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Digital has changed how consumers choose and buy

Purchase

Customer 
Care

Consideration

Preference

40% of 
marketing 
spend is 
Digital

10–15% sales are digital 
(heavy users 30%)

15% purchases trigger 
digital advocacy

80–100% of 
all decisions influenced 

digitally

Recommendations 5× 
more trusted than 

brand marketing

Source: BCG
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Call centre

Direct mail

Billboard

Loyalty

E-receipt

Streaming

In-store

Search & display

Website

Video & OTT

Apps

@ Email

Chat

Social

Family & 
home life

Hobbies
Media

Work

Social

Avg. day

Consumers expect meaningful connections
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However, brands often face barriers to full potential

Looming legacy 
of TV, radio,
and outdoor

Content not
fit-for-digital

Lengthy and 
inflexible 
processes

Lack of rapid
test & learn

Ecomm, Insights, 
Marketing, Sales 
operating in silos

Missed 
opportunities

​Reliance on 
external parties 

to drive

Lack of 
embedded 
knowledge

Underutilized 
data

Below hurdle
for consumer 

relevance

Source: BCG
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We recently conducted an in-depth study …

Over 40 companies spanning 8 industries... ...across Europe

Automotive Retail Financial 
Services

Travel

Consumer Technology Entertainment 
/ media

Fashion / 
Luxury

Source: BCG Data-Driven Marketing assessment 2017
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… and found that few brands achieve best-practice

Campaign based 
execution mainly using 

external data and 
direct buys with 

limited link to sales

Maturity

Assessment of 
participants 

(%)

Nascent

Archetype of 
maturity

Some use of owned 
data in automated 

buying with 
single-channel 

optimisation and 
testing

Emerging

Data integrated and 
activated across 
channels with 

demonstrated link to 
ROI or sales proxies

Connected

Dynamic execution 
optimised toward 
single-customer 

business outcomes 
across channels

Multi-moment

Source: BCG Data-Driven Marketing assessment 2017
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6 technical & 
organisational 
success factors to 
unlock potential

Connected 
data

Actionable 
measurement

Automation & 
integrated tech

Specialist skills

St
ra

te
gi

c 

pa
rt

ne
rs

hi
ps

Agile teaming & 
fail fast culture
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Back-up| Description of success factors

Actionable 
measurement

Strategic 
partnerships

Automation & 
integrated tech

Connected 
data

Agile teaming & 
fail fast culture

Specialist 
skills

Measurement incl. 
sophisticated 

attribution with KPIs 
linked to business 

outcomes and common 
objectives across 

channels

Active agency 
collaboration with key 

capabilities 
strategically insourced

Web Analytics and 
MarTech in place

Integrated to support 
automation of media 
buying and messaging

Use of linked 1st party, 
3rd party & contextual 

data
Data used to inform 

content and audiences

C-suite sponsorship
Best practices shared 

across teams
Functions involved in 
activation co-located

Specialist skills in 
organisation incl. 

channel specialists, 
measurement experts 

& data scientists

Technical 
factors

Organisational
factors

Source: BCG Data-Driven Marketing assessment 2017
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There is a clear path to digital marketing maturity

✓ Define common KPIs
✓ Combine online data
✓ Automate message delivery

✓ Co-locate functions

✓ Embed expert skills

Build connections

Connected

✓ Identify signals across 
online- offline data

✓ Link objectives to 
business outcome KPIs

✓ Optimise value using  
sophisticated attribution

✓ Insource key capabilities

✓ Adopt agile teaming

Make every 
moment matter

Multi-moment

✓ Understand current data
✓ Implement tags & analytics

✓ Ensure C-suite sponsor

✓ Leverage partners

Set the foundation

EmergingNascent

Org
steps

Technical 
steps  

Source: BCG Data-Driven Marketing assessment 2017
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With significant 
value potential 
at stake

Nascent

Efficiency

Ef
fe

ct
iv

en
es

s

Multi-mome
nt

Emerging

Connected

up to 
30% 

growth

up to 
20% 

savings

Source: BCG Data Driven Marketing assessment 2017
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The services and materials provided by The Boston Consulting Group (BCG) are subject to BCG's Standard Terms 
(a copy of which is available upon request) or such other agreement as may have been previously executed by BCG. 
BCG does not provide legal, accounting, or tax advice. The Client is responsible for obtaining independent advice 
concerning these matters. This advice may affect the guidance given by BCG. Further, BCG has made no undertaking 
to update these materials after the date hereof, notwithstanding that such information may become outdated 
or inaccurate.
 
The materials contained in this presentation are designed for the sole use by the board of directors or senior 
management of the Client and solely for the limited purposes described in the presentation. The materials shall not be 
copied or given to any person or entity other than the Client (“Third Party”) without the prior written consent of BCG. 
These materials serve only as the focus for discussion; they are incomplete without the accompanying oral commentary 
and may not be relied on as a stand-alone document. Further, Third Parties may not, and it is unreasonable for any 
Third Party to, rely on these materials for any purpose whatsoever. To the fullest extent permitted by law (and except 
to the extent otherwise agreed in a signed writing by BCG), BCG shall have no liability whatsoever to any Third Party, 
and any Third Party hereby waives any rights and claims it may have at any time against BCG with regard to the 
services, this presentation, or other materials, including the accuracy or completeness thereof. Receipt and review 
of this document shall be deemed agreement with and consideration for the foregoing.

BCG does not provide fairness opinions or valuations of market transactions, and these materials should not be relied 
on or construed as such. Further, the financial evaluations, projected market and financial information, and conclusions 
contained in these materials are based upon standard valuation methodologies, are not definitive forecasts, and are not 
guaranteed by BCG. BCG has used public and/or confidential data and assumptions provided to BCG by the Client. 
BCG has not independently verified the data and assumptions used in these analyses. Changes in the underlying data 
or operating assumptions will clearly impact the analyses and conclusions.

Disclaimer
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