t enough
Why content is king and native ads are ruling
The importance of hyper-personalization
What omni-channel marketing is
The main touchpoint challenges for CMOs
How and why data is used for personalization

?
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CHAPTER 1

It’s no wonder that the traditional purchase funnel (aka marketing 
funnel) is no longer relevant to today’s average consumer; things 
have changed since the 1800’s when it was first introduced. 
Originally designed to represent the buyer’s journey, the funnel 
focused on the buyer’s linear migration in designated stages that 
started with awareness and ended with the purchase or loyalty 
stage. It assumed that all customers started at the top of the 
funnel and moved organically through the different stages. The 
problem is that the buyer’s journey is no longer linear (was it ever?) 
and the funnel is no longer pertinent, yet CMOs are still referring to 
it when developing their marketing strategies. 

What Changed?

The advancement of technological innovations has permeated the 
consumer’s realm by providing them with nonstop access to information 
and a giant increase in the available number of touchpoints. Consumers 
have welcomed this change and along with it, have altered the way they 
research, decide, and buy products, moving away from the fundamental 
concept of the traditional funnel. 
 

The Shift
In the past, it was copacetic to inundate consumers with generic advertising 
messages that may or may not have had any relevance to the consumer. As 
far as the brands were concerned, the battle for the consumer was based on 
who had the most media spend and creative messaging. And most times, 
these campaigns weren’t customer-centric, they were focused on the brand 
and didn’t deliver any valuable information or content to the viewer. 
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As times changed and consumers evolved into data-informed consumers, 
the power began to shift from the brand to the consumer. Consumers 
now had the ability to share their opinion and experiences with a plethora 
of people via social media outlets and self-educate themselves in any 
stage of the decision-making process. So now, the traditional ad that 
would once send a consumer straight from the ad to your website no 
longer accomplished its main task. Rather, now consumers would view 
the ad and research your company, contemplate reviews, and begin a 
discourse through social media with other consumers who have 
experienced your product or service.
 
And if we were to force the concept of the funnel to today’s buyer journey, 
we would see that the consumer jumps back and forth through the 
different stages as they delve deeper and deeper into their research 
process, thus making the funnel inconsequential. 

In addition to the abundance of information available for consumers, 
consumers can now access all of this information and more through a 
multitude of channels, such as mobile, desktop, in-store, etc. This creates 
an even bigger obstacle for the modern marketer who is trying to send 
their potential consumer the right message at the right time regardless of 
which channel they are using. The consumer is now able to skip through 
different stages in the decision-making process via different channels, 
requiring marketing teams to figure out how they can create and maintain 
a single view of their consumer in order to provide them with a seamless 
buying experience no matter where they are. 

The Impact
This shift in power from the CMO to the consumer caused a disruption in 
the marketing world. Marketers were no longer only focused on the brand; 
rather, they began to understand that the consumer and the customer 
experience was the key to an increase in sales and ROI. 

http://www.adclarity.com/
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In 2014, HBR quantified the customer experience and came to the following 
conclusions:

And because of this, businesses began to change the way they did marketing 
in order to appease their customers. 

They began to give their prospects and consumers valuable content through 
their blogs, websites, and social media. Enhanced segmentation began to be 
considered, as it linked to delivering a hyper-personalized experience to their 
consumer. Businesses began to be available through every medium at every 
hour, dissipating the borders between in-store and online. And developing the 
right messages at the right time became more critical than ever. 

Conclusion
It is easy to see why the funnel became irrelevant and why companies began 
to focus on the customer experience more than ever. But understanding this 
change is still not enough. Marketers and CMOs must know exactly who their 
customers and prospects are, what they need, and where they’re looking to 
get their information. The difficulty to do all of this without the involvement of 
multiple touchpoints is immense, and with the touchpoints even more. 
Providing value to consumers has become a career within and of itself and in 
the next chapter we will discuss one of the most important aspects in 
bringing value to the customer which is through content and native 
advertising. 

THE DEATH OF THE FUNNEL

Customers who had good past experiences spent 140% more than those 
who had poor past experiences

In regards to subscription-based businesses, customers who had poor 
customer experience would most likely remain a member for a little over a 
year whereas customers who received a high level of customer 
experience would most likely remain members for an additional six years 

http://www.adclarity.com/


Contemplating
Content & Native

There is no question that content is one of the most important aspects 
of any marketing strategy for any type of company. As noted in the 
previous chapter, customers want to consume valuable and relevant 
information that will fulfill their needs, whether it be just acquiring 
information about a general topic or trying to understand why they 
need a certain product or service. It is crucial for marketing teams to 
develop a content marketing strategy that does all this, while still 
maintaining its objective of providing a positive customer experience 
which will lead to a profit. 

CHAPTER 2
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Pandora’s Box
The customer’s ability to have constant access to content has opened up a 
type of Pandora’s Box. Whereas previously the customer had to contact the 
company in order to get more information about them, now they can access 
it almost anywhere on the internet—leaving the company with little to no 
control over the educating and qualifying process. That is, unless they have 
created a content strategy that can positively affect each and every 
customer and prospect no matter what stage of the funnel they are in.
 
Customers can now empower themselves with the information they have 
access to without ever speaking to a single salesperson, and because of 
this, it is important that the content creates a positive customer experience 
and relationship.  

Creating content isn’t hard. Creating quality content is. 

Anyone can create content, but not just anyone can create quality content 
that provides customer engagement across multiple channels to different 
segments. This type of content takes on an entirely different approach from 
the generic type as marketers are forced to abandon their comfort zone and 

http://www.adclarity.com/
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CONTEMPLATING CONTENT & NATIVE

change their approach to be purely customer-centric one. What the marketer 
is familiar and confident with is no longer relevant. Their focus must only be 
on the customer’s desires and needs as content is the main influencer for the 
majority of the buyer’s journey. Because if they don’t give the customer what 
they are looking for, the customer will simply look for it somewhere else. 
"If a tree falls in a forest and no one is around to hear it, does it make a 
sound?"
A company can create the most advanced and relatable content, but if they 
don’t know how to repurpose it and promote it, the content will most likely 
make no impact and no traffic will be driven to their website. There are many 
ways to promote content, such as through social media, guest blogging, 
partnerships, and of course, advertising. 

Paid Media

It is extremely hard to promote content organically unless the company 
creating the content is extremely well-known and already has a huge amount 
of traffic coming to its website. Even if a company decides to bombard their 
social media channels and database with emails, there is going to be a 
plateau, or a glass ceiling in regards to bringing in more traffic to the website. 
And the only way to break the glass ceiling is through paid media. 

Paid media allows for companies to access readers beyond their finite 
database and extend their reach in less time. And as the company continues 
to deliver premium content, these new readers will keep on engaging with the 
company. And if the content is good, then these readers will become 
customers. 

Truly amplifying content with paid media is not an impossible task as long as 
the marketer not only knows who their target audience is  or what their pains 
are, but also which websites they are visiting. 

“Paying for reach on social channels is no
longer an option for brands; it’s an imperative.” 1

http://www.adclarity.com/
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Marketing Intelligence
Marketing Intelligence is the process of gathering all the world’s digital 

media data and presenting it in a useful and accessible manner to allow for 
better decision making. AdClarity, the leading Marketing Intelligence tool in 
the digital advertising industry, enables marketers to gain all the actionable 
insights they need to create the best possible digital campaigns. And when 
companies are building their content marketing strategies, it is crucial for 
them to have as much information possible on what their direct and 
indirect competitors are doing. 

The following case study shows a true portrayal of how we used Marketing 
Intelligence to distribute our content and expand our reach:

CONTEMPLATING CONTENT & NATIVE
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Uncovering Salesforce’s top publishers allowed us to 
see which publishers are bringing in the best results 
and discover new publishers to extend our reach.

Objective
To increase our 
qualified leads by 20% 
and to gain a 10% 
increase in our 
Marketing ROI through 
promoting existing 
content and display 
advertising.

Approach
Through AdClarity, we 
would gain the 
Marketing Intelligence 
we needed by 
uncovering our 
competitors and top 
industry leaders digital 
advertising strategies. 

HOW PROMOTING OUR CONTENT 
INCREASED OUR QUALIFIED LEADS BY 30%

STEP 1

Avoid wasted ad spend 
on publishers that don’t 
bring results. See where 
Salesforce is spending 
the majority of their ad 
spend and be confident 
that these publishers will 
do the same for you.



By building off their 
successes, we would 
be able to avoid 
wasted ad spend, 
virtually eliminate the 
need for any A/B 
testing, and bring in 
positive results and a 
timely manner.

In turn, we would 
understand which 
publishers, 
campaigns, and 
creatives are 
bringing in the best 
results for them and 
which aren’t.

Results
With the use of 
Marketing Intelligence, 
we were able to:
•Increase our conversion 
rates from pre-qualified 
leads to qualified leads 
by 30%
•Increase our ROI by 
10% without increasing 
our budget
•Reduce our A/B testing 
from 15-20% of our 
marketing budget to 5

2 10www.adclarity.com

We got inspiration and ideas for highly converting 
creatives and landing pages by uncovering all the 
banner and landing page concepts that worked 
best for leading brands in our industry

STEP 2

By taking an in-depth look at Salesforce’s top 
campaigns, we were able to understand that 
depending on which stage of the funnel the campaign 
represented, different campaigns worked better with 
different publishers. We were then able to create 
stage-specific content for stage-specific publishers 
who had stage-specific audiences.

STEP 3

http://www.adclarity.com/
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Native Advertising
“…the goal of native advertising (at least for definition purposes) is 

to not disrupt the user experience … to offer information that is 
somewhat helpful and similar to the other information on the site so 
that users engage with the content at a higher rate…” 2

Native advertising developed from the concept that businesses, 
especially marketers and CMOs, must build trust with the customer 
before trying to pitch to them. It is a known truth that customers 
lose trust in a company when a piece of objective content ends with 
an attempt of a product pitch. Therefore, it is imperative that the 
piece of content being used in the native campaign truly blends in 
with the character of the site it is being promoted on. However, it is 
also important to make sure that the reader is aware that the piece 
of content is a sponsored post as deceiving them to think otherwise 
can also deteriorate trust in the brand.

Conclusion
Using content to build trust with a customer is a challenging but 
necessary aspect of marketing and sales. The content of any brand 
must be created to fulfill any needs the customer may have no 
matter what stage they are in the buyer journey. 

CONTEMPLATING CONTENT & NATIVE
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Hyper-Personalization
with Display Ads

Customers are no longer apathetic about their digital purchasing 
experience; they want it to be personalized and relevant. They are 
running the game now and marketers must play according to 
their terms and rules. Personalization is about being relevant at 
the right place and time to the right person- and the last thing 
that matters is you. 

CHAPTER 3

For CMOs, the challenge with creating hyper-personalized content or 
campaigns is gaining the actionable insights they need quickly and 
efficiently in order to target their customers with personalized 
messages and offers. This type of engagement is what creates a 
good customer experience and customer loyalty. Marketers may 
think they know where to approach prospects or how to approach 
them, but without the right Marketing Intelligence tools, marketers 
are left in a constant stage of assumption, especially when it comes 
to display advertising.
 
Personalized display ads do in fact work, but they must be delivered 
at the right time of the customer’s buying process. Showing an 
end-of-the funnel ad at to a customer who is only at the beginning of 
their buyer journey is not effective and is a waste of ad spend. 

2 12www.adclarity.com
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AdClarity Marketing Intelligence 

Use Case 1    
Knowing which creatives and publishers work in different stages of the funnel

Depending on what stage of the buyer journey the customer is in, it is vital that    
your display ads and campaigns compliment their behavior. For example, you     
aren’t going to give a reader who has never heard of your company the same 
message as someone who is already in the decision-making stage. By   discovering 
which publishers your competitors are using, you can identify the   stages based on 
the creatives they are delivering on each site. This will allow for you to understand  
which types of creatives and messages you should be  delivering on your own 
spectrum of sites. 

HYPER-PERSONALIZATION WITH DISPLAY ADS

Early stages of buyer journey are focused on these sites

http://www.adclarity.com/
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HYPER-PERSONALIZATION WITH DISPLAY ADS

Final stages of journey are focused on these sites

Early stages of buyer journey are focused on these sites

http://www.adclarity.com/
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Use Case 2       Discovering which publishers are most relevant

In addition to knowing which publishers are associated with different 
stages of the buyer journey, you can also discover which publishers are 
most successful for your competitors. Not only does this enable you to 
know where you should be advertising your own ads, but you can get an 
idea of who you should be working with in ways other than display: 
partnerships, collaboration, sponsorships, newsletters, guest blogging, 
and so forth. If you know which sites are bringing in good results for your 
competitors, you know that they are targeting your audience and that 
your information will be useful to them. Additionally, by using the previous 
example, you can also understand what type of content you should be 
promoting on those sites. 

HYPER-PERSONALIZATION WITH DISPLAY ADS

Final stages of buyer journey are focused on these sites

http://www.adclarity.com/
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Conclusion
The whole purpose of hyper-personalization is to develop a 
relationship with a customer, and this takes time. In most cases, no 
one is going to propose on the first date; they need to develop trust 
and take the time to get to know one another. This is no different 
than the kind of relationship between brands and customers. 

Giving your customers a personalized brand experience is not an 
impossible task, if your brand is using the right tools. With Marketing 
Intelligence, brands can gain the actionable insights they need to 
better their display ad strategies and make them more effective. 

HYPER-PERSONALIZATION WITH DISPLAY ADS

http://www.adclarity.com/
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Omni-channel Marketing 
When it comes to omni-channel marketing, the 
argument that the customer is king is more 
powerful than ever. Why? Because omni-channel 
marketing embraces the customer and their needs.

CHAPTER 4

What is Omni-Channel?
Omni-channel marketing requires marketers to provide their 
customers with a truly seamless and integrated shopping experience, 
no matter what device the customer is using or where they are 
located.  The customer must be in constant dialogue with the brand, 
not the channel. To emphasize, the experience for the shopper must 
be synchronized regardless if they are on mobile, desktop, in-store, on 
the phone, or on their laptop. Each campaign or piece of content 
targeted at the customer must be in line with their status in the 
purchasing funnel and interactions with the brand should not be 
repeated. The brand must have a singular and unified view of their 
customer. And this requires marketers to take all the fragmented big 
data they have meld it together in order to have a holistic perspective 
for each and every customer.

The Cycle
The entire concept of omni-channel rests on the purpose of delivering 
an exceptional customer experience. Once this customer experience 
has been delivered, a relationship arises between the customer and 
brand, where the customer begins to feel loyalty and trust towards 
the brand. This feeling breaks down a lot of the barriers brands often 
face in acquiring customer data. And once the brand has access to 

http://www.adclarity.com/


2 18www.adclarity.com

the data, they can use it to better market their products and services and 
therefore provide a better customer experience…which leads to more 
loyalty and trust on the customer’s behalf. 

At the end of the day, brands must realize that bettering their customer 
experience is the secret ingredient to boosting their business and sales. 

According to a recent study done by the Temkin Group, a modest 
increase in customer experience at a typical $1 billion company can help 
it earn an addition $272 to $462 million in revenues over three years.3 

OMNI-CHANNEL MARKETING 

Increase
Brand

Loyalty 

Easier
Access
to Data

Use Data to
Better Market

Products
or Services

Customer
Experience

Build
Trust with
Customers

http://www.adclarity.com/


2 19www.adclarity.com

How? 

The Process
Data acquisition is the most important component necessary to deliver a 
premium customer experience. However, acquiring useful data is the main 
barrier most brands face due to the privacy and security issues customers 
are facing when it comes to providing their personal information. 

A recent study done by Intel5  showed how omni-channel technology 
improved a brand’s ability to collect customer data and measure its 
results, the two major parameters vital to determining ROI and 
strengthening the marketing strategy as a whole. And this makes perfectly 
good sense as the more personalized data a brand can collect, the better 
they can market their products and services (Step 5 in the cycle). 

Just as omni-channel promises the customer a singular view of the brand, 
it provides the brand with an entire comprehensive overview of the 
customer and their shopping experience.6 

 
 

OMNI-CHANNEL MARKETING 

There is a correlation between customer loyalty and repurchasing, with a 
high Pearson Correlation coefficient of .83.
 
Supermarkets generated more than $100 million in additional revenue 
over three years3 just by word of mouth as a result of the improved 
customer experience.4 

http://www.adclarity.com/
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Omni-channel doesn’t just benefit the customer; it arms the brand with 
the knowledge and data it needs to optimize all dialogue and 
interactions they are having with the customer. The customer may be 
moving from device to device or from online to in-store, but 
omni-channel enables for their preferences and activities to travel with 
them no matter where they go or when they go.

And even before the dialogue between the brand and the customer 
begins, the brand is armed with information that enables them to target 
the customer with exactly what they need, eliminating any friction the 
customer may have faced otherwise. This data goes beyond just the 
pre-sale necessity; it also allows brands to have the tools they need to 
offer a consistent and compelling customer experience during and 
after their purchase. 

OMNI-CHANNEL MARKETING 

Brand
Complete Overview for Brand

Complete Overview for Brand

Single
Customer
Viewpoint
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Y≠AX+B
Over and over again it has been repeated that today’s marketing 
teams and brands must be customer focused in order to deliver 
an optimal customer experience. But what does it mean to be 
customer-centric? And how can brands actually create a 
marketing strategy based on the needs, actions, and 
expectations of their customers?

CHAPTER 5

At the risk of being repetitive, a good customer experience derives from 
having positive interactions between the customer and brand. And an 
interaction is the output, or dependent variable, between two or more 
independent variables, which in this case are the brand and the customer. 
The customer comes into the equation with a purpose to accomplish 
something, whether it be a purchase, trying to find a solution to an issue, 
general knowledge, and so forth. The brand must be able to respond to 
the customer’s request immediately by providing the relevant information. 
If the brand succeeds in doing so, then it has been a successful 
interaction and positive customer experience. The challenge is figuring 
out what the customer needs ahead of time. And the only way to do this 
is by understanding the customer’s journey.
 

The Buyer Journey
Although we have established that the funnel is dead and that the buyer 
journey is non-linear, we can’t argue the fact that the buying customer will 
always go through the three main stages: Awareness, Consideration, and 
Purchase. Why? Because no matter how sporadic their interactions are 
with the brand (entering the buyer journey mid-way, regressing buyer 
journey, jumping from place to place in buyer journey), they always start 
and end at the same point. 
Each stage serves a different purpose for the customer and the 

http://www.adclarity.com/
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Y≠AX+B

combination of all these stages, from start to finish, are what create the 
buyer journey. 

And as stated previously, the purpose or end goal of each one of these 
stages is to provide a positive interaction between the brand and the 
customer, which means that the brand must be able to give the customer 
what he or she needs as soon as they make a move. The issue is figuring 
out what move they are going to make, and in this case, a move is the 
equivalent of asking a question to find out more information on behalf of 
the customer. In short, the brand needs to know what questions the 
customer is going to ask before the customer does depending on what 
stage they are in in their buyer journey. Once the brand understands the 
customer’s incentive, it will be able to assist them with clear, relevant, and 
precise answers to any questions they may have.
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So really, at its most basic, the buyer journey is comprised of a list of 
questions the customer will have at any given stage. And the brand’s 
responsibility is to figure out what those questions are, what the answers 
are, and how to deliver the message in a convenient and clear manner to 
the customer. 
 

Touchpoints

Imagine you are planning a cross-country road trip. There are three major 
decisions you must make before you leave for it. 

The basic layout of the places you want to visit represents the buyer 
journey. It is a very high overview of your journey and marks each spot 
you plan to visit before reaching to your final destination. What you want 
to accomplish at each spot is the interaction. It involves having a specific 
need that must be satisfied at a specific time and place. This interaction, 
exactly like the one described in the opening paragraphs, represents the 
touchpoint. The final decision involving the routes represents the channel 
you will be using to reach those touchpoints. 

The touchpoint is the interaction between the customer and brand (both 
directly and indirectly), based on the needs of the customer.  

Y≠AX+B

Touchpoint

You must figure out a basic layout of the places you want to visit.

What you want to accomplish, see, or do at each place.

What route you will take to get to each site. 

1

2

3

Customer 

Brand

http://www.adclarity.com/
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And because the touchpoint plays such a large role in defining the 
relationship between the customer and brand, brands MUST know 
what the needs and expectations are of their customers. There is no 
orthodox method of uncovering what a customer’s needs are and how 
a brand should deliver it to them. Rather, brands must create a strategy 
that is comprised of seven steps to ensure they achieve a holistic 
perspective of their customers. 

 

Y≠AX+B

Purchase (Sales Offer)

Awareness (Thought Leadership) Consideration (Product-Focused Content)

1 Understand what information should be 
supplied at the difference stages of the buyer journey

http://www.adclarity.com/


3 Use data analytics to see which variables and 
customer segments drive the most sales

2 Integrate all your data sources 
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Y≠AX+B

Data 
Directories

Social
Networks

Marketing
Automation

CRM

y= a+b1x1+ b2x2+ b3x3+…+ bnxn

http://www.adclarity.com/
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Y≠AX+B

4 Adapt offers, pricing, and messaging according to 
customer segment 

http://www.adclarity.com/


2 27www.adclarity.com

Y≠AX+B

7 Get as much customer data as possible to continue 
improving marketing for product and services

6 Track, monitor, and analyze how customers access their information 
to determine which channel will bring in the best results

http://davidmlane.com/SPSS/correlation.h 1*Correlation is significant at the 0.05 level (2-tailed).
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Y1

Y2

Y3

Y1 Y2 Y3

Person Correlation
Sig. (2 - tailed)
N

Person Correlation
Sig. (2 - tailed)
N

Person Correlation
Sig. (2 - tailed)
N

1.000

5

.116

.853
5

-.368
.542

5

.116

.853
5

1.000

5

.879*
.050

5

-.368
.542

5

.879*
.050

5

1.000

5

1 20

25

20

15

10

5

0

Extrapolation

Model PredictionMeasured Prediction

5 Take the most impactful variables and use them for 
predictive analytics to make the best educated assumptions 
about future conversions
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Predictive Marketing
The entire purpose of collecting, aggregating, monitoring, tracking, 
and analyzing customer data is to have a better understanding of the 
customer. Don’t underestimate the purpose, it is far more complex 
and influential than you could possibly imagine. Understanding 
customer behavior is the key to making data-informed business 
decisions through predictive analytics.

CHAPTER 6

 
In the previous chapter we talked about using data analysis to figure out 
trends and relationships between variables in order to make an 
extrapolation based on existing historical data. In layman’s terms, we 
want to use the data we already have to see what works, what doesn’t, 
and most importantly, what is going to happen. To give an extreme 
example, in a world where data-based rationale takes precedence over 
natural human tendencies (emotions, impulsivity, etc.), you would be able 
to predict who your best customers would be, how you could effectually 
reach them… in short, you would be able to precisely plan your marketing 
strategies in order to reach your KPIs without any surplus or deficiency in 
any resources. 

And although humans aren’t built to be completely predictable, they do 
leave behind enough data to allow us to make rationale and logical 
assumptions about their behavior- past, present, and future. 

Predictive marketing isn’t predictive analytics. It’s an amalgamation of 
predictive and explanatory modeling, a type of analysis which requires 
you to understand, explain, and intervene in the prediction.

http://www.adclarity.com/
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PREDICTIVE MARKETING

Predictive marketing is about understanding the customer and knowing what 
to give to them before they know they even want it. It is the cornerstone to 
marketing orchestration, which Forrester describes as “an approach to 
marketing that focuses not on delivering standalone campaigns, but instead 
on optimizing a set of related cross-channel interactions that, when added 
together, make up an individualized customer experience.”7 

Orchestration is all about breaking down data silos in order to get a holistic 
perspective of the customer in order to optimize their buyer journey. 

Make Sense of Your Data
Data can be everything and nothing at the same time, so it’s important you 
know what to look for. 

Main Types of Customer Data:

To truly understand the relationship between the customer and brand, 
marketers must acquire three types of data: demographic, behavioral, and 
psychographic. 

Demographic Data
Probably the most common and basic form of customer data, demographic 
data is comprised of basic information such as name, job title, email, etc. 
derived from forms, marketing automation programs, CRM, 3rd party data 
sources, and so forth.
 

Behavioral Data
This data is based on the interactions between the customer and your brand 
or product. Some examples would include email engagement, website/page 
visits, content download, browsing and purchase history, device usage, and 
so forth. Understanding customer behavior patterns can help you predict 
what interests or behavior will lead to what needs or actions. 
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Psychographic Data
Whereas demographic data defines the “who,” psychographic data focuses 
on the “why.” This data includes a customer’s interests, values, hobbies, 
opinions, and habits and helps marketers understand how a customer 
interacts and reacts to the world. By understanding their interests and 
personality traits, marketers can target them with material that triggers a 
positive action such as a sale or engagement. 

Questioning the Accuracy
As important as the data is figuring out how to leverage it. 

Sample Size
A large and sufficient sample size is imperative to obtaining information that 
is as accurate as possible. The smaller the sample size, the less reliable the 
information is because of the higher margin of error and lower confidence 
level. 

A quick way to figure out a satisfactory sample size (for a large or unknown 
population) is through some quick calculations: 
Sufficient Sample Size = (Z-score)² * StdDev*(1-StdDev) / (margin of error)²

Confidence Interval
You always need to expect a level of uncertainty or degree of error when it 
comes to any statistical analysis. However, you can control the amount of 
error in your analysis through deciding on the confidence interval; the higher 
the level of confidence, the lower the likelihood that the findings were due to 
random chance. 

Choosing the Right Model
The statistical model you choose must be fitted to the level of correlation 
between the output and independent variables and the known historical data. 
Most likely, you will end up using a type of regression model. 
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Conclusion
Predictive marketing is going to redefine the future of marketing. It is the 

only way that marketers and CMOs will be able to accomplish the end goal 
of modern marketing: to provide customers with the most personalized, 
relevant, and grand experience throughout their buyer journey. We live in 
an era where data is like a precious stone. And luckily for us, it’s extremely 
abundant. However, like a diamond, the value of data increases only when 
it has been manipulated to be in a state of precision. And still, as fine as 
the data is, it is still worthless until it becomes information. What we do 
with the information is where the value lies.    
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Conclusion
In today’s era of marketing, the customer should be in the center of 
ever strategy and decision being made. And with today’s availability 
of data and technological tools, there is no excuse in not doing so. 

Marketing has been redefined by the customer, and brands can no 
longer resist the battle. The most important task any marketer or 
CMO has before they even begin planning a digital marketing 
strategy is to understand their customer at a granular level. This 
understanding will pave the way for marketers to deliver the relevant 
information to their customers at the right time. It’s not easy work, 
but it will pay off in the future. 

http://customerthink.com/why-are-b2b-brands-so-obsessed-with-native-advertising/

http://contentmarketinginstitute.com/2014/11/wsj-content-marketing-not-native/

Temkin Group Q4 2014 Consumer Benchmark Survey

http://www.dmnews.com/the-roi-of-customer-experience-who-cares/article/374873/

http://www.intel.com/content/dam/www/public/us/en/documents/solution-briefs/omni-channel-tech-gives
-retail-marketers-new-edge-brief.pdf

http://www.intel.com/content/dam/www/public/us/en/documents/solution-briefs/omni-channel-tech-gives
-retail-marketers-new-edge-brief.pdf

http://www.cmswire.com/cms/customer-experience/forrester-marketing-orchestration-instead-of-big-gun-c
ampaigns-022944.php

Brought to you by AdClarity, the leading
Marketing Intelligence tool in the industry. AdClarity

M A R K E T I N G  I N T E L L I G E N C E

REQUEST A DEMO

http://www.adclarity.com/trial/?utm_source=PDF&utm_medium=E-book&utm_content=Digital-Trends&utm_campaign=AC+-+Consideration

