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 Analytics advances are accelerating at an 

unprecedented pace, and perhaps nowhere more 
quickly than in marketing. Advances in computing 
hardware, software applications and delivery channels 
enable marketers to deliver timely and relevant 
messages to customers in ways that were 
unimaginable five or 10 years ago. New data sources 
are becoming available, and innovative ways to use 
data to shape the customer experience continue to 
push the envelope of possibilities. However, keeping 
track of the advances and being able to decipher 
which are relevant to your reality has a direct inverse 
relationship to the rate of change.  

This paper is the first in a series of focused discussions 
on the most interesting, cutting-edge, impactful data 
and analytics advances that can benefit the marketing 
professional and partner organizations like finance, 
operations, product design, project management and 

technology. In each installment I’ll be breaking down a 
different approach, leveraging analytics where 
advances have been made and discussing the business 
implications.  

The topics within the installments will then be scored 
1-10 against three attributes: [a] likelihood to impact 
top-line revenue within 12 months if adopted (10=high 
revenue impact), [b] its merit as a strategic imperative 
(10=highly strategic), and [c] the needed data and 
analytics maturity to execute (10=high maturity 
needed).  

As we are past the midway point of 2018, what are the 
emerging trends that will shape the balance of the 
year and be a stepping stone into 2019? For this 
inaugural paper I’m focusing on channels and 
personalization because of the significant changes in 
technologies enabling revenue growth and increased 
customer engagement. 

 

 



 

 

 
iianalytics.com 
Copyright © 2018 International Institute for Analytics 
 

3 

Data and Analytics Trends Impacting Marketing 
 
 Channels: The Rise of Natural 

Language Processing and 
Increased Emphasis on Mobile 
Devices 
Natural language processing (NLP) technologies have 
improved significantly and are creating a new 
subchannel within digital. Approximately 14 percent of 
U.S. households have an Amazon Alexa or Google 
Home device. An anticipated 50 million smart speakers 
are expected to be delivered in 2018, up 56 percent 
year-over-year. Belying the growth are improvements 
in the underlying NLP technology. For instance, the 
number of Alexa voice skills had risen from 7,000 in 
2017 to over 25,000 in 2018.   

Advances in NLP have spilled over into the mobile 
channel. Surprisingly, there are 1 billion voice-based 
queries per month, and 20 percent of those use mobile 
devices. According to ComScore: 

• 1 in 2 consumers use voice technology on their 
smartphone.  

• 1 in 3 voice technology users use voice technology 
daily.  

The growth in voice search and improved mobile app 
functionality now makes the mobile channel the 
predominate digital channel, second to television 
overall.  

From a marketer’s perspective this trend is very 
important. During 2017, estimated mobile channel 
advertising worldwide was $20 billion. Desktop spend 
was $17 billion. This was the first year mobile channel 
marketing exceeded desktop internet advertising.   

 

Improvements in app and site design enable the 
smaller form factor to have greater functionality; plus, 
there is more experience and expertise available to 
integrate the mobile customer experience into other 
channels. Customers are responding by using their 
mobile devices as their primary mode of 
communication and tool for social, business and other 
activities. A recent study of 2,000 U.S. adults indicates 
people are checking their bank accounts more 
frequently than they use music, news and dating apps. 
According to a study, 20 percent of millennials check 
their banking app while on a date. Who knew?! 

The growth of the mobile channel is expected to 
increase by 19 percent per year through 2020. Zenith 
forecasts mobile advertising will account for 66 
percent of internet ad expenditure and 29 percent of 
all ad expenditure in 2020. 

IMPLICATIONS FOR PRACTITIONERS 
• Because people can speak 3.75 times more words 

than they can type in a minute’s time, voice-based 
internet searches will eclipse typed queries as NLP 
technology continues to improve. Here are six focus 
areas: 

o Invest: B2C companies need to invest wisely 
in technologies to best interpret the voice 
commands associated with their products 
and services. In this case, the competition is 
not your industry rival but the likes of 
Amazon, Apple and Google that are well 
ahead. 

o There are, however, cautionary signals. 
Online shopping baskets generated by NLP 
tend to be smaller than nonvoice shopping 
carts. Voice commands involving confidential 
data like personal finance and health, in 
public places, are not advisable due to the 

https://voicebot.ai/2018/01/08/amazon-closes-year-with-266-alexa-skill-growth-u-s/
https://voicebot.ai/2018/01/08/amazon-closes-year-with-266-alexa-skill-growth-u-s/
https://www.marketingprofs.com/charts/2018/33910/global-ad-spend-forecast-by-medium-through-2020?adref=nlt041718
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 potential for fraud. Consequently, easing into 

the space is more advisable. 

o Integrate: In the financial services industry, 
creating a customer-facing platform like a 
mobile app that enables customers to make 
different kinds of payments easily and via 
voice reduces friction and makes the app a 
go-to experience. BofA’s Erica voice 
capabilities enable customers to make voice-
based queries well beyond banking needs. 
Wells Fargo’s strategy to use B2C demand to 
drive the expansion of digital payment 
options for its corporate banking business 
has powerful synergistic effects. 

o Reduce complexity: As voice recognition 
functionality improves during the next three 
to five years, watch for artificial intelligence 
(AI) assistants to help sort through incoming 
internet search queries. The smarts behind 
the queries will reduce complexity and likely 
will improve search results.  

o Brand: There is a very important brand 
implication from the growing use of AI 
assistance. Whether via targeted messaging 
or through mass media, brand 
communication is generally customer 
focused. As AI assistants become the decision 
tool, brand messaging gets diffused. The shift 
of media spend will be toward voice-based 
ads as the voice channel becomes more 
developed. It would be prudent to think 
ahead and be prepared for a future with AI 
assistance. 

o Millennials: The age wave of millennials will 
necessitate continued investment in mobile-
first initiatives, because a mobile device is the 
go-to source for the internet and managing 
life’s logistics. 

o Analytics: Gartner is assuming that by 2020, 
50 percent of analytical queries will be 
generated via search, NLP or voice, or will be 
automatically generated.  

 

Scoring: 

• Revenue growth within 12 months: For 
companies with existing voice search capabilities, I 
would score NLP a 7, and lower for companies with 
no or emerging NLP. Being able to demonstrate 
incremental customer engagement or net-new 
customer growth attributed to NLP would qualify 
for a score of 8 or greater. 

• Strategic imperative: Commerce continues to 
migrate to mobile platforms, and the use of voice is 
only going to grow. I rate NLP and mobile as a 9. 

• Significant data and metrics implications: For 
many companies without mature NLP 
technologies, I anticipate the deployment of NLP 
techniques and the attendant data plus metrics to 
be relatively new, requiring some not insignificant 
effort to build the needed maturity. I score this a 7. 
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Content Marketing: 
Personalization 
Personalized messaging is far more than the transition 
from “Dear Valued Customer” to “Dear Ms. Smith.” At 
the simplest level, personalization involves the timely 
delivery of the right greeting, message and offer in a 
contextually relevant way. Complexities surface when 
a seamless customer experience is to be delivered 
across multiple channels. Ninety-two percent of 
marketing executives I surveyed in recent research 
consider personalization a high-priority capability. Yet 
most companies are unprepared to deliver. Only 35 

percent can deliver a modest level of simple 
segmentation and customer differentiation.  

Practitioner Tip: These five questions can help you 
assess: 

• Do marketing strategic objectives align with 
personalization capabilities and resources? Is there 
a gap? 

• Do organizational leadership and culture support 
personalization? 

• Are there sufficient operational resources available 
for execution? 

 

https://www.linkedin.com/pulse/five-steps-assess-your-companys-personalization-michael-koved-ph-d-/
https://www.linkedin.com/pulse/five-steps-assess-your-companys-personalization-michael-koved-ph-d-/
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 • What data and technology gaps exist for successful 

deployment and measurement? 

• Is there an organizational commitment for 
sufficient analytics resources and a robust 
feedback loop? 

THE NEW PERSONALIZATION FRONTIER  
In today’s digital environment, omnichannel delivery 
is table stakes. Personalization is a hot topic because 
digital capabilities are changing the face of retailing. 
Because personal relationships in the retail world are 
infrequent and understanding customer intent 
accurately is so challenging, personalization through 
customization is soaring.  

Anchoring the expansion of personalized messaging 
and products is the availability of new data and 
advances in analytics technologies. The availability of 
first-party data including location data from mobile 
apps fuels new opportunities to customize messaging 
and deliver real-time offers. There are noteworthy 
improvements in the methods for identifying 
customers across devices and channels. These 
improvements can now more reliably merge together 
third-party data (e.g., customer interest or purchase 
intent data from digital shopping carts or site visits) 
with your company’s own data about customer 
product ownership, product and transaction usage, 
and channel interactions. With a wider array of data 
now available, marketers can fashion more relevant 
and timely offers. 

In addition to more and different kinds of data now 
available to drive personalization, the rise of AI and 
machine learning (ML) algorithms has made them 
more accessible and prevalent. Businesses like Stitch 
Fix rely on algorithms not only for customer product 
recommendations but for operational purposes, too. 
Algorithms are also used to improve customer service. 
Inbound emails can be triaged analyzing content for 

urgent customer requests. Customer complaints can 
now be categorized to more quickly and accurately 
pinpoint root cause operational issues. 

Operational technologies have evolved in ways for 
manufacturers to provide customized products. In the 
examples below, fashion-related products are leading 
the way. From an analytics perspective, understanding 
the common characteristics associated with customer-
specific product purchases is leading to better 
segmentation and message design for all customers. 

Here are four ways personalization now occurs: 

CO-DESIGN 
Choosing colors, size and other features is now very 
commonplace. When the iPod was released in 2004, 

having a choice of bold exterior colors reset 
expectations. Over time, Co-Design has become an 
expectation. Google’s Live Case product provides 
customers with the option to customize its Pixel 2 
phone case. Another example includes all the major 
sneaker brands that now enable shoppers to choose 
from a selection colors and styles and add 
personalized messages. Adidas in particular is using 3-
D printing technologies to manufacture personalized 
sneakers 100 times faster than current technology. 
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 The detail available about customer Co-Design 

requests can now be fed back into the analytics used 
for segmentation and propensity models to find look-
a-like prospective customers. As styles change, Co-
Design preferences can be used to promote new 
products for repeat sales or to stem attrition. 

Scoring: 

Revenue: Assuming some level of Co-Design 
personalization exists. Score- 5 

Strategic imperative: Co-Design is now table stakes. 
Score- 3 

New data and metrics: Customer preferences should 
be trackable and leveraged. Unless an organization’s 
analytics maturity is low. Score- 3 

 

CREATED FOR ME 
Brooks running shoes, HP and Superfeet have 
partnered to provide customers with custom-molded 
insoles. A FitStation does a 3-D foot scan to gather 
precise insole measurements. Customers can further 
design a shoe by making custom, one-off color and 
style choices.  

In April 2017, Amazon patented a custom, on-demand 
apparel manufacturing system to create precisely fit 
made-to-order clothing. Amazon indicates the 
turnaround time would be within five days. A 
capability like this would undermine revenue streams 
at many points in the fashion supply chain. If deployed 
at scale, this would pose a significant threat to online 
and brick-and-mortar retailers. 

Amazon purchased Body Labs, a 3-D body scan 
technology company, as a complementary business to 
create custom clothing and be part of the Amazon 
Wardrobe business. 

Like Co-Design, data gathering about personalized 
products will increasingly drive improvements in 
targeting for sales and service. 

Scoring: 

Revenue: Co-Create is relatively new in most 
industries, and there is more upside potential. Score- 7 

Strategic Imperative: In some industries like fashion, 
Co-Create will be coming sooner rather than later. 
Score- 7 

New data and metrics: The operational side of Co-
Create may require new data, algorithms and metrics. 
Score- 7 
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 CURATED FOR ME 

Over the past five years, there has been a boon of 
subscription box services. For clothing, Stitch Fix and 
Nordstrom’s Trunk Club are well established. In the 
beauty industry, Birchbox focuses on women’s needs 
and Harry’s provides shaving gear. Hello Fresh and 
Plated deliver food. Subscription services like these 
can provide a way to reduce the time associated with 
narrowing choices and improve one’s chances of 
getting high-quality purchases delivered to your door. 

As AI and ML technologies become more powerful, 
there is an opportunity for companies to improve the 
targeting and add value through better and more 
meaningful curated recommendations. A key to 
success is to provide a human linkage to help 
customers sort through questions or options a 
customer may have. At Stitch Fix this approach is 
working well. Customers complete a 10- to 15-minute 
online preference style quiz, and Stitch Fix’s 
algorithms serve up recommendations. As an optional 
service, a stylist is available for consultation with the 
service fee refunded toward one’s purchase. Clothes 
have free two-way shipping, and customers pay for 
what they keep. 

As customer preferences are logged, ML algorithms 
improve recommendation accuracy. Linkages to 
customer attributes, message content and timing plus 
the impact of offer can be derived, thus aiding the 
business’ growth and customer engagement.  

Scoring: 

Revenue: Curated for Me is relatively new in most 
industries, and there is more upside potential. Score- 
7. Depending on a company’s maturity, material gains 
in 12 months may be difficult. If plausible, score is 8 or 
higher. 

Strategic imperative: In many industries, Curated for 
Me is what customers are coming to expect. Score- 8 

New data and metrics: The operational side of 
Curated for Me algorithms may require new data, 
techniques and metrics. Score of 7 assumes a modest 
level of advanced analytics capabilities and data 
maturity. 

 

HELP ME 
According to Forrester, 67 percent of consumers state 
that “good service” involves saving them time. One 
way of saving time is to narrow choices. U.S. 
consumers have many choices for goods and services. 
Columbia University professor Sheena Iyengar reports 
that U.S. adults make about 70 choices per day. It is no 
wonder: Amazon offers 562 million products on its U.S. 
website. There are 2.2 million iPhone apps. Netflix TV 
has tripled the number of shows available over eight 
years to 1,600. Dr. Iyengar’s research shows that 
reducing choice actually improves the customer 
experience and can lead to more business-favorable 
outcomes. In a study of 401k investment accounts, she 
found that having fewer mutual funds available as 
investment vehicles boosted employee participation. 
Simplification can be better. 
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 In the context of Help Me, winnowing choices will save 

time and improve customer engagement provided the 
recommendations add value. AI and ML algorithms to 
fuel recommendation engines are leading the way to 
provide retail customers with the help they seek. Data 
sets used to fuel decision engines may grow to include 
the choices presented to customers as a way to hone 
decision-making rules. In addition, the real- or near-
time nature of recommendation engines will require 
A/B or multivariate testing capabilities to assess which 
choices are most effective.    

Scoring: 

Revenue: Help Me analytics and technology are 
tougher to tie to revenue growth unless you have 
strong A/B and multivariate testing capabilities. Score- 
6. 

Strategic imperative: In many industries, Help Me is 
what customers are coming to expect. Score- 8 

New data and metrics: The operational side of Co-
Create algorithms may require new data, techniques 
and metrics. Score of 6 assumes a modest level of 
advanced analytics capabilities and data maturity. 
More sophisticated algorithm deployment will raise 
the score above 8 if analytics capabilities are new or 
emerging. 

Practitioner Tip:  

If your company has not yet forged a path in this 
direction, think about where the most leverage can be. 
Co-Design and Created for Me can involve capital 
investment and significant project lead times. Though 
basic Co-Design functionality has been available for 
more than 10 years, mass customization at scale is 
more sophisticated than ever. Create for Me 
technologies are in the early stages due to the 
significant upfront investment required for production 
machinery. 3-D printing will likely lower the cost 
compared with conventional equipment. Curated for 
Me and Help Me options can leverage algorithms, 

digital channels and customer service teams to 
provide value add services. Test and learn 
technologies enable companies to gather data that 
will refine the advanced decision engines required to 
send the right choices to customers. 

Summary 
The marketing landscape is being sculpted by 
technology advances. Mobile technologies are 
ubiquitous and are shifting mobile’s role from an 
auxiliary channel to the channel of choice. 
Concurrently, voice recognition technologies are 
advancing very quickly. Voice-based Google searches 
now compose more than 20 percent of all Google’s 
internet searches. The implications of the new NLP 
technologies will continue to drive the adoption of 
mobile-first strategies and investments in voice 
recognition applications for service and sales.  

I see the 12-month revenue potential to be in the 7 or 8 
range depending on a company’s ability to monetize 
the value of increased customer engagement and net 
sales. Strategically, mobile and NLP are very important 
as competitors and noncompetitors are vying for 
customer engagement (Score 9). It is likely that most 
companies will find NLP and mobile deployments to 
be challenging from data, analytics and metrics 
perspectives (Score- 7+). 

Personalization is evolving far from the omnichannel 
perspective five years ago. Customers are now 
expecting to save time and have more customized 
choices in their retail experiences. The bar is being 
raised higher and more quickly than anticipated. Your 
customers’ expectations are being set by companies 
outside your company’s traditional competition. 
Selective investments in near-term Curated for Me and 
Help Me technologies can yield material changes in 
customer engagement and revenue. 
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 The 12-month revenue potential from the four 

Personalization business models is in the 5 to 7 range 
because of the degree of difficulty for implementation 
and where most companies are on the analytics 
maturity continuum.  

From a strategic perspective, I score Curate for Me and 
Help Me flavors of Personalization as an 8+. Co-Design 
is scored a 3, and Co-Create is scored a 7 because they 
are commonly used in many industries. That said, 
there is variation by industry.  

The data, analytics and metrics required to make 
Personalization work will vary by organizational 
analytics maturity and commitment to test and learn 
practices. Co-Design deployments should mirror 
existing direct marketing processes and is scored a 3. 
Co-Create, Curate for Me and Help Me personalization 
are scored at 7 due to a higher degree of complexity. 

Part 2 will cover the rise of content marketing and the 
importance of customer identification technologies. 
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