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G U E S T AUTHOR – DATA MARKETING

Finding gold in data

I have been
to co u nt r i es
w h e re CDs
of larg e
co m p i l e d
d a ta ba ses
h ave been
sold on the
st re et like
h ot dogs or
m eat pies.

Can working with data be
exc i t i n g? Crea t i ve? Why not?
In fa c t, in this age of grea te r
ta rg eting and market i n g
a cco u nta b i l i ty, crea t i ve
a p p roa c h es are now mandate d .

But being crea t i ve with data
has little value unless one uses
it to be crea t i ve in finding data
so l u t i o n s. With this kind of
c rea t i v i ty, you natu rally will
consider many data solutions in
a d va n ce of meeting with bot h
d a ta ow n e rs and data end-use rs,
but many ideas will come during
m e etings while listening to their
i ss u es and co n ce r n s. 

You have to know data . . .
l ove data . . . to be crea t i ve like
t h i s. And this type of
ex te m p o raneous pro b l e m
solving is almost a daily
o ccu r re n ce in emerging markets
w h e re data so u rcing alone ca n
be an adve ntu re.

But working within an
e nv i ro n m e nt where data is bot h
p l e ntiful and se g m e nted st i l l
l eaves room for crea t i v i ty. 

C reating niche data ba ses
within data ba ses, betting on
i nfe re n ces to ex pand data
p rofi l es where vo l u m es are
i n s u ffi c i e nt, and ‘listening’ to

the data are all necessa r y
ste ps now in markets like the
US and EU. So m et i m es, a
d etailed data profile will te l l
you so m ething that yo u r
i nternal biases re j e c t. 

The crea t i ve solution is to
‘ l i ste n’ to the profile and ‘hea r’
what it has to say. Then give it a

c h a n ce to prove itse l f. We
had a client in the

wo m e n’s appa re l
se c to r. Specifi ca l l y,
te e n s/yo u n g
women. While the

m e rc h a n d i se was gea red to the
youth se g m e nt, the profi l e
a n a l ysis suggested that the
cu stomer was a more upsca l e
woman, 40-50 yea rs old.  

Sounds we i rd, I know. 
The sto re was filled with

c l othing that would appeal to a
te e ny-bopper or 
twe nty- so m et h i n g . I double-
c h e c ked to make sure the
a n a l ysis was done pro p e r l y.
Sa t i sfied that it wa s, I decided
the next step was to do a stu d y
among sto re managers.

Su r p r i se! The managers
d escribed their cu sto m e rs as
women in their 40-50s. 

With this profile co nfi r m a t i o n ,
we submitted the re p o rt. Th e
c l i e nt was more than a bit
a n n oyed that we could eve n
s u g g est such a cu sto m e r
d esc r i ption. Describing our
resea rch met h o d o l o g y, we
managed to co nv i n ce them to
test the res u l ts. Long sto r y
s h o rt; two months later the
c l i e nt decided to roll-out to a
f u l l - scale pro m otion, ta rg et i n g
the older female demographic. 

Was it the mot h e rs buying
c l ot h es for their daughte rs?

Cu l tu re know l e d g e
E m e rging markets offer more
varied ways to get crea t i ve.
K n owledge of the cu l tu re (a l so
n e cessary in niche demogra p h i c
se g m e nts in emerged markets)
m a kes or brea ks a ca m pa i g n .

An example was ta rg et i n g
young men but also their
m ot h e rs – beca u se in this (Latin)
cu l tu re, the mother had to sign
off on major decisions. The 
o n e - two punch made the
ca m paign successful where it
would have failed had we

ta rg eted only the key profi l e.
What colour is your data? I n

some co u nt r i es ‘g rey’ data
ex i sts. While it may not be
co n s i d e red illegal, its value may
be quest i o n a b l e. 

For exa m p l e, in India, ba n ks
‘ p ros p e c t’ for new credit ca rd
cu sto m e rs via marketing agents.
The cu l tu re demands a 
fa ce - to - fa ce st ra tegy for fi n a n c i a l
se r v i ce pro d u c ts. Th ese agents,
armed with a stack of
a p p l i ca t i o n s, approach people
on the st re et and ask if they are
i nte rested in re ceiving a cre d i t
ca rd. If they are, they fill out an
a p p l i cation. At the end of the
d ay or week, all applications are
g i ven to the bank which runs a
c redit check on the applica nts.
The agent re ce i ves a fee for all
who pa ss the credit check.
H oweve r, it is not unhea rd of
that befo re the applications are
returned to the bank, the data is
copied . . . and subse q u e nt l y
sold as credit ca rd holders. Th e
i nformation is not yet
te c h n i cally the pro p e rty of the
bank, so it hasn’t been sto l e n .
N ot stolen, may b e. But not
a ccu ra te, ce rta i n l y. 

Th e re are other ways in
which ‘g rey’ data can be use d :
people who fill out such
a p p l i cations are inte rested in
m o re disc retionary income and
that knowledge could be
valuable; people who fill out
such applications are lite ra te
and that could be valuable in
e m e rging markets; people
who have been approached this
way appear to be re ce pt i ve to
‘d i re c t’ marketing. 

Th ese are all va l u a b l e
i nfe re n ces that can be used to
fo r m u l a te crea t i ve data so l u t i o n s.

u nwilling to allow their fi l es to be
se nt out to third pa rt i es for data
ove r l ays, they miss out on
enormous opportu n i t i es to lea r n
m o re about their cu sto m e rs and
h ow to co m m u n i ca te with them
b ette r, there by increa s i n g
reve n u es for their co m pa n i es.   

H ow do you get around this?  
One solution might be to se n d

b oth the cu stomer house file and
the file with the ove r l ay data to a
se r v i ce bureau in anot h e r
co u ntry that both data ow n e r
and marketer feel co nfi d e nt in. 

This is not always ea sy.  
Sta rt with a small file fi rst 

– perhaps a specific geogra p hy 
– to determine whether the
ove r l ay data has merit. 

If so, then gradually ex pand to
l a rger portions of the fi l e.   

Co nt ra c ts or lette rs of
a g re e m e nt can be signed by all
pa rt i es invo l ved.   

A n other option is for data
ow n e rs to lice n se their fi l es to
m a r kete rs, thus giving markete rs
the ability to manipulate the data
and analytics any way they wa nt. 

Then, ba sed on the know l e d g e
gained from this, markete rs ca n
co m m u n i ca te with their
cu sto m e rs more effe c t i vely and
m o re profi ta b l y. 

And, if the markete rs share
some of the findings with the
d a ta ow n e rs so the ow n e rs se e
the value of shared crea t i ve
so l u t i o n s, so much the bette r.
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i nvestigations into not only how
d a ta is co l l e c ted, but also how
the data is being marketed. 

H oweve r, in emerg i n g
m a r kets, those kinds of
g ove r n m e nt and priva cy co nt ro l s
m ay not yet be in place and
m a r kete rs are dist r u sting of data
co m pa n i es and outside se r v i ce
b u reaux. 

To make acquiring data
feasible and profi ta b l e, markete rs
need to do their homework, ask
q u estions and get ass u ra n ces
that the data is legal and
so u rced the way it is adve rt i sed.    

Th ey may wa nt or need to
e nter into a co nt ract with the
d a ta prov i d e rs, to increa se their
l evel of ass u ra n ce re g a rding the
d a ta ’s prove n a n ce and to prote c t
t h e m se l ves against litigation. 

D ealing with people they
h ave known for a long time and
w h ose re p u tation is on the line
with each tra n saction, is anot h e r
way to gain ass u ra n ces. 

‘ N ewe r’ eco n o m i es   
M a r kete rs in emerging markets
a re hungry to learn more about
their cu sto m e rs, demogra p h i ca l l y
and psyc h o g ra p h i ca l l y, beca u se
b oth domestic and fo re i g n
co m p etition is increasing in
t h ese ‘newe r’ eco n o m i es. 

But the lack of trust in
sharing data or allowing it to
t ravel outside of one’s own fo u r
walls ultimately hurts
co m pa n i es’ ability to ta ke
a d va ntage of so p h i st i ca te d
d a ta ba se marketing te c h n i q u es
that can allow them to ‘find the
gold’ within their cu sto m e r
h o u se fi l e.   

Be ca u se markete rs are
fearful of their cu stomer data
being stolen or misused and are

So m et i m es, gove r n m e nt
compiled data is available fo r
m a r keting resea rch purposes,
but not for direct market i n g
p u r p oses. In some insta n ces, it
can be used for data appending
and name/a d d ress ve r i fi ca t i o n
a g a i n st ex i sting cu stomer fi l es,
as long as no-one on the
d a ta ba se is co nta c ted dire c t l y.  

And, in co u nt r i es where
t h e re is great dist r u st (with good
rea son!) for turning over a house
file to a third pa rty for fear of it
being stolen, this type of data
has value for cleaning the house
file and helping keep it update d
and delive ra b l e.

Then there is data
m a sq u e rading as grey data when
in fact it is abso l u tely illegal. 

This needs to be ident i fi e d
and not used as it is stolen or
o btained under fa l se prete n ses. 

I have been to co u nt r i es
w h e re CDs of large co m p i l e d
d a ta ba ses are sold on the st re et
l i ke hot dogs or meat pies. 

Lo ca l l y, this type of data may
h ave been used for yea rs, but
with more co u nt r i es adopt i n g
d a ta protection legislation and
i nternational co m pa n i es always
being sc r u t i n i sed by bot h
co m m e rcial and gove r n m e nta l
e nt i t i es, multi-nationals have to
toe the line here. 

U se the legal data and,
w h e re it has holes in it, use
c rea t i v i ty to fill those holes.

Co nt rol over data use
In emerged markets, there is
m o re co nt rol over the use of
d a ta, usually by fe d e ral bra n c h es
of gove r n m e nts as well as
established business pra c t i ces.
In the US, the Fe d e ral Tra d e
Co m m i ssion (FTC) co n d u c ts

K n owledge of
the cu l tu re
in emerg i n g
m a r kets
m a kes or
b rea ks a
ca m pa i g n .

C H I CCA D’AG OST I N O says crea t i ve data solutions are needed
for marketing in both emerging and established markets. 
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