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Source: Winterberry Group analysis of multiple sources 
Note: Arrows re�ect percentage change in spend, by channel,from 2012 levels; Insert 
Media includes FSIs and statement inserts 
 

Source: Winterberry Group analysis of multiple sources 
Note: Arrows re�ect expected percentage change in spend, by channel, from 2012 levels 
1 Excludes social display and social search spend 
2 Excludes mobile display and mobile search spend
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These charts provide an outlook of decline in traditional print and yellow pages, with 
TV showing less than 1 percent growth. Meanwhile, direct marketing – direct mail, 
teleservices and email – enjoys a more positive outlook, and the growing popularity  
of digital is most obviously represented in the mobile arena.

As mentioned earlier, there are good, basic reasons for this shift to exploiting digital and 
direct more aggressively – chiefly driven by the overriding ambition to provide a high-
quality and ever-improving customer experience and the ability to measure results:

•	 Customer experience.

	 Perception – that the consumer increasingly feels involved in an ongoing dialogue 
rather than being the subject of a more random sales or product branding initiative.

	 Interaction – that allows the consumer to initiate or respond using their preferred 
channels in a manner that is convenient and accessible.

•	 Measurability.

	 That provides the marketer with the information to track, measure, compare  
and adapt individual marketing initiatives.

Clearly, there can be significant differences in the “readiness” that different  
organizations enjoy in being able to engage and integrate digital marketing within their 
overall marketing strategy. These differences transcend the availability of the necessary 
digital marketing expertise and fall into areas such as technological, environmental, 
geographical, cultural and competitive considerations – as well as the constant themes 
of changing consumer interest, expectation and acceptance. 

Further, the digital evolution takes us beyond just “digital marketing” – as if such a  
new marketing initiative is all that is needed to help today’s customers achieve the 
“delighted customer experience” goal. Obviously, it is not. If we consider the later stage 
of Google’s ZMOT model, then after-sales and customer service play a crucial role, too. 
The ultimate objective is “digital business” – where the organization’s most valuable 
asset, the customer, has more than just a product need that requires satisfaction  
and is increasingly aware of the power that has shifted in their favor.

The explosive rate at which digital business is gaining globally is reflected by the 
aggressive business strategies of the “tech titans” – as they are characterized by 
Lori Schafer, SAS Executive Advisor for Retail. In her executive briefing presentation, 
“Marketing in the Tech Titan Era,” Schafer describes the inexorable rise of digital firms 
such as Amazon, Apple, eBay, Facebook and Google from their roots just 10 years ago. 
These firms are revolutionizing not only their own businesses, but pushing beyond that 
to other markets through a mixture of aggressive acquisition and supercharged organic 
growth. These are the tech titans that now exploit digital channels and technology and 
have in their laser sights the mainstream industries such as media and entertainment, 
travel, publishing, financial services, health care, technology and, of course, retail.
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But it’s also interesting to note that the tech titans are not completely overlooking the 
traditional “bricks and mortar” customer touch points – you only have to look at the 
success of Apple’s high-street stores or Home Depot’s rollout of PayPal to realize that 
even the tech titans regard a mixed marketing infrastructure as the most advantageous 
way forward.

We could conclude, then, that rather than continuing to depend on a static and 
structured annual planning process, marketing organizations should develop a flexible 
plan that includes tactical (short-term) considerations that contribute to fulfillment of a 
secondary, phase-oriented, strategic vision to move the business toward its digital goals. 

Such a flexible plan could include ideas such as:

•	 Aligning the digital strategy with your customer’s communication and product-
involvement life cycle. This means treating different customers differently – and 
could start at a micro-segment level rather than individual customer level. It would 
potentially involve aligning the marketing spending and media mix to the different 
stages of the life cycle – acquisition, on-boarding, retention, win-back. 

•	 Shifting from “transactions” to “interactions.” This requires further investment 
in interpreting customer behavior to predict preferences and propensities and 
using data to steer relationship development. It also requires a change of attitude 
– social marketing demands that communication etiquette be studiously observed. 
Social networks are not ideal for sending product messages, but they can provide 
valuable insight into sentiment and mood to better guide the relationship.

•	 Moving customer engagement to a more genuine and authentic basis. 
Marketing is accustomed to being in control of the dialogue, but this is no longer 
valid. Savvy consumers quickly detect a marketing wolf in sheep’s clothing. 
Consumers are the generators of comments and content that is shared across 
the network, and sometimes that might include negative sentiments on a product 
or service. But the organization cannot control that – nor should it try. Sometimes 
it can help with authenticity if things go wrong. It’s how the organization reacts 
to such criticism that is vital. You are far more likely to win hearts and minds 
by encouraging dialogue among consumers and responding with personalized 
information than with a promotional marketing pitch.

•	 Increasing the speed and accuracy of customer responses. This isn’t just about 
increasing responsiveness, although consumers do expect that. It’s also about 
ensuring that the organization is agile and consistent at different customer touch 
points: sales, marketing, customer service, product support. So the marketing 
plan has a wider perspective and helps the organization to succeed at SMOT  
as well as FMOT.

The purpose of the plan is to locate, intercept and engage this elusive consumer in  
his “moment of truth” journey – in the knowledge that the average consumer is 
bombarded with literally thousands of brand impressions and messages every day.  
This bombardment originates from traditional media, advertising (both off- and online), 
social media or even a mixture of all three. The goal for the organization is to select the 
best media or combination in order to achieve its business objectives. 
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At the same time, traditional marketing techniques have far from gone away. Advertising 
continues to be a key tool in consumer awareness and consideration, and better 
targeted direct marketing programs remain popular in the major B2C segments.

However, the marketer needs to pause for breath and consider several key  
consumer-oriented issues:

•	 Gaining attention.

•	 Relevance of messaging.

•	 Speed of response.

•	 Continuity between organizational groups.

•	 Service level.

•	 Privacy and security.

This is not an exhaustive list, but there is a common theme: The volume of consumer 
data available, and the speed at which it needs to be processed, can only realistically  
be achieved by a thoughtful investment in the technological infrastructure that  
supports marketing.

Summary
As the consumer continues to become more independent and technology-savvy,  
the onus is increasingly on the organization to establish the best balance of marketing 
techniques – advertising, digital, interactive and direct marketing – in order to achieve 
the twin objectives of providing a distinct and compelling experience for the customer 
while making the best use of available marketing resources and funding.

In doing so, the organization faces substantially higher volumes of data – both structured 
and unstructured – emanating from a range of existing and emerging customer touch 
points; a requirement to respond with increased speed, accuracy and consistency; and 
an increasing expectation that the organization will at once treat the consumer as an 
individual and respect the individual’s privacy. 

To be able to achieve these key tasks, the organization is required to build a “DNA 
Profile” of the individual customer,  to understand and predict their preferences and 
habits, and then to initiate marketing programs in the ideal manner for both parties.

Of course, the idea of one-to-one marketing is not new. For many years, a plethora 
of CRM technology has been available ostensibly for exactly this purpose. But the 
proliferation of disparate and incompatible platforms has created confusion and has 
been based upon insufficient “intelligence.” Increasingly, however, there is a visible  
shift to let analytics be the guide.
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There is no “one size fits all” answer to the customer experience conundrum. Much 
depends on what is best for each organization and its customers. But, at a high level, 
we could consider developing a road map for progress based upon three legs of a stool:

•	 Technology.

•	 Processes.

•	 People.

Technology

The key idea here is the objective to develop practical intelligence. We’re not exploiting 
analytics for any other purpose than to gain the attention (and respect) of the customer. 
This means focus in three major areas:

•	 Data. Contrary to the perception that “big data = big problems = big costs,”  
the challenge is to sip at the water hose while avoiding being deluged by it.  
The technology now exists to collect, pre-process and present the key consumer 
data from emerging channels, in conjunction with historical transaction and 
demographic information. Further, individual organizations can adhere to their  
own data privacy policies during this data gathering process.

•	 Analysis. Once assembled, advanced predictive analysis, business rules and 
optimization scenarios can be applied in an automated fashion to produce highly 
tuned responses to individual customers as well as perfecting online presence and 
awareness from advertising through improved marketing decisions.

•	 Exploitation. Speed and agility form the basis of improving customer interaction. 
The ability to embed the outcomes of the analytical process more tightly within 
the marketing execution process – inbound or outbound, and channel-neutral – 
becomes an important factor. 

Processes

Recent improvements in automating the marketing process have taken us quite a 
way down the road to improved efficiency. The next step is to increase effectiveness 
by improving the customer’s exposure to the organization – across a variety of touch 
points. The means focus on two major areas:

•	 Marketing operations. This allows us to more easily access, share and adapt 
information regarding the marketing strategy so that we are able to provide 
continuity of theme and reuse of marketing assets throughout the customer  
life cycle. 

•	 Measurement. As we move further into the digital realm, we gain a greater ability 
to actively monitor and assess the outcomes of marketing initiatives. As a result, 
we can more accurately and quickly provide the KPI information that the business 
will now demand from the marketing function.
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People

In many senses, the behavior of marketing organizations will adapt to meet the needs  
of consumers. The new breed of marketer is, of course, creative and responsive 
to market needs – but also carries skills such as data analysis, optimization, sales 
generation and content development. We already see far-improved user interfaces within 
the key applications used in all aspects of modern marketing. And we can expect further 
moves toward solution “gamification” to increase the usage and reduce the technical 
dependencies upon the marketing function. 

There is also a view that this gamification will have an increasing effect on the 
entertainment and education value of content – either marketing or consumer- 
produced – thus affecting its stickiness, longevity and, ultimately, the perception  
of the marketing function itself.

Within the discipline of data analysis, we already have interfaces that allow the 
statistically untrained user to quickly develop analytical models and carry out rapid 
analysis on increasingly vast arrays of data. Of course, the organization still must invest 
in formally trained analysts in order to ensure accurate interpretation and deployment of 
analytical models. Visualization and wizard-based “drag and drop” technology is now 
also commonly used within the marketing campaign set-up and execution process.

In recent years, we have seen the emergence of a new role – customer insights (VP 
or executive) – whose focus has been primarily the development of the 360-degree 
customer view. We’re now also seeing the analytics teams within organizations pushing 
to become more visible and accessible to the business. Industry blogger Scott Brinker 
has also published some compelling material and ideas in what he refers to as the “rise 
of the marketing technologist.” 

It would seem that the future of the marketing business is alive and thriving in our  
new digital world.

About SAS 
SAS is the leader in business analytics software and services, and the largest 
independent vendor in the business intelligence market. Through innovative solutions, 
SAS helps customers at more than 60,000 sites improve performance and deliver value 
by making better decisions faster. Since 1976 SAS has been giving customers around 
the world THE POWER TO KNOW®.

SAS provides the most comprehensive integrated marketing management solutions 
for your customer-centric marketing process. While other vendors provide components 
that can satisfy some of your needs, SAS delivers the only complete set of capabilities 
available on the market. The SAS difference means you can: 
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•	 Continually make smarter decisions. Using SAS® Analytics, you’ll gain the 
knowledge and insight needed to make smarter decisions and have a complete 
understanding of your customers. Whether it’s building predictive models for 
campaign response rates, using optimization to maximize channel ROI, forecasting 
to predict sales, or managing and maintaining your existing models, SAS is the 
proven leader in providing analytics to help you make smarter decisions.

•	 Solve more marketing challenges. Only SAS provides a complete set of 
capabilities to solve more of your marketing challenges. As you develop strategies 
and activities to fulfill the needs of your customers and marketing organization, you 
can count on SAS to deliver the solutions and technology you need for success.

•	 Evolve your marketing organization’s capabilities. SAS Customer Intelligence 
is structured to provide a growth path that addresses all stages of your 
marketing organization’s development. Whether you need to develop an accurate 
view of your customer, or focus on executing and optimizing your customer 
communications, SAS has a solution that fits your organization’s needs.
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analytics from marketing practitioners 
writing on the SAS® Customer 
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