W H I T E PA P E R

GO ALL-IN WITH ANALYTICS
FOR MARKETING

OPPORTUNITIES ABOUND
It’s an exciting time to be a marketing leader. Your work is more essential than ever to company revenue
and reputation as customers are more active on digital media and mobile devices, and the opportunity to
understand your constituents is growing every day. In order to build a world class marketing organization,
you have to make sure you are strengthening your brand and building a symbiotic relationship with your
customers through digital media. You have to anticipate what your buyers want, and in return they’ll deliver
loyalty, trust, and revenue. Your job is to set strategy and make sure you have the right tools to make it
happen. You also have to be able to qualify your return on investment (ROI) among multiple channels, and
continually deliver improvements of cost and efficiency. No pressure, right?
Challenges arise when we begin to consider how much data is locked away in unreachable systems within
our own organization. While we understand that the organization at large is capturing a lot of crucial data,
like services, sales, and financial data. We must also understand that if that data is not integrated into our
marketing plans and used to inform our strategic planning efforts, then has that data really helped us?
Do you truly understand your market segments and who your at-risk customers are? Do you understand
why they are considered ‘at risk?’ This type of information will likely not be in your own internal marketing
system alone. Tapping into multiple internal systems within
our organization is no easy task – it requires some heavy lifting
from a technological perspective.

It’s your job to lead your
company to meet consumers
where they are: everywhere.

As tricky as accessing data from disparate internal systems can
be, the real obstacles come when we want to tap into external
data. Tracking, understanding, and targeting customers across
multiple channels can be a dizzying maze of pathways that lead to different destinations and outcomes.
The sheer volume and variety of digital media in which businesses operate today is constantly growing:
web, mobile (both browsers and apps), social networks, and internet radio. And don’t forget the traditional
mechanisms that have been tried and tested—brick and mortar stores, direct mail, television, billboards, etc.
It’s your job to lead your company to meet consumers where they are: everywhere.
With so many lanes to navigate, marketing executives struggle with how to prioritize, manage, and use the
data that come from these sources. Though you likely have access to more facts and figures than ever, how
can you sift through the noise and analyze it in order to predict and deliver the right message to customers
when and where they need it? Moreover, how can you also use that data to gain actionable information to
share with both the C-suite and your marketing and sales teams on the ground?

According to the Dun and Bradstreet B2B Marketing Data Report 2017,¹ which surveyed over 400 B2B
marketers, there are a number key insights around data and technology:

DATA QUALITY
IS KEY
80% of marketers see data is
critical to sales and marketing.

ANALYTICS ARE
ON THE RISE
70% either use or plan to use analytics
to drive market prioritization, accountbased marketing, and more meaningful
segmentation and targeting.

DIFFICULTY IN
ALIGNMENT
OF CHANNELS
63% struggle to align data
across multiple channels.

Of course you need the proper tools to track concrete campaign results and analyze the myriad information
to be found in the data. But you also need to go beyond mere analysis of sales results and build your
company’s capacity to articulate compelling messages—built on a foundation of data—about ROI, strategic
goals, objectives, customer insights, positive customer experience, and much more.

1. THE B2B MARKETING DATA REPORT 2017; Dun & Bradstreet, Inc. 2017. All rights reserved. http://www.dnb.com/content/dam/english/dnb-solutions/
sales-and-marketing/2017-b2b-marketing-datareport-dnb.pdf
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WHAT THE FUTURE WILL LOOK LIKE
According the Aberdeen Group, a comprehensive marketing analytics program drives superior financial
performance. Companies that incorporated a comprehensive analytics program averaged 13% revenue
growth over the past year.² Considering that marketing ROI is an important performance indicator to any
organization, marketing analytics becomes more important than ever.
The real potential of analytics comes not in a band-aid approach you apply to fix one particular problem,
though. Akin to the pursuit of a data-driven organization is the adoption of analytics into the DNA of a
company in order to create an “analytics first” culture. In this scenario, the right marketing analytics
approach not only realizes significant ROI from analytics investments but also results in sustained growth.
When analytics becomes part of a company’s DNA, marketing leaders don’t just deploy analytics to evaluate
strategy, they use it to drive strategy.³

What are your biggest obstacles
for maximizing the return on
your investment in marketing
technology today?

41%

cite inconsistent data
across technologies as
their biggest challenge.
Dun and Bradstreet – the B2B marketing Data Report, 2016

This kind of integration is only truly possible with an analytics platform that can do some heavy lifting in
the background, but make it easy for marketers to do their job. This means it must be able to connect to
all data sources, both inside and outside the four walls of the marketing department, with the flexibility
to work with data and applications in the cloud, on premises, or both – this means wherever your data
currently resides, you can tap into it. You won’t have to worry about the backend details.
Another huge advancement in analytics has come by of more effective data visualization capabilities. With
effective data visualization, you significantly reduce the potential for misinterpretations, as the complexities
of the data are simplified to an intuitive, easy to understand interface. A story about your business emerges
as complex and seemingly infinite data points come together to paint a clear picture of what is happening
in your business. Extracting this narrative is crucial in driving strategy and gaining executive buy-in for
your programs.

2. Marketing Analytics: The ROI of Insight and the Advantage of the Cloud, Aberdeen Group 2015
3. Building an Analytics First Organization, Bridgei2i
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Organizations that employ comprehensive
analytics in marketing average:

22%
5%
85%

of closed business originating from a
marketing-generated lead or process
improvement in profit margin per
customer year-over-year
customer retention rate

The “best in class” enjoy:

56%
10x

greater return on marketing investments
compared to all other organizations
greater year-over-year increases in annual revenue
compared to all other organizations

Marketing Analytics: The ROI of Insight and the Advantage of the Cloud, Aberdeen Group 2015

Combining these properties create the sweet spot for innovation. “Organizations with cloud analytics and
comprehensive adoption in marketing deliver information to users within the decision window 35% more
often than all other organizations. Users can easily connect to numerous sources to get the greatest possible
value from all the data they have.”²

LEAPFROGGING THE COMPETITION
With the adoption of marketing analytics in the cloud comes machine learning—a type of artificial
intelligence (AI) based on algorithms that can learn from data without relying on pre-defined
rules-based programming.
Self-learning algorithms bring automation to a whole new frontier, where the best of both worlds intersect –
powerful machine learning that enables us to make better informed decisions – human judgment. This ideal
scenario comes with the pairing of people (to oversee the analytics processes, monitor usage, and applying
ethical considerations) with machine automation that simplifies the execution of repetitive, computational
and statistical processes quickly and efficiently.
We’ve begun to see this in our daily lives – shopping recommendations, movie recommendations, and so
forth. But it doesn’t need to end there. The possibilities are limitless in business too. The right data can
enrich customer profiles and expand your target base or help identify when they’re in-market. Combined
with machine learning, it can prescribe optimized recommendations and actions to help personalize offers,
as well as the customer experience . Building a stronger and more qualified pipeline will certainly convert
into more revenue, and make an impact on the enterprise as a whole.
Today, easy access to a single customer view enables marketing professionals to become better digital
listeners. As a better digital listener, you have the capability to be become a superior strategist and
forecaster. Marketing executives who understand how to take advantage of the immense potential of data
and information become indispensable change makers. Oracle Analytics Cloud is the platform that brings
all these concepts together in one comprehensive platform. Robust enough to do the heavy lifting on the
technological side, and easy enough to use the business side to get up and running quickly, and not lose any
momentum along the journey to success and innovation.
So yes, the pressure is on…yet the opportunities are huge. It’s an exciting time to be a marketing leader:
poised to guide your organization into an era of true digital maturity and unparalleled success.

Start your analytics journey in the cloud.
START YOUR FREE TRIAL TODAY
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