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hanging market dynamics, new competition, and constant
disruption are pressuring marketers to be more efficient in
how they generate leads and acquire customers. However,
when equipped with incomplete data and stale analytics, marketers
are often forced to make suboptimal decisions based on gut feelings
that result in higher marketing costs and lower revenue.

Instead of guessing what products to promote, what late-season
inventory to mark down or what offers to send to which customers,
marketers need data-driven insights at their fingertips to help them
make the best possible decisions at the critical moments when they
need to make them. Yet 87% of marketers said that data was their
most underused asset.

“Marketers say data from various
channels is important to their
marketing strategy, but they aren’t
putting their money where their
mouth is. In fact, they’re only
utilizing cross-channel data to
support and enrich efforts in other
channels about half the time.”
— Forrester Consulting

However, for those marketers who have mastered running agile,
data-driven campaigns, the payoff has been worth it — with more
than 5X the ROI on their marketing spend than those with less
data agility.
So what’s holding most marketers back from using their data
effectively? And how can they become more agile?
This guide will walk you through the three biggest roadblocks
marketers face in achieving data agility as well as show you how to
overcome these barriers. Along the way, you’ll also see how much of a
difference data agility has made to other marketers like you.
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Biggest Roadblocks to Data
Agility for Marketers
Most organizations are pretty good at collecting data — and as a
result, most marketers sit on mounds of data. But, data without
analysis isn’t worth much.
As marketers and organizations try to dig in and “mine” their data
for insights that will allow them to make better decisions and take
action, three critical areas of data management are holding them back.

Fragmented Data
Marketers keep track of customer information on an average of 16
data sources — a 60% increase in just the last two years. These data
sources are both internal first-party data as well as external
second-party data from partners and third-party data from public
vendors that marketers use to enrich their customer views. In fact,
the use of second-party data has grown 24% over the past year.
However, this data is often siloed in different formats and hard to join
because the technologies that store the data are highly fragmented
and don’t “talk” to one another. Furthermore, as businesses engage
customers across an ever-expanding digital footprint, customer data
will grow even more siloed, stored in applications that do not have an
incentive to speak with one another.
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Multiple Data Sources,
Minimal Visibility
“Matching without a common schema across unstructured,
semistructured and structured data silos is challenging,” said Eliot
Harper, Senior Marketing Technology Architect at CloudKettle.
“These data sources typically use different identifiers, from customer
numbers, email addresses, cookies, device IDs and more. And
implementing logical or deterministic matching rules and algorithms
isn’t for the fainthearted.”

• 16 data sources used on average.
• 60% growth of data sources in last
two years.
• Only 49% of marketers have a unified
view of customer data sources.

Given the challenges with fragmented data, most marketers struggle
to get a unified view of their customer data sources. Less than half
(49%) of marketers said they had a completely unified view of
customer data sources.

4

“Today’s owners need to make
business decisions in real time
based on customer demands
and behavior. But querying data
is heavily reliant on database
administrators to write queries
and extract the data, which takes
time and lacks agility.”
—Eliot Harper, Senior Marketing Technology Architect,
CloudKettlee

Inaccessible Data
The next roadblock to data agility is inaccessible data, which is
caused in part by the first problem of fragmented data. As Harper
noted, joining data from multiple sources with no common schema
and then querying it is quite hard to do.
However, even if the data is in one place, another challenge is that
most marketers or business users don’t have the skills to query
the data. As a result, they have to go to their analytics team to get
information, and this can be time-consuming, taking hours, days
or weeks.
This was the problem Firefly Health’s marketing team faced when
trying to get insights from its data. Initially, the team relied on a
combination of MySQL, Workbench and Google Sheets.
It then evolved into connecting its product database to
business-intelligence software and a big data analytics platform,
which was intended to unify the data and make it easier to query.
But, when more sophisticated questions were posed that required
understanding relationships between patient data, VoIP and EHR
systems, it wasn’t possible, and it inhibited the development of
marketing-attribution models.
Ganesh Subramanian, Director of Product Marketing for Snowflake,
said that “Given the time it can take to get a query back, people stop
looking for data and stop making data-driven decisions. They just
make decisions by gut and stop asking questions about how they
could do better.”
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Inactivated Data
The final roadblock to data agility is activating the data. To activate
data, most marketers need to upload data into a variety of channels,
such as Google Ads and Facebook. Manually connecting data by
pulling queries and uploading them to the channel is inefficient, can
lead to errors and doesn’t scale well. Slow querying and stress on
servers can also make querying difficult to scale.
The result is that marketers are limited in scaling and adapting their
marketing campaigns. For example, PetCo had a number of data
applications and users that needed data Monday morning, but its
architecture was not built to handle concurrent and periodic spikes
in usage. As a result, they either had to over-invest in capabilities that
went unused the rest of the day or underinvest and hit significant lag
times when users needed access the most. Facing these challenges,
PetCo decided it was time to invest in a data strategy that could drive
agility and scale.
The next section will highlight five considerations PetCo and other
companies weighed — and you should too — as they embarked on
their data agility journey.
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Accelerating to Agile
To get past these roadblocks and into the data and analytics fast
lane requires getting data into one place, with easy access for users
and business applications. But it’s not as simple as launching a BI or
other data integration tool and pressing the gas.
When looking for a cloud data platform that can truly eliminate the
roadblocks to data agility, here’s what you need to think about:

1. Can the system integrate all data sources?
Any BI tool that can unify all your data sources needs to have native
ingestion features and the ability to create a common identifier
across sources. However, many solutions focus on the analytics or
data visualization, and leave the data integration up to

you. At the most basic level, your platform should have standard
documentation for integrating all of your key data sources. To save
you significant time, cost and headache, the tool should also have
out of the box integrations with ETL partners to allow it to ingest
data from the hundreds of marketing tools that marketers use to
collect data.
As Guli Zhu, head of marketing analytics at Square, notes, when
these features are in place and you have the ability to unify all data
sources, “marketing teams will then be able to leverage this newly
unified data store to achieve the holy grail of marketing — creating
hyper-targeted campaigns that give the right message, to the right
person, at the right time and in the right channel.”
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2. Can the system handle structured
and semistructured data?
As marketers engage customers on an expanding digital footprint,
having the ability to combine structured data with semistructured
data is essential. Most data tools can handle structured data, but
semistructured data, such as clicks from email campaigns and
website and social media data, is a separate challenge. Structured
and semistructured data models differ in their approach to

describing a data structure, and as a result, it can be challenging to
integrate these different data types using a common storage layer
and query methods, such as SQL.
“While relational database management systems are now starting
to offer support for both schema-based and self-describing data
structures, like XML and JSON, these relational databases are still
built on the assumption that the data within them is normalized,
which isn’t always the case,” Harper said.

The power of a unified view of structured
and semistructured data
Rue La La, an e-commerce flash-sale site, discovered this issue when it tried to add its
semistructured Clickstream and email data to its data warehouse. Despite standing up a Hadoop
cluster, it could look at only Clickstream and email data in its data lake and traditional data logins
and order data in its data warehouse. Not having the two data sources in the same platform
inhibited Rue La La’s ability to get a 360 degree of the customer.
However, using Snowflake, a cloud data platform that can join semistructured and structured
data in one platform, Rue La La was able to combine all data into a unified view. The result has
been the ability to:
•

Better target marketing to personalized preferences.

•

See everything about its products so it can understand why they sold/didn’t sell.

•

Make better purchasing decisions so it doesn’t have to sell residual inventory at
marked-down prices.
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3. Does it have the ability to scale?

4. Is it easy to stand up and use?

The ability to scale up and scale down warehouses dynamically is
critical to getting faster insights and enabling multiple users to all
query at the same time. To ensure the cloud data platform you’re
evaluating can provide scalability, look for one with an architecture
that uses virtual warehouses to isolate workloads and capacity. This
allows separating or categorizing workloads and query processing,
which allows greater scalability.

Choosing a cloud-based platform means there’s no work
for the client to deploy or maintain the platform. It can also
speed implementation dramatically. In Firefly Health’s case,
implementation of Snowflake, which could integrate with Fivetran
and Looker as well as provide connectors for Python with bulk data
loading from Elastic ComputeCloud (Amazon EC2), not only was a
one-day project but also allowed the marketing team to join multiple
data sets and prototype its marketing-attribution model in a matter
of days.

For Rue La La, switching to Snowflake, which provides isolated
workloads dynamic scalability, allowed it to complete reports in
one-fifth the time and get “speed of thought” responses on 1 billion
rows of data.
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5. Does it provide self-serve analytics access
for every business user?
True agility requires self-service, where business users can easily
filter, sort, analyze and visualize data through intuitive user interfaces
so they can make data-driven decisions to solve business problems
without relying on efforts from IT teams.
To provide this type of self-service analytics, your cloud data platform
needs to offer point-and-click capabilities for data queries as well
as easy-to-understand dashboards and the ability to integrate with
other data-visualization tools.
For Firefly Health, having an easy-to-use interface that allows the
analytics team to do its own querying and analysis lets the team
be more agile and get richer insights with less effort. “The ROI per
analyst is extremely high with Snowflake,” said Jacob Mulligan, head
of analytics for Firefly Health.
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With Agility Comes
Great Results
Having a holistic view of the customer across all touchpoints and
up-to-the-minute access to data is what allows marketers to
have true agility. In turn, this agility gives marketing teams the ability
to deliver relevant, timely and personalized engagements that build
loyal customers, drive revenue growth and deliver 5X the ROI
on campaigns.
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Thousands of customers deploy Snowflake Cloud Data
Platform to derive all the insights from all their data by all their
business users. Snowflake equips organizations with a single,
integrated platform that offers the only data warehouse built
for any cloud; instant, secure and governed access to their
entire network of data; and a core architecture to enable
many other types of data workloads, such as developing
modern data applications. Find out how to infuse more
agility into your marketing data and analytic efforts at
snowflake.com/snowflake-for-marketing/.
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