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Introduction

Successful marketing starts with the right data because at the end of every 
subscriber, follower and fan is a person with their own individual preferences. 
As sensitivity to marketing noise increases, the importance of sending relevant 
and well-timed marketing becomes even more critical. Every marketer knows 
that data is crucial for campaign success, but there have been historical barriers 
between the marketing team and their client data. Customer Intelligence is 
helping marketers to overcome these barriers. 

By substantially reducing the complexity of traditional customer analytics, 
Customer Intelligence is changing the way that marketing teams execute 
campaigns. Online marketers who tap into the power of Customer Intelligence 
see their customers in a whole new light. New users of Customer Intelligence 
instantly see combinations of customer data that present new campaign ideas 
and strategies so they can send targeted online marketing that drives significantly 
higher responses and revenue opportunities. With perspective and knowledge, 
marketers can deliver content to their audience that relates to customers in all 
stages of their lifecycle.

In this paper, four experts in the area of Customer Intelligence will share their 
knowledge and perspectives about the technology and the role this technology 
plays in the lives of digital marketers. We hope you find this information to be 
valuable. 

Please share your thoughts and ideas with us at www.customerintelligence.com 
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Consumer Demands and Marketing Challenges

It’s tough being a marketer. With the ever-evolving demands and needs of 
today’s brands, there has never been a more challenging, or more exciting, 
time to be in this role. The daily pressure to deliver more profi table, loyal, and 
engaged customers relentlessly continues.

No longer is it good enough for marketing to build brand awareness and pull 
prospective customers towards the sales engine. As marketing transitions 
its focus from the lead funnel to the lifecycle, marketers are expected to 
engage the consumer in a personalized multichannel dialog. To create that 
on-going relationship, target prospects need relevant communications based 
on their unique behaviors, experiences and interactions with the business. 
To do this successfully, permissions must be sought and earned; and data 
must be collected, accessed and utilized. To ensure campaign eff ectiveness, 
all communication strategies must be tested and the levels of response, 
engagement, advocacy, value and profi tability measured in order to understand 
what’s working… and what isn’t. What a challenge!

To add to the marketer’s challenge, all of this expectation is set in the context 
of a noisy market gripped by ‘The Great Recession’ with increasing numbers 
of competitors fi ghting for a share of diminished consumer wallets. Today’s 
consumer can instantly access a host of diff erent providers, competitors and 
purchase options through websites, daily off ers, instant advertising, apps, 
reviews, social commentary and other social content.  If a quick and easy 
customer experience isn’t provided or an off er isn’t compelling enough, then 
within seconds consumers can simply shop with someone else. It’s therefore 
even more important to build relevant dialog with the consumer in order to 
encourage brand preference and loyalty.

To respond to consumer expectations, organizations need to shift from a 
business-centric perspective to a customer-centric one. Inside the business, 
marketers should act as consumer advocates and have a deep understanding 
of their customers. They should be able to deliver actionable insights gained 
from the analysis of cross channel consumer behavior, customer campaigns 
and conversations inside the whole business. Armed with this knowledge, 

The Big Challenge for today’s Online Marketer

Henry Smith
Product Marketing Director, 
Emailvision

“It’s tough being a 
marketer. With the ever-

evolving demands and 
needs of today’s brands, 

there has never been a 
more challenging, or more 

exciting, time to be in this 
role.”

Leveraging Cross-Channel Data to Drive Relevant 
Communications
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marketers will be pivotal in delivering and managing a customer-centric view 
of business performance. Marketing has always been appreciated in business, 
but with such close connections and understanding of customer data, the 
marketer’s role has never been so valuable. 

Meeting Demands and Overcoming Challenges

The biggest transition for marketers typically starts by embracing the idea 
of working more closely with customer data, a new and complex world that 
was traditionally restricted to internal IT teams. However, with less reliance 
on IT, marketers have the ability to respond much faster to changing market 
conditions and new consumer demands. 

Once business and marketing objectives have been established (e.g. improve 
retention, increase repeat purchases, etc.), the data journey begins by 
exploring questions like: 

• How do I map my customers’ touch points and actions to my organization? 

• How is that journey aligned to the messages I want to present to them? 

• What data do I currently collect from these touch points? 

• What data do I need to collect? 

• How do I collect this data? 

• How can I be certain that my customer data is clean and consistent? 

• How do I ensure there is a view of customer behavior across these channels?

• How do I access this data? 

• How do I use it to understand my customer profi les and segments for 
campaigns? 

• How do I make those campaigns relevant and personalized? 

• How do I execute the message with the right content? 

• How do I benchmark my current performance and continuously test and 
measure the impact? 

• How can I automate these complex processes and make them easier? 

These questions can be driven by marketers, but there is no doubt they will 
need to partner with departments internally and sometimes through external 
partners to fi nd the best answers to the questions raised above. 

The modern marketer recognizes that if they want to appropriately target 
customers, they cannot rely on data from one channel only. For example, a 
customer may have shifted their shopping behavior from [browsing in-store 
followed by buying on the website] to [browsing online and buying in-store].  
The marketer will need access to browsing data from the ecommerce store 
as well as purchase data from both store and online to recognize and infer this 
change.
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Bridging the Gap

Technology can be a strong bridge between IT, who are the traditional 
custodians of customer data, and Marketing, who want to access to customer 
data for insight. Technology is helping marketers to be more self-suffi  cient 
and lifting some of the pressure from IT for routine data requests. However, 
the technology must deliver data to the marketer in a quick, easy and 
understandable way. As Seth Godin said, “Data is not useful until it becomes 
information, and that’s because data is hard for human beings to digest1”.
Data needs to be rationalized and presented to marketers in a useful format. 
Marketers work best in interactive visual environments; with charts, maps 
and Venn diagrams, rather than code and scripts. In order for marketers to 
understand the available information, their data tools need to support data 
visualization. This will ensure that marketers can digest the data and turn this 
into meaningful insights.

In addition to access, it’s equally important that marketers can rapidly query 
very large volumes of data. Speed is essential because when a marketer gets 
their hands on customer data and starts to ask questions, each question will 
typically generate another 10. These types of questions are what I like to 
call ‘train of thought analysis’ which is the discovery process that a marketer 
goes through with their customer data. For example, when a retail marketer 
discovers that certain brands are selling better in certain stores, they will want 
to know: 

• The profi le of the customers in each case

• What they purchased 

• How much they spent

• How frequently they purchase

• Whether they may have done some research online before coming into the 
store

• Which customers, of those who made a purchase,  are stronger social 
advocates 

• Etc.

For this discovery exercise to be successful, technology must be able to 
respond to the queries. If the answers to questions do not appear rapidly, 
marketers get pulled into other activities that provide faster returns.

When marketers establish a strong understanding of the brand and the market 
positioning, and couple this with the ability to visualize and analyze customer 
information across any dimension, they fi nd themselves in a uniquely powerful 
position.  They have the ability to combine internal and external factors to 
build dynamic and personalised campaigns with unrivalled draw and signifi cant 
competitive advantage. 

“When marketers 
establish a strong 

understanding of the 
brand and the market 

positioning, and couple 
this with the ability to 
visualize and analyze 

customer information 
across any dimension, 

they fi nd themselves 
in a uniquely powerful 

position.”
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With perspective and knowledge, marketers can deliver relevant content to 
their audience that’s based on a range of insights and relates to customers 
in all stages of their lifecycle. Welcome emails with ‘hero’ products targeted 
based on preferences. Win back campaigns to former high-value lapsers with 
personalized discount off ers. Referral program incentive campaigns targeted 
specifi cally to social advocates. However customers engage with the business, 
the marketer should be in control... capitalizing on technology, data, and 
insights to ensure that communications are relevant and valuable.

Henry Smith
For over 15 years, Henry has been helping organizations improve their 

customer relationship marketing through better use of data and technology. 
As Product Marketing Director for Emailvision, Henry utilizes this expertise to 

champion data within the organization.  Henry is a passionate and frequent 
speaker at conferences about enabling marketers to get closer to their data 
to uncover customer insights and drive relevance in their campaigns. Henry 

previously worked for smartFOCUS and SPSS.

1 The power of visualization - Posted by Seth Godin on October 19, 2011 on www.businessgyan.com
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In our rich multi-media world where content is abundant, the marketing 
industry so often says, content is king. After all, great content is needed to 
capture and engage audiences. Big bold creative concepts with integrated 
campaigns are exciting and sexy. The internet has made the circulation and 
delivery of content so cheap that everyone is now a publisher. The ability to 
fi nd appropriate content through search engines, social networks and content 
curators gives consumers valuable information and entertainment. What’s 
more consumers expect content at a very low cost or even free. Given the 
abundance of content, the real demand is for high quality content. 

If content is king then why not just focus on valuable email content; the sort 
of engaging, valuable and entertaining stuff  that means customers can’t 
wait to open up your email? Groupon attributes part of their success to the 
interesting and quirky write-ups about featured deals. They specifi cally employ 
copywriters who can create highly entertaining copy. But this isn’t the whole 
picture for the world of email marketing. Sure, when building brand awareness 
and fi rst capturing an audience, great content is key. Witness the YouTube viral 
hit of, “Will it Blend.” Quite simply at the start of a relationship if you don’t have 
any anything else to work with, you have to capture someone’s attention with 
share-worthy content that will be passed socially. 

However, as the relationship progresses, you continue to learn more about 
each other. The customer learns and experiences who you are as a brand and 
what you off er. They gain a sense of your culture and values, the quality of your 
products and the level of your customer service. Equally you learn about the 
customer and capture that relationship in the data you gather. For brands the 
relationship is the data. 

As an example, the sports clothing group O’Neill used social data to target 
subscribers by interests, locations and age. In one campaign, subscribers 
that had a high social interest in yoga were sent emails featuring O’Neill’s 
yoga clothing. Regardless of how good the content was in that campaign, if 
it goes to people who don’t do Yoga… it’s pointless. It’s the data that makes 
the diff erence. The rise of social media has created a chorus of people who say 
the relationship is everything and, social networks are all about relationships. 
That one data point of a ‘like’ does not constitute a relationship. Much more is 
needed. If content is indeed king then it is data that builds kingdoms. Data is 

Tim Watson
Email Marketing Consultant 
& DMA Email Council member

Content is Interesting, but Data is King

“If content is indeed king 
then it is data that builds 

kingdoms. Data is the 
most important asset 

in email and relationship 
marketing. ”

Integrating Great Data and Content into Email Marketing
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the most important asset in email and relationship marketing. 

Think of it this way… when picking the perfect present for a close friend, it’s 
your knowledge about the person that’s the starting point in the search for 
the ideal gift. After you consider the person and their preferences, then your 
search for the right gift begins. It’s the reason why Google and Facebook are 
racing one another in an eff ort to gather, understand and leverage all of the 
data they collect about individuals (yes, you too). That data will be used to 
defi ne who we are so Google and Facebook can monetize the information.

The amount of data collected and available is increasing rapidly. This is being 
driven by two factors that show no sign of slow down. First, the relentless 
march of technology… the processing power and storage capacity continues 
to increase while the cost points decrease. Second, the fusing of the online 
and offl  ine worlds is causing a historical division to disappear. The idea of 
going online as a discreet activity is no longer true. The experience becomes 
pervasive and continuous through our smart phones, tablets, internet enabled 
TVs and computers as the world becomes enveloped by the cloud. These 
devices know who we are, what we like, who we like, where we go, when we go 
and more. The data collection points become ever richer, as we let our devices 
know more and more about us.

Data itself is of little value unless it is turned into information, this gives 
true customer insight. There is a real problem with an abundance of data, 
potentially not seeing the forest for the trees. Too often terabytes of data are 
giving kilobytes of information and the gold remains locked and hidden in the 
data. Taking detailed data and using it to provide simple segmentation misses 
the point and will look increasingly crude in the future. For a brand to earn 
continued acceptance of its emails in the consumer’s inbox requires those 
emails to be suffi  ciently relevant and valuable. 

Traditionally one of the main tools to gain relevance has been to empower the 
customer. Give them choice and let them choose what’s right by off ering a 
preference center. This is a noble and well-intended thing, but far from ideal. 
It’s well understood [that what people say they will do] and [what they actually 
do] are not the same. Additionally, people change over time, their needs and 
interests change. We all suff er from a lack of time and we have little desire to 
keep updating preferences. When was the last time you updated your interest 
and preference information? How many brands even have your preference 
information? This relationship is only with the brands that you truly value. 

Understanding our customers through their behavior is considerably more 
powerful because this is both accurate and current information. As an example, 
the online travel group Orbitz tracks which device you’re using as one data 
point in determining your relevant off er. Here’s an interesting data point…. did 
you know that Mac users reserve a higher and more expensive class of hotel?

Since all businesses are looking to drive revenue and profi t, the starting point 
for customer insight should be purchase behavior because it’s some of the 
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most powerful data that’s readily available. Enriching the transaction data with 
added customer data enables marketers to work backwards to understand the 
types of transactions that are linked to specifi c customer behavior. Questions 
that need customer insight provide answers such as:

• Who are the highest revenue customers? 

• Who provides the most profi t? 

• What impacts customer lifetime value? 

• What defi nes a potential high value customer? 

• What are my best acquisition sources? 

• Which customers are value shoppers and who are look for premium and 
quality? 

Answering these types of questions is the key to a well-defi ned and successful 
marketing strategy. The answers will allow marketers to turn new customers 
into regular customers, or cross sell and upsell to existing customers. 
Customer intelligence enables the marketer to discover the segments that 
occur in their customer base rather than defi ning and imposing their own 
view of the segments. Customer intelligence and insight is about discovery 
and drilling down. Initial questions are just a starting point. In some cases it’s 
not even clear what the right questions might be. It’s likely that every answer 
will spawn more questions. A classic approach of asking ‘why’ fi ve times to 
get to the real truth. Customer intelligence needs tools that allow such rapid 
thinking. If gaining the answer to every question requires a two day delay for 
the IT department, then the whole process becomes costly and slow. 

With abundant choice, consumers are more demanding and they expect 
brands to talk to them correctly. If someone is not providing them with the 
right off ers, value and relationship… they will quickly switch to another brand. 
The key to success for marketers is not in the content; it’s in the intelligence 
and actionable information that comes from customer data.

Tim Watson
Tim is an independent email marketing consultant at Zettasphere. He 

has over 8 years of experience advising brands on email communication 
strategies to help increase the performance of the email marketing channel. 

Tim is an elected member of the UK DMA Email Council and he chairs their 
Legal & Best Practice hub. Tim is a frequent blogger on emerging trends in 

email marketing for the Smart Insights website.

“Too often terabytes of 
data are giving kilobytes 

of information and the 
gold remains locked and 

hidden in the data.”
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Until recently, it felt like retailers were stuck in the dark ages, a Mad Men era 
of aggressive, one-way marketing. In many relationships, customers were just 
consumers until they were put into rooms with one-sided mirrors for focus 
groups. Consumers, and their decisions, were aff ected by “marketing” ....a 
magical dark art that brainwashed them into buying certain products from 
specifi c places. Companies were focused entirely on how product features or 
specifi cations could be spun to the public to generate extra market share; like 
secret conglomerates hidden behind the happy, smiling faces of whichever 
mascot the focus group had found the most entertaining. 

Slowly, the tables turned. Consumers started to become customers and these 
customers started to wear many diff erent hats.  Customers realized they 
could take their business elsewhere. Companies had to wake up and adapt to 
this new model of consumer independence. The internet became of age and 
changed the way we communicate, shop and socialize forever. Easier access 
to retailers encourages customers to shop wherever they want and to buy 
whatever they want. Social media amplifi es voices that had previously been 
ignored. Transparency, communication and relevance are now the new rules 
of the road. 

Customer Intelligence is an overarching strategy that places customer needs, 
preferences and lives at the center of a business. However, a customer is no 
longer just someone who buys a product from a business. They can also be 
loyal fans who engage with your product, content and company; interested 
stakeholders who become heavily involved with your brand; enthusiastic 
advocates who spread your gospel and encourage others to join. Early 
Customer Intelligence eff orts focused on mostly disconnected data from 
Customer Relationship Management systems, transactional data and web 
analytics. With evolving technology, often pioneered by multichannel retailers, 
businesses can now capture, analyze and act upon connected data from 
multiple sources to create a single view of the customer.

Automated big data decisions

Every interaction a customer has with your business from a browse on your 
website, to the open and click on an email, to the tweet, or the in-store 

Neil Hamilton
CEO, 
PredictiveIntent , an Emailvision company

“Until recently, it felt like 
retailers were stuck in the 
dark ages, a Mad Men era 

of aggressive, one-way 
marketing.”

Next Generation Retailers
Pioneers in Customer Intelligence
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purchase can be captured to generate valuable data. Typically, this data exists 
in disassociated databases accessed only by analysts and developers, thus 
disconnecting marketers and other areas of the enterprise from the raw 
behavioral data that underpins their business. 
Today we’re seeing a new generation of software and services that’s dedicated 
to helping businesses understand this data. Why? Good data analysts are in 
high demand. McKinsey estimates1 that the US will have a shortfall of 140,000 
– 190,000 data analysts over the next six years and of equal importance, 
a shortage of 1.5 million people with the business skills needed to make 
decisions on the data. Simply analyzing this multifaceted and complicated 
data is not enough. It has to be actionable through the development of new 
business processes, rapid innovation and near real-time change.

Cross-channel personalization

One way to capitalize on your customer data is by using an automated 
personalization systems that is uniquely confi gured around your business. 
This technology looks at your customers as a group and as individuals for 
the purpose of presenting a consistent multichannel experience; through 
a combination of manual input decision journeys and various automated 
algorithms. Experiences can be adapted using the standard building blocks 
of content including product recommendations, images, text and layout 
information.

An example of such a system can be seen in advanced onsite personalized 
product recommendations. It’s important to look at how “personalization” 
technology is diff erent from “recommendation” technology. Personalization 
technology enables the dynamic insertion, customization or suggestion of 
content in any format that’s relevant to the individual user, based on the user’s 
implicit behavior and preferences, and explicitly given details.

Not only does personalization technology look at the behavior of your visitors as 
a crowd, it also understands the individual visitor and their unique preferences. 
The technology automatically decides the most appropriate and relevant 
content to display. The results are compelling. By putting the right products 
in front of the right people at the right time, businesses can experience up 
to 60% increases on conversion rates. More advanced systems can also hold 
external data about a visitor, like social data from Facebook as one example, 
which can then be used by a multichannel personalization system. Knowing a 
visitor has “Liked” a certain brand on Facebook creates an important affi  nity 
which can be stored and used to promote products from that brand in the form 
of personalized product recommendations.

The same technology can also be used to adapt onsite content such as banner 
images and copy. This creates more relevant website experiences, encourages 
site visitors to engage and ultimately persuades them to purchase. For 
example, an Empathica survey2 found that men intensely review product 
pages and prefer more detailed information than women. With multichannel 
personalization systems, understanding that an online visitor is male from 
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their in-store loyalty card data, presents a big opportunity to adapt and improve 
their experience, while ensuring other visitors’ experiences aren’t impacted.

Other digital touch points can generate useful data and benefi t from becoming 
more relevant. As well as being the most eff ective source of traffi  c, email 
marketing can be targeted to the individual recipient, maximizing response 
rates and ultimately increasing revenue. Marketers can begin using proactive 
and personalized trigger emails to drive sales and guide customers through 
their purchase decision. Mobile apps and sites can be personalized to the 
individual before they even start to browse. Social network data can be used to 
profi le users in real time to create more relevant social and onsite experiences. 
They can even work together in concert. Imagine, for example, a fashion 
retailer using social data to make timely purchase recommendations. Perhaps 
suggesting formal wear in email marketing when a customer tweets about a 
business meeting or promoting evening wear on the homepage of a mobile app 
after accepting a Facebook event to a party. 

Multichannel nirvana – the single view of the customer

As well as connecting onsite, email, mobile and social data, more advanced 
personalization systems can also become centralized behavior databases, 
linking together data from in-store systems including loyalty card, EPoS and 
digital displays. Bringing together customer interactions from all business 
touch points:

• In-Store Purchases

• Online

• Call Centers

• Mobile Apps/Sites 

• Print

• Social 

• Email 

…and then automating decisions around this information is true Customer 
Intelligence. Most importantly, this data helps retailers reach that multichannel 
nirvana which is a single view of the customer. All business information about 
a customer or visitor is stored and available for analysis so why not use it? 
Multichannel data helps the business to make better decisions that improve all 
customer experiences, against every touch point and in any format. Increased 
relevance helps cut through the fragmented and noisy marketing landscape 
that consumers experience every day.  With this interconnected single view, the 
opportunities are enormous and it’s not limited to just revenue maximization. 
Personalization technology enables all parts of the enterprise to benefi t from 
high volumes of behavioral information that was previously unstructured and 
inaccessible. 

“Not only does 
personalization 

technology look at 
the behavior of your 

visitors as a crowd, it also 
understands the individual 

visitor and their unique 
preferences.”
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Customer intelligence is strategic for the business

When a customer purchases from your business, they give you cash in exchange 
for a product or service. When a customer interacts with your business, they 
are giving you their data in exchange for a relevant experience with your brand. 
If a business doesn’t choose to make use of this data, they are missing out on 
important knowledge that could positively or negatively impact business for 
years to come. This is why Customer Intelligence and its associated processes, 
tools and strategies are an essential part of any modern business that wants to 
be a leader in their category. It’s imperative that a customer never becomes ‘just 
a number’ even in a database of millions. Technology enables all businesses to 
give their customers a personalized experience across multiple sales channels. 
This is the promise of Customer Intelligence.

Neil Hamilton
After 20 years experience evangelizing new technologies for marketing, Neil 

co-founded PredictiveIntent, a pioneer in behavioral personalization software 
for digital businesses. PredictiveIntent was recognized in 2010 by The 

Guardian as a leading UK innovator. Their patent-pending SaaS technology 
enables customers to create personalized website experiences that increase 

customer loyalty, conversions and revenue.  

1  Report by McKinsey Global Institute - Posted by  James Manyika, Michael Chui, Brad Brown, Jacques Bughin, Richard Dobbs, Charles Roxburgh, Angela 
    Hung Byers in May 2011 http://www.mckinsey.com/insights/mgi/research/technology_and_innovation/big_data_the_next_frontier_for_innovation
2 Article from Practical eCommerce – Posted by Marcia Kaplan on December 9, 2011 http://www.practicalecommerce.com/articles/3222-Behavioral-
   Diff erences-Between-Men-and-Women-Infl uence-Shopping
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Big data challenges equal big data opportunities

The real challenge of big data is linked to the explosion of data volume.In an 
August 2010 interview with TechCrunch, Eric Schmidt, Executive Chairman of 
Google, stated, “Every two days now we create as much information as we did 
from the dawn of civilization upuntil 2003. That’s something like fi ve Exabyte’s 
of data.”1 The last two years have only served to reinforce this exceptional 
phenomenon. In the study on big data published in May 2011, McKinsey 
Global Institute estimates that we will see more than 40% annual growth 
in the volume of data produced around the world from 2011 to 2020.2 Next 
challenge, the data must be processed in real time (e.g. fi nancial transactions, 
ecommerce, advertising, and more). The third challenge, the data is not 
coming from a structured information base. Increasingly this is heterogeneous 
and unstructured content such as videos, podcasts, images, posts on social 
networks, forum discussions, phone calls to customer service, text messages 
and more. Marketers are therefore faced with a real technological breakthrough 
due to the explosion in volume of available and usable data. This serves as both 
a signifi cant challenge and an equally signifi cant opportunity. In all of that data, 
marketers have more information about their customers than ever before. 

The digital revolution continues

The digital revolution has offi  cially reversed the balance of power between the 
consumer and the business.  Consumers have immediate access to numerous 
shopping opportunities, packaged off erings and private sales. Brands compete 
with more and more operators every day.  It’s therefore vital for marketers to 
develop targeted communication strategies with their customers in order to 
encourage brand preference and loyalty. To bring value to their increasingly 
powerful customers, marketing teams should focus on the knowledge they 
have of their customers and markets. Marketers already have a wealth of 
information in their customer data. The trick will be to aggregate it, make it 
accessible and take action on the data. They should invest in new technologies 
to increase their understanding of customer behavior. For the fi rst time, 
and with thanks to SaaS technologies, marketing services can benefi t from 
autonomous solutions to collect, discover and put into action the customer 
information that comes from marketing. The implementation of customer 
intelligence technology, as one example, will enable marketers to aggregate 

Big Data for Marketing

Nathalie Chaboche
Chief Marketing Offi  cer, 
Emailvision

Turning the Buzz into New Business

“Big data serves as an 
opportunity for innovative 

and personalized 
relationship marketing 

that drives higher 
revenues and brand 

loyalty..
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these diff erent data sources. With relevant and reliable data, marketers can 
make better business decisions. It’s a tremendous opportunity to develop new 
business and to strengthen customer loyalty.

Putting the customer at the heart of the strategy

As sensitivity to marketing noise increases, a one-size-fi ts-all approach to 
marketing is less and less eff ective. It is increasingly important for marketers 
to recognize customers as individuals and build one-to-one relationships 
with them. The customer must feel that the marketer brings value when they 
engage with the brand. Analyze the points of contact between the brand 
and the customer, both offl  ine and online. Each one of these interactions 
represents an opportunity to collect information. Marketers should aggregate 
subscriber preferences, geography, transactional data, behavioral data and 
social data. This will provide a single view of customers and prospects that 
evolves according to their purchases or their reactions to recent marketing 
campaigns. The objective is to convert prospects into customers, to turn 
temporary customers into loyal customers and to reward loyal customers by 
encouraging them to become the best brand ambassadors.

Detecting new business opportunities

New business opportunities are sitting in the subscriber and behavioral data 
which makes this an optimal place for marketers to start the data discovery 
process. Customer segmentation should no longer be used to push the same 
campaigns to everyone. It’s an opportunity to drive personalized and targeted 
acquisition or loyalty strategies. The right segmentation strategies will enable 
marketers to maintain their volume of communications, but signifi cantly 
improve the value in each communication. Here are some examples of 
segmentation strategies that work:

Who needs a “Nudge?” 
The best use of marketing spend is to focus on the customers with the highest 
potential value. It’s ineffi  cient to send a segment of customers, who are 
consistent purchasers, a promotion with signifi cant discount off ers. However, 
there may be customers, who made a single individual purchase, and haven’t 
bought again within the expected time frame. Identify this group and give 
them a “nudge” with a special discount off er.

Who buys High and who buys Low?
It’s rare that an economy car owner would suddenly run out and buy a top-
of-the-line luxury sedan, and vice-versa. That general theme remains true 
throughout consumer behavior. Marketers should identify which of their 
customers make purchases at all points of the spectrum. To market a low-end 
product to a high-end buyer might actually encourage a lucrative customer to 
spend less. To market a high-end item to a lower-end buyer might be alienate 
them all together. Identify your low and high buyers and deliver them off ers 
that are just right.
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Who wants to read about bikinis when they’re shopping for down parkas?
80% or more of all online marketing goes unopened. Why? Most online 
marketers send the same off er to 100% of their customers. Marketers should 
customize their off er based on the previous click, open and purchase behavior 
of each individual. Identify the off er that customers will likely respond to and 
deliver a message that statistically has a better chance of success. This kind 
of segmentation will result in higher open, click-through and purchase rates.

Delivering really smart marketing 

If the key to successful marketing is to target customers with relevant off ers, 
then the smartest online marketing will go far beyond traditional segmentation. 
Behavioral targeting, as one example, enables marketers to transform 
websites into a personalized sales environment with unique content for every 
site visitor. Behavioral targeting technology utilizes algorithms to propose 
products that site visitors might like based on browsing or past purchases. 
Amazon off ers a powerful success story with their product recommendations 
area. In Q2 2012, Amazon’s sales increased 29% from Q2 2011. CNN reports, 
“A lot of that growth arguably has to do with the way Amazon has integrated 
recommendations into nearly every part of the purchasing process from 
product discovery to checkout.”3 Taking this one step further, with intelligence 
about product preferences and site visitors, marketers can automatically target 
site visitors with highly personalized digital campaigns. There is tremendous 
business potential for marketers who integrate behavioral targeting and 
predictive analytics into their relationship marketing programs. 
 
Knowledge is powerful

For IT departments, big data is synonymous with terabytes and servers. For 
marketing professionals, it’s a source of knowledge about their customers. 
Big data serves as an opportunity for innovative and personalized relationship 
marketing that drives higher revenues and brand loyalty. The promise in big 
data can sometimes match the technical complexity of the project. Marketers 
should not let this be their obstacle. Start today by implementing cost 
eff ective strategies and well defi ned projects that capitalize on this wealth of 
information. Look to technologies like Customer Intelligence to create that 
bridge between where the marketing program is today, and where it will be 
tomorrow.

Nathalie Chaboche
Nathalie has been a marketing leader in technology companies for more than 

25 years. She is currently the Chief Marketing Offi  cer at Emailvision, a position 
she has held since 2004. Nathalie is responsible for Emailvision’s worldwide 

corporate marketing, relationship marketing and lead generation programs. 

1 Report from the Techonomy Conference - Posted by MG Siegler on August 10, 2010 http://techcrunch.com/2010/08/04/schmidt-data/ 
2 Report by McKinsey Global Institute - Posted by  James Manyika, Michael Chui, Brad Brown, Jacques Bughin, Richard Dobbs, Charles Roxburgh, Angela 
   Hung Byers in May 2011 http://www.mckinsey.com/insights/mgi/research/technology_and_innovation/big_data_the_next_frontier_for_innovation
3 Article from CNN – Posted by JP Mangalindan on July 30, 2012 http://tech.fortune.cnn.com/2012/07/30/amazon-5/ 

“As sensitivity to 
marketing noise 

increases, a one-size-
fi ts-all approach to 

marketing is less and less 
eff ective. It is increasingly 

important for marketers 
to recognize customers 

as individuals and build 
one-to-one relationships 

with them.
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vision for the next generation of 
customer relationship marketing 
and quickly evolved into a global 
leader providing SaaS campaign 
management solutions for email, 
mobile, social marketing and 
customer intelligence. 
  


