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“More data was generated in                         

2009 than all prior years combined.” 

 
                                                 -- Andreas Weigend    

                                                              Former Chief Scientist, Amazon.com 



So many touchpoints! 

…So much data! 



It’s the Data Revolution…. 

 
Have you heard of big data? 

 
 
 
 
 
 
 
 



Our customers and prospects can interact with a 
brand now in more places than ever before. 

 It is that 360o view of our customers that we crave and we need. 
 

5 



Luckily tools and analytical techniques are being 

developed to help us address many of the issues we are 

facing today as a result of the Data Deluge: 

…it is a complicated road to travel 

1. Social Listening - understanding what our customer are saying about our brand and 

our competitors brand 

2. Internal Web Tracking - tracking what our customers and prospects are doing on our 

web site 

3. Competitive Web Tracking - understanding where else our customers and prospects 

are consuming content on the web 

4. Testing and Optimization – how we test banner ads, 

paid search ads or new landing page layouts. 

5. Path Analysis – assessing the paths your customer 

take and problem areas. 

6. Campaign Attribution –determining what channel gets 

credit for the sale 

7. Understanding the value of Facebook and Twitter 
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What is Campaign Attribution, for example? 

• Siloed data also makes it difficult to evaluate the performance of marketing 
programs across channels. 

• As the number of channels regarding customer interactions increases, it becomes 
harder to understand where to attribute the sale and how to apportion the 
marketing costs. 

• The next major issue about to face marketers in this new digital world is that of 
proper campaign attribution. 
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… “Last Touch Attribution” is most utilized 

• Inappropriate attribution models frequently lead to incorrect conclusions about 
the efficacy of campaigns. 

• And, this is becoming more problematic as the number of channels increases. 

• The focus is typically on “last touch” conversion drivers. 

• Receive a catalog day one 

• Go to store day two  

• Go to website day three  

• Click on banner ad day four, go to site 

and place order 

• Click through to site via a promotional 

tweet but do not place order 

• Go to website via bookmark day 20 

and place an order 

 

What channel gets credit for the sale in each case? 

CASE A   CASE B  



The Talent Shortage…it is major 
 

• Marketing roles are changing as a result of the digitization of media 

• Roles are becoming less siloed 

• Marketers are expected to handle many responsibilities including 

analytics 

• SAS and SPSS are making tools more approachable 

• Saying you are  “creative”  and not really comfortable with numbers is 

no longer acceptable. 

 
 

…a challenge for employers 
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Want More Proof? 
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An IBM Survey of 1,700 CMOs Reveal… 

Background 

CMO Study Launch  
• October 14, 2011 at the Harvard 

Club in NYC 

• Face-to-face interviews with 1734 

CMOs, across 19 industries and 64 

countries 

• Largest study ever done with the 

CMO executives 

• Included B2C and B2B companies 

• Neither size of company nor type of 

company (B2C vs. B2B) showing 

significant differences 

• Obtain copy at 

www.ibm.com/cmostudy2011 

 

 

http://www.ibm.com/cmostudy2011
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An IBM Survey of 1,700 CMOs Reveal… 

Key Points 
CMO and CEOs agree that two biggest forces affecting their organizations and 

they feel anxious about their ability to cope them: 

• Market factors 

• Technology factors 

 

CMOs see four challenges as pervasive, universal game-changers: 

• The data explosion 

• Social media 

• Proliferation of channels and devices 

• Shifting consumer demographics 

 

CMOs and CEOs both agree that Customer Intimacy is crucial to compete 

• Mining new digital data sources to discover what individual customer want 

• Successful enterprises are focused on relationships, not just transactions 

 

CMOs believe that ROI will be their primary measure, but struggle with skills 

needed the understanding of how to calculate. 

 

 

 



You must Recognize 
there is a data 
explosion! 
 
•  You as students  must be 
prepared for the new roles 
that are emerging.   

 
•  Forrester reports that 
Digital ad spend will overtake 
traditional television ad 
spend by 2016 and stand at 
35% of all ad spend.   

 
• College curriculums must 
change or they will become 
irrelevant! 

 
• Take my class! 
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• The software used to support the quantitative sophistication required for making the most of 
your data include: 

– Adobe Sitecatalyst 
– Google Analytics 
– SAS 
– SPSS 
– Radian6 
– Lithium 

 

Become engaged with all the new and 

necessary tools! 





Recent Articles on Skills Shortage 



http://chiefmarketer.com/direct-marketing/dm-hiring-2013-outlook-data-analysts-demand 
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http://www.mediapost.com/publications/article/191528/failure-to-master-online-data-costs-marketers-
prof.html?edition=55717#axzz2IiXYCE27 
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http://www.mediapost.com/publications/article/185841/big-data-creates-jobs.html#axzz2K906sdQg 
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Its all about who you Know! 

• Link in with me! 

• Link in with your prof! 

• Make the time to get involved 

• Join the Marketing Club 
– Agency crawls…going to Lockerdome in April and 

Bonfrye in May 

– Contact Natalie Kavanaugh, the president   
(nkavanaugh1776@gmail.com) 

• Know where the jobs and money are guys! 
 

mailto:nkavanaugh1776@gmail.com


State of Digital Media Marketing  2013 

Panelists include:  Google, Yahoo, Foresee, IBM, Nielsen, Nickelodeon, Evidon, Momentum, etc. 



Get Ready for the Fall 

• New Courses such as Digital Marketing 
Strategies, Strategic Search Engine Marketing, 
Web Analytics, Social Media Marketing 

• New Curriculums 

• Marketing Competitions 

• Agency Crawls 

• Special Scholarships 

• AMA Involvement 



Perry’s Contact Information 

Perry D. Drake 
Academic Director of Business, School of Professional and Continuing Studies, University of Missouri – St. Louis 
Assistant Professor, College of Business Administration, University of Missouri – St. Louis 
--------------------------------------------------------------------------------------------------------------------- 
Follow me on Twitter: www.twitter.com/pddrake 
Friend me on Facebook: www.facebook.com/perry.drake 
View my Blog: www.drakedirect.blogspot.com 
Delicious Handle: www.delicious.com/pddrake 
Foursquare Handle:  www.foursquare.com/pddrake 
Linkedin Profile:  http://www.linkedin.com/pub/perry-drake/40/47/936 
YouTube Channel:  www.youtube.com/user/profpddrake 
Drake Company Website: www.drakedirect.com 
Book Website:  www.optimaldm.com 
UMSL Email:  drakep@umsl.edu 
Secondary Email:  pdrake@nyc.rr.com 
Mobile (best):  914-299-4879 
Direct Line: 314-516-6490 
Fax:  314-516-6827 
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