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THIS YEAR, IS THE FIRST TIME WE HAVE TAKEN THIS
EUROPEAN WIDE

marketers and insights
2 ooo + managers questioned from
, 10 countries across Europe

vision interviews among
50 + marketers and insights

managers
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THE RESULTS ARE ANALYSED IN A UNIQUE WAY

We divide the respondents into 2 groups: “Winners” and “Non-Winners”.

o Winners are growing companies

. o Non-winners are declining or stable

\Y) companies.
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THE THEME FOR 2021:

DATA-DRIVEN
DECISION MAKING
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WHY THIS THEME? G
BECAUSE IT KEEPS MARKETERS UP AT NIGHT!
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communication people .
coming years

AND THERE IS A LOT OF ACADEMIC FOCUS ON THIS SUBJECT

Question: Thinking about the future of marketing, what do you see as the most impactful development for the coming years?
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THE INGREDIENTS FOR
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GOOGLE ALSO DEMONSTRATES THAT THE INTEREST IN

DDDM IS INCREASING OVER THE YEARS

Big data Data science

Data analytics

Machine learning

Source: Google Trends — online search results
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SO, HOW DO MARKETERS AND INSIGHTS MANAGERS Lo
DEFINE DATA-DRIVEN DECISION MAKING?

WHAT IS YOUR DEFINITION OF THE TOPIC? MACHINE LEARNING CLASSIFICATION

. Using and collecting data (16%)
. Data analysis (10%)
. Marketing strategy (10%)
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facts

good

Facts and metrics (8%)

. Guiding business decisions (7%)

IT°’S ALL ABOUT USING & COLLECTING DATA, AND CONDUCTING ANALYSES TO
GUIDE MARKETING & BUSINESS DECISIONS
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AND HOW PRACTITIONERS TALK ABOUT DATA DRIVEN Wﬂw’")%

DECISION MAKING, SHOWS US IT’S NOT EASY TO IMPLEMENT

o “Data-driven is one of the many buzz words at the moment, but for me, it means that | can make decisions
based on a continuous flow of data and up-to-date database.”

o “Although passion and enthusiasm are very helpful in bringing your plans to the board’s attention, decision-
making is mainly done based on the facts. However, boring figures without the necessary ‘magic’, or

creative context is difficult to translate into a unified decision.”

o “l'don't find data in itself very interesting; from data comes information and from information comes
insight(s). | believe that good insight is the foundation for the best decisions.”

o “Data is the starting point. You can think of it yourself from behind your desk because you think you know
your audience, but that is not the way to do it. You must look at the numbers and start from there.”

o “Timing is key. It is better to have some of the data at the right time than all the data at the wrong time.”
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.= BUT NEVERTHELESS, MARKETERS ARE FIRMLY i LW
CONVINCED THAT THE IMPORTANCE OF DDDM WILL
ONLY INCREASE

Increase

Decrease 3%

Statement: Do you expect that the importance of data-driven marketing will increase or decrease in the coming years?
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SOMETHING THAT IS CLEAR FOR DUTCH MARKETERS i oA
MORE THAN FOR MARKETERS IN THE REST OF EUROPE

THE IMPORTANCE OF DATA DRIVEN DECISION MAKING IS INCREASING

59%

51% 52%

48%

Europe NL UK

xx% significantly different at the 95%-level
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DATA IS USED FOR ALL KINDS OF SHORT AND LONG- ”"‘“ﬁ*j’w’“’%
TERM DECISIONS, WITH WINNERS USING MORE DATA
THAN NON-WINNERS

35%

Pricing 50%

30%

Brand strategy L6%

28%

Introducing new products/services

Distribution 29%

. . 30%
Commercial/ creative development ’

29%

Media plan/ strategy

15%

AN
B Winners ™ Non-winners ]
xx% significantly different at the 95%-level \
|
Q: To what extent do you use data when making .... Decisions? — Scale from 1-10. Scores of 9 or 10 on data usage are reported.
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-..WHICH CAN BE ILLUSTRATED BY THE VISION R LON
INTERVIEWS WITH MARKETERS AND INSIGHTS MANAGERS

o “In marketing, it is important to test product development and all forms of advertising, be it radio, TV or
outdoors, and decide based on data which one to use, and the same applies to your media buy.”

o “We look at data from the perspective of a business case, whether that is improving our service or becoming
commercially smarter.”

o “With regard to data, we focus on two things: optimising the customer experience and optimising efficiency.”
o “We collect and use data to try to maximise the effect of every euro we spend on marketing. Whilst on the
other hand we want to make sure customers experience our brand as relevant and of added value to their

lives.”

o “We use data to take small steps to improve each campaign, instead of closing the book each time a flight
ends.”
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AND WHEN THEY THINK ABOUT DATA-DRIVEN DECISION "

MAKING AS A DRIVER FOR GROWTH...

DATA-DRIVEN DECISIgNR(I)VIVc'l"(l-IlNG AS A DRIVER FOR MACHINE LEARNING CLASSIFICATION

%THE INGREDIENTS FOR
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. Data analysis (6%)

MARKETERS AND INSIGHTS MANAGERS ALSO BELIEVE IT CAN GENERATE
PROFIT, HELP TO UNDERSTAND CUSTOMERS, AND GUIDE MARKETING AND
BRANDING
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(’B/mwwf
BUT DATA CAN ALSO MAKE MARKETING MORE COMPLEX... Wﬂ

of all marketers and

0 insights managers believe
that marketing becomes
o more complex by having

more data available

f
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.. AND BECOMING A DATA-DRIVEN COMPANY IS A s dfror(h
PROCESS

of all the companies that

0 we have interviewed are
not advanced enough and
o need to learn
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THE “VALUE CREATION MODEL” CAN BE A GUIDE TO ””’*’*jw(%

BECOMING A SUCCESSFUL DATA-DRIVEN COMPANY

Big Data Value Creation Model

Big data
capabilities

Big data assets

Big data analytics Big data value

Decision
support €£€€
Value to the
firm

Insights

Systems

Actions/
campaigns
©O0O
Information Value to the
based customer

products/
solutions
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WE IDENTIFIED THREE SEGMENTS OR STAGES OF DATA- ™7
DRIVEN COMPANIES, BASED UPON THE EXTENT TO WHICH
THEY CONSIDER THEIR COMPANY TO BE DATA-DRIVEN

1. Starters: 18%

2. Users: 54% ( :

% o 7%
3. Experts: 27% | .
Not data driven B B E B E E BEDatadriven organisation ’
' L




B
AND OBSERVED LARGE DIFFERENCES IN HOW “EXPERTS” "/

VERSUS “STARTERS” THINK ABOUT DDDM

DIFFERENCES ON SCORES FOR EXPERTS VS STARTERS (4)

Data driven decision making is a key driver for brand growth in my organisation

Companies should use data for making decisions _ 21%

Data driven decision making is hype
Data driven decision making should always be combined with common sense

Gut feeling replaces data driven decision making

xx% significantly different at the 95%-level ’
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(’B/mwwf
DATA-DRIVEN EXPERTS ARE MORE OFTEN “WINNERS” AND Wﬂ

LARGER FIRMS, WHEREAS STARTERS ARE MORE OFTEN
SMALLER B2C FIRMS

Large firms (>250 employees) 17% 33% 42%
Small firms (<20 employees) 31% 13% 7%
Winners 23% 36% 53%
B2B 32% 33% 36%
B2C 46% 39% 32%

xx% significantly different at the 95%-level
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AND ONLY “EXPERTS” ALREADY USE DATA FOR THE »,,6),;,3,,\””%’{;,}(/{
MAJORITY OF THEIR BUSINESS DECISIONS

. 51%

Pricing 17%
12%
I 6%
Brand Strategy 14%
7%
I /6%
Introducing new products/services 13%
8%
I -
Distribution 15%
6%
I /6%
Commercial/ creative development 13%
7%
I /6%
Media plan/ strategy 13%
6%

M Experts Users Starters
xx% significantly different at the 95%-level

Q: To what extent do you use data when making .... Decisions? — Scale from 1-10. Top2 box reported (score 9 or 10).
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CONVERSELY, HAVING TOO MUCH DATA IS AN OFTEN- ””’*’*jw”‘)(%
CITED ISSUE FOR MARKETERS

of marketers and insights

0 managers feel that
organisations have too
o much data, and don’t know

how to use it properly

f
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BUT IN REALITY, “EXPERTS” WISH THEY HAD ACCESS R LON
TO EVEN MORE DATA!

Do you think you would make better decisions if they were based on more data?

Experts 81% 14% 6%
Users 13%
Starters 21%

B Yes HNoO Don't know
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“WINNERS” ARE THE ONES MAKING BETTER USE OF “’»‘GZH%%%(%
ADDITIONAL DATA

Winners are

integrating data

34%
2506 more and more
19%
. However: still only
25% on average!
Total Winners Non-winners

xx% significantly different at the 95%-level
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AND THE USE OF DASHBOARDS AS WELL AS RICHNESS """
OF DATA, ALSO DIFFERS SIGNIFICANTLY DEPENDING ON
WHICH STAGE THE COMPANY IS IN

USE OF DASHBOARDING FOR STARTERS, USERS AND EXPERTS

/8% 76%
65%

35%

We use dashboarding to visualise data We have company and external data in the dashboard

Starters ™ Users M Experts

xx% significantly different at the 95%-level
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“WINNERS” ARE MORE LIKELY TO USE DASHBOARDS W’: von
IN COMBINATION WITH RICHER DATA VF ﬂ
\Yl

TOTAL WINNERS VS. NON-WINNERS

76% 77%
[0)
62% 69% 62%
55%
We use dashboarding to visualise ~We have company and external data We use dashboarding to visualise We have company and external data
data in the dashboard data in the dashboard

B Winners B Non-winners

xx% significantly different at the 95%-level
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AND “WINNERS” USE MORE DIFFERENT TYPES OF DATA, 7wk

CONDUCT MORE ANALYSES ON THE DATA, AND ARE MORE va o
LIKELY TO HAVE A CMO BE RESPONSIBLE FOR THE DATA |7 R

TYPE OF DATA USED

O IS RESPONSIBLE?
0
Sales data 35‘03 Insights manager -112@
. . Descriptive statistics -28‘;46 6
Financial data ° 9
i i 1% CMO 16%
Time series analyses -25;’ 0 12%
Competitor data o 0
Text analytics -24000%’ CFO - 1%3/’
Survey-based data ) 29% °
Correlational analyses -24% 0 Analvti age - 15%
Employee data . 26% alytics manager 15%
Regression analyses -21% ° 19
0
Seasonal data Al -19%5% Other 2%
0,
Macro-economic data Bayesian statistics -14%22% Nobody ng)%

B Winners M Non-winners B Winners ™ Non-winners

B Winners ™ Non-winners

xx% significantly different at the 95%-level
* An average over all different decisions is computed.

dvj-insights.com '



WHEN IT COMES TO MAKING DATA DRIVEN DECISION Wﬂw’"}%

MAKING, DATA ITSELF IS NOT THE BIGGEST CHALLENGE

Having the right people 168 Related to ‘big data

capabilities’

Finding right tools and software

-

Prioritising

Timing (of data and results/insights)

Link missing between the analysts and decision makers Related to ‘big data

Difficult to derive decisions 93 analytics’
Difficult to implement 89 I
We are insufficiently able to go from data to insights 85 |
Vision/culture of the organisation not on data driven decision making 85 |

We do not have the time to analyse data Related to ‘big

data capabilities’
& ‘assets’

We do not have the budget to analyse data
We do not know how to interpret the data

81
We do not have access to the right type of data _

We do not have the capabilities to analyse data
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THE BIGGEST CHALLENGE IN USING DATA IS ”’ché%%%
“PEOPLE”

“Data can only be as good as the people
who make the decisions with it.”

- Christoph Urban | Marketing Director Deezer

f
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FOLLOWED BY TOOLS & SOFTWARE

WHICH SHOULD BE SET UP WITH THE END USER IN MIND:

“In our case, it helped us a lot to have a clear architecture in place: which systems
do we have, how do they talk to each other, what do we need and what should we

shelve?

I can recommend working in business cases as it creates a clear framework of
what you need to achieve. If you don’t know what needs to be done, you might
make it too big, and end up with systems you might not need.”

- Hugo van Mol | Team Lead Marketing Specialists Efteling
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MARRYING HARD AND SOFT SKILLS IS FUNDAMENTAL g
TO THE SUCCESS OF DDDM

o “You need to have the skills to marry up different data sources, bring in context, and
use common sense. Especially in a creative environment, you need communication
skills to tell stories with the data.”

o “It’s key not to be hung up on having all the answers. Don’t be a slave to the
numbers, among all the data-driven decision-making there needs to be room for
creativity, learned knowledge and intuition.”

o ‘A lot is changing, more than ever since the beginnings of market research. The
dynamic is enormous and drastically changes the role of marketers and the in-
house market researcher.”
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WINNERS EXPERIENCE MORE PEOPLE LED CHALLENGES IN"/

DATA-DRIVEN DECISION MAKING THAN NON-WINNERS va ﬁ‘
\Y)

MAIN CHALLENGES WINNERS VS NON-WINNERS (4)

Link missing between the analysts and decision makers
Timing (of data and results/insights)

Difficult to determine the ‘best” model

Prioritising

Having the right people

We do not have the budget to analyse data

We do not know how to interpret the data 2% |
We do not have the time to analyse data 3% |

xx% significantly different at the 95%-level
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B
WHEREAS EXPERTS EXPERIENCE BROADER CHALLENGES "/

IN DATA-DRIVEN DECISION MAKING THAN STARTERS

MAIN CHALLENGES EXPERTS VS STARTERS (4)

Timing (of data and results/insights) I 13%
Having the right people I 12%
Finding right tools and software I 0%
Prioritising I <0
Link missing between the analysts and decision makers I
Difficult to determine the ‘best’ model I 5%
Difficult to derive decisions I 3%
Vision/culture of the organisation not on data driven decision making Bl 2%
We do not know how to interpret the data -1%
Difficult to implement -2% 1R
We are insufficiently able to go from data to insights 2% 1l
We do not have access to the right type of data -2%
We do not have the capabilities to analyse data -4%
We do not have the budget to analyse data -9%

We do not have the time to analyse data -12% NN

xx% significantly different at the 95%-level
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IN SUMMARY, THE WINNING INGREDIENTS IN DDDM

Data-driven marketing is not hype, but a crucial difference between growing and non-growing companies

But it requires more than simply setting up a data department.
We see 5 major challenges:
1. Ensuring a data-driven mindset across the organisation
2. [Investing in the right people
3. ‘Designing tools & software with the purpose in mind
4. Using relevant data for all decisions

5. Keep the output simple (not the input)
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