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Today's Data-Driven Digital 
Marketing System

https://www.youtube.com/watch?v=6KgAyCgiaPs


Key features and major trends:
� “mobile, location based” 

� “exact audience,” “targeted efficiency” 

� “behavioral targeting” 

� “based on current & historical location data” 

� “identify custom audiences on-the-fly” 

� “geofencing” 

� “retarget”

� “rich media,” “interactive ad experiences”

� “verify when served an ad, visits your store” 



Widespread adoption of Big Data technologies 
by food and beverage industry



Mobile is now the leading digital 
platform



Big data marketing infrastructure



Ubiquitous, 24/7 data collection 
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1st PARTY DATA
Client CRM and other 1st 

party marketing databases

WHERE YOU GO
Retail, work, home & other 
physical locations

PUBLIC DATA
Readily available data such as 
census, car registrations, etc.

DEVICES YOU USE
Handset make, device 

type & OS platform

CONTENT YOU 
CONSUME

Apps, app categories &
other digital content

WHAT YOU BUY
Purchases from loyalty programs
& credit card transactions

Audiences Built from the Signals that Matter
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Location is the Real World Cookie

Search = Keywords Social = Sharing Mobile = Location

Where you spend your time and money in the real 
world is the best indicator of who you are





Our Platform

Structure

Location Context

Device Movement

Audiences

Activation

Analytics

Consumer Insights Platform
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Getting to the PRECISION of 4 feet

Know the consumer is where the app
thinks they are!
• Verify Publisher partners
• 5  Filters          

VERIFY CUSTOMERS LOCATION

Know where the store is vs. where a standard 
database thinks it is!

• Team to validate all locations
• Multi-geo-coding process

VERIFY THE CONTEXT OF THE LOCATION 

A Platform designed for precision within 4 feet 
allows people-centric targeting, not place-centric

HAVE THE TECHNOLOGY TO MAKE 
IT ACTIONABLE!

Who other than my target customer is in 
the radius 

How can I target them outside the radius?

OTHER PLACE-CENTRIC APPROACHES 
LEAVE YOU ASKING

x



Growth of shopper analytics, capturing both 
online & offline data



“Smart shelves,” “beacons,” & other in-store 
tracking technologies





In-Store Shopper Surveillance

https://www.youtube.com/watch?v=doTHhfHyTbI


“Path-to-purchase,” “Micro-moments”



Digital Coupons 

http://www.quotient.com/dollar-general-digital-coupons-how-to-guide/


What’s really happening with 
digital coupons



Growth of sophisticated, data-driven 
systems for targeting by ethnicity



Widespread use of race & 
ethnicity for digital profiling 



Precise mapping of multicultural 
path-to-purchase journey



Personalized targeting in real time



Implications

� Nature and extent of data collection is unprecedented.

� Growing capabilities to influence individual and group 
behaviors and decision-making.

� Marketers able to take advantage of lack of regulation 
to create a system without limits or boundaries.

� The emerging “Internet of Things” is creating an always-
on, pervasive marketing system that will be 
inescapable.

� Low income and communities of color will be subjected 
to the most aggressive and unfair practices.



Directions for Research

� Identify methods from the marketing literature to apply to 
retail settings, from bodegas to supermarkets.

� Identify and map the global players and how much they are 
spending on mechanisms like mobile devices. Trace the path-
to-purchase for different groups.

� Examine whether and how digital techniques undermine or 
support shopper’s health decisions.

� Examine legal & ethical questions at the state and federal 
levels. 

� Examine framing and identify opportunities for educating 
parents and other consumers about digital marketing.


