B2C DATA DRIVEN MARKETING

In an era of accelerated digitisation of the world, the need for a brand’s digital transformation
has never been greater. The last 12 months have seen an exponential change in how people
work, communicate, consume media, and purchase products. Organizations have had to
adapt to the new normal at record speed, and core to their success has peen the evolution
of their data-driven marketing strategy. To uncover the latest trends in data-driven
marketing, the MarTech Alliance, in collaboration with Acxiom, surveyed 200 B2C CMOs
across four regions including the US, UK, France and Germany across markets including
but not limited to Financial Services, Retail, CPG, Travel and Healthcare.
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secure investment without being able to clearly demonstrate ROI? Not new to
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challenge is often due to the amount of disconnected marketing channels and

legacy system limitations. In addition to ROI, insights from this report show that DATA-DRIVEN MARKETING

CMOs cite poor data governance (24%) and poor data quality (26%) as
significant contributors to this problem. V|S|ON :
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During the research CMOs were asked to indicate their level of marketing had to collect and manage has

maturity from 1 (a business that has no data governance, customer centricity,
tools or team capabillity) to Level 5 (the business had adopted a proven and
robust data and customer experience framework, advanced team capability

and customer experience as a core part of their marketing strategy). Only 13%
of CMOs who responded believed that they fit into level 5. ]
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