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Innovation and Marketing Technology

Following Customers Across Channels

Each year brings fresh challenges for marketers. Technology
emerges, the media landscape evolves and consumers
expect more from the products they buy and the media they
consume. So marketers must innovate continuously; we must
actively explore, experiment, evaluate and optimize.

Media consumption is fragmented, so marketers must chase
consumers across multiple channels utilizing campaigns that
are increasingly difficult to integrate. Investing in platforms
to aggregate audiences helps but there is no simple or
comprehensive way to reach across traditional, digital, mobile
and social channels.

Technology drives much of the change in media channels
and consumer behaviors. Yet, technology also presents
marketers new opportunities and a vast array of choices. The
core mission of marketing remains the same: to connect with
customers. But almost everything else has changed.
We will review the challenges, opportunities and methods for
achieving better results in the ever-changing world of digital
marketing.
This report helps marketers frame the decisions they need to
make, and offers strategic guidance in selecting and applying
marketing technology.

In addition to being harder to find, today’s consumers are
more demanding of their brands. They expect brands to listen,
interact, behave well and most critically, be relevant. “Don’t
waste my time” is the mantra because we are busier than ever,
have more choices than ever, and get bombarded with more
messages than we can possibly make sense of.
A typical path in the customer’s journey helps illustrate the
challenges of cross-channel, or multiple touch-point marketing.
Effective marketing strategies must connect many dots in order
to lift sales. Each stage of the customer’s path to purchase
requires a different tactic to plan, manage and execute.
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Imagine a person who is interested in guitars and related
musical equipment, but is unaware that a particular brand
offers a new kind of tuning device. How would this prospective
buyer and brand connect – how would they find each other?
The buyer may search online for other products in the
category, or browse content on related topics. Moreover, it’s
likely the buyer would be discussing music with friends on a
social network, or sharing a video.

What if she then checks online, finds peer reviews and figures
out how it works, and becomes not only a satisfied user but a
delighted customer? How should the brand turn this enthusiasm
into advocacy – and turn this single transaction into five more?
A variety of new techniques and technologies is required to
address this cross-channel, digital path to purchase.
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Innovating along the Marketing
Sophistication Curve
Marketers need to innovate and leverage new technologies,
but to what end? How do you distinguish an advancement
from experimentation with “a shiny new object?” Experian
views innovation in the context of the Marketing Sophistication
Curve™. The curve provides an intuitive guide for brands to
evaluate their level of cross-channel marketing sophistication
and suggests opportunities for improvement.
We make a sharp distinction between multi-channel versus
cross-channel marketing. “Multi-channel” means being present
and active in multiple channels. “Cross-channel” means being
consistent and coordinated across channels.

6

It turns out “cross-channel” is a whole lot harder! Measuring
progress in cross-channel sophistication provides strategic
direction about where to invest in technology and processes.

7

Cross-channel optimization requires an integrated
approach across:

8
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-- The customer journey
-- Company silos
-- Disparate systems

The need for cross-channel optimization is evident in the
declining performance of traditional media and marketing
methods. According to Gartner, “Mass marketing is no longer a
long-term strategy. Mass-marketing campaigns have a 2 percent
response rate and are on the decline, whereas by 2015, digital
strategies, such as social and mobile marketing, will influence at
least 80 percent of consumers’ discretionary spending.” (Gartner,
March 2011)
Moreover, marketers are being held accountable for ROI on
marketing spend. They need to re-calibrate their systems
of measurement to know what’s working and what’s not in
this complex, multi-channel mix. The attribution of response
by channel and across channels is a huge challenge, yet
measurement is essential to both motivating and guiding
innovation.

Multi Channel
Marketing
Channel
Optimization

Cross Channel
Optimization

recognizing
channel
preference

triggered and drip
campaigns

scoring, modeling,
and advanced
segmentation

response
attribution

revenue / outcome
causation
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fire and forget

faster cycle
times
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Persisting results
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Customer-Centric Marketing

Deeper Customer Insights

As marketing complexity continues to increase, the simplest
way to manage progress is to focus on the customer. What
will improve the customer experience and journey? How can
marketers better serve the needs of customers? A customercentric approach makes it imperative to strengthen two
disciplines above all else:

What makes it so difficult to gain customer insights? After all,
we leave our digital footprints all over the web…and there are
vast stores of both online and offline consumer data available.

-- Customer Insights – understand both the “persona” and
the person

-- Relationships – consistent, coordinated, sustained 		
interactions and engagement
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independent channels (a.k.a. email, print, display, mail, etc.),
transacting through others (e.g., POS, website, call center,
etc.) and being unable to pull it all together.
outdated. Maintaining actionability requires an ongoing data
quality process.
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-- Scale – the impact of digital ubiquity is just beginning to be

felt. A large implication of that is an exponential explosion in
the amount of available data. What had been difficult problems
to solve for in the past are crippling to many current marketing
technologies. Standard data sets of the future will dwarf the
largest of today.

-- PII – customer’s sensitive, private or confidential data must be
safe guarded against fraudulent use. It also must be used in
appropriate and permissible ways.

-- Speed – hindsight is always 20/20. Tackling the above four

issues in a time frame relevant to decision making is another
large challenge. Today, insight must often be applicable to
addressing questions in web page load type times.

10
11

-- Fragmentation – the classic silo problem. Speaking through

-- Hygiene – data is often partial, duplicated, incorrect or

5
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Ironically the data is both our greatest strength, and also our
greatest weakness. The key problems with data fall into five
areas:

Consumers want brands to “listen to me and act like you know
me.” Don’t send me a catalog for children’s products when
you know I don’t have kids. Do recognize I’m one of your best
customers when I visit your site looking for accessories.

These well-known hurdles to building customer insights are
addressed by recent developments and offerings in the marketing
technology space, and will be discussed later in the report.
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Stronger Customer Relationships
Every brand aspires to create a meaningful relationship with
prospects and customers. In the past, much of the relationship
was shaped by the brand’s one-way communication, but now
more than ever it comes from two-way experiences.
In addition, customers experience the brand through in-store
interactions, dialog, conversation, services, use and peer-topeer social interactions. The two-way interactions are critical
opportunities for brands to actively engage in the conversation
and deliver rich, relevant experiences. If the touch points are
inconsistent, customers feel confused or dissatisfied. The
difficulty for marketers is speaking in the same voice across
very different channels.
Customers want to know whether to trust a brand, which
depends on whether the brand behaves like a friend or like
a stranger. Do I have to re-enter all my personal information
each time we meet? Do you remember my preferences from
the last time I said I’m not interested in leather sofas?
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To behave consistently brands must not only house a lot of
customer data safely, but they need to curate and organize
that information in a way that campaigns, offers, programs,
and content are personalized, helpful and intelligent. It is both
a technological and an organizational challenge. A unified
customer experience depends considerably on a unified
corporate commitment to the customer experience.

Two way interactions are
critical for brands to deliver
rich, relevant experiences.
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Customer Engagement Framework
Relationships are built over time through a series of customer
engagements and experiences. If the experiences are mostly
positive, the relationship grows stronger, and vice versa.
To engage effectively with customers across channels and over
time, brands must carefully plan how to advance a customer
through each stage of their lifecycle. We believe there is a
consistent, repeatable approach all marketers can employ
to optimize the customer experience. We view this four step
methodology through the following lens:

5

MODELING

STORE

6
7
8
9
10
11
12
13
BIO

1.

Listen to the customer across channels to construct
a unified view

2.

Analyze in a variety of ways to understand
customer needs

3.

Plan who, how and when to engage with customers

4.

Speak engage consistently across channels in a
relevant voice

CAMPAIGN DESIGN

DIRECT
EMAIL
TV
SYNDICATED
CALL
CENTER
EMAIL
WEBSITES
SEARCH
SOCIAL
MEDIA

INTEGRATED
PROFILES

OPTIMIZED
OFFERS

CONSUMER
INSIGHTS

BEHAVIORAL ANALYSIS

TARGETING

To be clear, the
customer engagement
framework is not a
linear series of steps.
It is a process that
needs to be repeated
multiple times across
channels and the
customer lifecycle.
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Acquiring and Retaining Customers

1

The Customer Engagement Framework helps companies more
effectively acquire top prospects and retain best customers.

2

As a framework, how exactly these outcomes are realized
depends upon the specific needs of the situation. Continuing
the guitar example from earlier, say the brand now wants to
promote a new line of velvet straps to past, repeat purchasers.
A cross-channel optimized marketer would begin by listening
(collecting and combining all possible data sources germane
to the segment), then analyzing (turns out the heavy metal
sheet music purchasers also have a penchant for faux leopard
skin print pants and guitar covers they purchase online), come
up with a plan (let’s highlight the leopard print straps and use
email and addressable display to make an online only offer),
and finally speak (deliver a coordinated campaign across email
and display that handles sequence and cadence of delivery at
the individual level while tuning the specific messaging to the
particulars of the audience – the Metallica versus Distrubed
fans).
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Here we’ve used an example that talks about growing or
reactivating a loyal customer. For acquisition efforts, the desired
outcome may not be a purchase, but first building desire. With
the emergence of “content marketing” you will see this more and
more where specific campaigns are aimed at moving a customer
to the next stage in the lifecycle. A common two step approach:
Build awareness and educate, then differentiate and sell.
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Top Ten Tips for Cross-Channel
Optimized Marketing
1.

Build a comprehensive, unified view of
prospects and customers

2.

Link behaviors and attributes across all
channels and data sources

3.

Identify and address specific customer
segments

4.

Personalize messages and interactions

5.

Engage in a consistent voice across
traditional, digital, mobile and social
channels

6.

Respect preferences through registrations
and opt-ins

7.

Secure personal, sensitive and confidential
data

8.

Center the marketing process around
customers - not around channels or
campaigns

9.

Strengthen relationships by optimizing the
experience to customer life stage

10. Correctly attribute sales to marketing
investments
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The Marketing
Technology
Ecosystem
Making everything discussed so far a reality is entirely
dependent on having the right technology infrastructure in
place. While you may have the know-how to be cross-channel
optimized, if your tools can’t deliver you may be stuck with single
channel optimization or even basic channel enablement.
As most marketers are not technologists, this presents a
significant challenge. Knowing what pieces are needed and how
they fit into an overall solution is key. At the highest level, the
marketing technology world can be broken into three key hubs
built upon a foundation of data.

Data: Everything that is possible in the world of marketing is
dependent upon the data that flows through the system. From
response to transactional, or 3rd party syndicated and everything
in between, data is the life blood.
Integration: What is possible with the data, however, is
constrained by how it can be combined to expose its most
valuable aspects and where it can be brought to bear. The
integration is like vascular system or plumbing bringing the data
where it needs to be.
Intelligence: The value of data is quantified by the number and
magnitude of actionable insights it can produce. The brains of the
operations, this is multiphased piece of how great insight is built
and the sequence and cadence of engagement laid out.
Interaction: As many week-end golfers can attest, knowing what
to do and doing so are often two very different things. Being able
to act on insight and delivery of a relevant, timely experience is a
large challenge.
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INTELLIGENCE
INTEGRATION
data

customer
intelligence
platform
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customer
database
A customer database is critical to nurturing relationships and
driving relevant, coordinated multi-channel campaigns. If
you don’t have an integrated, multidimensional view of the
customer that is accessible from multiple downstream systems
you are going to struggle with expanding relationships.

5

Enable a customer-centric approach to marketing with
a customer database.

6

-- As marketing increasingly becomes one-on-one, a customer

7

-- Effective segmentation and personalization requires
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-- Customer insights must be analyzed continuously for an up-
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database becomes a corporate, strategic asset for
marketing and sales.
intensive analytics and reporting.

to-date view of customer preferences, needs and feedback.

“Customer database” refers both to a concept and a
technical implementation, which typically consists of multiple
repositories. You may actually have 2 or 3 physical databases
serving slightly different purposes running behind the scenes
to provide what the business actually needs. Two typical
scenarios are either to build around a central CRM system
(e.g., Salesforce.com, MSCRM, etc.) or an operational
marketing database tied to a dominant channel (e.g., email
platform tool or campaign management tool).

Implementing a customer database usually requires
cooperation across IT and marketing, as well as a deep,
shared perspective between the business and technology
discipline. Whether internally contracted, or via external
partner, this would be an ideal place to deploy a Chief
Marketing Technology Officer (CMTO) type of resource.
What is most important here, of course, is what goes into
the database – i.e., the data itself. This covers not only
the behavioral response and transactions you can capture
first hand, but also additional data that can be acquired or
appended by 3rd parties. There is literally an ocean of data
out there that you can tap into. Top websites, new home
purchases, credit profile, recent purchases and all sorts of
other attributes valuable to driving models and segmentation.
An effective data strategy will encompass pieces from all
available sources.

Customer Database ≠ Marketing Database
In common marketing parlance, a marketing database is
associated with a purpose built database to support either
mail circulation or email. This is not what we are referencing
as a customer database. These point systems were built to
solve specific problems and do not meet the scale, speed or
integration requirements of a customer database. This is not
to say they do not have a role to play, this traditional view of
“database” plays a large part in “campaign management” and
select channel execution.
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Acronyms / Terms:
System of Record (SOR) – An important concept for any
customer database environment. At the core, one system
must be anointed as the central one that all others must be
related to.
Marketing Service Provider (MSP) – specialized agencies
that grew up and matured around the circulation and
direct marketing businesses. Skilled at building customer
databases, slinging around very large data sets and
outputting lists for fulfillment via direct and email channels.
Chief Marketing Technology Officer (CMTO) – far
more than any other across the multitude of business
disciplines, marketing’s role and processes are being
redefined by technology. Understanding how these tools
and emerging channels can be best leveraged requires a
blend of capabilities not often found in the IT or marketing
organizations. Thus is born a new role in which these two
divergent skill sets are brought together.
Data Append – you can buy 1000’s of additional data points
about your known prospects and customers. When you
purchase this data it is appended to the existing records you
have on file.
CRM – other than being one of the most overused and
hackneyed terms in marketing, it’s also still one of the most
important. When you look at all the flavors over the year from
eCRM to SocialCRM, what is important to note is that it’s
always about taking all that is knowable about a customer
and organizing the data around them. The customer is the
nucleus – not the channel or campaign.

Vendors: CRM Platforms

Vendors: MSP Platforms

Vendors: DATA VENDORS
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Data
Capture
Data cannot be integrated or analyzed if it is not properly
captured. For many marketing platforms this can be
problematic. Since the rise of mass media, the primary focus of
marketing activities has been on just delivering the impression.
This is quite rational and explainable because in an analog
world, or an unsophisticated digital one, capturing response
data is difficult if not impossible.
Going across the spectrums of traditional, digital, mobile and
social channels, there are a multitude of response capture
mechanisms. Ranging from things like coupon key codes
to 3rd party cookie tracking, there can potentially also be
multiple approaches within a single channel. Breaking down
the complexity of how these can be woven together into an
integrated, consistent approach to capturing data is beyond the
scope of this report. The intent here is to highlight the need to
make sure it is addressed in your strategy.
This is one area where our direct marketing brethren may
have a slight leg up. The notion of response capture has long
been a staple of direct marketing. In the digital space, the
capability has been there, but there hasn’t been as pressing a
need to address it because the financial cost of each additional
impression is so low.

Acronyms / Terms:
Cookie – is a uniquely identifiable tracking device that is dropped
by a website domain (e.g., amazon.com, ebay.com, etc.) to a
browser on a given machine. These cookies persist over time
and are a central component in maintaining state across session
(a.k.a., make rich, interactive web experiences possible). They
also are the lynch pin to tracking users online.
Key / Cell Codes – the world of direct marketing ultimately
means breaking down your database into multiple smaller lists
for mailings or other marketing communications. Each of these
smaller lists, which could receive different offers, versions, etc.,
is assigned a specific code that identifies it in each successive
“drop” or “flight.”
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Vendors: WEB ANALYTICS

11
*all marketing automation tools incorporate web tracking as well
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There are too many to cover in detail. Each channel has its own cadre of options.
Suffice to say in the digital and social spaces quite a bit can be traced to cookie
tracking which has its roots in web analytics.
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Data
Integration
One of the most common and largest stumbling blocks
preventing many marketers from realizing the potential of their
customer relationships is the inability to integrate their siloed
data back into a consolidated view of the customer. This is not
by happenstance; breaking down these walls is complicated
work and requires leveraging 3rd party datasets to realize
truly multi-channel integration. Another issue surrounding data
integration is that it is by far the most technically complex piece
of the multi-channel marketing because it is strictly a technology
challenge.
Finding a technologist who spans all the required technology
stacks presents another challenge. It is a pretty rare person who
can pull all these pieces together. A Chief Marketing Technology
Officer (CMTO) is important to effective data integration.
A CMTO is a person who understands marketing data, the
systems from which to source that data and the applications
that will ultimately use that data. If you don’t have that person in
your organization, we suggest finding a strong data integration
partner who understands marketing data.
Linkage is a critical part of data integration for marketers. While
many marketers can find this concept difficult to grasp, noted
CMO of West Marine, Lynn Ferguson, is famous for saying,
“keep it second grade simple.”
So, while technically speaking, linkage can get quite complex,
there is no magic to it and ultimately building linkages across
traditional, digital, mobile and social channels becomes a brute
force operation. What is required is a master data universe

that spans the entirety of possible audience interactions. It’s
inefficient and slightly unrealistic for an independent company,
regardless of size, to try and tackle this. You need to find a
partner who specializes in building these types of repositories.

Acronyms / Terms:
Master Data Management (MDM) – a combined approach for
collecting data from across your organization and combining it all
in a single repository. This enables marketing to pull campaign
data out of its channel silo and view the totality of impact on the
customer.
Customer Data Integration (CDI) – a specialized subset of
master data management. CDI involves merging various lists
to find commonalities which can identify who that customer is
across each system and customer list.
Linkage – the process of linking the disparate files of customer
data by key identifiable data points such as name, address,
email, phone, handle, etc.

Vendors
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ANALYTICS
and
insights
Though a master customer database delivers a single view of
the customer, the database itself does not solve any marketing
problems like better audience segmentation or more targeted
messaging. These optimization problems require insights
derived through analytics. Marketers often get started by simply
gaining greater visibility and access to aggregate customer data
through static reporting, dynamic dashboards, and tools that
allow “what if” analysis on the fly.
As a marketer’s sophistication rises, they implement increasingly
advanced analytic tools based on statistical models like:
Multi-Channel Response Models - Leverage past campaign
responders in model development to predict likelihood to
respond by channel. Enables appropriate allocation of mail.
Email circulation to cut costs and boosts campaign response
and revenue 20-40%.
Product Affinity Models - Next Best Product Models predict the
best product to offer. Replenishment Models rank the likelihood
to replenish consumable products.
Delta Models - Delta Models predict incremental effect of a
marketing promotion and identify target audiences who are likely
to respond only when being promoted.
All three types of tools can be integrated to drive increased response,
reduce promotional markdowns, and drive customer engagement.

Types of Insight
We can know things like this at the individual (personally
identifiable) or segment level:

-- Channel engagement and preference
-- Online activity
-- Attitudes, opinions and beliefs
-- Psychographic and lifestyle
-- Demographics
-- Social media insights
Acronyms / Terms:
Dashboard – most folks are pretty familiar with the gauges,
thermometers, etc., that grace our sales and executive
reports. Unfortunately, however, not as many have experience
with really well-conceived measurement metaphors. For a
dashboard to be effective, it should appropriately summarize
operational data in metrics or ways that make it easy to spot
outliers or leading problem indicators. Dashboard reports
shouldn’t just be a series of pretty charts and graphs, but
should focus on how the results drive changes to strategies
and campaigns.

Vendors: SOFTWARE

Vendors: SERVICE
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Programs,
Performance,
And Measurement
While ROI can be calculated at many points, where it has the
most upside or strategic application is at the program level.
Not all marketers apply the word “program” the same way.
Here, what is meant is the overarching customer strategy
the will span multiple campaigns, channels, creative, offers,
versions, drops, and flights over a set period of time. It’s about
setting a vision for where you want to go with your customer
relationships and measuring each of your activities’ contribution

towards that goal. Next, you must attribute response by
channel, which is a huge challenge, but essential to both
motivate and guide marketing innovation.
What differentiates performance and measurement from
analytics and insights really boils down to the targeted output.
The techniques, approaches and inputs between the two are
the same. As shown in the table, this may be the one place
in the whole conversation where it’s appropriate to highlight
non-customer-centric metrics. Best practice would dictate
that there should certainly be some customer orientated ones
(e.g., LTV, voice of customer, etc.) in the list, but at some point
the metrics also have to help evaluate the effectiveness of a
specific campaign.

6
Channel

EXPOSURE METRICS

ENGAGEMENT METRICS

OUTCOME METRICS

Display Advertising

CPM

Clicks, Cost Per Click

Conversions, Cost per
Conversion

Paid Search

CPM

Clicks, Cost Per Click

Conversions, Cost per
Conversion

10

Social Activation

Paid Media Equivalent
Cost, Reach

Interactions, Viral Spread,
Buzz

11

Site-Side Content

Clicks, Interactions, Time
Spent, Cost per Interaction

Conversions, Cost per
Conversion

12

eMail

Open Rate, Click
Response Rate, Cost per
Open, Cost per Response

Conversions, Cost per
Conversion

7
8
9

13
BIO

TOC
You always should be asking things like:

1

-- Which channel was most effective?

2

-- Which campaign drove the highest response rates?

3
4
5
6
7
8

-- Which creative version worked best?
-- Where did I have the best cost per acquisition?

Multivariate Testing (also A/B Testing)
From a testing perspective, many of the happenings in the digital
world are retreads of things long established in the traditional
direct world. One example of this is the notion of displaying
various versions of creative or copy during the same campaign
to assess which version works the best. Marketers have been
doing this for ages with controls and hold-outs, but in digital it
can be done in real-time with multitudes of versions for less cost.

Acronyms / Terms:

9

Response Allocation – studying data to ascertain what
marketing elements caused the customer to make a purchase.

10

Marketing Resource Management (MRM) – functions as a
calendaring and resource planning tool for marketing programs.
The focus is planning versus execution in much the same way
as a project management tool works.
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Media Mix Modeling (MMM) – a very important aspect of
program planning is budget allocation across channels. As with
financial portfolio optimization or operational CPM, the intent is
to model the process and solve for a case that maximizes the
dependent variable, in this case, impressions.
Multi-Channel Response Attribution – speaks to the ways
marketing activities can be related back to sales performance.
For example, in direct mail campaigns, coupon codes can be
tracked at the POS as they are scanned. Later, those codes and
corresponding transactions can be combined with campaign send
data to analyze response and performance.

Vendors: MRM

Vendors: Programming

Vendors: measurement
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CAMPAIGN
MANAGEMENT
Where program management is about creating the overall
battle plans, campaign management is about loading, aiming
and firing the guns. What seems to be a point of confusion
for many marketers, however, is that the term “campaign”
can mean different things depending on a given marketers’
focus. For example, a traditional circulation marketer would
define it as the segmentation and coding of a distribution list,
while an online display marketer would consider it to be the
varying flights of creative that are deployed to the preselected
publisher sites. As the walls between channels continue to
erode and eventually crumble, marketers will certainly come to
find a commonality in the term.
A common way to view campaigns is a visual workflow that
depicts the various stages / treatments / or flights of messages
in their relative order. More sophisticated tools enable for
branching decisions whereby different audiences receive
a different message based upon scoring, firmographic,
behavioral response or other segmentation scheme. Another
aspect some of the tools support is the ability to respond to
customers. As opposed to marketing to a pre-established
list, in triggered-campaigns customers self select into the
campaign by an action, like completing a web registration, or
redeeming a coupon at a POS at which point they receive a
message, or series of messages, in response.

Acronyms / Terms:
Lead Nurturing / Drip Marketing – from an audience
standpoint this refers to the sequence of related messages that
is delivered over a period of time. From the tool side, it refers
to the ability to schedule said series and queue the messages
to be delivered at the appointed time.
Scoring – One of most important segmentation schemes
addresses the ability to rank customers by any number of
possible combinations of attributes and behaviors. Like a
mathematical function, the rules are applied to each customer
to calculate a score that can be used to rank the customers.
Life Cycle Marketing – essentially these are drip campaigns,
renamed to describe specific types of common campaigns.
A very common example would be a “Welcome” campaign
whereby a new customer (or loyalty member) receives a set
number of targeted introductory communications via email
and mail.

Vendors: TRADITIONAL

Vendors: Marketing Automation
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PERSONALIZATION/
RECOMMENDATION
and relevance
Of all the topics covered in this report, this is the one that is the
least mature. As marketers get more plugged into the concepts
of lifestyle marketing and the power of content customization,
however, this will rapidly change. It is important to understand
that targeting and relevancy are not the same thing. With
targeting, it’s easy enough to say a certain group of people
(say… New England Patriots fans) should be included in a
campaign, but which item to promote (from the Tom Brady
game jersey to a Belichick hoodie) could be tied to past
purchase history.
The opportunity here however isn’t just about product
recommendations. This approach can as easily be applied
to an email subject line, salutation on a mailed piece, display
media placement, or virtually any other form of communication.
Something that has held this area back is its dependency on
data and analytics. Folks started dabbling with algorithmic black
boxes in the late 90’s, but they proved unsuccessful because
they suffered from a lack of data or the scalable computing
power to handle extremely large data sets. Today, these are
two problems that have been solved. Over the next two years
look to this area as key point of innovation. The masses are
clamoring for relevant communications, and technology will be
central to delivering it.

Acronyms / Terms:
Blackbox Analytics – like IBM’s Watson from Jeopardy fame,
knowing what to show when is based upon a complex algorithm of
processing and relating massive volumes of data. Many of these
approaches will be self tuning based upon data input and be
obscured from the marketer.
Personalization – is driven by static, known attributes. Filling in
the right name in a salutation (i.e., Dear Mr. Smith), organizing
content around expressed preferences, etc.
Recommendations – focuses on displaying lists of products
based on a predictive algorithm. Netflix and Amazon are the two
best known examples. Display can be implicit, i.e., which items
appear when on the home page, or explicit as when likely lists
displayed with an item or promoted via an email.
Relevancy – spans into the content spectrum and covers
both personalization and recommendations. Also, uses same
algorithmic type approach used in recommendations and
Blackbox Analytics.

Relevancy and Targeting are not the same thing

Vendors
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traditionalDIRECT
Going back to the days of the Pony Express, direct marketing
has been one of the most profitable and attributable forms
of marketing. A large reason for this is that it is also one of
the most trackable. Nearly everything around circulation
is measurable, including sends, suppressions, test and
control, hold outs, key codes, QR codes, and so on. Over
time, marketers have fine tuned a number of approaches to
managing their campaign spends and list sizes to maximize
response.
Now, we think that postal and circulation are sun setting.
Whether it’s 5, 10, 15, or 25 years out, there is a future in
front of us that likely will not include direct mail. What is
unfortunately frequently missed in this scenario, however, is
that the skill sets developed here are still enormously relevant
to marketing. In fact, marketers in digital fields are now starting
to worry about using multivariate or split testing, looking at
conversion optimization, and finding ways to measure multichannel response. These are things direct marketers have
struggled with and have developed and fine-tuned various
approaches to deal with them. The biggest challenge we face
as marketers is overcoming our internal biases to leverage
what works best across the digital and offline disciplines to
solve today’s - and the future’s - marketing problems.

Acronyms / Terms:
Database Marketing – the use of personal information to
segment customers and/or prospects in order to personalize
marketing communication to individuals.
List Processing / Data Hygiene – analysis of list files to ensure
accuracy of names and addresses, remove duplicate entries,
etc. This is important for management of mailing costs and
maximizing deliverability.
National Change of Address (NCOA) – an estimated 8% of
mail is undeliverable because the intended recipient has moved.
NCOA systems make changes of address data available to direct
marketers to ensure mail is being sent to recipient’s current
location.
ZIP +4 – 4 digits are appended to the end of standard ZIP Codes
to provide even more geographic specificity to simplify sorting and
delivery of mail to high-volume areas. The Postal Service will give
a lower postage rate for mass mailers adding the +4.
QR Codes – encoded UPC code, that resembles a pixilated black
and white stamp, that can be scanned in from a mobile devices
camera that tracks and redirects a response to a website.

Vendors: MARKETING SERVICE PROVIDER

Vendors: CAMPAIGN MANAGEMENT
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traditionalexperience
A customer’s brand experience involves more than receiving
a campaign through the mail or via email. When people are
ready to buy or otherwise interact with a brand they still regularly
visit brick-and-mortar store locations, attend events, or even
reach out to a call center representative. These encounters can
become foundational to attitude and opinions about the brand.
It’s also critical from a marketing standpoint to gather as
much information as possible while directly engaged with
the customer. In retail, for example, it’s important to capture
customer info at the Point of Sale or POS. Whether through a
loyalty program, sweepstake or FSI, there are a lot of ways to
capture this information. The best ones, typically rendered via a
digital POS, will also have a verification feature during address
capture to ensure the information received is accurate and
deliverable.
Although the client / guest / member experience sometimes
rolls up to individuals outside of marketing, it is still important for
marketers to keep this in mind. There are also a growing number
of ways that marketers can impact the customer’s experience
near the bottom of the funnel. One of the areas that is most
developed and most tapped into from a marketing standpoint is
the call center. For both inbound and outbound (telemarketing)
calls, past transaction history and CRM data can be used to
generate up-sell and cross-sell scripts in real-time, during the
call. Overall, influencing the customer experience is a largely
untapped area where a lot of new solutions, the most compelling
being mobile, are starting to gain traction.

Acronyms / Terms:
In-Store – includes digitally-enabled interaction with mobile
devices and in-store video monitors. Merchandising plannograms
and signage are also part of the mix.
Point of Sale (POS) – where on-demand coupons are printed,
loyalty programs are offered and participation is tracked.

Vendors: EVENTS

Vendors: IN-STORE

Vendors: POINT OF SALE

Vendors: CALL CENTER
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traditionalimage
When forming brand perception, arguably the most important
impression is the first one. Frequently, even in the days before
social media, this first touch often could come from a 3rd party
and not the brand itself. Influencing, as opposed to controlling,
these 3rd parties is the parlance of public relations.

Sponsorship – lending support, usually financial, to places,
events or organizations in exchange for brand recognition (which
differentiates sponsorship from philanthropy). Sponsorship can
demonstrate a brand’s core values, strengthen its reputation and
increase exposure to the public.
Cause Marketing – related to sponsorship. A for-profit brand
associates itself with a “good cause” by giving monetary or other
support to non-profit or charitable organizations.

Today, the power and reach of image perception has been
totally altered because of social media. It has exploded in
two contexts - in terms of persuasive reach, but also in the
structure and approach to distributing the message. In the old
world, PR could focus on a few key media outlets. Now, they
still need to serve the main outlets, but must also address a
much wider, fragmented graph of social influencers.
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While the majority of PR efforts are still human ones, an area
that technology is impacting the space is in social monitoring.
Some of the most noted applications for this involve crisis
management, but it’s also really important for identifying key
influencers for micro-small scale outreach.

Acronyms / Terms:
Placement – the strategic positioning of product, logos, etc.,
within media (generally movies and television shows, but more
and more in video games). This concept is used to embed
advertisements directly into non-commercial contexts. Became
popular in the 1980’s.

Vendors

TOC

1
2
3
4
5
6
7
8
9
10
11
12
13
BIO

traditionalmedia

digital service it gives advertisers the ability to deliver a
tailored, personalized message to a known audience at a
specific address. That means that two different neighbors may
be watching the same program, but seeing different ads.

The king is dead! Long live the king! While no doubt, all
traditional broadcast media has struggled and lost ground
to digital counterparts, collectively it still represents the vast
majority of overall marketing spend. This is not by chance. The
dollars remain because so does the most important factor –
audience. If you are looking for reach, mass media, television
in particular, offers the most efficient way to reach a broad
audience quickly. This is not to say, however, the space isn’t
evolving. Rapidly you see the medium of television melding with
digital video counterparts. Whether streaming, video on demand
delivered via the web or mobile device, or even addressable set
tops, you can see a day where traditional will closely mirror, or
just serve as an extension of other digital strategies.

Vendors: print

Acronyms / Terms:

Vendors: radio

Addressable Television Advertising – using techniques
similar to those utilized in internet marketing, data can
be collected to target ads per viewer, rather than placing
commercials in the context of the channel, show and time of day.
Pod – commercial time segment during television shows.
Slot – subdivision of a pod.
Sweeps – period of time in which Nielsen collects data from
television viewers to rank channels and shows.
Digital Television – as more and more homes move towards

Vendors: television

Vendors: addressable tv
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There is no doubt that digital display advertising has become
a critical part of the media mix and a central component of
many acquisition strategies. And while overall display spends
are still dwarfed by traditional television counterparts, that has
not stopped the likes of Microsoft and Google from investing
billions in ad serving platforms like Atlas and DoubleClick.
The prevalent theme today in the display space is the
movement and momentum towards the various flavors of
targeting. What began with contextual, or showing ads that
match the content of the site, moved to behavioral, where click
stream history or past sites visited drove the decision, and has
now evolved to even addressable audiences where content
can be targeted to specific audience members. The motivation
for all of which is the ability to show a more relevant ad to the
right person thereby maximizing the likelihood of attracting
a click.
Behind the scenes of all of this is an incredible ecosystem
of technology, data and service providers that bring this all
together. Penetrating the display space is challenging for the
uninitiated, but there is a lot to be gained from understanding
the inner workings. If there was a single space that mirrors the
future state of how a data-driven marketing organization will
operate – it’s display.

Acronyms / Terms:
Advertising Networks – companies that broker relationships
between advertisers looking for an audience and website
owners that want to sell advertising space.
Contextual Advertising – 3rd-party advertisements which
match the context of the content of the webpage on which they
appear. They are used to target prospects based on the topics
they are actively engaging with.
Behavioral Based Advertising –3rd-party advertisements
which are tailored to particular users. Service providers track
users’ online behavior (such as sites visited), analyze data
and target ads based on the information collected. Involves
massive data collection and causes many privacy concerns.
Banner sizes – a few examples of standard ad units, include:

-- Leaderboard – 728x90
-- Medium Rectangle – 320x250
-- Rectangle – 180x150
-- Skyscraper – 120x600
-- Wide Skyscraper – 160x600

Vendors: AD services

Vendors: Data Management Platforms
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digitalSEARCH
In the marketing world, search is a critical channel that isn’t
always maximized. Those who blow budgets buying up
keywords and focusing on search rankings are really missing
the opportunity that search presents. Unlike other forms of
mass advertising such as display or syndication, with search
the impression was initiated by a customer seeking out and
then engaging with you. Right away, you know this customer is
likely past awareness into the interest phase.
Very few companies, however, seem able to recognize and
respond to this fact. It’s not a technological limitation, the
technology can do it, it’s that marketers compartmentalize their
efforts by channel as opposed to thinking like a sales person
who needs to follow a prospect from first touch all the way
through to sale.
An example of sophisticated search use comes from an
Experian client who is an electronics retailer. Experian used
search intelligence to help the client determine (ahead of its
competitors) which products and brands “early adopters” were
searching for. These insights became a “leading indicator”
of sales in the near future. If there is a glimmer of hope that
marketers are starting to get wise to this, it can be found in
the school of thought around “inbound marketing.” Here, you
see marketers starting to invest in understanding how SEO,
versus PPC, can be used in combination with other channels
to effectively drive acquisition.
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Acronyms / Terms:
Search Engine Marketing (SEM) – web strategy which
includes aggregate of all paid and organic methods to reach a
target audience via search engine inquiries.
Search Engine Optimization (SEO) – the ongoing process of
increasing a website’s visibility to search engines using unpaid
means.
Linkbuilding /Backlink Strategy – actively seeking to obtain
inbound links from other sites for the purpose of improving
search engine ranking.
Pay Per Click (PPC) Advertising – text and image
advertisements positioned by vendors which advertisers only
pay for when a visitor clicks on it.
Vertical Search – search engines which focus on a specific
segment of online content.

7

Black Hat – using shady techniques to game the search
engines to promote search rankings.

8

Bounce – visitors that land on the site but quickly leave
without engaging.

9

Inbound Marketing – school of thought fathered by folks at
HubSpot that teaches the virtues of combining organic search
with social syndication and community, as well as a content
creation strategy to improve acquisition.
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Vendors: search engines

Vendors: search tools

Vendors: inbound marketing
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While the technology of websites has cetainly evolved
dramatically over the years, from static brochure-ware to
dynamic, media-rich “experiences,” from a marketing standpoint
the main transformation has been felt in the website’s changing
role in the sales process. Once upon a time, the website
represented a brand’s digital footprint and thus had to address,
as well as it could, the entire buying process. Today, however,
you now see that being broken up by channel.

8

Using a sales funnel like A.I.D.A (awareness, interest, desire,
acquisition) as reference, the focus of websites, or tailored
microsites, are emerging as mid-funnel and down. You don’t
use a site to drive awareness, you use it to nurture interest
and drive acquisition / capture. A lot of attention is now being
paid to how the website can be used as a net to capture initial
awareness created through other digital, social and even
traditional channels.

9

Acronyms / Terms:
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Web Content Management or Content Management System
(WCM or CMS) – refers to a class of software that provides
workflows that enable users to develop, manage and update
digital content on a webpage.
Pathway – the manner in which a visitor navigates website
content. Pathways can and should be designed purposefully
with specific audiences in mind.

Vanity URL – a custom web address that connotes the content
the user will see.
Microsite – a very thin site, tied to a vanity URL that is tailored
to a very specific audience or offering.
Conversion Optimization – is an emerging field of
specialization around how you can maximize the number of
registrants, or purchases, or whatever your critical metric is,
you get from your site visitors.

Vendors

TOC

1
2
3
4
5
6
7
8
9
10
11
12
13
BIO

digitalEMAIL
Is email a perfect medium? Some would argue that it is. You
can deliver a rich message and target content tailored to an
addressable audience – all at a marginal cost.
Over the years, the focus of email has shifted from acquisition
to retention. In the early days of email, when practices mirrored
those of direct marketing brethren, it was largely used as an
acquisition vehicle. As such, it became common practice to
acquire lists of addresses by whatever means possible to drive
greater impressions. The math was pretty simple –
 add more
addresses to the top and you’re guaranteed greater revenue at
the bottom. Over the years these batch and blast strategies, hit
a saturation point and have come to realize dwindling rates of
return.
Today, email has evolved from prospecting and acquisition to
nurturing and retention. It’s no longer about just growing list
size; it’s about being able to deliver the most relevant content
possible. While incremental costs for each additional send are
approaching zero, email marketers that understand how email is
evolving will no longer just measure cost of campaigns in dollars
and cents, but in a currency of customer-attention span. If
marketers continue to spam customers with unwanted, untimely
messages they risk being totally tuned out when the time for the
right message comes.

Acronyms / Terms:
Spam – unsolicited email messages, usually delivered in bulk.
Open – when a recipient views an email. Open is detected
by embedded HTML content. Use of opens as a metric is
declining due to image blockers which disable the capability of
tracking opens.
Click – when a user clicks on a link within an email. Clicks are
an increasingly popular gauge of the effectiveness of email
messages.
Multivariate Testing – measuring the effectiveness of multiple
aspects (subject line/headline, body copy, images, etc.) of a
marketing message at the same time.

Vendors: EMAIL SERVICE PROVIDERS

Vendors: MARKET AUTOMATION
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mobileDIRECT
MARKETING
There are a lot of ways to deliver a direct message to a mobile
device. They all have varying use in the customer lifecycle and
can be dictated by platform. Let’s address three of the most
common: SMS/MMS texting, email, and alerts. “We want to
hear from you America!” implores Ryan Seacrest. If you’ve
watched American Idol over the last decade and indulged your
guilty pleasure of voting for the likes of Sanjya, you’re familiar
with one of the most common forms of direct mobile messaging
– SMS texting. Here, often, the marketer’s aim is to entice an
audience to engage with the brand by texting a special code to
a specific number.
Voting, competitions, balance updates, and FAQ requests
cover the most common uses. Note here, that all of these are
mid-funnel type activities.
Because of their shared heritage, the next option to address
is mobile email. This is an area where there has been a lot of
change over the decade. For example, the advent of digital
content delivery to phones began with brick-like BlackBerry
devices. These early versions couldn’t render HTML content
and only could handle very simple block print. They were great
for business communications, but limiting to marketers. To help
remedy this, email tools began to offer solutions that were able
to detect the rendering device and offer targeted versioning.

As devices have matured so too have the email tools. Today’s
best email tools must be able to support multiple versions of an
email for each targeted platform.
The final direct messaging format to discuss is alerts. Basically
they are old school Wall type of posts that are pushed to
the device and pop up in the middle of the screen. If you’ve
downloaded one of the popular weather or banking apps
you’ve likely received an alert informing you of an impending
thunderstorm or deposit verification. While alerts are pretty new,
much like texting, the likely marketing application for these will be
mid-funnel and down.
While today there are multiple vehicles for delivering direct
messages to a mobile device there is going to be consolidation
in this space. The technology behind pushing a message is
shared across all technologies. As marketers begin the shift from
channel optimization to customer optimization this will be an easy
integration point.

Acronyms / Terms:
Short Messaging Service (SMS) / Multimedia Messaging
Service (MMS) – whether sending 160 character texts (SMS),
or snapshots taken from the phone (MMS), these are the
technologies that enable directly sending non-audio content
between two devices. Technically speaking SMS/MMS closely
resemble email. Most, if not all, of today’s sophisticated email
platforms are capable (natively or through partnership) of blasting
a text (1-way), or responding to a text-in code (2-way).

Vendors
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mobileweb
Nowhere is the ubiquity of digital more evident than the
evolution of mobile devices. Just five years ago it would be
most common and correct to refer to the device you carried
as your mobile or cell phone. Today the device we carry still
serves the purpose of making phone calls, but as we and our
customers know it does so much more. Mobile web doesn’t
correlate exactly to digital web. While yes, it embodies the
translation of full size HTML websites to micro-screen WAP
ones, it also needs to address technology and interface
differences.

Acronyms / Terms:
Wireless Application Protocol (WAP) – what HTTP is
to websites, WAP is to mobile. This is the key technology
component to enable the transfer of content to phones.
Location Based Services – all sorts of application providers
have started tapping into the power of universally available GPS
(Global Positioning System) data. Whether push (beaming a
message at someone) or pull (responding to a search) we are just
beginning to tap into the potential here.
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For example, location based services offer a totally new way
to conduct a search. Looking for the closest gastro-pub or late
night taco stand has never been so easy. Mobile opens up a
whole new way to how we search for and consume information.
Savvy marketers will understand it’s not just about being
present in mobile, but “localizing” the experience to optimize it
for the device and customer’s need.
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mobileAPPS
Eric Qualman, author of Socialnomics, produced an excellent
chorological timeline of the adoption of new media channels.
He notes that it took TV a couple of decades to reach
something like 50M viewers, Facebook a couple of years to
reach 700M, but only nine months for the apps marketplace to
reach 1B downloads. As the fastest-adopted channel, this has
to be on your radar. The app marketplace is still in its infancy,
but from a marketer’s standpoint there are two early formats
that are working best – gaming and commerce.
The casual gaming market is explosive. Not just for addictive
puzzle games like Angry Birds, but also for advertising
sponsored games. The approach here is to provide an
engaging, addictive experience that captures the audience’s
attention while reserving real estate for advertising. This is
the most common advertising usage of the apps, but you will
also see “placement” as you do with commercial products in
movies.
Some pundits speak to email as a near perfect vehicle for
individual communications. Similarly, there is emerging talk
about the potential of tablets as a couch-based commerce
device that will rival the catalog businesses of yore. From
simple static-ware catalog ports to interactive store fronts,
there are a lot of flavors being tested in market right now.
Clearly though, where this is headed is to a new experience
that maximizes the potential of the tablet. Look for new “stores”
that leverage the intuitiveness of the interface, the interactivity
of onboard cameras, the comfortable mobility of location, and

the connectedness of deep data knowledge and availability of
multiple versions of content.

Acronyms / Terms:
App Marketplace – is the open marketplace where you upload
your application. Depending on platform (Apple or Android) there
is a licensing and approval process associated with placing your
app in the marketplace.
Tablet – okay, maybe you spent the last two years vacationing
on your private island. The tablet space, dominated by Apple’s
iPad, covers the notebook sized and finger swipe touch pad in a
reasonably priced packages of goodness.
Catalog Apps - many print catalogs and mailers are being
converted to downloadable apps to reach new customers, avoid
printing and mailing costs where possible, improve retention and
increase basket size.

Vendors: Commerce Apps

Vendors: Apps Add exchange

TOC

1
2
3
4
5
6
7
8
9
10
11
12
13
BIO

mobilescanning
When the first cell phone camera was released in Japan
by J-Phone (now called SoftBank Mobile) and the Sharp
Corporation in November 2000, you have to wonder if they
ever imagined where the technology could go. It probably
would have been much closer to the wildly popular “purikura”
photo booths as opposed to a replacement for a beamed
laser scanner! While there are a few different ways this is
being implemented, the common aim can be expressed as
trying to bring more information to the audience faster. For
example, this can come in the form of specialty codes that
lookup websites, or reading of product UPC codes to provide
competitive pricing or nutritional value. Let’s look at a couple of
these in more detail.
One of the limitations of mobile devices is their teensy
keyboard. The thumb speed of Millennials notwithstanding, the
reality is they aren’t great devices for typing in long, precise
addresses that can’t be auto completed or short keyed. What
generally all mobile devices now have – a camera, offers a
solution to this problem. Instead of having somone type in an
address, you can have them take a picture of a QR Code that
links to it. When scanning in these special images it becomes
an easy way to draw in an audience.
Another very interesting application is an in-store barcode
reader. It’s not just the capturing of the barcode, but all the
information that can be provided off of it. Today, innovators like
RedLaser are using it to provide competitive information on
pricing by product or retailer. Retailers like Target have long

had scanning stations in the store to report product price. Wonder
where they can take that now? Load your Target app on your
phone and it gives you the full litany on the item including social
reviews. There is going to be a lot of competition to own the instore market for considered purchase items in particular. You can
also see how CPG’s and other food producers will want to push
the best face of their products forward.

Acronyms / Terms:
Quick Response Code (QR) – the square-shaped, barcode-like
symbols that are popping up all over the place. Principally, they
are used to replace a written URL address. Why ask a consumer
to type in http://www.experian.com/business-services/customerdata- management.html when they can just scan in a simple
symbol?
Near Field Communication (NFC) – as the name suggests, it’s
a form of communication whereby a device (like a phone) can
emit a signal that is picked up in a proximity measured in inches.
Near term applications? Forget swiping your credit card, just
bump your phone to the payment pad.

Vendors
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SOCIAL-WOM
(Paid Community
Engagement)

Discussion around a brand largely takes place outside of
official marketing campaigns. Consumers are eager to share
their experiences with their peers. Word of mouth (WOM) has
always been a dominant factor in the forming of consumer
opinion, but the proliferation of social media has both
accelerated and multiplied its impact.
Consumers today are more likely to voice their views of a
product or service - and they can speak to a larger audience
via social networks. One way to tap into this trend is by
sponsoring an advocate with a social influence to champion
the brand. This approach is most associated with the “mommy
blogger” working for product samples or minor payment. From
a marketing standpoint, you could also consider a WOM
campaign to be in the same vein a sponsoring an E-list (as
opposed to A) celebrity, or even as pay-per-click (PPC) search
(versus organic).

Acronyms / Terms:
Word of Mouth Marketing (WOMM) – leveraging the power
of social networking to gain influence in the word of mouth
arena. This involves purposefully inspiring conversation
about a brand, product or service. Individuals can be given
opportunity to experience the brand for review, then spread
that experience to their networks. WOMM is effective in that it
is organic (i.e. peer-to-peer) rather than B2C marketing (often
seen as “manufactured” and biased).

Vendors
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SOCIALCOMMUNITY
(ORGANIC / AUTHENTIC
ENGAGEMENT)

A community engagement strategy is really a catchall for many
different things. In some cases, it can reference the creation
and sponsorship of a captive community, like you’d see around
Oprah’s O Network, or a special interest group, like the local
little league team’s parents. Or, it can speak to a brand’s
community engagement strategy whereby spokespeople, ideally
actual employees, engage in conversations on relevant topics or
with targeted audiences across the social sphere. Blogging, link
sharing, friending, liking, stumbling upon, etc. are all examples
of the ways brands can engage.
If there is a unifying theme to community engagement it’s
around extending the customer relationship and making the
brand relevant past the point of purchase. A lot of relationship
marketing is focused on evolving the perception of the brand
from a product choice to a lifestyle one. It’s not just about selling
the next tube of lipstick, it’s about owning a part of the wallet
share and psyche of how the customer defines herself.
A big success component in organic community development is
authenticity. When you are trying to reach people on a personal
level, it’s very difficult to feign interest or commitment to shared
ideals. You need to commit to your customer and audience.

Acronyms / Terms:
Blog – used to publish updates, opinions, information,
editorial content, etc., with varying degrees of frequency, to be
consumed by community members or the general public.
Wall – similar to a blog, but in reverse. It is a space on user’s
profile page that allows friends to post messages for the user
to see. Think Facebook.
Message Board or Forum – an online discussion site where
conversations can be held in the form of posted messages.

Vendors: SOCIAL NETWORKS

Vendors: COMMUNITY PLATFORMS

Vendors: COMMUNITY Software
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SOCIALMONITORING

Acronyms / Terms:
Social Media Monitoring (SMM) – harvesting comments,
posts, tweets and so on, from across the spectrum of social
media sites wherever public contributions are accepted.

One of the biggest paradigm shifts that social brings to
marketing is the loss of control around brand message. In the
past, brands were basically the sole creator of content, but in
today’s world the customer has a participatory role and creates,
shares and spreads the message.
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Social media monitoring enables brands to tap into the social
voice of the customer. All the comments, posts, reviews,
spanning social networks, news sites, blogging platforms,
community sites, etc., are matters of public record that can be
captured and recorded.
Functioning similarly to the back end of search engine
technology like Google, the monitoring tools harvest
conversations from across the social web.
The marketing application of this data is varied. A typical and
critical application of social media monitoring is for handling
crisis management. When something negative is going down
about the brand, it’s really important to be proactive and
engaged with the community to address and rebut unwanted
sentiment. Another scenario is utilizing social as the world’s
largest virtual ethnography to drive new innovations around
media mix modeling, consumer insights and even product
strategy.
Important to note, unless a site’s security policies lock down
content (such as Facebook), all the public comments are a
matter of public record.

Vendors

Small sidebar: Monitoring is extremely limited on Facebook.
Individual fan pages can be wired up to be harvested, but they
can’t programmatically crawl individuals’ pages. While not
accessible to SMM tools, FB does expose quite a bit of data about
fan pages and public profiles through its open API.
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SOCIALsyndication
The concept of syndication is well established in the media
world. From reruns of old Seinfeld episodes on local TV
channels, to reprints of Associated Press stories across
newspapers and web outlets, content is regularly being
shared, repackaged and reproduced across multiple platforms.
With traditional syndication, the content producer is
compensated as the publisher (e.g., ABC, CBS, Fox, etc.)
uses the content to attract and retain an audience. And in
turn the publisher can use the audience to attract advertising
dollars from advertisers.
Social media, however, poses a whole new model for content
syndication. With the emergence of multiple independent
networks (e.g. YouTube, SlideShare, Scribd, Twitter, etc.)
content creators and advertisers can now reach audiences
directly without the aid of publishers. In this model, content can
be distributed and a following can be generated for no more
than the cost of content production. It’s all about creating the
next “viral” content.
A familiar approach for describing this shift can be captured in
terms of the P.O.E. (Paid, Owned, Earned) model. Classically,
the “paid” portion has been the dominant share of media
exposure. Really, all social hype aside, it still is. Its dominance,
however, is certainly eroding with digital driving “owned”
properties, and social driving “earned.”

Acronyms / Terms:
Syndication – repurposing or republishing original content on
third-party sources.
Hyperblog / Microblog – an online medium for broadcasting
short messages either for specific recipients or for the public.
Think Twitter.
Viral – from a marketing standpoint it references creating
something that is liked by your targeted audience and set free
for them to share wide and far as they see fit. It’s letting the
power of the crowd do its work.

Vendors: SITES

Vendors: publishing tools
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Marcus Tewksbury is a product strategy and business development expert with over 15 years of experience defining, marketing,
and ultimately selling new B2B marketing services and technology offerings.
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Today, Marcus focuses on strategic accounts for Experian Marketing Services, a powerful new agency model focused on driving
relevant messaging based on sound customer intelligence, where he partners with marketing executives on how to best harness
their customer relationships to develop “big ideas” that open new markets and expands revenue opportunities with existing ones.

http://twitter.com/tewksbum

http://www.linkedin.com/in/tewksbum

marcus.tewksbury@experian.com

Andy Roy: Contributor
Andy is a digital marketing strategist with Experian Marketing Services. He brings 25 years of experience in product innovation,
ecommerce, business intelligence, and sales enablement to the challenges of marketing in the age of the digital consumer. His
areas of interest include tablet shopping, personalization, mobile apps and loyalty marketing.

http://twitter.com/anindaroy

http://www.linkedin.com/in/anindaroy		

andy.roy@experian.com

http://www.experian.com/business-services/customer-data-management.html
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Experian Marketing Services helps companies target and engage their best customers through integrated email, mobile and
social media marketing programs; digital advertising; data management; customer and competitive insight; and analytics and
strategic consulting. Through these diverse capabilities, our clients enhance brand advocacy, create measurable return on
marketing investment and significantly improve the lifetime value of their customers.
The intention of this document is to present a map and a framework. It highlights and calls out vendors that are representative of the space. These listings, by no means, should
be considered comprehensive. If a vendor is omitted, please contact the author for evaluation into the next innovation report.

