
first rule of marketing analytics

forget about the customer



If you had a $1,000,000, what marketing channels would you invest in to get new customers?



challenge #1
The customer decision journey has become very 

complex



evaluation

discovery
research

analysis

consideration

action

purchase

advocacy

create awareness stimulate engagement drive impact build loyalty
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customer phase of the decision journey

the customer decision journey



challenge #2
The marketing data ecosystem has become very 

fragmented





challenge #3
We utilize outdated tools and methodologies to measure 

success



MANUAL DATA 

PULL

MANUAL DATA 

ASSEMBLY

MANUAL CHART 

BUILDING

WHERE DATA GOES 

TO DIE

the data death march



why we must change our approach 

The result of this historical approach to measuring marketing leaves 

marketers making 100% of their marketing channel investment decisions 

with 1% of the information.



responses to the Marketing Data Challenge

The one-to-one model.

• The data isn’t connected, which limits 

analysis

• The data isn’t cleansed, which limits the 

marketer to receiving bad data, and 

performing incomplete analysis

• Data is usually limited to digital media 

with an active API, giving the marketer no 

insight into how marketing affects internal 

performance

Some aggregators sell connectors for low 

prices. It doesn’t solve the data problem:



responses to the Marketing Data Challenge

The one-to-many model.

• The data can appear connected because 

it’s in the same view, but the data still isn’t 

connected, and analysis is still limited

• As before, the data isn’t being actively 

managed, therefore it’s limited by the 

disparate nature in which it’s collected

• The data isn’t stored and maintained for 

the marketer, which doesn’t solve for system 

changes or data loss and can’t be cleansed 

automatically

Some aggregators sell connections to a 

data sources that flow into a dashboard 

solution that will show data living in the 

same visual.



Alight Analytics Approach

Marketing Channel Data 

Aggregation Platform

Automated Performance 

Dashboards

Automated Performance 

Attribution Modeling

Data-Driven Decisions & 

Analysis



true channel value process

Attribute Performance
of all sales & marketing channel 

investments to understand true 

channel value in order to more 

effectively target spend through 

a robust attribution modelHolistic Understanding             
of performance & influence of 

marketing on sales through a 

single of truth defined and 

integrated dashboard strategy
Holistic Process                   
to track and integrate all 

investment activity across all 

sales & marketing channels 

through our CHANNELMIX

platform

Forecast Behavior
across all sales & marketing 

channels based on a defined 

and repeatable modeling            

strategy

D
a
ta

 V
a
lu

e


