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Wa n t  a c c e ss  to  t h e 

g re ye d  o u t  s e c t i o n s? 

T h e s e  s e c t i o n s  a re 

exc l u s i ve  to  P ro p o l i s 

m e m b e rs .



O n  P ro p o l i s  –  o u r  exc l u s i ve  c o m m u n i t y  fo r  B 2 B 
m a r ke te rs  –  yo u  c a n  d ow n l o a d  a  l a rg e r  ve rs i o n 
o f  t h i s  re p o r t ,  w h i c h  
a l s o  i n c l u d e s :

	› To ny  L a m b  o u t l i n e s  t h e  wa ys  t h a t  y o u  c a n 
g r o u p  t o g e t h e r  y o u r  b u y e r s  t o  u n d e r s t a n d 
exa c t l y  w h a t  t h e y  m i g h t  b e  i n t e r e s t ed  i n 
b u y i n g  f r o m  y o u ,  a n d  t h e r e f o r e  h ow  y o u 
c a n  d e l i v e r  g r ow t h .

	› S t e p h e n  G i l b e r t  a n swe r s  Pe t e r  O’ N e i l l ’s 
q u e s t i o n s  a b o u t  w h e t h e r  t h e  e m p h as i s 
s h o u l d  b e  o n  d a t a - d r i v e n  o r  c us t o m e r -
c e n t r i c  m a r ke t i n g  a n d  w hy,  as  we l l  as  w h a t 
t h e  d ea t h  o f  t h i r d - p a r ty  c o o k i e s  w i l l  m ea n 
f o r  B 2 B  d i g i t a l  m a r ke t i n g .

	› T h e  f u l l  c o m p e t e n c y  ass e ss m e n t  f r a m ewo r k ! 
T h i s  f r a m ewo r k  i n  t h i s  r e p o r t  i s  a  d i s t i l l ed 
v e r s i o n ,  b u t  P r o p o l i s  us e r s  g e t  a c c e ss  t o  a l l 
o f  t h e  i m p o r t a n t  d e t a i l s .

	› T h e  h i e r a r c hy  o f  d a t a - d r i v e n  m a r ke t i n g . 
T h i s  py r a m i d  s h ows  y o u  h ow  b u i l d  t r u l y 
d a t a - d r i v e n  m a r ke t i n g ,  s h ow i n g  w h e r e  y o u 
n eed  t o  s t a r t ,  a n d  w h e r e  y o u  c a n  g o  w i t h  i t .

 
Wa n t  to  l e a r n  m o re  a b o u t  P ro p o l i s?  Le a r n  m o re 
b y  c l i c k i n g  h e re.

Wa n t  to  g e t  e ve n  m o re  d e p t h 
a n d  i n s i g h t  o n  t h i s  to p i c?
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marketers  i n  b ei ng su ccess fu l ,  whet her  t hat ’s  a t 
i mp l ement i ng market i ng technol ogy,  p rogress ing 
i n  ABM or  op t i mi s i ng t he  cu st omer  ex p er i ence. 
T hi s  rep ort ,  t herefore,  wi l l  l ook  at  t h i s  i ssu e i n  more 
d et a i l ,  and  seek  t o  p rov i d e act i onab l e  s tep s  forward.

Every  B2B market i ng organi sat i on  now has  t he 
d es i re  t o  b e d at a-d r i ven.  T hey  a l l  want  t o  b e able 
t o  make t he  r i ght  d eci s i ons  ab ou t  where  t hey’re 
i nvest i ng resou rces,  for  reasons  rangi ng f rom 
t he rat her  d efens i ve  ‘b etter  economi cs,’  t o  t he 
asp i rat i on  t o  d el i ver  t he  b est  cu st omer  ex p er i ence.

Wi t h  d at a  comi ng f rom more channel s  and  formats 
t han ever,  t here’s  p rob ab l y  no short age of  d at a  for 
marketers  t o  u se.  Bu t ,  wi t hou t  t he  r i ght  s t ra tegy  to 
hand l e  a l l  o f  t he  d at a  comi ng i n  f rom t he web,  apps, 
ca l l  cent res,  sa l es,  and  so  on,  i t  can  qu i ck l y  t urn  into  a 
cacop hony of  noi se.  T he chal l enge i s  work i ng out  how 
t o  t u rn  a l l  o f  t he  noi sy  d at a  i n t o  a  symp hony.  How to 
set  u p  a  d at a  i ns i ght s  s t ra tegy,  not  j u s t  a  d at a  s t ra tegy.  

Welcome to  the  four th  o f  o ur  Pr o po l is  Hive  re s earch 
reports  –  one that  I  h ave  be e n lo o king fo r w ard 
to  wr i t ing s ince the  s tar t  o f  th is  ye ar,  w h e n I  w as 
named as  a  top in f l ue nc e r  in  data  m anage m e nt  b y 
Onalyt ica.  Th is  Londo n-bas e d s o f tw are  pe r io dica l l y 
publ ishes  a  ‘who’s  w h o’  re po r t  fo r  a  c e r ta in  to p i c, 
where  they  reveal  th e  m o s t  in f lue nt ia l  expe r ts  based 
upon quant i ta t ive  d ata  pul le d th r o ugh  L inke dIn, 
Twi tter,  personal  b lo gs ,  Yo uTube,  po dc as ts  and 
Forbes  channels ,  as  we l l  as  o f f l ine  in f lue nc e  dat a.

That  sounds  l ike  powe r fu l  s tu f f,  w h ic h  i s  w hy  I  was 
so  p leased to  be l i s te d am o ng a l l  th o s e  i l lus t r iou s 
fu l l - t ime data  manage m e nt  expe r ts  ( re m e m be r,  I 
actua l ly  cover  a  var ie ty  o f  m ar ke t ing to pic s)  w o rk i ng 
for  the  g iants  o f  my dis c ip l ine.  I  h ad publ is h e d 
research on the  vendo r  lands c ape  fo r  c us to m e r 
data  management  i n  D e c e m be r,  fo l lowe d by  o ne on 
dig i ta l  asset  manag e m e nt  in  Januar y.  Th o s e  re port s , 
p lus  a l l  the  d iscuss io ns  ge ne rate d by  th e m ,  go t  me 
into  the  analysts  cate go r y  o f  th e  to p In f lue nc e rs  for 
th is  topic.  Now,  I  can  r o und o ut  my  expo s ure  e ven 
fur ther  wi th  th is  B2B  M ar ke t ing re po r t .  

More  important ly,  h owe ve r,  i s  th e  fac t  th at  ‘a  lack 
of  deep customer  i ns igh ts ’  re pe ate dly  tur ns  up 
in  numerous  surveys  as  th e  # 1  inh ib i to r  fo r  B 2 B 

P E T E R  O ’ N E I L L , 

le ad  analyst , 

B 2B  Market ing
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D i g i t a l  b u s i n e ss  t ra n s fo r m a t i o n 
c h a n g e s  t h e  ro l e  o f  m a r k e t i n g  d a t a

1 .1  
D a t a  i n s i g h t  i s  t h e  s t a p l e  f u e l  
fo r  d i g i t a l  m a r k e t i n g  s u c c e ss  



That  i s  the  focus  fo r  th is  re po r t :  do c um e nt ing  
the  journey  to  exce l l ing at  data-dr ive n m ar ke t ing.

T h e  q u e s t i o n s  we  w i l l  t r y  to  a n swe r  i n  t h i s  
re p o r t  a re :

	› What  i s  important  fo r  a  data  m anage m e nt  
and ins ights  s t ra te gy,  and w hy ?

	› How can an  e f fe c t ive  s e gm e ntat io n  m o de l 
leverage the  mo s t  va luable  datas e ts  to  pr ov i d e 
greater  ins ight?

	› How have othe r  c o m panie s  appr o ac h e d th is  
and what  lessons  d id  th e y  le ar n?

 
We did  not  run  a  c lass ic a l  s ur ve y  fo r  th is  re po r t , 
but  I  can  lean on my  re s e arc h  as  an  analys t  and 
thos e exper iences  w i l l  fe e d into  th e  re po r t . 
We a lso  interv iewed s e ve ra l  B2 B  m ar ke t ing 
pract i t ioners  for  dee pe r  ins igh t  in to  s o m e  th e 
t rends  that  were  d is c ove re d.
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“At  G e t  S ta c ke d ,  a n d  t h e n  a t  I g n i te  2 0 2 1 ,  we 
we re  c o n s ta n t l y  h e a r i n g  a b o u t  t h e  i m p o r ta n c e 
o f  e s ta b l i s h i n g  s t ro n g  d a ta  f o u n d a t i o n s  to  a l l ow 
a  B 2 B  b u s i n e ss  to  p ro g re ss  i n  m a ny  m a r ke t i n g 
d i s c i p l i n e s .  I t  wa s  g re a t  to  s e e  d a ta  c o m i n g  o f 
a g e  i n  B 2 B  m a r ke t i n g ,  ra t h e r  t h a n  o f te n  j u s t 
b e i n g  a  b u z z wo rd .  Pe o p l e  a l wa ys  u n d e rs to o d  i t 
wa s  i m p o r ta n t ,  b u t  o f te n  c o u l d n ’t  a r t i c u l a te  t h e 
d e ta i l s  a ro u n d  w hy.  I t ’s  n ow  t h e  # 1  d e p e n d e n c y  to 
a l l ow i n g  c o m p a n i e s  to  g row  a n d  i n n ov a te,  s o  t h e 
d e ta i l  u n d e r p i n n i n g  w hy  d a ta  i s  s o  i m p o r ta n t  i s 
b e c o m i n g  ve r y  c l e a r  to  m a r ke te rs ”

 
T O N Y  L A M B

To ny  La m b  i s  t h e  P ro p o l i s 
H i ve  ex p e r t  f o r  D a ta 
S t ra te g y,  I n s i g h t  & 
I n te l l i g e n c e.  H e  h a s  ove r  
2 5  ye a rs  o f  p rove n 
ex p e r i e n c e  o f  b u i l d i n g 
h i g h  p e r f o r m a n c e  d a ta 
f u n c t i o n s  f o r  m u l t i - b i l l i o n 
c o r p o ra t i o n s ,  B 2 B  m a r ke t i n g 
s e r v i c e  c o m p a n i e s  a n d  S M E 
b u s i n e ss e s ,  a n d  f o r m e d 
h i s  ow n  i n d e p e n d e n t  d a ta 
c o n s u l ta n c y  i n  2 0 0 1 .  To ny 
h a s  h e l p e d  u s  to  u n d e rs ta n d 
w h a t  q u e s t i o n s  P ro p o l i s 
m e m b e rs  n e e d  a n swe r i n g  
i n  t h i s  re p o r t ,  a n d  h a s  
k i n d l y  o f f e re d  h i s  ow n 
i n s i g h t  to  h e l p  u s  c re a te 
 t h e  re p o r t .  H i s  g u e s t  s e c t i o n  
c a n  b e  f o u n d  i n  t h e  f u l l 
P ro p o l i s  re p o r t .  Yo u  c a n 
l e a r n  m o re  a b o u t  P ro p o l i s  b y 
c l i c k i n g  h e re . 
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S E C T I O N  2

A u d i e n c e  i n s i g h t s :  
S t a r t  w i t h  w h a t  yo u  n e e d  t o  k n ow       

Wh e re  t o  s t a r t

For  some organi sat i ons,  t h i s  may  b e d u e t o  an 
i ncorrect  s t ar t  p oi nt .  An op en-end ed  qu est i on  l ike 
‘what  d at a  can I  col l ect  ab ou t  my au d i ence?’  i s 
temp t i ng.  However,  t h i s  i s  not  esp eci a l l y  he l p fu l 
i n  an  era  where  t here  are  an  est i mated  8000 
martech sol u t i ons  ava i l ab l e  (accord i ng t o  t he 
Market i ng Technol ogy Land scap e Su p ergrap hic 
2020),  and ,  wi t h i n  whi ch,  d at a  i s  t he  fas test 
growi ng category  (u p  25%  year -on-year ) . 

Ins tead ,  i t  makes  more sense t o  s t ar t  wi t h  ‘what 
d oes  an  i d eal  cu st omer  l ook  l i ke?’  and  ‘what  do 
I  need  t o  know ab ou t  my i d eal  cu st omer  t o  meet 
t hei r  need s?’  Answer i ng t hese qu est i ons  wi l l 
ass i s t  you  i n  b u i l d i ng p rof i l es  t hat  can  b e u sed in 
mod el l i ng you r  t arget  segment s.

M o d e l s  a n d  s e g m e n t s

Prof i l es  are  essent i a l  for  va l i d at i ng and 
segment i ng you r  t arget  au d i ence,  e l i mi nat i ng 
assu mp t i ons,  p rov i d i ng c l ear  p r i or i t i es  and 
i d ent i fy i ng l ookal i ke  accou nt s.  E f fect i ve 
segment at i on  a l so  requ i res  t he  anal ys i s  o f 
f i rmograp hi c,  technograp hi c  and  b ehavi ou ra l 

The more personal is e d,  re le vant  and e ngaging 
an  exper ience you c an c re ate  fo r  pr o s pe c ts , 
customers  and par tne rs ,  th e  be tte r  y o ur  re ve nue 
engine wi l l  operate.  I f  we  ac c e pt  th is  pre m is e, 
i t  fo l lows that  the  va lue  c re ate d by  m ar ke t ing 
re lates  d i rect ly  to  th e  va lue  y o u c an re a l i s e  as  
a  bus iness.

K ingpin’s  point  o f  v iew  is  th at ,  in  2 0 2 1,  m ar ke t ing 
va lue  s tar ts  wi th  a  de e p s e t  o f  audie nc e  ins igh ts, 
and needs  to  be del ive re d as  a  pe rs o nal is e d and 
engaging exper ienc e.  B o th  audie nc e  ins igh ts 
and exper ience have  th e  s am e  po int  o f  o r ig in:  a 
coherent ,  in tegrated e c o sys te m  th at  c o m pr is e s 
martech,  data  and m o de ls ,  to ge th e r  w i th  a  we l l -
managed set  o f  re l a te d c o m pe te nc ie s .

C h a l l e n g e s

Kingpin’s  research h as  s h ow n th at  ext rac t ing 
meaningfu l  ins ights  f r o m  th e  data  ava i lable 
presents  a  s igni f icant  c h a l le nge  to  m any 
organisat ions,  and th at  th e  m ajo r i ty  are  w o r k ing 
hard to  f i l l  gaps  in  th e i r  audie nc e  know le dge.  In 
other  words,  despi te  a  p le th o ra  o f  data,  and a  fas t 
evolv ing tech s tack,  m o s t  o r ganis at io ns  h ave  an 
incomplete  p icture  o f  th e i r  audie nc e.

N I G E L  W I L L I A M S , 

c h ie f  s t ra tegy  of f icer,  

K ingpin
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data,  but ,  by  s tar t ing w i th  w h at  y o u ne e d,  i t  i s 
eas ier  to  determine w h at  data  s e ts  are  re qui re d .

In  turn,  an  understanding o f  th e  data  s e ts 
requi red to  model  and s e gm e nt  y o ur  tar ge t 
audience helps  dete r m ine  w h at  y o u ne e d in 
your  tech s tack  to  gath e r,  pr o c e ss  and auto m ate 
the  product ion of  data,  to ge th e r  w i th  th e 
competencies  requ i re d.  

T h e  h u m a n  f a c t o r :  Co m p e t e n c i e s

Competencies  are  v i ta l  as  i t  i s  th e  appl ic at io n  of 
human expert ise  that  e nable s  us  to  t rans fo r m  dat a 
in to  the  ins ights  th at  inc re as e s  y o ur  re le vanc e 
to  your  audience.  Th at  s am e  expe r t is e  i s  jus t  as 
v i ta l  in  creat ing mo re  pe rs o nal is e d,  e ngaging 
exper iences. 

P l a n n i n g  yo u r  j o u r n e y

Developing the  mar te c h  s tac k,  data  and 
competencies  you ne e d re qui re s  a  r o adm ap.  We 
recommend star t ing w i th  a  bas e l ine  th at  c aptures 
where  you are  today  bo th  in  te r m s  o f  y o ur 
audience ins ights  and y o ur  ow n c apabi l i t ie s .  Th i s 
basel ine  can be com pare d to  indus t r y  be nc h m arks 
as  the  s tar t ing point  to  de ve lo ping a  r o adm ap. 
We’ve found that  u s ing ass e ss m e nts  de s igne d 
for  a  speci f ic  outcom e,  s uc h  as  de ve lo ping an 
ABM programme,  are  par t ic u lar ly  h e lpfu l ,  as  th ey 
enable  you to  a l ign  th e  r o adm ap w i th  a  s pe c i f ic 
set  o f  market ing obje c t ive s .

T h e  f i n a l  m i l e  i n  t h e  m a r k e t i n g  v a l u e  c h a i n

Jus t  as  the  human fac to r  i s  c r i t ic a l  in  t rans fo r m ing 
data  in to  ins ights,  th e  s am e  is  t r ue  fo r  de ve lo ping 
a  personal ised,  re le vant  and e ngaging expe r ie nce 
based on those ins igh ts .  D e s pi te  a l l  th e  data  and 
technology,  the  f ina l  m i le  in  th e  m ar ke t ing va lue 
chain  i s  unquest ionably  h um an.

 
D e s p i te  a l l  t h e  d a ta  a n d 
te c h n o l o g y,  t h e  f i n a l  m i l e  i n 
t h e  m a r ke t i n g  v a l u e  c h a i n  i s 
u n q u e s t i o n a b l y  h u m a n 

T h e  j o u r n e y  t o  d a t a - d r i ve n  m a r k e t i n g   ©   B 2 B  M A R K E T I N G
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a n d  e n r i c h i n g  o u r  d a ta  s e t s .  We  h a ve  a l s o  wo r ke d 
w i t h  a  l e g a l  a d v i s o r  to  e n s u re  o u r  G D P R  p ro c e ss e s 
a re  ro b u s t .”

Havi ng a  d at a  and  i ns i ght s  s t ra tegy  t hat  ensu res  fu l l 
accou nt ab i l i t y  and  v i s i b i l i t y  across  t he  comp any i s  an 
asp i rat i onal  goal .    

Ian  Benni son,  market i ng op erat i ons  d i rect or, 
In ter t ru st  Grou p :  “ I n  o u r  f i r m ,  d i f f e re n t  c o u n t r i e s 
a re  wo r k i n g  o n  d i f f e re n t  p l a t f o r m s ,  s o  t h e re  i s  n o 
c o n s i s te n t  s o u rc e.  We  h a ve  s ta r te d  a  d a ta  s t ra te g y 
f o r  m a r ke t i n g  a n d  s a l e s ,  b u t  c l i e n t  d a ta  c o n s i s te n c y 
w i l l  c o n t i n u e  to  b e  a  c h a l l e n g e.”

Every  B2B organisat io n  ne e ds  a  data  s t ra te gy, 
especia l ly  in  these  days  o f  d ig i ta l  m ar ke t ing. 
These data  s t ra tegy  ins igh ts  pr ov ide  th e  bas is  for 
everyth ing you do invo lv ing data,  f r o m  de f in ing t he 
targets  for  your  mar ke t ing c am paigns ,  to  d is c over i ng 
and developing leads ,  to  inc re as ing s a le s .  A 
proper ly  documente d and agre e d data  s t ra te gy 
wi l l  a l low you to  ach ie ve  y o ur  m ar ke t ing and w id er 
bus iness  goals  by  o ut l in ing c le ar ly  th e  s te ps  y ou 
need to  take  to  move  tow ards  th e s e  o bje c t ive s .

Ideal ly,  the  data  s t ra te gy  a ls o  ne e ds  to  be  c o m p any-
wide,  not  jus t  a  pol ic y  w i th in  th e  m ar ke t ing te am. 
F ina l ly,  the  s t ra tegy  i s  m uc h  m o re  abo ut  pr o c e ss 
and organisat ion  than i t  i s  abo ut  de plo y ing 
technologies.  I t  sh o uld  de s c r ibe  h ow  y o u c o l lect 
your  data,  which data  e le m e nts  are  im po r tant ,  who 
is  respons ib le,  and  h ow  y o u w i l l  m ainta in  th e  dat a 
over  t ime.  Al l  data  s e ts  ne e d to  h ave  a  de s ignated 
owner  who feels  acc o untable  fo r  th e i r  data  s e t 
(qual i ty,  maintenanc e,  e tc) .

Some companies  are  be ginning to  s e t  up a  s e parate 
dedicated data  team  to  de f ine  and m anage  th e se 
processes,  but ,  ge ne ra l ly  s pe aking,  de ve lo ping  and 
agreeing a  data  and ins igh ts  s t ra te gy  i s  ve r y  m u ch 
a  work- in -progress  in  m o s t  B2 B  c o m panie s .  Th is  i s 
s imply  because many  B 2 B  o r ganis at io ns  we re  re l y i ng 
more on the  creat iv i ty  and o utput  o f  R&D  and s a l es 
people  ra ther  than o n m ar ke t ing. 

Chr is t ine  Ba i ley,  CMO, Pass F o r t :  “ We  a re  i n  t h e 
e a r l y  s ta g e s  o f  o u r  d a ta  a n d  i n s i g h t s  s t ra te g y.  Af te r 
ex te n s i ve  c u s to m e r  a n a l y t i c s  a n d  re v i ew  o f  t h e 
to ta l  a d d re ss a b l e  m a r ke t ,  we  h a ve  re f i n e d  o u r  I C P 
( i d e a l  c u s to m e r  p ro f i l e) .  We  a re  wo r k i n g  w i t h  a  d a ta 
p rov i d e r  to  e n r i c h  t h e  d a ta  c u r re n t l y  h e l d  o n  o u r  I C P 
a n d  we  h a ve  s e a rc h e d  ex te n s i ve l y  f o r  t h e  r i g h t  d a ta 
p rov i d e rs  to  h e l p  a u d i t  o u r  d a ta  a g a i n s t  o u r  I C P/
TA M .  We  a re  n ow  i n  t h e  p ro c e ss  o f  c l e a n s i n g ,  a d d i n g 
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O rg a n i s i n g  fo r  a  d a t a  
a n d  i n s i g h t s  s t ra t e g y

 
A  p ro p e r l y  d o c u m e n te d  a n d 
a g re e d  d a ta  s t ra te g y  w i l l  a l l ow 
yo u  to  a c h i e ve  yo u r  m a r ke t i n g 
a n d  w i d e r  b u s i n e ss  g o a l s  b y 
o u t l i n i n g  c l e a r l y  t h e  s te p s  yo u 
n e e d  to  ta ke  to  m ove  towa rd s 
t h e s e  o b j e c t i ve s 

3 .1  
D a t a  m a n a g e m e n t  m e t h o d s 

You  can’t  have an  e f fect i ve  d at a  s t ra tegy  wi t hout 
s t rong d at a  fou nd at i ons  b ei ng i n  p l ace.  You  may 
b e ab l e  t o  achi eve some t act i ca l  su ccesses,  b ut  the 
act i v i t y  won’t  sca l e  t o  d el i ver  t he  va l u e  t he  b us iness 
need s.  Key  met hod s  t o  cons i d er  are  as  fo l l ows:
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	› D a t a  c o l l e c t i o n  a n d  c o n s o l i d a t i o n .  D ata,  dat a 
everywhere,  but  i t ’s  o f te n  s tuc k  in  s i lo s .  Th e t r i ck 
i s  to  focus  on t h e  m o s t  im po r tant  data  f i rs t ,  for 
the  opportuni t ie s  y o u h ave  a l re ady  de f ine d.  T he 
concept  of  s tar t ing s m al l  and bui ld ing up rea l l y 
works,  and hope fu l ly  pr ov ide s  s o m e  quic k  wi ns 
you can celebrate  inte r na l ly.  Ide nt i fy  a l l  th e  f i rs t 
par ty  data  sourc e s  ( th e  in fo r m at io n y o u c o l l ect 
d i rect ly  f rom your  audie nc e  o r  c us to m e rs)  you 
need interna l ly  and s e e  i f  th e  data  o pe rat io ns 
process  prov id e s  ac c e ss  to  th e m  in  th e  s pe ed 
and the  format  y o u re qui re.  Th is  c o uld  be  the  fu l l 
spectrum of  ap p data,  f r o m  m o bi le  and c o nnected 
devices,  as  wel l  as  data  f r o m  m o re  t radi t io nal 
sources,  such as  we b and C RM , as  we l l  as  f inance 
systems.  Digi ta l  m ar ke te rs  in  B 2 B  s e c to rs  c an 
now col lect  de m o graph ic  and f i r m o graph ic  d at a 
about  thei r  ta rge t  m ar ke ts  to  pr ov ide  tar ge tab l e 
segments,  such as  re ve nue,  c o m pany  s ize, 
profess ional  gr o up,  func t io nal  a re a,  indus t ry 
and senior i ty.  Th e  data  c an be  c o l le c te d f r om a 
combinat ion of  ano ny m is e d publ is h e r  re gis t ra t i on 
data,  propr ietar y  IP - to -c o m pany  m apping 
technology,  and th i rd-par ty  data  s o urc e s .  
 
The goal  i s  to  be  able  to  c o ns o l idate  bus iness  and 
contact  records  to  c re ate  a  ‘ t r us te d s ingle  vers i on 
of  the  t ruth’  f rom  w h ic h  to  bas e  de c is io ns .

	› Data reconciliation. The scienti f ic or engineering 
definit ion of reconcil iat ion is  to ensure that data 
remains consistent during a data migration or 
transfer.  A more business-orientated use case is  the 
challenge of ensuring that al l  sources of data lead to 
a consistent value, i.e. product purchase amount.

Want to learn more? The fu l l  Propol is  report  includes even more 

on:  data qual i ty  and governance;  customer prof i le  resolut ion; 

and consent,  legit imate interest  and preference management.

Amy Wi l l iams,  head o f  m ar ke t ing,  NHS  Pr o pe r ty 
serv ices:  “A s  e ve r  w i t h  t h e s e  p ro j e c t s ,  t h e  b i g g e s t 
c h a l l e n g e  h a s  b e e n  c h a n g e  m a n a g e m e n t  a n d  g e tt i n g 
b u y - i n  to  n ew  p ro c e ss e s  a n d  wa ys  o f  wo r k i n g ! ”

Ian  Bennison,  marke t ing o pe rat io ns  d i re c to r,  In ter t ru st 
Group:  “ O u r  m o s t  m a j o r  p r i o r i t y  a t  t h e  m o m e n t  i s 
to  e s ta b l i s h  p ro c e ss e s  to  m a i n ta i n  t h e  q u a l i t y  o f  o u r 
c u s to m e r/ p ro s p e c t  d a ta  o n  a n  o n g o i n g  b a s i s .”

 
T he met hod s  l i s ted  ab ove are  d ep l oyed  and 
i mp l emented  t o  hel p  manage t he  d at a  t hat  can 
b e col l ected  and  mai nt a i ned .  More i mp ort ant  for 
b u s i ness  su ccess  i s  b ei ng ab l e  t o  l everage t he  data 
t o  i n form d eci s i ons  and  p rogrammes.  Peop l e  speak 
of  d at a  i ns i ght s,  or  even d at a  i n te l l i gence p rojects  in 
t h i s  contex t .  Of  cou rse,  t he  p ower  of  any  d at a  ins ights 
d ep end s ab sol u te l y  on  t he  i ntegr i t y  and  re l i abi l i ty  o f 
a l l  d at a  t hat  has  b een col l ected . 

Mau reen Bl and ford ,  managi ng d i rect or,  B2B 
Unl eashed ,  “ I t  i s  e q u a l l y  i m p o r ta n t  to  e s ta b l i s h  t h e 
s i n g l e  s o u rc e - o f - t r u t h  a b o u t  yo u r  c u s to m e rs  i n  o rd e r  
to  a c h i e ve  re a l  c u s to m e r - c e n t r i c i t y.”

T h e  d a t a  i n s i g h t s  s t ra te g y  w i l l  o f te n  i n c l u d e  t h e 
fo l l ow i n g  c o n s i d e ra t i o n s  a n d  o b j e c t i ve s :

	› D a t a  p e r fo r m a n c e  m e a s u re m e n t .  As wi t h  any 
market i ng p rocess  i n  a  B2B organi sat i on,  there 
i s  i ncreased  p ressu re  t o  measu re  and  ensure 
t hat  t he  p rocesses  wi t h i n  t he  d at a  s t ra tegy  are 
e f f i c i ent  and  p rod u ct i ve  for  t he  comp any.  Once 
a  d at a  s t ra tegy,  and  p erhap s  a  d at a  team,  has 
b een agreed  and  est ab l i shed ,  t h i s  i s  qu i ck ly 
fo l l owed  b y  t he  d ef i n i t i on  of  KPIs  and  ot her 
met r i cs  t o  su p p ort  management  rep ort i ng. 

	› Re a l - t i m e  p e rs o n a l i s a t i o n .  Mu ch of  t he  d ata  that 
i s  col l ected  can b e u sed  not  onl y  i n  p l anning and 
t arget i ng camp ai gns,  b u t  a l so  t o  rend er  more 
p ersonal i sed  i n format i on t o  web si te  v i s i t ors .

	› P re d i c t i ve  a n a l y t i c s .  T he cu rrent  p oster 
ch i l d  of  d i g i t a l  market i ng.  Us i ng d at a  ana l ys is 
sys tems t hat  can  l everage ar t i f i c i a l  i n te l l i gence 
a l gor i t hms t o  p rov i d e p red i ct i ons,  u su a l l y  about 
t he  d egree of  b u yer  i n terest  or  ‘ i n tent .’   

Many of  t hese  met hod s  wi l l  b e  new t o  t he  company 
and  B2B marketers  wi l l  need  ass i s t ance,  ed u cat ion 
and  p erhap s  coachi ng t o  b e ab l e  t o  ad op t  t he 
p rocesses  p rod u ct i ve l y.

3 . 2 
Why  a  d a t a  i n s i g h t s  s t ra t e g y  
i s  i m p o r t a n t 



P ro p o l i s  i s  t h e  g l o b a l  b o d y  g i v i n g  B 2 B  m a r ke te rs 
t h e  c l a r i t y  to  s o l ve  re a l - wo r l d  c h a l l e n g e s  –  t h ro u g h 
i n s t a n t  a c c e ss  to  u n b i a s e d  ex p e r t s ,  re s o u rc e s , 
t ra i n i n g ,  a n d  s u p p o r t .  To g e t h e r,  we  c a n  h e l p 
yo u  n av i g a te  c h a n g e,  m a s te r  a  m u l t i d i s c i p l i n a r y 
e nv i ro n m e n t ,  a n d  d r i ve  b u s i n e ss  g row t h .

Propol is  i s  des igned fo r  th e  w ay  y o u re a l ly  w o r k ,  t o 
help  you f ind answe rs  quic k ly  and tac k le  th e  day- t o-
day  chal lenges  of  B 2 B  m ar ke t ing l i fe  –  by  th e  peop l e 
who  know better  than any o ne  w h at  m ake s  B 2 B  uni qu e. 
I t ’s  a  g lobal  communi ty  o f  re a l  m ar ke te rs  –  f r o m many 
of  the  b iggest  nam e s  in  B 2 B  –  s uppo r te d by  a  bank  of 
experts  wi th  hands -o n,  prac t ic a l  expe r ie nc e.

As  one B2B markete r  put  i t :  “ I t ’s  t h e  m e m b e rs h i p  
yo u ’ l l  a c t u a l l y  u s e.”

T h i s  re p o r t  i s  o n l y 
h a l f  t h e  s to r y… 

To get  the  fu l l  repor t  and t o  fu l l y 
understand how t o  use  d ig i ta l  m arket i ng 
to  t rans form y our  mar ket ing  and  yo ur 
bus iness  you need to  be a  mem b er  
o f  our  B2B communi ty  Pr opol is .

Contact  pro pol is@ b2 bmar ket ing. net  f o r  f u r ther 
in format ion on how y ou can be a  p ar t  o f  the 
evolut ion  of  B 2 B  mar ket ing .

I n  o rd e r  to  d r i ve  o u r 
b u s i n e ss  a n d  g l o b a l 
m a r ke t i n g  te a m  f o r wa rd , 
we  k n ew  we  wo u l d  b e n e f i t 
f ro m  a n  i n te r n a t i o n a l 
p ro f e ss i o n a l  m e m b e rs h i p , 
w h i c h  i s  exa c t l y  w h a t 
P ro p o l i s  w i t h  B 2 B 
M a r ke t i n g  g i ve s  u s .

N ow  m o re  t h a n  e ve r, 
t h e  n e e d  to  c o m e  to g e t h e r 
a s  a  c o m m u n i t y  o f  B 2 B 
m a r ke te rs  i s n ’t  j u s t 
re l e v a n t ,  b u t  n e c e ss a r y

C A T  D U T T O N 
g l o b a l  d e p u t y  C M O,  Ato s

mailto:propolis%40b2bmarketing.net?subject=
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and /or  p references,  p l u s,  p erhap s,  even t hei r 
recent  research h i s t ory  (what  ot her  o f fers  t hey  are 
cons i d er i ng;  how mu ch i n format i on t hey  have,  etc) . 

Of ten,  when i n i t i a ted  b y  IT,  t he  p roj ect  i s  l ab el led a 
cu st omer  d at a  p l at form (CDP)  p roj ect  and  t he  focus  i s 
t o  ensu re  t hat  t here  i s  a  consol i d at i on  of  a l l  d ata  s i los 
and  t hat  t here  i s  a  cons i s tent  system of  record  for 
each cu st omer  e l ement .

For  market i ng,  t he  goal  i s  t o  est ab l i sh  a 
comp rehens i ve  and  d ynami c  v i ew of  each cu stomer 
b y  cap t u r i ng d at a  f rom mu l t i p l e  systems,  l i nk i ng 
i n format i on re l a ted  t o  t he  same cu st omer,  and 
s t or i ng t he  i n format i on t o  t rack  b ehavi ou r  over  t ime. 
T he system cont a i ns  p ersonal  i d ent i f i ers  u sed  to 
t arget  market i ng messages  and  t rack  i nd i v i d u al - level 
market i ng resu l t s ,  and  d at a  s t ored  i n  t he  CDM system 
(or  CDP i f  you  l i ke)  can  b e u sed  b y  ot her  systems for 
ana l ys i s  and  t o  manage cu st omer  i nteract i ons.

M y  re s e a rc h  re p o r t  o n  C D M s  i n  D e c e m b e r  2 0 2 0 
l i s te d  t h e s e  i n s i g h t s  o r  t re n d s :

	› Consent  management  i s  b ecomi ng cr i t i ca l . 
	› Accou nt -b ased  market i ng d r i ves  CDM  

ad op t i on i n  B2B. 
	› CDM p roj ect s  are  d i f f i cu l t  t o  d ef i ne  

and  p l an  for  marketers . 
	› CDM requ i res  a  market i ng op erat i ons  team. 

Us i ng a  su rvey  cond u cted  wi t h  1 500 enterp r i se 
b u s i ness  managers  wi t h  b u d get  resp ons i b i l i t y  about 
t hei r  CDM p roj ect s ,  I  was  recent l y  ab l e  t o  p roduce 
t he  fo l l owi ng l i s t  o f  p l at form vend ors  t hat  were 
scored  (b y  b ot h  t he  resp ond ent s  and  me)  as  market 
l ead ers  ( t ot a l  scores  a l ong t he  s t ra tegy  and  execut ion 
ax i s  o f  over  4  ou t  o f  5 ) :  Acqu i a,  Act i onIQ,  Ad obe, 
Cxense,  Evergage,  Eu l er i an,  N GDATA,  Qu aero, 
Red p oi nt  Gl ob al ,  Sa l es force,  S i tecore  and  Teal ium. 	

Before  d ig i ta l  marke t ing,  a l l  c us to m e r  data  in  a  B2B 
company was  usual ly  m ainta ine d in  th e  C RM  system 
and managed (and h o pe fu l ly  ke pt  up- to -date  and 
c leansed per iodica l ly )  by  c us to m e r -data  ana lys t s  i n 
the  sa les  operat ions  de par tm e nt.  In  addi t io n  to  t h i s , 
there  was  per iodic ,  o r  pe r h aps  o c c as io nal ,  updates 
coming f rom the sa le s  fo rc e  i f  th e y  h ad th e  t im e and /
or  the  inc l inat ion. 

In  our  Q1-2021 sur ve y  o f  ne ar ly  10 0  B2 B  m ar ke ters 
for  our  Market ing O pe rat io ns  & Pr o c e ss  Hive  rep ort , 
we had asked about  c h al le nge s  m ar ke te rs  are  fac i ng. 
A  f r ightening 68% o f  re s po nde nts  c i te d ‘m ar ke t i ng 
is  re l iant  on  data  in  th e  C RM  and i t ’s  no t  c utt ing t he 
mustard’  as  thei r  # 1  c h al le nge,  w i th  ove r  h a l f  o f  t hat 
68% ca l l ing i t  the i r  b igge s t  c h a l le nge.  F ur th e r more, 
the  B2B marketers  c le ar ly  d id  unde rs tand th e 
mustard  id iom,  bec aus e  67 % o f  th e m  a ls o  no te d  t h i s 
cha l lenge:  “ lots  o f  data  i s  in  d i f fe re nt  s i lo e d systems 
and i t  i s  a  s t ruggle  to  ge t  a  s ingle  c us to m e r  v iew.”  

B2B organisat ions  h ave  be e n t r y ing to  s o lve 
thei r  data  chal leng e s  by  c re at ing th e i r  ow n data 
warehouses  (or  lake s ,  databas e s ,  e tc) ,  m anual ly 
in tegrat ing and uni fy ing th e i r  var io us  data  s o urces, 
and even developing c us to m  analy t ic s .  Th is  h as  b een 
going on for  many ye ars  now. 

Now,  modern  B2B c us to m e r  data  m anage m e nt 
p lat forms can be im ple m e nte d,  a lm o s t  as  ‘pac kaged 
appl icat ions,  un i fy ing c us to m e r  data  f r o m  m ul t ip l e 
f i rs t  and th i rd-par ty  s o urc e s  and m aking i t  ava i lab l e 
to  systems of  ins igh t  and e ngage m e nt.  Th e  la test 
d ig i ta l  market ing tec h no lo gy  plat fo r m s  c an now 
‘ read’  a  marketplac e  and dis c ove r/ h igh l igh t  exact l y 
thos e companies  th at  are  ‘ in  m ar ke t ’  fo r  a  c e r ta i n 
topic  ( i .e.  have a  b udge t  and a  f i r m  inte nt  to  invest ) . 
In  addi t ion  to  th is ,  sys te m s  c an a ls o  pr o duc e  a  prof i l e 
o f  a l l  decis ion-make rs  in  a  tar ge t  c o m pany  (ac c ou nt ) , 
document ing exact ly  th at  pe rs o n’s  de c is io n  c r i ter i a 
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C u s t o m e r  d a t a  m a n a g e m e n t  i s  n ow 
a  m a r k e t i n g  ro l e  a n d  re s p o n s i b i l i t y   

https://www.b2bmarketing.net/en-gb/free-downloadable-guides/get-stacked-research-report-moving-forwards-marketing-operations-function
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E a r l y  a d o p te rs  o f  C D M  p ro j e c t s  t y p i c a l l y  g o 
t h ro u g h  t h i s  p ro g re ss i o n : 

1 . 	 I n te g ra t i n g  d a t a  s i l o s .  C o l le c t ing data  f r o m t he 
mul t ip ly ing syste m s  o f  ins igh t  and e ngage ment 
in  the  martech and s a le s te c h  e c o sys te m  to 
create  uni f ied c us to m e r  pr o f i le s .  Th is  i s  m ovi ng 
marketers  c lose r  to  c re at ing th at  s ingle  s o urce 
of  t ruth  that  org anis at io ns  h ave  be e n c h as ing 
for  decades.

2 . 	 I m p rov i n g  d a t a  q u a l i t y.  Uni fy ing c us to m e r  d at a 
in  one reposi to r y  e nable s  B 2 B  m ar ke te rs  to 
implement  fundam e nta l  data  hy gie ne  prac t i ces, 
such as  dedupi ng,  c le ans ing and no r m al is at i on. 

3 . 	 Co n n e c t i n g  a n o ny m o u s  a n d  k n ow n  b e h av i o u r. 
Most  CDM plat fo r m s  c an gath e r  be h avio ura l 
data  on an  anony m o us  pr o s pe c t  and c o ns o l i d ate 
i t  in to  one known pr o f i le  w h e n a  buye r  f ina l l y 
reveals  thei r  ide nt i ty.

4 . 	 G a i n i n g  a  m o re  c o m p re h e n s i ve  a n d  a c c u ra te 
v i ew  o f  b u ye r  j o u r n e ys .  Onc e  i t  ass um e s  i ts 
r ight fu l  pos i t io n  at  th e  c e ntre  o f  th e  m ar te ch 
s tack  –  ingest ing data  f r o m  and fe e ding data  t o 
the  user ’s  syste m s  o f  ins igh ts  and e ngage m ent 
–  the  CDM can c re ate  a  h o l is t ic  p ic ture  o f  b u yer 
journeys  and enable  m o re  c o m pre h e ns ive  and 
accurate  analys is ,  re po r t ing,  and att r ibut io n.

Once thei r  sys tems  are  s e t  up,  th e  e ar ly  ado pters 
o f  CDM quick ly  rea l i s e  im po r tant  im pr ove m e nts  i n 
market ing and sa les  e f fe c t ive ne ss  m e tr ic s ,  s uc h as 
better  convers ion rate s  fo r  de m and ge ne rat io n,  as 
wel l  as  improved ac c o unt  e ngage m e nt  and de al  s i zes 
for  ABM.

Longer-term, after going through a few signif icant 
sales cycles, CDM projects wil l  also drive signif icant 
improvements in key business metrics, such as ACV, LTV, 
customer satisfaction, account expansion and renewals.

 
At  t h e  2 0 2 0  G e t  S ta c ke d 
Co n f e re n c e,  we  re p o r te d  t h a t  t h e 
C R M  i s  t h e  m o s t - h a te d  sys te m 
f o r  m a r ke te rs ,  re c e i v i n g  t h e  m o s t 
n e g a t i ve  s a t i s f a c t i o n  f e e d b a c k 
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The fo l lowing f ram ew o r k  s e e ks  to  de f ine  th e  d i f ferent 
s tages  of  data  s t ra te gy,  ins igh ts  and inte l l ige nce 
matur i ty,  and map th e m  agains t  d i f fe re nt  c r i te r ia 
requi red for  success .  A  f ram ew o r k  s uc h  as  th is 
i s  being created fo r  a l l  e igh t  Pr o po l is  Hive s  and 
competency  areas.

This  f ramework  i s  a  f la t  o r  s ta t ic  ve rs io n o f  th e 
interact ive  Compete nc y  A ss e ss m e nt  Pr o gram m e, 
which i s  par t  o f  your  Pr o po l is  m e m be rs h ip.  Th is 
assessment  i s  des igne d to  h e lp  y o u de te r m ine  you r 
speci f ic  level  o f  com pe te nc y  agains t  th e s e  c r i ter i a , 
compare  them agains t  o th e r  Pr o po l is  m e m be rs  and 
h ighl ight  areas  to  fo c us  o n fo r  im pr ove m e nt.

I f  you’ve  not  taken y o ur  C o m pe te nc y  A ss e ss m e nt  yet , 
p lease  contact  your  ac c o unt  m anage r  o r  Pr o po l i s 
customer  success  m anage r.

S E C T I O N  7

Co m p e t e n c y  a ss e ss m e n t  f ra m ew o r k
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exper iences  and le ar n  f r o m  o ne  ano th e r.
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Kingpin  Communicat io ns  i s  a  g lo bal  B2 B  age ncy 
combining expert ise  to  dr ive  gr ow th  th r o ugh  brand , 
demand and ABM f o r  s o m e  o f  th e  w o r ld’s  le ading 
B2B organisat ions  w i th  a  s pe c i f ic  pe digre e  in 
technology and profe ss io nal  s e r v ic e s  brands .

Kingpin  d i f ferent ia te s  i t s e l f  th r o ugh  a  de e p 
understanding of  h ow,  w h e n and w hy  bus ine ss es 
purchase technology,  us ing a  c o m binat io n o f  dat a-
dr iven buyer  in te l l ige nc e  and re a l - l i fe  ins igh ts  f rom 
i ts  profess ional  com m uni t ie s  to  de l ive r  c am paig ns 
that  dr ive  bus iness  im pac t  fo r  c l ie nts .

Along wi th  Omobo no  a  le ading brand and digi t a l 
UX agency,  K ingpin  i s  par t  o f  Th e  M ar ke t ing 
Pract ice  fami ly  –  the  c o m bine d gr o up e m plo ys  over 
300 people  in  the  US ,  UK,  Ge r m any  and Aus t ra l i a 
and works  across  c l ie nts  inc luding S e r v ic e Now, 
Sa les force,  Microso f t ,  Le novo,  SA P,  Ac c e nture  and 
Thomson Reuters  to  nam e  a  few. 
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