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he world of perfor-
mance marketing 
has undergone mas-

sive changes in recent years. 
From the first occurrence of 
a pay-per-click ad in 1996 
to the launch of Google An-
alytics in 2005, the ongoing 
improvements in technol-
ogy and data analysis have 
altered the landscape of dig-
ital marketing to the point 
where it equals traditional 
advertising in terms of spend 
— and will soon surpass it. But 
how is this new link between 
marketing and technology 
affecting the consumer ex-
perience?

Perhaps the most altered 
aspect of the performance 
marketing landscape has 
been the rise of the data in-
dustry. Leaps in data analyt-
ics have provided businesses 
with an unprecedented lev-
el of knowledge about their 
customers, which is then 
used to further specify digital 
marketing campaigns.

“You can’t look at the 
technology without looking 
at the advances in data and 
analytics which have been 
key to all of this,” said Nina 
Gallagher, Ireland leader at 
Accenture Interactive. “The 
reality is that, in many or-
ganisations, there are silos 
and different channels run 
by different teams, and what 
they’re all trying to do is get 
to the point where they have 
a single view of the customer 
which provides the business 
with the ability to track cus-
tomers and their communi-
cations across every channel. 
And I think that’s the pana-
cea, is getting to that and then 
having the technology to do 

something with it.”
Kieran Hannon, the digital 

marketing automation lead 
at Deloitte, said companies 
needed real intelligence 
about individual customers 
and to get to the point of B2B.

“A lot of businesses only 
track contact information, 
but in other organisations 
CRM is becoming a central 
point of information that has 
a number of systems feeding 
into it; you have point of sale 
information, loyalty card in-
formation, billing, delivery 
logistics, customer services, 
and also the digital marketing 
team feeding in what web 
pages were read, what white 
papers were downloaded, 
what demos were request-
ed, as well as the real world 
interactions.”

The result of companies 
having this level of informa-
tion about their customers is 
a much more personalised, 
streamlined experience of 
digital advertising. Com-
panies now know so much 
about their customers that 
advertising becomes targeted 
to specific, individual audi-
ences.

David Green of Icon said 
that the extent to which 
their marketing campaigns 
are personalised can now be 
as minute as the headline of 
an email.

“We use digital technolo-
gies and content production 
processes to develop con-
tent and campaigns that are 
tailored to different market 
segments and buyer perso-
nas. Not only is everything 
obviously tracked for perfor-
mance, but digital campaigns 
can be dynamically tailored 

to different audiences to a 
granular level — for exam-
ple, if a contact fits a partic-
ular buyer persona, then the 
imagery and headline in an 
email would be dynamically 
adapted according to their 
buyer persona. A different 
contact in the same campaign 
could have slightly different 
messaging that corresponds 
to their buyer persona. This 
increases relevance for the 
recipient, and subsequent 
follow-on communications 
are based on their response 
and interaction (or not) to 
date.”

Rather than being per-
turbed by personalised and 
targeted advertising, con-
sumers appear to be getting 
on board with it because of 
the benefits it offers specif-
ically to them. Hannon said 
that the annoyance associat-
ed with on-screen advertise-
ments is due to the fact that 
these advertisements had not 
been individually targeted 
or personalised before, and 
therefore customers were 
likely to see ads that were of 
no interest to them.

“The popularity of AdBlock 
is as a result of irrelevant ad-
vertising as opposed to peo-
ple having too much infor-
mation about the customer,” 
he said. “If advertising was 
relevant and was important 
to the customer’s journey, 
understood their character-
istics and needs and used that 
information to add value to 
their journey, then people 
would not want to block it.”

Gallagher took a similar 
view and said she was see-
ing much smarter behaviour 
from companies now.

“Organisations are be-
ing much cleverer now and 
buying these really relevant 
audiences. What I am seeing 
is very relevant to my per-
sonal life and it’s going to add 
value to me, so I’m actually 
going to click on it. Because 
they know so much about 
me based on me being part 
of a lookalike audience, they 
know that people like me 
tend to own a product like the 

one being advertised, so the 
chances of it being relevant 
are much higher.”

The accessibility of new 
technologies is improving 
in terms of cost, prompting 
businesses to use new tech-
niques for marketing and to 
improve the customer expe-
rience. 

The large amounts of data 
gathered by businesses is 
being used in new and in-
novative ways; for instance, 
in 2014, Amazon piloted an 
anticipatory shipping service 
which ships a product to the 
nearest distribution centre to 
you before you buy it, based 
on your engagement with the 
site; ensuring that when you 
do buy the product it can be 
delivered immediately. Vir-
tual and augmented reality 
is also beginning to form a 
part of many companies’ 
marketing campaigns — and 
it all comes back to customer 
experience.

“Virtual reality a few 
years ago would have cost 
you more than a car,” said 
Gallagher. “Today you’ve 
got Google Cardboard, and 
you’ve got organisations like 
Marriott issuing a virtual re-
ality experience to show a 
beach paradise — I can’t think 
of a better way to market a 
holiday.”

Hannon said this kind of 
technology was changing the 
way companies presented 
ideas.

“When we do a workshop, 
we’ll take a video and we’ll 
send the clients who couldn’t 
make it virtual binoculars, so 
that they can virtually walk 
around the workshop and 
see the notes. You’ve also got 

360-degree video which is 
the big one from a social per-
spective. Those social media 
videos are interactive and 
they’re an experience. From 
an engagement perspective, 
you’ll see a big rise.”

Green agreed, saying the 
potential for the customer 
was huge. “The customer 
experience is central to ev-
erything we do in marketing 
at Icon,” he said. “Our goal 
is to ensure relevancy in the 
eyes of our customers and 
that they only receive mes-
saging that relates to their 
challenges and needs . . . we 
live in an age of technically 
savvy, informed and em-
powered buyers. Both For-
rester and Accenture have 
described this as ‘the age of 
the customer’.”

In terms of the future of 
performance marketing 
technologies, Gallagher iden-
tified the need for businesses 
to be “more customer-cen-
tric and less product-cen-
tric”. Although it will take 
time for businesses to adapt 
to the non-stop pace of the 
newly technological market-
ing arena, it’s a change that 
will certainly be worth their 
while — for the customers, as 
well as the businesses.

“I think there are nothing 
but advantages to perfor-
mance marketing — for both 
the organisation in terms of 
truly measuring return on in-
vestment and where to focus 
marketing investments, but 
also for time-pressured cus-
tomers who should now only 
be receiving tailored targeted 
messaging that is relevant to 
their needs at the right time,” 
said Green.
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