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ANALYTICS IN MARKETING 

Why nothing ever 

gets actioned
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Analytics in Marketing trends

Growth of 

Data

Increase in 

technology 

and skills

Lack of 

action
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Demand/Interest for Data Scientist Jobs
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SOURCE: Google Trends (demand for keyword Data Scientist in jobs category)
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The “Interpretation gap” in data knowledge by senior leaders

SOURCE: NewVantage Partners “Big Data and AI Executive Survey 2019”
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50/50 
RESOURCES 

= 

ANALYSIS IS 
DESTINED TO 
FAIL

Challenge 

No actions are provided 
which are easily 

understood or quickly 
deployed by marketing 

or operations
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Business

50%  

of resources

Analysts

50%  

of resources

Gap 

Tasks 

Use the provided analysis 
to know how visitors or 

customers  are behaving 
and what action to take

Challenge 

The results of the 
analysis are only factual 

observations NOT 
actionable insights

Task 

Analyse data to 
identify patterns and 
behaviours to inform 

business decisions
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40/40/20 RULE 
= 

INSIGHTS ARE 
REALLY 
ACTIONABLE
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40%

40%

20%

Analysis  

(owned by analysts/data 

scientists)

Action 

(owned by IT 

& operations)

Objectives & 

Interpretation 

(owned by the 

business)

Task 

Analyse data to 
identify patterns and 
behaviours to inform 

business decisions

Task 

Define the goals, 
interpret the findings, 
establish the priority 
and how the business 

will take action

Tasks 

Use the provided actions to 
execute the tasks to meet 
the needs of the visitor or 

customer

of resource

of resource

of resource
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ANALYTICS IN MARKETING 

7 step how-to guide to 
ensure your analytics is 
actioned
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COLLECT

Action 

 (owned by IT, 
Marketing & 
operations)

7 steps to moving from analysis to actions

GOALS

Define the purpose of the 
analysis. What are you 
trying to understand OR 
what are you trying to get 
visitors or customer to do

Analysis  

(owned by 
analysts/data 

scientists)

Interpretation 

 (owned by the 
business)

01 02 03 04 05 06 07

CLEAN

ANALYSE

INTERPRET

TRANSLATE

ACTION

Ensure you have ALL the 
data you need to be able 
to perform your analysis 
based on your goal?

Prepare the data ready to 
be analysed. Often 
overlooked but this can 
take up to 80% of the 
analysis time.

Analyse the data and 
build the predictive 
model. Produce the 

findings to the 
business

Review the analysis output 
and identify the actions 
required for the business. 
Prioritise the actions and 
who the owner is within the 
business.

Document what is  
required for each action 

specifically for the owner 
in the business, in a 

language they understand

Execute the outlined 
actions in priority order 
and review the change in 
performance/impact 
over time

Objectives 

 (owned by the 
business)
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Step 1 - Setting your goals

GOALS

Define the purpose of the 
analysis. What are you 
trying to understand OR 
what are you trying to get 
visitors or customer to do

01

COLLECT

Action 

 (owned by IT, 
Marketing & 
operations)

Analysis  

(owned by 
analysts/data 

scientists)

02 03 04 05 06 07

CLEAN

ANALYSE

INTERPRET

TRANSLATE

ACTION

Ensure you have ALL the 
data you need to be able 
to perform your analysis 
based on your goal?

Prepare the data ready to 
be analysed. Often 
overlooked but this can 
take up to 80% of the 
analysis time.

Analyse the data and 
build the predictive 
model. Produce the 

findings to the 
business.

Review the analysis output 
and identify the actions 
required for the business. 
Prioritise the actions and 
who the owner is within the 
business.

Document what is  
required for each action 

specifically for the owner 
in the business, in a 

language they understand

Execute the outlined 
actions in priority order 
and review the change in 
performance/impact 
over time

Examples: 

•A publisher who wants to ensure 
visitors are engaged on their 
website so they can drive sign-ups 
or serve more adverts 

•A software company, who wants to 
engage their audience so they 
download one or more pieces of 
their content 

•A retail ecommerce business, who 
needs visitors to explore their 
products and add a product to 
their basket.

Interpretation 

 (owned by the 
business)

Objectives 

 (owned by the 
business)
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Step 2- Collect the right data

GOALS

Define the purpose of the 
analysis. What are you 
trying to understand OR 
what are you trying to get 
visitors or customer to do

01

COLLECT

Action 

 (owned by IT, 
Marketing & 
operations)

Analysis  

(owned by 
analysts/data 

scientists)

02 03 04 05 06 07

CLEAN

ANALYSE

INTERPRET

TRANSLATE

ACTION

Ensure you have ALL the 
data you need to be able 
to perform your analysis 
based on your goal?

Prepare the data ready to 
be analysed. Often 
overlooked but this can 
take up to 80% of the 
analysis time.

Analyse the data and 
build the predictive 
model. Produce the 

findings to the 
business.

Review the analysis output 
and identify the actions 
required for the business. 
Prioritise the actions and 
who the owner is within the 
business.

Document what is  
required for each action 

specifically for the owner 
in the business, in a 

language they understand

Execute the outlined 
actions in priority order 
and review the change in 
performance/impact 
over time

Examples: 

•Videos or galleries which visitors 
have interacted with 

•Tools or Configurators to 
personalise a product to calculate 
costs 

•People who have written a review 
or added and item to a wishlist

Interpretation 

 (owned by the 
business)

Objectives 

 (owned by the 
business)
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Step 3- Clean and prepare the data

GOALS

Define the purpose of the 
analysis. What are you 
trying to understand OR 
what are you trying to get 
visitors or customer to do

01

COLLECT

Action 

 (owned by IT, 
Marketing & 
operations)

Analysis  

(owned by 
analysts/data 

scientists)

02 03 04 05 06 07

CLEAN

ANALYSE

INTERPRET

TRANSLATE

ACTION

Ensure you have ALL the 
data you need to be able 
to perform your analysis 
based on your goal?

Prepare the data ready to 
be analysed. Often 
overlooked but this can 
take up to 80% of the 
analysis time.

Analyse the data and 
build the predictive 
model. Produce the 

findings to the 
business.

Review the analysis output 
and identify the actions 
required for the business. 
Prioritise the actions and 
who the owner is within the 
business.

Document what is  
required for each action 

specifically for the owner 
in the business, in a 

language they understand

Execute the outlined 
actions in priority order 
and review the change in 
performance/impact 
over time

Examples: 

•The correct date format is applied 
•Data from the right country  or 

timezone is grouped together 
•Internal traffic (from staff is 

removed) 
•Spam traffic is removed 
•Traffic which has been 

misclassified (put into the wrong 
channel) is corrected 

•Currency is validated and changed 
as required

Interpretation 

 (owned by the 
business)

Objectives 

 (owned by the 
business)
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Step 4- Analyse the data

GOALS

Define the purpose of the 
analysis. What are you 
trying to understand OR 
what are you trying to get 
visitors or customer to do

01

COLLECT

Action 

 (owned by IT, 
Marketing & 
operations)

Analysis  

(owned by 
analysts/data 

scientists)

02 03 04 05 06 07

CLEAN

ANALYSE

INTERPRET

TRANSLATE

ACTION

Ensure you have ALL the 
data you need to be able 
to perform your analysis 
based on your goal?

Prepare the data ready to 
be analysed. Often 
overlooked but this can 
take up to 80% of the 
analysis time.

Analyse the data and 
build the predictive 
model. Produce the 

findings to the 
business.

Review the analysis output 
and identify the actions 
required for the business. 
Prioritise the actions and 
who the owner is within the 
business.

Document what is  
required for each action 

specifically for the owner 
in the business, in a 

language they understand

Execute the outlined 
actions in priority order 
and review the change in 
performance/impact 
over time

Examples: 

•Analysis is carried out to 
understand the profile and 
behaviour of customers who have 
purchased twice in the last 90 days 

•Predictive model to identify 
customers who could become high 
value customers, based on certain 
actions 

•Machine learning algorithm to 
suggest products to customers 
based on source of traffic, time of 
day and location

Interpretation 

 (owned by the 
business)

Objectives 

 (owned by the 
business)
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Step 5- Interpret the findings

GOALS

Define the purpose of the 
analysis. What are you 
trying to understand OR 
what are you trying to get 
visitors or customer to do

01

COLLECT

Action 

 (owned by IT, 
Marketing & 
operations)

Analysis  

(owned by 
analysts/data 

scientists)

02 03 04 05 06 07

CLEAN

ANALYSE

INTERPRET

TRANSLATE

ACTION

Ensure you have ALL the 
data you need to be able 
to perform your analysis 
based on your goal?

Prepare the data ready to 
be analysed. Often 
overlooked but this can 
take up to 80% of the 
analysis time.

Analyse the data and 
build the predictive 
model. Produce the 

findings to the 
business.

Review the analysis output 
and identify the actions 
required for the business. 
Prioritise the actions and 
who the owner is within the 
business.

Document what is  
required for each action 

specifically for the owner 
in the business, in a 

language they understand

Execute the outlined 
actions in priority order 
and review the change in 
performance/impact 
over time

Example: 

•Analysis reviewed and targeting audience 
changed for the media team  

•Findings reviewed and recommendations on 
the product pages changes 

•Landing pages and home page content is 
changed based on audience 

•Understand what offers should be created 
•Identify content which will better connect 

with visitors

Interpretation 

 (owned by the 
business)

Objectives 

 (owned by the 
business)
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Step 6- Translate the actions for use by team role

GOALS

Define the purpose of the 
analysis. What are you 
trying to understand OR 
what are you trying to get 
visitors or customer to do

01

COLLECT

Action 

 (owned by IT, 
Marketing & 
operations)

Analysis  

(owned by 
analysts/data 

scientists)

02 03 04 05 06 07

CLEAN

ANALYSE

INTERPRET

TRANSLATE

ACTION

Ensure you have ALL the 
data you need to be able 
to perform your analysis 
based on your goal?

Prepare the data ready to 
be analysed. Often 
overlooked but this can 
take up to 80% of the 
analysis time.

Analyse the data and 
build the predictive 
model. Produce the 

findings to the 
business.

Review the analysis output 
and identify the actions 
required for the business. 
Prioritise the actions and 
who the owner is within the 
business.

Document what is  
required for each action 

specifically for the owner 
in the business, in a 

language they understand

Execute the outlined 
actions in priority order 
and review the change in 
performance/impact 
over time

Interpretation 

 (owned by the 
business)

Objectives 

 (owned by the 
business)

Example: 

•Split out the actions by team role 
•Prioritise the actions 
•Describe the tasks for each team role 
•Define the required content 
•Highlight the rules for campaigns or media 
•Outline onsite changes to the website
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https://wearecrank.com/digital-marketing-glossary-for-senior-leaders/?utm_source=referral&utm_medium=whitepaper&utm_campaign=analytics-in-marketing-never-gets-you-anywhere


© wearecrank limited 2020

Step 7- Put the actions into market right away

GOALS

Define the purpose of the 
analysis. What are you 
trying to understand OR 
what are you trying to get 
visitors or customer to do

01

COLLECT

Action 

 (owned by IT, 
Marketing & 
operations)

Analysis  

(owned by 
analysts/data 

scientists)

02 03 04 05 06 07

CLEAN

ANALYSE

INTERPRET

TRANSLATE

ACTION

Ensure you have ALL the 
data you need to be able 
to perform your analysis 
based on your goal?

Prepare the data ready to 
be analysed. Often 
overlooked but this can 
take up to 80% of the 
analysis time.

Analyse the data and 
build the predictive 
model. Produce the 

findings to the 
business.

Review the analysis output 
and identify the actions 
required for the business. 
Prioritise the actions and 
who the owner is within the 
business.

Document what is  
required for each action 

specifically for the owner 
in the business, in a 

language they understand

Execute the outlined 
actions in priority order 
and review the change in 
performance/impact 
over time

Interpretation 

 (owned by the 
business)

Objectives 

 (owned by the 
business)

Example: 

•Campaigns and media are planned and 
executed 

•Personalised landing pages and changes to 
existing pages are created on the website 

•New content on the website is created ad 
deployed, plus shared using paid and owned 
digital channels 

•Offers where required are created and 
deployed

https://wearecrank.com/?utm_source=referral&utm_medium=whitepaper&utm_campaign=analytics-in-marketing-never-gets-you-anywhere
https://wearecrank.com/digital-marketing-glossary-for-senior-leaders/?utm_source=referral&utm_medium=whitepaper&utm_campaign=analytics-in-marketing-never-gets-you-anywhere


 WANT A 

REAL WORLD 


EXAMPLE?


Bringing analytics in 
marketing to life 
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40/40/20 RULE 
= 

REAL WORLD 
EXAMPLE - 
ECOMMERCE
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40%

40%

20%

Analysis  

(owned by analysts/data 

scientists)

Action 

(owned by IT 

& operations)

Objectives & 

Interpretation 

(owned by the 

business)

Task 

Identify why trading is 
down month on month 

on the website and 
identify areas of 

opportunity

Task 

Goal: Increase trading revenue, 
due to month on month drop 

Interpret: Results to create list of 
tasks for the teams. 

Translate: List the Ecommerce 
tasks out by job role (media, 

trading, content, merchandising)

Tasks 

Execute ecommerce 
tasks to increase 

trading performance

of resource

of resource

of resource
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Real world example Ecommerce: Interpret the findings

GOALS

Define the purpose of the 
analysis. What are you 
trying to understand OR 
what are you trying to get 
visitors or customer to do

01

COLLECT

Action 

 (owned by IT, 
Marketing & 
operations)

Analysis  

(owned by 
analysts/data 

scientists)

02 03 04 05 06 07

CLEAN

ANALYSE

INTERPRET

TRANSLATE

ACTION

Ensure you have ALL the 
data you need to be able 
to perform your analysis 
based on your goal?

Prepare the data ready to 
be analysed. Often 
overlooked but this can 
take up to 80% of the 
analysis time.

Analyse the data and 
build the predictive 
model. Produce the 

findings to the 
business.

Review the analysis output 
and identify the actions 
required for the business. 
Prioritise the actions and 
who the owner is within the 
business.

Document what is  
required for each action 

specifically for the owner 
in the business, in a 

language they understand

Execute the outlined 
actions in priority order 
and review the change in 
performance/impact 
over time

Interpretation of findings: 

•Target existing customers without boots or 
those who have previously purchased boots 
with a unique offer 

•Advertise these products on mobile, but the 
price points should be between $70-$140  

•Mobile visitors should see this product 
category 

•Create an offer which will attract these 
customers back related to the product 

•Create engaging content to connect with 
this boot buying audience

Interpretation 

 (owned by the 
business)

Objectives 

 (owned by the 
business)

Original brief:  
Identify areas of opportunity to increase trading 
revenue due to month on month drop. 

Findings from Analytical Team: 
Customers who have purchased twice in the last 90 days:  
• 65% from USA  
• 85% were on mobile devices 
• 45% came from email and 25% from Google Search 

Adverts.  
• 55% purchased waterproof boots as their first purchase 
• The average spend was between $80-$115,  
• 80% went onto purchase was leather care as their 2nd 

purchase.  
• It took 73% of purchasers to make two visits before they 

made their first purchase. 
• There was no major difference between male or female 

products 

The above insights represent a 5% increase in revenue

https://wearecrank.com/?utm_source=referral&utm_medium=whitepaper&utm_campaign=analytics-in-marketing-never-gets-you-anywhere
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Real world example Ecommerce: Translate the actions for use by role

GOALS

Define the purpose of the 
analysis. What are you 
trying to understand OR 
what are you trying to get 
visitors or customer to do

01

COLLECT

Action 

 (owned by IT, 
Marketing & 
operations)

Analysis  

(owned by 
analysts/data 

scientists)

02 03 04 05 06 07

CLEAN

ANALYSE

INTERPRET

TRANSLATE

ACTION

Ensure you have ALL the 
data you need to be able 
to perform your analysis 
based on your goal?

Prepare the data ready to 
be analysed. Often 
overlooked but this can 
take up to 80% of the 
analysis time.

Analyse the data and 
build the predictive 
model. Produce the 

findings to the 
business.

Review the analysis output 
and identify the actions 
required for the business. 
Prioritise the actions and 
who the owner is within the 
business.

Document what is  
required for each action 

specifically for the owner 
in the business, in a 

language they understand

Execute the outlined 
actions in priority order 
and review the change in 
performance/impact 
over time

Example Action plan by role: 

Trading 

•Run an email campaign to customers who are from 
the USA, who have not previously purchased boots, 
but typically spend between $70-$140 

•Run a cross sell campaign to existing boots customers 
for leather care 

•Create an offer to bundle this product with leather 
care, to slightly increase basket spend 

•Create an offer for leather care only for those 
existing boots customers 

Media 

•Upweight media spend on mobile for Text ads 
(Google ads), review keyword groups for boots. 

•For Google Shopping ads, increase bidding in USA 
and mobile and promote boots between the$70-
$140 price range  

Merchandising 

•Create a personalised landing page, reorder product 
listing pages and update the homepage Hero image to 
include waterproof boots for those visitors from the 
USA or those visitors from mobile, but not UK 
visitors. 

Content 

•Create a waterproof boots buyers guide and highlight 
the the best ways to maintain your boots for a longer 
life. Review high volume keywords to best content.

Interpretation 

 (owned by the 
business)

Objectives 

 (owned by the 
business)

Original brief:  
Identify areas of opportunity to increase trading 
revenue due to month on month drop. 

Findings from Analytical Team: 
Customers who have purchased twice in the last 90 days:  
• 65% from USA  
• 85% were on mobile devices 
• 45% came from email and 25% from Google Search 

Adverts.  
• 55% purchased waterproof boots as their first purchase 
• The average spend was between $80-$115,  
• 80% went onto purchase was leather care as their 2nd 

purchase.  
• It took 73% of purchasers to make two visits before they 

made their first purchase. 
• There was no major difference between male or female 

products 

The above insights represent a 5% increase in revenue
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Real world example Ecommerce: Deploy actions by team member

GOALS

Define the purpose of the 
analysis. What are you 
trying to understand OR 
what are you trying to get 
visitors or customer to do

01

COLLECT

Action 

 (owned by IT, 
Marketing & 
operations)

Analysis  

(owned by 
analysts/data 

scientists)

02 03 04 05 06 07

CLEAN

ANALYSE

INTERPRET

TRANSLATE

ACTION

Ensure you have ALL the 
data you need to be able 
to perform your analysis 
based on your goal?

Prepare the data ready to 
be analysed. Often 
overlooked but this can 
take up to 80% of the 
analysis time.

Analyse the data and 
build the predictive 
model. Produce the 

findings to the 
business.

Review the analysis output 
and identify the actions 
required for the business. 
Prioritise the actions and 
who the owner is within the 
business.

Document what is  
required for each action 

specifically for the owner 
in the business, in a 

language they understand

Execute the outlined 
actions in priority order 
and review the change in 
performance/impact 
over time

Examples: 

Trading 

•2 x email campaigns are created, scheduled and executed. 
•2 x offers are created (1 x bundle and 1 x leather care) and loaded 

onto the Ecommerce platform, this is also attached as a coupon to the 
email campaigns 

Media 

•Changes are made to both the Google Adwords and Google 
Shopping campaigns  

Merchandising 

•The website personalisation tool is used to tailor content on both the 
landing pages, product listing pages and homepage based on the 
mobile and country criteria. 

Content 

•A waterproof boots buyers guide is created and used within email 
and social content plans 

•A landing page is create for SEO content which contains the 
keywords “waterproof boots” and “buyers guide”

Interpretation 

 (owned by the 
business)

Objectives 

 (owned by the 
business)

Original brief:  
Identify areas of opportunity to increase trading 
revenue due to month on month drop. 

Findings from Analytical Team: 
Customers who have purchased twice in the last 90 days:  
• 65% from USA  
• 85% were on mobile devices 
• 45% came from email and 25% from Google Search 

Adverts.  
• 55% purchased waterproof boots as their first purchase 
• The average spend was between $80-$115,  
• 80% went onto purchase was leather care as their 2nd 

purchase.  
• It took 73% of purchasers to make two visits before they 

made their first purchase. 
• There was no major difference between male or female 

products 

The above insights represent a 5% increase in revenue

https://wearecrank.com/?utm_source=referral&utm_medium=whitepaper&utm_campaign=analytics-in-marketing-never-gets-you-anywhere
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Too Many

and just want to know 
where to focus?

Dashboards?

Get in touch 

To see how we can help you 
translate your data into 
marketing friendly actions

https://wearecrank.com/?utm_source=referral&utm_medium=whitepaper&utm_campaign=analytics-in-marketing-never-gets-you-anywhere
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▸ ben@wearecrank.com 

▸ peter@wearecrank.com  

▸ wearecrank.com 

▸ @wearecrank
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