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Date Optimization Watch
The tech and tools you need to make the right 
decisions for your organization, in real time

T
he abi l i t y  to sor t  through data 
sets,  f ind the r ight targets and 
present them with messaging and 
content where and when they are 
most likely to see it is essential for 

marketers in 2015. Thankfully, technology 
solut ions are more readi ly avai lable—
and more af fordable—than ever before 
to make this a reality and help marketers 
stay on the leading edge. 

“Market ing has always had to dr ive 
insight from data, but today it is essential 
to discover the best customer experience 
and create the most ef fective marketing 
strategies to drive revenue,” says Andrea 
Ward, vice president, Oracle Marketing 
Cloud.  “We’ve all heard that ‘big data 
solves it all,’ but if the data is incomplete 
or fragmented, it can lead a marketer to 
the wrong decision.”

Tools can help marketers craft a cohe-
sive profi le of their customers and pros-
pects ,  she notes.  “Data opt imizat ion 
solut ions help marketers manage f i rst, 
second and third-party data so that it is 
actionable, and kept up-to-date. Without 
this level of quality of data, marketers will 
struggle to engage customers, optimize 
the experience or demonstrate how their 
activit ies impact the bottom line.” 

MORE FOR LESS
The cost of data optimization solutions 

Continued on page 3
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A NEW FAMILY
BEHIND ANCESTRY.COM’S HYBRID USER DATA TEAM

Ancestry.com has tons of user data from its 2.7 
million subscribers, and it created a new marketing 
infrastructure group within its organization to handle 
all that info, tapping team members who have the IT 
expertise, marketing skills and analytics know-how.

In the past, Ancestry.com tried to solve its data 
issues by buying lots of new software solutions, but 
that led to staff training problems, difficulty in reporting 
success and ultimately resulted in a lot of untimely, 
messy and unreliable data, according to Ancestry.
com architect/data manager Spencer Curtis, who 
presented on the topic at the Teradata ONE Market-
ing Festival.

“ I n s i d e  o u r 
organization, we 
had marketing, 
analytics and IT 
groups, but we 
wanted a sep-
a ra t e , h y b r i d 
IT-like group with 
marketing and 
analytics skil ls,” 
Curtis said. This 
marketing infra-
structure group 
is charged with 
making sense of 
Ancestry.com’s 
huge volume of 
customer data 
so that the marketing, analytics and IT teams can 
better leverage the data.

The team maintains the data infrastructure for the 
organization, including the initial and ongoing build-
ing and enhancement of the restructured databas-
es, said Curtis.

“It really helped us bring everyone together.” 
When it comes to the data itself, Ancestry.com’s 

various team were having trouble accessing data in 
ways that made sense for their particular applica-
tions, and in a timely manner.

“We created a wiki knowledge base of data attri-
butes that everyone can understand, we keep it very 
accessible and up-to-date,” he noted. “Everyone knows 
what data is available and what they can have.” 

A quality assurance workflow process was also put 
in place to ensure that every time a team put a data 
project in motion, there is adequate time for QA. “We 
have a workflow in place that controls that and enforc-

es that it happens. Every request goes through the 
same process,” said Curtis.

Another difficult task for Ancestry was setting out 
a structure for the data architecture/IT relationship 
to ensure that all of the data the organization was 
using was coming from one source, as opposed to a 
variety of sources. The team worked with IT to figure 
out an official source of data, how it is collected and 
how it is stored.

“We have one location where this is stored togeth-
er, where it’s easily accessible and where it’s in the 
right place,” he said.

Addressing 
the team’s data 
challenges from 
an organization-
al standpoint as 
well as a data 
standpoint was 
one of the keys 
to success for 
Ancestry.com.

“ Yo u  c a n 
spend a lot of 
t ime throwing 
money at these 
problems, but 
what we found 
was  the  bes t 

way to do this was to step back and get the right 
organization in place,” noted Curtis. “Get the right 
people that can drive success and make sure the 
right technology and the data is there.” 

Once the marketing infrastructure group and the 
revamped data setup was in place, the team was 
able to readdress its approach to data segmentation 
projects, which were taking the organization hours 
to complete in some cases. By using persisted seg-
mentation processes, or finding a target audience 
through data and capturing their information in a 
temporary table that excludes unnecessary informa-
tion, the team saw significant time improvements in 
executions.

“We went from hours, in some cases, to minutes,” 
he said. “We’re extremely flexible now—as long as we 
build the segmentation in a better way, we’re not bog-
ging down the system.”
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has dropped over the past several years, making 
once-expensive tech more af fordable and thus 
more accessible for a wider range of marketing 
organizations.

“IF DATA IS INCOMPLETE OR 
FRAGMENTED, IT CAN LEAD A 
MARKETER TO THE WRONG DECISION.” 

— ANDREA WARD, ORACLE  
MARKETING CLOUD

“When you see what massive data centers 
used to cost in order to run databases, and the 
sof tware we run on our machines, it ’s no com-
parison,” says Chris Penn, vice president of mar-
keting technology, SHIFT Communications. “Five 
to ten years ago, to have a one terabyte data-
base server would have cost tens to hundreds of 
thousands of dollars. Now for the same amount 
of data it would cost between 23 and 30 cents 
a month. It ’s amazing the way in which the tools 
have evolved.”  

For example, IBM’s new big data Watson ana-
ly tics sof tware is available for $30 per month.

“Think about it,” notes Penn. “For less than what 
I pay for cof fee per-month, I can buy access to 
a supercomputer that has millions of nodes and 
for $30 a month I can have it deliver insights that 
10 years ago were not even possible.” 

Marketers also want to impor t clean, accu-
rate data into their nur ture tracks as quickly as 
possible to help streamline the customer expe-
rience and the sales process. Getting the data 
right before it gets into the database is key. 

“I f you get it r ight before it goes into your sys-
tem, not only does it improve customer experi -
ence but it also doesn’t slow down salespeople 
with bad information,” says Scott Vaughan, CMO, 
Integrate. “Ultimately what you see is higher con-
versions, and decreased cost per oppor tunity 
because your data is accurate.” 

For example, Integrate’s data solut ion val i -
dates and verif ies data for relevance to a cam-
paign, and verif ies the contact ’s email, phone 
and mailing address data before it is cleared to 
enter a database. 

“Think of i t  as the bouncer at the front door 
to verify that you get what you pay for before it 
moves into databases and automation tracks. We 
find that 39% of data has incorrect information 
at some level—either it ’s invalid or incomplete or 

Continued on page 5

doesn’t meet the right criteria,” Vaughan says.
Of course, Penn says, now that the tools are 

within reach, the knowledge to use the tools is 
something that marketers need to acquire.

THE SOCIAL EVOLUTION
“The gap used to be resources—you couldn’t 

af ford i t.  Now i t ’s  what to do with al l  of  these 
tools. The fastest way for a marketer to get ahead 
today is to star t learning how data works,” he 
notes. “Learn what data is, how to use it. Learn 
the basics of statistics and data storage, report-
ing—remember, if you’re not good at small data, 
you won’t be good at big data either.”

Gleaning insights from social media data is 
an ever-changing space, and tech solutions are 
slowly making strides to keep up.

The first step to success l ies in learning what 
data is avai lable to you f rom social  networks 
already. I f you go into Twit ter’s analy tics por tal 
you will see a few stats here and there, but when 
you download your own data there are 30 or 
40 dif ferent f ields, many of which aren’t readily 
available on the inter face, says Penn.

“We’ve writ ten our own sof tware internally to 
do some of this work because it simply doesn’t 
exist yet,” he adds. “Yes you’ll have to write some 
code to do that but once you do, you can pull 
al l of the data out of your social networks, put 
it into your own master analy tics database and 
f rom there ex tract analys is and ins ights,  and 
come up with an improved strategy.”

PERSONALIZATION & INTEGRATION
Marketers need accurate information so that 

they can personalize communications that are 
more engaging to customers. Getting the data 
r ight from the get-go is an impor tant step that 
wil l result in fewer headaches down the l ine.

“I f your data isn’t clean, formatted and stan-
dardized, that’s a problem,” Vaughan says. “With 
marketing automation, targeting and retargeting 
and CRM tech solutions helping marketers per-
sonalize campaigns, accurate data is crit ically 
important,” Vaughan says.

Marketers also need to make sure that core sys-
tems are integrated so that the data can be inte-
grated, and to standardize processes for data, 
he adds. “I f you have data coming inform mul -
t iple points and it ’s not standardized, it ’s going 
to come in bad or wrong or dif ferent, which wil l 
cause confl ict.” 

B r inging di f fe rent  s i los of  data together i s 
also a challenge notes, UnboundID CEO Steve 
Shoaf f. Marketing organizations engaging with 
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TAKING ACTION
NEW SOLUTIONS TO TRANSFORM BIG DATA INTO A VALUABLE MARKETING ASSET

The tremendous wealth of data created in recent 
years has the potential to provide companies with high-
ly valuable insights. Big data drives evidence-based 
decision-making, and the organizations harnessing 
it effectively with comprehensive analytics programs 
are twice as likely to be in the top quartile of financial 
performance in their industries, according to a survey 
by Bain and Company.

While this alone is a compelling reason for enter-
prises to increase their commitment to big data ini-
tiatives, the benefits could go even further than back-
end analytics. Big data is well known for its ability to 
provide overarching insights into trends and inform-
ing strategy and resource allocation, but imagine the 
exponential value big data could offer marketers if it 
delivered detailed information about each customer. 
The value increases even more with the ability to use 
this data at the point of customer interaction. Instead 
of existing as a by-product of digital business, custom-
er data could be an indispensable tool for improving 
customer experience.

PUTTING YOUR DATA TO WORK 
There are ways to unlock big data’s potential to 

improve customer experience and enable customer 
profile data to be managed securely and delivered 
at the scale and performance necessary to support 
multi-channel consumer use cases.

The first step is aggregating a single customer view 
by unifying data sourced across disparate silos. There 
are many different ways to accomplish this. Some 
companies elect to use a master data management 
(MDM) system, while others rely on a customer rela-
tionship management (CRM) solution. However, these 
systems are not designed to deliver a single view of 
the customer externally at the scale, performance, 
and security required to provide a personalized cus-
tomer experience across multi-channel systems of 
engagement.

A new category of solutions has evolved to address 
these needs. With names such as customer identity 
management, identity and access management or 
identity and preference management, these systems 
are uniquely capable of delivering key requirements 
for using big data to enhance customer experience. 
They can manage hundreds of millions of identities 
and attributes and hundreds of thousands of concur-
rent users. These systems provide millisecond rapid 
response times meeting customer expectations for 
fast, convenient digital interactions. They can stand 
alone serving as both a data store and customer 

engagement platform. Or they can integrate with MDM 
and CRM systems to make the data in these stores 
actionable at customer interaction points.

Having an actionable customer profile also relies 
on up-to-the-moment data. In many IT environments 
data synchronization occurs periodically, and data 
silos prevent synchronization altogether. Real-time 
data sync ensures all data, no matter where it is being 
used, is current and accurate. The right data sync 
technology will be able to quickly move billions of 
data points bi-directionally between the customer 
input point and the data store.

According to the Federal Bureau of Investigation, 
data theft is the fastest growing crime in the United 
States. Protecting data is absolutely crucial to being 
able to use it outside of your firewall. Data should be 
encrypted as it moves throughout every system, span-
ning the entry point, when it is in transit, and when it is 
at rest in the data store. Additionally, IT needs to have 
a sophisticated alerting system that can immediately 
notify administrators of an anomaly that could indi-
cate a breach.

Another critical technology capability that ensures 
data remains secure is the ability to limit the type of 
data visible to each app, employee or third party ser-
vice provider. An automated email marketing service 
should only be able to access email addresses and 
names, not financial information, for example.

Data is no longer an artifact of doing business; it 
is quickly taking center stage as the vehicle for cus-
tomer experience improvement. Analytics have made 
data an asset, but actionable customer data has the 
potential to provide value beyond what we’ve experi-
enced before. The organizations that succeed in the 
digital era will be the ones who build unified custom-
er data management into their customer outreach 
DNA.                             —Steve Shoaff, CEO, UnboundID
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customers across an ever-growing array of dig-
ital channels typically deal with many dif ferent 
data repositories, and the number is increasing. 
In some cases, data is stored and owned by third 
parties, such as automated marketing services. 

“The problem is data can’t be shared between 
tools, apps and departments so it remains locked 
away and unusable,” says Shoaff. “Siloed data is 
dif ficult or impossible to share, and more impor-
tant ly for market ing ef for ts,  i t  can’ t provide a 
single customer view.” 

“FIVE TO 10 YEARS AGO, TO 
HAVE A ONE TERABYTE DATABASE 
SERVER WOULD HAVE COST TENS 
TO HUNDREDS OF THOUSANDS OF 
DOLLARS. NOW, THE SAME AMOUNT 
OF DATA WOULD COST BETWEEN 23 
AND 30 CENTS A MONTH.”

—CHRIS PENN, SHIFT COMMUNICATIONS

The unfor tunate consequence of not having 
a single customer view is a disjointed, customer 
experience—and that leads to unsatisfied or frus-
trated customers, he says. ”A loyal e -commerce 
customer will experience frustration when he has 
to create another account profile to access the 
pharmacy department. Or consider the case of 

a customer who tries to access her bank’s new 
mobile app, but the security access code texts 
are sent to an outdated phone number.”

WHAT’S NEXT
One big trend in marketing data tech is pat-

tern recognition, so that marketers won’t need 
to collect as much personally identifying infor-
mation on customers and prospects. 

“It ’s about tracking online patterns of behav-
ior—i f  I  know where my company’s sales and 
marketing fits into those patterns, then I can be 
predictive about the purchases of anyone else 
who exhibits a similar pattern,” says Penn. “I don’t 
need to collect all of that invasive information, 
I can tell by a pattern of behavior what they’re 
l ikely to look at next.” 

Vaughan agrees that predictive analy tics is 
the future of marketing data tech.

“Predictive analytics data based on past user 
behavior and pushing i t  through into nur ture 
tracks and sales follow-up is where we are head-
ed. Now, we’re trying to predict what ’s going to 
happen based on the data sets that we have 
and what other customers have done.”

Continued from page 3
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