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INTRODUCTION
In today’s complex marketing environment, it’s not easy for companies to 
find the right combination of data and analytics to produce relevant insights. 
Most marketers spend a significant amount of time and energy on data 
management as part of their adoption of marketing analytics. It’s equally 
difficult to translate those insights into meaningful actions for the business.

We’ve worked with hundreds of marketing teams across a variety of 
industries to help them develop solutions to go from data to action as 
smoothly and efficiently as possible. We produced this eBook to share with 
you what we’ve learned, highlighting 5 key steps marketers should take to 
shorten the loop between data and action:

STEP 1   Embrace Customer Centricity

STEP 2   Align Marketing Metrics to Your Business Outcomes

STEP 3   Invest in Modern Data and Analytics Capabilities

STEP 4   Embed Analytics into Your Organization

STEP 5   Elevate Insights into Relatable Stories
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ACTIONABLE ANALYTICS: WHY NOW?
Collecting data from customers and using it to 
inform decision-making is certainly not a new 
phenomenon. Already in the 1970s, account 
planners were a big success in the agency 
world because they conducted rigorous 
research and represented the ‘voice of the 
consumer’ at the creative table. In the early 
2010s, Wharton professor Peter Fader wrote 
the book on customer centricity, introduced 
a whole new generation of marketers to  
the benefits of data-driven marketing 
decisions, and helped them learn how to  
use marketing analytics.

But until recently, the promises of customer 
centricity have been nearly impossible 
to fulfill, especially at the pace required 

to inform effective day-to-day business 
decisions. For most marketing departments, 
the data, analytics, and tech infrastructure 
necessary to pull it off were simply not there. 
Many efforts ended in disappointment and 
leadership recoil.

So what changed?

The chaos created by data deprecation is 
broad and far-reaching. Increased privacy 
stakes, the loss of digital identifiers (like 
third-party cookies and mobile IDs), ever-
growing media fragmentation, and deeper 
moats around the large walled-gardens have 
all contributed to some radical new thinking 
across the entire marketing ecosystem. Out 

of that thinking came important technical, 
methodological, and organizational 
breakthroughs that will influence how 
marketing strategy is formulated for years  
to come.

Add in a growing urgency for fast results  
in the C-suite, and more appetite for  
calculated risk-taking and experimentation  
in the aftermath of the Covid-19  
pandemic, and all the pieces are falling into 
place to truly transform how marketing 
strategy is practiced—and how it fits within 
an organization.

Let’s take a look at the key steps to take to 
usher in that transformation.
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EMBRACE CUSTOMER CENTRICITY
Customer centricity has been around as a model 
for more than a decade now, and it’s probably fair 
to say that the first part of that decade was more 
aspirational than operational. Today, Deloitte 
sees it as customer success, Gartner as customer 
loyalty, and others as customer experience 
(CX). They’re all very useful interpretations, and 
important guideposts in their own right for any 
modern customer-facing organization. But they 
only tell one part of the story. The secret sauce  
is culture.

According to McKinsey, companies with a 
customer-centric culture are more likely to create 
sustainable customer-experience performance, 
and tend to outperform their competitors by 
a factor of three. And in today’s data-driven 
enterprise, there’s no customer-centric culture 
without data literacy up and down the chain. 
For Eddie Drake, SVP, Marketing Data Strategy 
& Analytics at Bank of America, “developing a 

more consumer-centric culture meant bringing 
together the power of analytics with a rich, 
holistic marketing data strategy.” At the bank, that 
approach has transformed marketing from a cost 
center to a profit center.

Don’t assume that just because you have a Net 
Promoter Score (NPS) for your brand, or you’re 
running a chatbot on your website, your work 
is done and voila, you’re a customer-centric 
organization. Most companies are painfully unaware 
of the gap that exists between the experience they 
believe they are providing to their customers, and 
the experience those customers actually receive. 
In a recent survey, research firm IDC found that 
while 87% of companies think their CX is very 
good, only 41% of customers share that view. At 
the very top of the scale, 41% of companies think 
they provide outstanding CX (9 or 10 on a 10-point 
scale), but only 11% of their customers agree. 
There’s clearly a lot of work to be done.

STEP 1

“Developing a more 
consumer-centric culture 
meant bringing together 

the power of analytics with 
a rich, holistic marketing 

data strategy.”
Eddie Drake 

SVP, Marketing Data Strategy & 
Analytics, Bank of America
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We’re on the verge of a relationship  
renaissance. We need to stop chasing people 
around until they submit, and start delivering 

amazing experiences to consumers.

Shane McAndrew, Mindshare
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We encourage you to embrace 
customer centricity to:
Provide a unified vision, internally and externally, of 
how you intend to operate your business and measure 
its performance

Raise the profile of your marketing organization 
across other teams and at the C-suite level

Guide your investments in tech and talent, and your 
outside partnerships in data, media, and infrastructure

Outperform your competitors with a much better 
understanding of your customers and more agile 
decision-making

FURTHER READING: 
Agile Marketing 
Transformation: Why it’s 
Key to Your Success,  
a joint report by The 
Drum and Neustar

07

https://www.home.neustar/resources/whitepapers/agile-marketing-transformation-key-to-success
https://www.home.neustar/resources/whitepapers/agile-marketing-transformation-key-to-success
https://www.home.neustar/resources/whitepapers/agile-marketing-transformation-key-to-success
https://www.home.neustar/resources/whitepapers/agile-marketing-transformation-key-to-success


“Companies optimize  
for the short term but  
end up neglecting their  
brand and building the 

equity required to drive  
long-term growth.”

Joe Koudsi 
VP of Product, Neustar,  
a TransUnion company

ALIGN MARKETING METRICS TO  
YOUR BUSINESS OUTCOMES
Every brand has its own business priorities. For 
some, it’s driving customer acquisition. For others, 
it’s increasing sales, earning market share, reducing 
churn, or maximizing their customers’ lifetime value. 
Some objectives are short-term, others long-term. 
Joe Koudsi, VP of Product at Neustar, says that in 
many cases, “companies optimize for the short term 
but end up neglecting their brand and building the 
equity required to drive long-term growth.”

Marketing teams need to balance their need to 
measure the effectiveness of their marketing 
campaigns with the overall business outcomes that 
are driving the rest of their organization. Reach 
and eyeballs aren’t everything. Shane McAndrew, 
Global Chief Data Strategy and Analytics Officer 
at Mindshare, recognizes that the agency world 
has “struggled for a long time with connecting 

reach and frequency to meaningful business 
metrics. But with the advent of identity, analytics, 
and attribution, the lines between what was 
traditionally marketing, media, and CRM are 
thinning. Now, we’re increasingly able to work with 
a common currency.”

When marketers align their metrics with business 
outcomes, they can discover powerful new 
efficiencies and insight. For example, in a joint 
report with the MMA, we found that marketing 
analysts with an outcomes-based approach were 
able to identify customers who were 5X more 
responsive to their campaigns, and boost their 
return on ad spend (ROAS) by 50%. Aligning  
your marketing initiatives with outcomes doesn’t 
just make sense on paper—it can really pay  
big dividends.

STEP 2
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The concept of customer centricity has  
changed the whole philosophy of what should  

be measured, and what exact KPIs should  
be used to measure performance.

Joezen Punongbayan, Neustar, a TransUnion company
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When you align your marketing KPIs 
with business outcomes, you:
Position your marketing team as a contributor to 
growth rather than a supporting cast for your sales and 
product teams

Shorten the time between insights and decisions 
because you don’t have to translate your marketing 
performance into actionable results anymore

Zero in on the most impactful marketing investments 
because you’re clear on what the word ‘impact’ actually 
means for your organization

Make it easier for leadership to buy in and provide 
you with the funds you need to continue to make a 
difference

FURTHER READING:  
The Total Economic 
Impact™ Of Neustar 
Unified Analytics
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“I actually went out 
and identified industry 

experts that I could  
go and talk to. That’s 

how I learned the  
do’s and don’ts.”

Laura Perlman 
VP, Marketing Planning, Viking

INVEST IN MODERN DATA AND  
ANALYTICS CAPABILITIES
Over the past few years, the martech stack has 
become a furious battleground, where thousands 
of established vendors and newcomers are trading 
buzzwords and competing for a piece of their clients’ 
marketing budgets. Today, overwhelmed marketers 
rely on the Gartner Hype Cycle and similar industry 
reports for hints on what new technology they 
should be looking to invest in.

But while there’s value in those reports, they tend 
to be fairly generic. They don’t generally take into 
account industry specifics, what business goals are 
important to the company, or how far along it might be 
on its analytics journey. Laura Perlman, VP, Marketing 
Planning at Viking, looked to her peers in travel and 
other industries for direction. “I actually went out and 
identified industry experts that I could go and talk to,” 
she says. “That’s how I learned the do’s and don’ts.” 
Her team is early in its journey, she says, but thanks to 
her due diligence, she knows she’s found the right data 
and analytics partners to meet her needs today and 
sustain her company’s growth in the future.

“We’re building tools across the entire 
ecosystem,” says Koudsi at Neustar. “If you think 
about the whole end-to-end analytical workflow, 
it involves heavy data processing, data validation, 
model building, insights synthesis, deployment, 
democratization, and getting key stakeholders 
on board so they can activate. There’s still a long 
road ahead, of course. But with AI and machine 
learning, we’re able to automate a lot of tasks, 
add value, and really change the way brands use 
analytics and produce insights.”

Even more importantly, top vendors are now 
developing unified analytics suites where highly 
specialized solutions (like onboarding platforms, 
data clean rooms, marketing mix modeling, and 
marketing attribution) are fully compatible with 
one another, and tapping into a unified stream of 
quality customer data. With analytics tools such 
as these, it’s time to dive in.

STEP 3

11

https://martech5000.com/
https://www.gartner.com/en/marketing/research/hype-cycle-for-digital-marketing
https://www.home.neustar/customer-analytics/unified-marketing-analytics


In marketing today, between personal  
and contextual data, and with all the tools in  

the market, we finally have what we need to offer 
customers a hyper-personalized experience.

Laura Perlman, Viking
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FURTHER READING: 
Three Key Investment 
Areas for Marketers  
in 2022

Consider upgrading your data and 
martech stack to:
Clean up and improve the quality of your first-party 
data so that you have a robust foundation for all your 
marketing applications

Seamlessly connect your marketing ecosystem to 
relevant data, tech, and infrastructure partners to 
expand your capabilities

Take advantage of the latest innovations to automate 
repetitive tasks and free up your analysts to work on 
higher-value projects

Optimize your marketing mix and media spending 
when your campaigns are running, not after the fact
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“The marketing  
organization of the future 

will need both centralized, 
dedicated analysts to  

handle big modeling tasks,  
as well as supreme data  

fluency embedded within  
each team.”

Laura Perlman 
VP, Marketing Planning, Viking

EMBED ANALYTICS INTO  
YOUR ORGANIZATION
Should you have a central department at your 
company responsible for all marketing analytics, 
or should you have pockets of analytics expertise 
spread out throughout the organization? How much 
of the analytical work should you outsource, if at all, 
and who should be in charge of those partnerships?

There’s no universal answer. Every organization 
has a different way of working, and a different set 
of priorities. Historically, the analytics function 
started out in account planning at the agency level, 
but it grew internally when data and tools became 
more widely accessible. Procter & Gamble offers 
a window into that evolution: at P&G, marketing 
directors emerged in the early 1990s to recognize 
that marketing was more than advertising, and 
brand directors in the early 2010s to provide 
single-point accountability for a brand’s strategy, 
planning, and in-market performance. Even 
for a company like P&G, the balance between 
outsourcing and insourcing brand planning and 
analytics capabilities is a work in progress.

In a world where new channels pop up all the 
time and consumer behavior keeps changing, 
it makes perfect sense for companies to eye 
hybrid models, and equip those in charge 
of making decisions with the tools to make 
them on the spot. For Viking’s Perlman, “The 
marketing organization of the future will need 
both centralized, dedicated analysts to handle 
big modeling tasks, as well as supreme data 
fluency embedded within each team.” At 
Mindshare, McAndrew points to increased 
investments in automated machine learning 
as a way to empower the agency’s planning 
and activation teams to become what he calls 
“citizen data scientists.”

One thing is certain: you need to raise the profile 
of customer data within your organization, and 
embed analytics capabilities where they can have 
the most impact. As P&G’s incoming CEO recently 
pointed out, “Efficiency breeds effectiveness,  
and effectiveness breeds spending.”

STEP 4
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Centralization for big strategic decisions, 
decentralization for high-volume day-to-day decisions. 

There’s a lot of merits to both sides of the equation. 
Ultimately, we need to start focusing accountability  

on the areas where the decisions are being made.

Eddie Drake, Bank of America
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Embed more analytics into your 
organization to:
Clarify how you measure performance and help the 
company rapidly size up successes and failures

Empower decision-makers to make decisions based 
on solid data and analysis

Develop a data-driven culture, not just inside your 
marketing organization but across other corporate 
departments as well

Create a pathway for future investments in advanced 
analytics capabilities, in-house or through partnerships

FURTHER READING: 
How to Unlock 
Growth at Financial 
Firms with Unified 
Analytics

16

https://www.home.neustar/resources/whitepapers/unlock-growth-with-unified-analytics-in-financial-services
https://www.home.neustar/resources/whitepapers/unlock-growth-with-unified-analytics-in-financial-services
https://www.home.neustar/resources/whitepapers/unlock-growth-with-unified-analytics-in-financial-services
https://www.home.neustar/resources/whitepapers/unlock-growth-with-unified-analytics-in-financial-services
https://www.home.neustar/resources/whitepapers/unlock-growth-with-unified-analytics-in-financial-services


“You effectively want to 
know what questions you 

want to answer before you 
design a system to find 

those answers.”
Joe Koudsi 

VP, Product, Neustar,  
a TransUnion company

ELEVATE INSIGHTS INTO  
RELATABLE STORIES
It’s one thing to find insights within data, and 
another thing entirely to convince the C-suite to 
take them into account. 

Not all decisions are created equal, of course. Day-
to-day tactical decisions can generally be made with 
much less red tape than big, strategic decisions that 
have the potential to shake up the business. But as 
any marketer can attest, pitching leadership can be 
difficult. It’s also as much art as it is science.

How should you go about it?

As Viking’s Perlman points out, “You can go down so 
many rabbit holes. It’s a big challenge to synthesize 
the insights, elevate the story, and have it make sense 
to the decision-makers around your organization.” 
We often focus on the storytelling aspect of the 
job, and it’s true that it’s absolutely critical. In fact, 
storytelling is a key judging criteria at marquee 
international advertising competitions, like the  
ANA Genius Awards or IPA Effectiveness Awards.

But there are technical steps you can take as well.

One of those steps happens upfront, before any 
analysis takes place, and has to do with how you 
prepare your data for the questions you’re looking 
to answer. “You effectively want to know what 
questions you want to answer before you design 
a system to find those answers,” says Koudsi at 
Neustar. “Make sure you build the right taxonomy 
to help categorize your data upfront.” 

Another step happens downstream. “Obviously, 
you can’t think of everything ahead of time,” 
adds Koudsi. “But your analysis might produce 
billions of output records. You need to build a 
layer of intelligence on top of that output to really 
make sense of it all, and quickly surface the most 
important and compelling insights.”

Art and science indeed. Get your easel and 
calculator ready.

STEP 5
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We’re working hard to develop powerhouse  
unified analytics capabilities, but we’re working 

equally hard to keep our tools simple and 
transparent. We want to help you leverage those 
capabilities throughout your organization, and 

democratize the insights they produce.

Joe Koudsi, Neustar, a TransUnion company
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Today more than ever, you need to 
elevate insights into stories to:
Translate hard concepts into digestible and 
straightforward action items

Help your decision-makers sort through the clutter 
and quickly visualize the insights that are most likely to 
make an impact

Rally your internal teams around their contribution to 
the big picture

Justify your ongoing investments in analytics 
capabilities

FURTHER READING: 
See how your peers 
are telling their stories, 
and join the race at this 
year’s Genius Awards.
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The steps outlined in this 
eBook will help you develop 

the tools and the culture 
necessary to transform data 

into actionable insights, 
again and again.

CONCLUSION
Investing in analytics capabilities can be intimidating. While the benefits 
are undeniable, it means navigating a web of data, technology, and 
privacy regulations that’s growing more complex by the minute. It also 
means taking a hard look at your business priorities, and possibly making 
substantial changes to the way you operate.

But you’re not alone on that journey.

The steps outlined in this eBook will help you develop the tools and the 
culture necessary to transform data into actionable insights, again and 
again. If you would like to better learn how to use marketing analytics and 
data, please get in touch with the Marketing Solutions team at Neustar, 
and we’ll help you get started.
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ABOUT TRANSUNION (NYSE: TRU)
TransUnion is a global information and insights company that makes trust 
possible in the modern economy. We do this by providing an actionable 
picture of each person so they can be reliably represented in the marketplace. 
As a result, businesses and consumers can transact with confidence and 
achieve great things. We call this Information for Good.® A leading presence in 
more than 30 countries across five continents, TransUnion provides solutions 
that help create economic opportunity, great experiences, and personal 
empowerment for hundreds of millions of people.

http://www.transunion.com

ABOUT NEUSTAR
Neustar, a TransUnion company, is a leader in identity resolution providing the 
data and technology that enable trusted connections between companies 
and people at the moments that matter most. Neustar offers industry-leading 
solutions in marketing, risk, and communications that responsibly connect 
data on people, devices, and locations, continuously corroborated through 
billions of transactions. Learn how your company can benefit from the power 
of trusted connections.
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