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A 
quick online search for 
“most important digital 
marketing trends” returns 
more than 78 million hits 

in less than half a second, with most 
of the headers containing modifiers 
like “huge,” “smart,” “key,” “must- 
have,” and “hot.” No doubt, many 
of the trends at the other end of 
those links are huge or smart or  
key to somebody, but separating  
the wheat from the chaff in this 
enormous and rapidly changing 
universe is a critical challenge that 
brand marketers face every day.

“I think one of the biggest 
challenges is staying on top of  
all the new technology, channels, 
and formats that keep popping up 
overnight,” says Elaine Lawson, 
director of U.S. digital marketing  
at MasterCard Worldwide. “We are 
constantly in test-and-learn mode, 
looking to take advantage of every- 
thing that is out there in small 
bites, even if we are not 100 
percent sure of what will and  
will not work.” Among the digital 
developments MasterCard is 
experimenting with are mobile 
apps, mobile commerce, tablets, 
location-based services, user- 
generated content and curation, 
and social engagement.

It’s safe to say that there are 
two uber-trends driving digital 

AN uNprecedeNted voluMe of  
dAtA ANd the techNologies 
thAt Allow MArketers to use 
it Are driviNg MAjor breAk-
throughs iN digitAl MArketiNg

by MichAel j. McderMott

g
r

eg
 m

a
b

ly
/t

h
ei

st
O

p.
c

O
m



40 | October 2012 ANA Magazine www.ana.net 

marketing — “big data” and mobile — and that 
they are increasingly interrelated. marketers are 
keenly aware of them, of course, but within those 
two expansive categories are dozens of micro- 
trends that can play a role in how effectively mar- 
keters are able to leverage the broader ones, and 
that is where many of the challenges lie. Often, 
says brian Wallace, vice president of strategic 
marketing at samsung telecommunications 
america and chair of the aNa mobile marketing 
committee, it boils down to a choice between 
scale and less-meaningful interaction with cus- 
tomers or focus and more-meaningful interaction.

diving into big data
“Digital — and by digital we mean this in the 
broadest sense of data, technologies, and 
experiences — is impacting every aspect of the 
marketing craft,” says John Kennedy, vice 
president of corporate marketing at ibm. Digital 
allows marketers to connect a wide range of data 
about customers so they can be understood as 
individuals, and marketers can then use that 
data to deliver a more personalized experience. 
that, in turn, provides incentive for customers to 
share even more data, creating a virtuous cycle 
of marketing. “it’s not about data capture 
anymore, it’s about data attraction,” he says.

there is broad consensus among brand mar- 
keters and third-party experts that data is at the 
center of this discussion, but data, of course, 
comes from many different sources and through 
many channels. mark Jeffery, director of tech- 
nology initiatives at the center for research on 
technology and innovation at the Kellogg school 
of management and managing partner of the 
chicago-based marketing and technology con- 
sultancy agile insights, argues that the very na- 
ture of big data is undergoing a structural change 
that is creating new opportunities for marketers.

there is an “unbelievable volume of data” being created from 
websites, blogs, social media, and other sources, and this torrent 
presents a challenge to marketers’ traditional ways of approaching 
data, Jeffery contends. marketers are used to thinking in terms  
of structured data — questions prepared in advance, databases 
constructed, a logical data model designed to identify how many 
people purchased a specific product, for example. “but the explosion 
of new data out there is not just digital data, it’s unstructured data, 
like sentences and clickstreams,” he says. “the challenge for 
marketers is extending their capability to manage unstructured  
data along with the tremendous volumes of other data.”

the rudiments of an approach to successfully mining this new 
unstructured data already exist in technologies like social media 
analysis, but the future lies in much deeper dives and more mean- 

ingful integration. “the real opportunity is if you 
know someone on Facebook likes golf and green 
energy and you also find out they’re looking to buy 
a car,” Jeffery explains. “you can take that data 
and contact them via email or a mobile device 
and serve up an ad for a safer prius emphasizing 
trunk space for golf clubs. that is where this 
whole new thing is going. the best, most accurate 
customer data doesn’t exist inside the organization 
anymore. it’s on Facebook or linkedin, where it’s 
constantly updated by the users themselves.”

Jeffery did a study for the Kellogg school of 
250 organizations with combined marketing 
spending of $53 billion with the objective of iden- 
tifying the processes that drive marketing value 
and rOi. the study found that less than 20 per- 
cent of organizations had a level of sophistication 
in their data warehousing and analytics capabili-
ties that allowed them to track and measure the 
market in a way that could support the creation  
of highly targeted ads like his hypothetical prius 
example. the study also showed that companies 
on the positive side of that marketing divide had 
better sales growth, customer equity, brand  
equity, and long-term shareholder equity than  
the 80 percent doing more traditional marketing.

innovation as the secret sauce
samsung mobile Usa is one brand firmly planted 
on the right side of that marketing divide. it has 
singled out social crm and mobile as representing 
its two greatest opportunities in digital marketing 
and is pursuing both aggressively. samsung is 
using its data analytics capabilities very effectively 
in the mobile space. “We have the ability to 
identify when someone is using a browser on a 
competing product and to serve up an ad directly 
against that device,” Wallace explains. “if some- 
one is using a browser on a blackberry, we can 
target them with an incentive to trade that in for a 

new samsung galaxy s iii, for example.”
On the social crm front, samsung mobile Usa last year decided 

to make an all-out push to increase its Facebook presence, with 
startlingly successful results. in what Wallace describes as “a 
strategic choice to use Facebook as our social crm channel,” sam- 
sung has grown from 120,000 fans to more than 12 million in less 
than a year, making it the fastest-growing product brand on Face- 
book and the number three most social brand on the world’s largest 
social network. it continues to add fans at the rate of about 4 million 
a month and expects to top 20 million by the end of this year, 
representing between 30 and 50 percent of its total customer base. 

samsung has driven that growth with a threefold strategy: it 
made its Facebook page, which had previously been somewhat dif- 
ficult to find, more visible; it started including a Facebook reference 

“it’s Not 
About dAtA 
cApture 
ANyMore, 
it’s About 
dAtA At-
trActioN.”
—  johN keNNedy, 

ibM
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in every single piece of its marketing media in 
every channel; and it made the strategic position-
ing of its marketing more relevant to its target  
market. “i want to create a relationship with my 
customers on Facebook, not necessarily sell to 
them there,” Wallace says. “We are doing that, and 
it’s working. Our Facebook fans are sharing their 
experience with their friends and family — it’s like 
every one of them is wearing a samsung t-shirt or 
tattoo. i see our growth on Facebook as a barom- 
eter of the overall health of our brand strategy.” 

the result is “a transformative effect” on the 
company and its marketing. “When you have dir- 
ect contact with 20 million customers, you have 
incredible opportunities to drive loyalty and reten- 
tion programs, and that’s just what we have done,” 
Wallace says. “We’ve engineered a fundamental 
shift in our marketing investment from a strategy 
heavily weighted toward acquisition to one bal- 
anced between acquisition on loyalty/retention.”

the secret sauce in samsung’s digital mar- 
keting strategy is innovation. “With all our messag- 
ing now, we want to invest only in things that have 
never been done before,” Wallace says, citing the 
company’s interactive poster and kiosk campaign 
for the galaxy s iii as an example. a primary  
objective of the marketing campaign is to differen- 
tiate it from the iphone, which locks users into a 
captive content delivery system. samsung is doing 
that by giving away ebooks, movies, music, and 
other content in a very public and dramatic fash- 
ion — through 40,000 interactive posters and 50 
kiosks in major cities throughout the U.s. featuring 
celebrities such as ceelo green. galaxy s iii users 
just touch their phones to the posters to download 
free content, frequently drawing crowds of inter- 
ested onlookers when they do. “We are simply 
out-innovating our competition,” Wallace crows.

innovation is driving digital marketing in the  
b-to-b space as well. in a recent aNa survey on 
innovation, 100 percent of b-to-b marketers agreed 
that innovation is key to their growth, versus 68 
percent of b-to-c marketers. eighty-nine percent of 
b-to-b respondents rated innovation a top priority, 
more than double b-to-c respondents (42 percent).

ibm, whose most valuable marketing assets 
are the tens of thousands of in-house experts 
across an enormous range of subject areas, is 
among those putting a premium on innovation in 
digital marketing. social media created an oppor- 
tunity to make those experts highly accessible to 
clients and prospects, Kennedy says, but match- 
ing the right expert with the right situation was a 
challenge. ibm’s response was to develop the 

      NAvigAtiNg 
the digitAl  
       MArketiNg MAze
Marketers adopt different approaches to dealing with the rapid-fire change 
that characterizes digital marketing trends. here is a roundup of ideas from 
some big brands and outside experts who work extensively with brand 
marketers on all that is emerging in this space.

stick with oNe strAtegy for brian wallace, vice president of 
strategic marketing at samsung telecommunications America, it’s about 
picking a strategy — in this case, social crM — and sticking with it. “i don’t 
know how else you survive,” he says. “if you get bogged down in every new 
thing that comes along, your marketing investments get watered down.” 

doN’t lose sight of the big picture elaine lawson, director of 
u.s. digital marketing at Mastercard worldwide, continually investigates new 
technologies but keeps her focus on the bigger picture. “of course, we need 
to be integrated with any traditional marketing so there is no disconnect,” 
she emphasizes. 

tuNe iN to persoNAl-professioNAl coNvergeNce john 
kennedy, vice president of corporate marketing at ibM, is attuned to the 
intersection of personal and professional. “the digital experiences we have 
in our personal lives influence our expectations in our professional lives,” 
he says. “so even in b-to-b marketing, professionals are going to expect the 
same experiences at work that they 
experience in their personal lives. 
those marketers who figure this out 
first will be in a position to become 
fully digital brands.”

leverAge Mobile locAtioN 
tArgetiNg dipanshu sharma, 
founder and ceo of the mobile adver- 
tising network xAd, advises that  
marketers’ ability to leverage mobile 
location targeting will become increas- 
ingly important to driving greater 
relevance and eliminating ad waste. 
it’s also important to consider the 
value of both apps and the mobile web 
when strategizing for mobile, he adds.

coNNect with the coN-
Nected understanding the new psychology involved in mobile marketing is 
critical, says robert Marcus, chairman and ceo of Quantumwave capital. 
“it’s not about speaking to the audience with traditional promotions but 
about engaging with the connected mobile audience,” he says. Marketers 
must involve prospects on an emotional level by providing interesting content 
related to — but not necessarily about — their products, and they must 
interact with them both directly, by soliciting feedback, and indirectly, via 
new mobile-oriented content.

evAluAte cArefully rakesh Niraj, associate professor of marketing  
at case western reserve university’s weatherhead school of Management, 
reminds marketers that industry-specific differences are important when 
evaluating digital marketing trends. “A retailer may be more concerned about 
generating foot traffic and completing transactions, while a cpg manufac-
turer is worried about brand recognition and differentiation,” he points out. 
Niraj also warns against the temptation to try everything that comes along 
just because it’s new. “do not jump after every new trend. for example, being 
on pinterest is not necessary for every brand,” he says. “think in terms of 
your goals first, before jumping on the bandwagon.” —M.J.M

iN A receNt ANA 
survey oN iNNovA-
tioN, 100 perceNt 
of b-to-b MArket-
ers Agreed thAt 
iNNovAtioN is key 
to their growth.
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expertise locator service, which allows ibmers to self-profile and 
catalogue their expertise, enabling the systematic connection of  
the right expert to the right customer situation across an employee 
population of 430,000-plus, in 170 countries. Notes Kennedy:  
“this is one example of the kinds of applications and digital services 
we are developing in our new Digital Design lab based in New york 
city and run out of the marketing and communications function.” 

holy grail of Marketing
all the lists purporting to catalogue the “most important” trends  
in digital marketing include a heavy sampling of 
mobile-related developments. but as far as robert 
marcus, chairman and ceO of paris-based Quan- 
tumWave capital, is concerned, “mobile presence 
is the holy grail of marketing.” mobile presence is 
enabled by a set of emerging technologies that are 
user-specific, geospatially aware, self-learning, 
cloud-based, pervasive, visual, social, and real 
time, marcus says. Fully realized, it will allow 
people in motion to work in concert with technol-
ogy to efficiently streamline the flow of their 
communications, content, and commercial 
transactions. its premise is that people should get 
meaning, not just data, from the mobile internet.

“For advertisers, marketers, and content and 
service providers, mobile presence enables the 
distribution and consumption of information, 
media, and services with unprecedented 
relevance,” says marcus, who spent nearly a 
decade at microsoft before joining Quantum-
Wave capital, a global investment banking 
boutique specializing in early stage mobile 
internet m&a. “it is a transformative moment 
when ads can help rather than intrusively annoy 
people. ads based on mobile presence create a 
differentiated and hyperlocal offering.”

this trend promises marketers very precise 
demographic and geographic information about 
potential customers. “many more firms will 
advertise if the opportunity is great and the risk 
is zero. the sharing of risk and reward by ad 
agencies with their clients will lead to a surge  
in advertising,” marcus says.

James riley, chief digital officer and founder of 
the Vancouver, b.c.-based mobile engagement 
marketing firm autonomous agency, also puts 
mobile at the top of the list of trends shaping digital 
marketing, and he points out that consumers are 
way ahead of brands in this area. “Our agency 
recently did a survey of more than 225 Fortune 
500 brands and found that a large majority did  
not have a mobile presence,” he says. “there is  
a tremendous opportunity for brands to innovate 
and, of course, just catch up here.”

Monitoring smaller trends
While big data and mobile are the digital marketing trends 
capturing the lion’s share of marketers’ attention — and rightly 
so — there are numerous underlying, supporting, and enabling 
technologies and trends that bear watching. among them:
•The emergence of a multiscreen world, which Riley terms 
“critical from a user and brand experience.” in a recent engage- 
ment with bravo tV and Unilever, the autonomous agency 
shared Nielsen data and learned that 89 percent of television 
viewers are dual-screening — i.e., using laptops, tablets, or 

smartphones, often on social channels, while 
simultaneously watching tV.
•The tremendous growth of tablets, which a 
new yankee group study predicts will emerge 
as the primary platform for mobile ad revenue 
in 2014 because of their larger screens and 
more immersive media experience. the study 
sees tablets accounting for 53 percent of 
mobile ad dollars two years from now, rising to 
60 percent in 2016.
•The integration of online and offline marketing, 
while hardly a new concept, becomes increas-
ingly important in a mobile and multiscreen 
marketing environment. but while almost  
three-quarters of consumers say they want  
to be engaged with an integrated marketing 
approach, fewer than four in 10 are getting  
that, according to a consumer insights  
survey by mbuys. Nielsen research commis-
sioned by google found that consumers had  
74 percent brand recall when the advertiser’s 
integrated strategy carried across mobile, tV, 
and online.
•Custom content creation, which is often  
a technological necessity since a website 
optimized for a computer screen does not 
provide the right user experience to someone 
accessing it on a smartphone. moreover, as 
rakesh Niraj, associate professor of marketing 
at case Western reserve University’s Weather-
head school of management, points out, 
people use these devices for different purposes 
and are in different mindsets when accessing 
information on them. “thus, the content has to 
suit the technology and the mindset,” he says.

clearly, the frenetic pace of change in 
digital marketing technologies will continue  
to present challenges, both operationally and 
strategically, as far out as the eye can see.  
but given the tremendous opportunities digital 
represents to expand marketing’s reach  
and improve its targeting accuracy, brand 
marketers have no choice but to find ways  
to meet those challenges. ■

big dAtA ANd 
Mobile Are 
the digitAl 
MArketiNg 
treNds 
cApturiNg 
the lioN’s 
shAre of 
MArketers’ 
AtteNtioN …


