4 Ways To Use Digital
Marketing Data in Retail

According to a survey of CMOs conducted by Gartner, the top priorities for
marketing budgets in 2019 were marketing analytics along with market
research and competitive insights. This makes sense, since 76% of marketing
leaders say they use data and analytics to drive key decisions but are struggling
to evolve their data capabilities. In this ebook, we will explore ways to integrate
digital data into your retail marketing strategy so that you’re on the right track
to making data-informed decisions.
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Your customer’s journey

Understanding the customer journey is paramount to driving
marketing success in your organization.

You need to know what drives the first purchase, the second
purchase, what the experience with your brand is like, and what
drives retention. Getting the answers to these questions will
influence your decision making for advertising campaigns,
which marketing channels to use, and which creative
executions will work the best. On the flipside, not
understanding the full journey and only getting
glimpses of it will lead you towards solving for
those glimpses and not the full picture.
Where can you gain these insights? Digital
analytics can help. Everything from Google
Analytics user flows to Facebook insights can put
you on the right path to discovering how your
customers interact with your company. You can
even look at conversion paths to see how many
touchpoints it takes to transact with your brand.
We have found over the years that it’s becoming
rare for someone to click on an ad and directly
purchase. Rather, they click an ad, then later search for
your brand, maybe sign up for emails, then come back directly
to your site and convert.
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Testing, testing, testing

No we’re not talking about those terrible scantron tests you used to take in high
school. Are those even around anymore?
This is the fun type of testing. Where you can find immediate insights and implement them as soon
as possible. Getting this data is fairly easy with free resources from Google like Google Optimize
or 3rd party services like HotJar Analytics. Having a keen understanding of the user experience on
your site will lead you to understand what is making it hard for your audience to convert. Maybe
the form you’re using to grab leads has too many required fields leading to high drop off rates.
Testing creative within digital tactics will give you knowledge around messaging and promotions.
You will find that putting a dollar amount in a headline of an ad may perform better than those
without. Having this information at your fingertips will lead to faster, better decision making.
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Competitive Intelligence

Using competitive insights to influence your strategy will give you a key advantage in your market.
Understanding the competitive landscape allows you to step out of your silo. You might find a
new tactic you’ll consider testing or a new angle on how to market your product or service. This
requires a deep dive into your competitors. The best way to do this is to find 3rd party services
that will give you the data you need, especially when it comes to spending. This will be the most
useful metric, since you’ll be able to directionally compare their budget to your budget to get an
understanding of your share of voice. From a traditional media standpoint, you can use Kantar
competitive intelligence tools to find TV, radio, outdoor, and print spend metrics. You can also pull
down competitive creative to gain insight into messaging. In the digital marketing world, there is

no shortage of ready to use software tools that will help shape your understanding of paid search,
organic search, and social media. Heck, even Google Ads gives you Auction Insights reports in your
account that shows which competitors are bidding on certain keyword terms. Google Analytics
gives you benchmarking reports for your industry vertical all the way down to company size. The
breadth and depth of competitive intelligence can give you an advantage over larger competitors
with deeper pockets.
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Tracking the right metrics

Measuring what matters to your organization is pivotal to understanding if
you’re driving tangible outcomes.

Tracking value metrics over volume metrics is one way to ensure that your data has a purpose.
Digital marketers have a heavy reliance on measuring volume metrics. For example, your website
received 10,000 visits last month. This is purely volume. That data point on its own is not very
helpful to understand performance. You need to know if website traffic translates into foot
traffic at your retail location. This can be accomplished using sophisticated attribution tools
through a company like Google. It’s now possible to track whether website visitors physically
enter your store. Knowing this information helps you measure what matters and makes the
results meaningful. Let’s say, from 10,000 visits, 10% (or 1,000) become a customer. When you
couple this data with a value metric, like customer lifetime value (CLV), it will be more helpful in
understanding true return on investment (ROI) or return on ad spend (ROAS). Measuring these
metrics will add tremendous insight into your marketing analytics.
Using these value metrics in your reporting will help to drive further insight into the effects your
marketing is having on the overall organization.
It is absolutely essential today to make data informed marketing decisions. Using these tips above
will lead to a stronger strategy that will stand the test of time.

Read more about using data in your everyday marketing activities here on
our website!
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