Transforming Customer Data into Value
Today, more than 11 billion Internet-connected devices produce more than 8 zettabytes of data
per year. By 2025, forecasts call for 80 billion devices and 180 zettabytes of data, respectively.
The amount of data available to help you better understand your customers and their interactions
with your brand(s) is greater than ever, and it will continue to grow exponentially. The challenge is
that you and your company must learn how to drink from this ‘digital firehose’ in order to survive.
As you consider how to do this, let me share with you 6 important trends to keep in mind:
1. Data mastery: Every year there will be more users, more devices and more sources of
data. Keep an eye on what Google, Apple, Facebook and Amazon are doing to lead the
way in terms of transforming customer data into value. For example, in the financial
services sector, these companies are already leveraging their unmatched data knowledge
to challenge traditional players with mobile payments, digital wallets, peer-to-peer, and
even lending services.
2. Precision analytics: As data privacy concerns increase, especially in the EU (General
Data Protection Regulation starts in May 2018), the focus will shift from collecting every
possible piece of information to collecting only the information required to give the
customer what they need at each step in the customer journey. All the information you
collect should be actionable, and you will need to learn to make the most of the restricted
data you are allowed to maintain.
3. AI to the rescue: Organizations will increasingly use AI – inclusive of machine learning
and deep learning – to detect customer usage patterns, to solve customer service issues by
analyzing product information, and to help exploit unstructured data like pictures, posts and

videos.
4. Personalization: This is likely to take the form of personalized websites based on customer
personas or previously stated interests, personalized apps, personalized videos and more.
5. Timing is everything: Better data analytics will enable companies to improve the timing of
offers and act on customer data while it is still fresh. Remember that the digital customer
journey starts well before the first sales contact. For example, the customer journey for car
insurance starts 60 days before customers receive their first quote and involves an average of
15 touches.
6. Data partnerships: Companies will turn increasingly to data partnerships to remain
competitive with data giants like Amazon and Google. Current examples include the
AmEx/Acxiom partnership, multiple credit card companies partnering with airlines and
hotels, homeowners’ insurance companies who partner with mortgage companies, etc.
The exploding volume and frequency of data provides a wonderful opportunity for companies to
understand their customers and prospects in a hyper-focused way. Properly collected and analyzed,
customer data can deliver increased business revenue, bigger wallet-share, and happier and more
loyal customers willing to advocate for your company’s brand(s). But it also represents a
significant risk of getting caught in a 180-zettabyte flood if you and your company do not get in
front of this now.
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ISM has been creating and implementing customerfacing strategies to maximize customer engagement
for world-class companies since 1985. Give us a call
and let’s discuss your organization’s unique challenges
and opportunities.
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Engaged Customer Strategy - Your Roadmap to 2030

Today, customers have almost limitless ways to engage brands, using all
kinds of devices across hundreds of potential touch points. This is the
new normal, and the amount and complexity of available digital
information will increase exponentially into the future. At the same time,
potentially-available customer data already exceeds the ability of most
organizations to harvest and process it. Every firm has strengths in some
areas, and gaps in others. The winners in the coming decades will be
those that commit today to developing capabilities to exploit this deluge
of data, and to delight their customers by engaging them in their preferred
channel, with exactly the right offer, at exactly the right time.
Read this Executive Summary of ISM's signature concept - a
comprehensive approach to gathering and analyzing online and off-line
customer data, deriving actionable insights and deploying tools and
techniques to increase customer acquisition, retention and growth.
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