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Marketing is rapidly approaching to what marketers have often dreamed about 

– real-time 1:1 customer engagement. The entire customer experience is being 

optimized across channels, by message and offer, and by time. The implications 

for marketers are monumental. Now the customer experience can be more 

easily extended into a more efficient lifecycle marketing model where buyers and 

marketers benefit together. To achieve that goal, marketers must be prepared 

to evolve their use of marketing technology and best practices to drive real-time 

customer engagement. Managing this evolution in tandem is the key to increased 

market share, and ultimately competitive advantage.

 
Transactional Marketing is not Enough
Much of marketing today is transactional in nature. Landing page responses, 

web site conversions, shopping carts, and outbound / inbound calls are integral 

to customer engagement today in many marketing organizations. Marketing 

and related technologies reflect this transactional nature. Today’s marketing 

automation, customer relationship management (CRM), enterprise resource 

planning (ERP), and ecommerce technologies are not only transactional, but 

function as silos. While tracking customer interaction history related to a lead or 

purchase is supported by these systems, buyer behavior is not. Adding to the 

challenge of using these systems is the lack of dynamic, real-time capabilities 

that lead to engagement throughout the customer journey.

Now the customer experience can be more easily extended into 
a more efficient lifecycle marketing model where buyers and 
marketers benefit together. 
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If marketers only 
use transactional, 

structured data 
as the basis for 

marketing strate-
gy and campaign 

execution, they 
are missing the 

necessary behav-
ioral elements that 
drive a more rapid 

buy decision.

While marketers seek to master their transactional data, unstructured and 

semi-structured data is streaming into the enterprise from a multitude of touch 

points. While it is common to think of unstructured data as social, that really 

undervalues the nature of it. Customer service history, sales intelligence, and 

M2M data streams from kiosks, mobile, and geo location services underscore 

the wide variety of customer engagement that takes place in structured 

and unstructured form. If marketers only use transactional, structured 

data as the basis for marketing strategy and campaign execution, they 

are missing the necessary behavioral elements that drive a more rapid buy 

decision. Additionally, there is a tremendous marketing opportunity cost and 

competitive disadvantage, those buyers with a preference toward touch points 

that produce unstructured data will make their purchase decisions elsewhere. 

A Platform for Lifecycle Marketing and the 
Customer Journey
When marketers consider the need to leverage transactional and behavioral 

data, they are making a conscious decision to build a marketing data 

structure that is optimized for Lifecycle Marketing and the Customer Journey. 

Forrester Research and McKinsey define the customer journey as dynamic 

and random, rather than static and sequential. Customers want to discover 

and decide on their terms. It is applicable to B2B and B2C industries and as 

a marketing model, it has vast implications for the use of transactional and 

behavioral data to increase market share, upsell / cross-sell, and share of 

wallet.

A platform for the customer lifecycle and journey must be able to support the 

following elements to achieve dynamic engagement during the lifecycle:

1.  Support of structured and unstructured data from internal (offline) and 

online data sources

2.  The capability to listen to customer interactions through all digital 

channels, regardless of the type of data and interaction

3.  Real-time optimization that includes the processing, analysis, and 

optimized preferences of customer engagement data in real-time
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Moreover, often 
times, when mar-

keting organiza-
tions adopt tech-

nology; they ignore 
the DNA required 

to successful evo-
lution – the cus-

tomer profile.

4.  The use of insight that spans basic segmentation, data visualization, and 

predictive modeling in a holistic process that complements marketing 

strategy and execution

5.  A marketing automation / cross channel campaign management platform 

that enables marketers to build audiences and publish once across many 

channels, simultaneously based on transactional, behavioral and lifecycle 

conditions

The marketing platform requires an evolution from today’s transactional 

marketing systems and the need to integrate new, unstructured data sources. 

Most marketing organizations believe they are moving through that evolution 

by adopting increased use of marketing automation systems, cross-channel 

campaign management platforms, and assorted new technologies that 

optimize elements of social media, mobile, display advertising, and search 

engine marketing. However, these systems and technologies are disparate in 

nature, and in many instances are not future proofed to support unstructured 

data. Moreover, often times, when marketing organizations adopt technology; 

they ignore the DNA required to successful evolution – the customer profile. 

The Customer Profile as the DNA for  
Real-time Customer Engagement
The customer profile, combining the elements of structured, i.e. demographic 

and firmographic information, and unstructured data, e.g. conversations, social 

media dialogue, email, geo location, from offline and online sources, constitutes 

the DNA of highly segmented marketing in the customer lifecycle. As a result, 

marketers can then use the elements of that profile to create multiple profiles 

for each segment that they can then map back to the customer journey. Using 

customer profiles is highly scalable, and taking segmentation mapping to more 

sophisticated levels enables marketers to then prioritize segments based on 

market and revenue opportunity at each stage of the customer journey.

The customer profile as the DNA within the marketing platform enables 

marketers to know who to market to, when to market to them, and how in 

a highly optimized way that uses real-time customer engagement to drive 

revenue growth, profitability, and lifetime value.
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Roadmap to Real-time Customer 
Engagement
1.  Think about Big Data and Customer Profiles – There’s no doubt 

about the hyperbole in the term, but when you stop and think about it, 

every marketer is accumulating data every minute on their customers 

– whether from the Internet, in sales conversations in your CRM, or 

through ongoing service history. That’s what Big Data really is, customer 

interaction history that becomes the customer profile. If you are not 

leveraging it, every minute that you are not using it is a lost buying 

opportunity.

A recent IDC study (Extracting Value from Chaos, IDC, June 2011) states that 

digital information is doubling every two years. That kind of information growth 

is what Big Data is all about. It means information about buying behavior 

across many, many channels (from social media to customer service and 

beyond) represents real opportunities to engage potential buyers in different 

ways to drive revenue across every stage of the customer life cycle at the right 

time. Big Data is not going away, it is just getting bigger.

2.  Implement a Marketing Platform for the Customer Journey – 

Databases in today’s marketing automation systems do not capture your 

offline and online customer interaction history, including unstructured 

data, and as a result, cannot create a complete customer profile that can 

be leveraged by your marketing campaigns during the customer journey. 

When you use today’s marketing automation platforms, you get boxed 

into what I would refer to as surface level segmentation. The marketing 

platform enables you to go much deeper on segmentation, while 

publishing to multiple channels. 

3.  Customer Intelligence – We’re not talking about marketing analytics 

here, that’s yesterday’s trend and it is embodied by static dashboards 

that typically report on campaign performance and basic levels of buying 

behavior. Customer  intelligence makes your customer interaction history 

actionable, leveraging the platform, to get too far more sophisticated 

forms of segmentation and profiling that drive new customer acquisition 

Big Data is 
not going 
away, it is 

just getting 
bigger.
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Marketers can 
now use the 

customer jour-
ney as a dy-

namic means 
to engage 

prospects and 
customers in 

real-time. 

and create upsell and cross-sell opportunities more efficiently. Embracing 

customer intelligence, and making it part of your closed loop sales and 

marketing system, enables B2B and B2C marketers to sift through 

huge amounts of complex customer data to identify creating buying 

opportunities in real-time throughout the customer journey.

4.  Customer Journey – A relatively new concept in the age of Big Data and 

insight. Just like the cell phone revolutionized telecommunications with 

anytime, anyplace communications, applying insight to the journey now 

creates marketing opportunities that have never been realized before. 

Marketers can now use the customer journey as a dynamic means to 

engage prospects and customers in real-time. It brings the capability 

of anytime, anyplace marketing to the forefront in a way that is far less 

intrusive.

5.  Real-time Cross-channel Marketing – Social media is on the cusp 

of being monetized through real-time cross-channel marketing.  Real-

time cross-channel marketing takes these conversations and customer 

interactions, through a marketing platform with listening capabilities, and 

makes them part of customer profiles that can then be contextualized 

in campaigns that drive the right offer in real-time during the customer 

journey.  
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