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Zaius’ B2C CRM empowers marketers to engineer 
the repeat purchase by bringing customer data and 
campaign execution together in a single platform. With 
complete control of customer data for segmentation 
and analysis, marketers can better understand shopping 
behaviors and deliver truly personalized campaigns 
across channels, at scale and with speed. If you can 
dream it, you can do it with Zaius.
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Marketers have come a long way from the Mad Men 
days where a hunch and a good idea was all you 
needed to be successful. For decades, marketers told 
the consumers what they wanted. There was plenty 
of persuasion and, much of the time, downright 
manipulation.

Over time, the vehicle for marketing messages 
changed from billboards, to TV, to smartphones 
and social media, but the style of communication 
remained largely the same -- marketers speaking 
at consumers without really listening to them in 
exchange.

This is because for decades marketers had one main 
goal: campaign execution. Their focus was on coming 
up with killer campaigns that drove conversions and 
making sure they went off without a hitch.

And while having a solid campaign is still a must for 
marketers, these days, being the “idea man” or “idea 
woman” is just not enough. The marketer’s role has 
evolved beyond simple campaign management to 
focus on the entire customer experience, from the 
first moment of interaction to customer loyalty. 

This means every marketer has to do more than ever 
before to achieve a truly great customer experience. 
Like the famed “Renaissance Man” who excelled in 
multiple fields, marketers today have to become a 
combination of:

• Marketing Technologist

• Data Scientist

• Brand Marketing Artist

In this whitepaper, we’ll explore what great marketing 
and customer experience looks like today, along 
with how the three new titles above have changed 
the expectations of a modern day marketer. It may 
sound overwhelming, but it’s entirely achievable. By 
focusing on these three aspects of marketing, you’ll 
be armed with everything you need to be successful 
in this ever-evolving role and give your customers a 
great experience.
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It’s clear that the age of the internet has brought both privileges and challenges to marketers 
everywhere. Smartphones are all but tethered to consumers, granting you the ability to reach 
them on-demand at any moment of the day. This is every marketer’s dream. Imagine if 
David Ogilvy had a direct line to his consumers? 

But as always, with great power comes great responsibility. Thanks to brands like Uber, Warby 
Parker, and Netflix, consumers expect a personalized, world-class experience. It is the modern day 
marketer’s responsibility to meet this expectation. But how? 

THREE WAYS TO PROVIDE  
FANTASTIC CUSTOMER EXPERIENCES
Think of your favorite brand. What about this company makes you a loyal customer? While price certainly 
factors in, odds are your loyalty is a bit more visceral and is really based on your past interactions with 
the company. Perhaps you love their products, their customer service, and the values of the overall 
brand.

Marketers must evolve past direct communication and shift into the world of customer experience. We’ll 
breakdown the three ways to accomplish this in the digital era and an example of a brand doing this well.

1. 1:1 customer experiences through harnessing rich user data

Buyers have become more carefully guarded when it comes to sharing their data with brands. If they do 
choose to give you access to data, in return, they expect as close to a 1:1 experience with your company 
as possible.

In order to keep up with customer expectations, your brand has to serve up personalized messaging by 
accessing customer data, including:

• Behavioral information: Browsing history, previous actions, and purchases

• Profile information: Location, demographics, favorites

• Channel information: Preferred methods of communication whether email or ads

One brand that does this really well is Netflix. Netflix’s entire homescreen is personalized to the end 
user, complete with recently watched and recommendations based off of your past viewing history:

Netflix was able to make sense of the millions of data points they received from users to accomplish a 
1:1 customer experience and it’s paying off for them. It would be all too easy for customers to get lost in 
their seemingly endless sea of content, but the personalized queues provided by Netflix help promote 
more sessions and, of course, binge watching.

It’s clear that the age of the internet has brought both privileges and challenges to marketers 
everywhere. Smartphones are all but tethered to consumers, granting you the ability to reach 

But as always, with great power comes great responsibility. Thanks to brands like Uber, Warby 
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2. Seamless, Cross-Channel Interactions

As a marketer, we tend to view each channel we engage 
with our audience on as a separate entity. Consumers 

don’t see it this way. Instead, they just view it all as 
engaging with your brand.  

 

 
 
Given the above statistic, it’s easy to understand that a modern day 
consumer expects their activity to transfer between channels and 
when it doesn’t, you risk losing their business.

Starbucks has mastered the omnichannel experience. You can order 
your coffee via their mobile app, get a push notification when it’s 
ready, and it will be waiting for you to grab and go at the front of the 
counter:

3. Personalized Campaigns & Messaging

The personalized experience isn’t just for your loyal customers, it’s 
also a must for your target audience. Generic ads no longer cut it for 
customer acquisition. All of your marketing campaigns and messaging 
should be tailored to a specific audience and personalized to their 
needs and wants. 

An example of a brand who took their customer data to a whole 
new level (and possibly a creepy one) is Target with their “pregnancy 
prediction score”. A New York Times article goes into detail about how 
Target analyzed a plethora of customer data and were able to predict if 
a customer was expecting. 

As a result, Target could have an edge up on their competition in 
regards to baby items by targeting (no pun intended) the expectant 
mothers early with advertisement and coupons. The key is to walk 
a careful line between personalization, and crossing the line into 
invasive. 

Now that we understand what a great customer experience looks like, 
let’s dive into how marketers can achieve these results through very 
different aspects of their role: the technologist, the data scientist, and 
the artist.

2. Seamless, Cross-Channel Interactions

As a marketer, we tend to view each channel we engage 
with our audience on as a separate entity. Consumers 

don’t see it this way. Instead, they just view it all as 
engaging with your brand. 

Given the above statistic, it’s easy to understand that a modern day 
consumer expects their activity to transfer between channels and 
when it doesn’t, you risk losing their business.

Starbucks has mastered the omnichannel experience. You can order 
your coffee via their mobile app, get a push notification when it’s 
ready, and it will be waiting for you to grab and go at the front of the 
counter:

Did you know? 86% of shoppers regularly 
channel-hop across at least two different 
channels (CommerceHub)
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All of the fantastic customer experiences above rely on one thing to accomplish them: the right 
technology. This is the driving force behind everything that’s changing in marketing today. Any marketer 
who has been in the industry for more than 10 years can share stories about how platforms they now 
use daily didn’t even exist when they first started their careers.

This rapid evolution is exciting, but also challenging. Technology can be an overwhelming part of the role 
for many B2C marketers. As marketing becomes more and more reliant on technology, marketers have 
to be completely comfortable with evaluating, using, and optimizing tech. 

There’s constantly new marketing channels popping up that you should explore and test out. (Should you 
try Snapchat stories?) Not to mention all of the core platforms like ESPs, ecommerce platforms, and B2C 
CRM. B2C marketers have to keep up with technology at all times to understand which new platforms or 
channels are useful, and which are just a fad. This is even more important when it comes to selecting the 
core platforms that you run your entire B2C business on. 

THE MARTECH OVERLOAD
At the same time that every marketer is expected to be an expert technologist, the number of technology 
options has exploded. 

We’ve all seen this overwhelming infographic. This is ALL of the MarTech solutions in the market today. 
Along with all of these choices, marketing technology is now the largest portion of total marketing budget 
-- even more than the cost of team salaries -- a total of 29% on average according to Gartner. 

“Technology allows us to be extremely flexible and understand our customer better. But the tech is only as 
smart as the human that built it. As marketers, we come up with an awesome idea, and technology allows us 
to take our single idea and then make sure it’s a special message personalized to each one of our customers. 
I think about my idea and technology will disseminate that effectively.”  
- Patrick Suter, Business Lead Ecommerce for BESTSELLER Canada & USA

So you’re spending more money on tech and you have more choices than ever before on what software 
to buy. While it’s great to have options, it can also lead to analysis paralysis for many marketers. How do 
you know what’s right for your B2C brand? Here are steps you can follow to ensure you make the right 
tech choices that will help, not hinder, your team’s ability to create a unique customer experience. 
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1. Align your marketing strategy

Too many marketers start thinking about technology first, and their marketing strategy 
second. Your business is unique, and therefore your techstack should also be unique. If your 
target audience is constantly on Instagram or Facebook, you should make sure you have a 
tech stack that enables:

• Retargeting

• Online ad optimization

• Omnichannel marketing

If your target audience is more likely to open emails, you should invest more in:

• Segmentation

• Email personalization

• Smart product recommendations

By focusing on the strategy first, you’ll be able to identify the technologies that will help your 
business achieve the right goals.  

2. Make a short list

Once you know the technologies that you should prioritize, it’s time to look into the vendors 
that offer the best options for your needs. We surveyed hundreds of marketing leaders and 
found these are the most trusted sources for advice on what software to buy:

3. Make an informed decision

When evaluating technology, always remember that a demo doesn’t always tell the full 
story. Make sure that you’re not only buying technology that works seamlessly with the rest 
of your tech stack, but also that you’ll have the training and customer support you need to 
make the implementation a success. 
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In addition to being comfortable using and implementing technology, every marketer also has to think 
about their role scientifically. As you’re exploring new marketing channels and switching your business 
over to the latest and greatest in MarTech, you also have to be measuring and testing everything. 

Data has become a non-negotiable part of the role for B2C marketers. At the same time, data has also 
become harder than ever for marketers to really dig into. As we mentioned above, there is now an 
explosion of marketing technology, channels, and devices making data ever more complicated to access 
and analyze. 

Every marketer needs the ability to do these three key things:

1. Access all of your customer and prospect data

2. Extract key insights from the data across all of your marketing campaigns

3. Measure and optimize your campaigns to improve ROI

Let’s break down how to become a true data-driven marketer, and actually use your customer data to 
build a personalized and effective experience for your buyers. 

1. HAVE ACCESS TO ALL OF YOUR CUSTOMER AND 
PROSPECT DATA
Too often, marketers have to jump through hoops to access customer data because it’s owned 
by another department and/or spread out across multiple systems. These days, it is essential for 
marketers to own all customer data and have it centralized and organized in one place.

That’s why it’s key to have a B2C CRM or another tool that can pull in data from your ecommerce 
platform, website, ESP, ad platforms, and more. Without all this data accessible and centralized, it’s 
impossible for marketers to fully understand what their customers really respond to. This sounds 
tough, but with the right technology, it is possible.

“I studied painting and graphic design in college, so I had to figure out data on the job. But as I evolved 
into a marketing role, it was crucial to understand for our business. Especially for email marketing, 
our highest ROI channel has always been email, and it’s going to be our biggest channel again in 
2019. We’re leveraging data to understand opens, clicks, and using segmentation to make sure we’re 
leveraging that channel as best as we can.”  
- Lindsey Sullivan, Marketing Director at Mizzen + Main
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2. EXTRACT KEY INSIGHTS FROM 
THE DATA THAT WILL INFLUENCE 
ALL YOUR MARKETING 
CAMPAIGNS
Having access to customer data is half the battle. The other half? 
Making sense of your data. Invest in a marketing-owned platform 
that serves up your customer data in a meaningful, actionable way 
such as the following:

• Purchase history

• Recent behavioral activity

• Cart abandonment

• Churn risk

The above are actionable insights you can use to build personalized 
marketing campaigns that will resonate with your customers on a 
deeper level. 

A great example of this is a recent email that I received from Stitch 
Fix, where they used profile information about me to serve up a 
birthday email enticing me to treat myself to new clothes:

This type of marketing may seem simple, but if you execute it 
carefully and thoughtfully, it can drive real results. 
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3. OPTIMIZE YOUR CAMPAIGNS FOR ROI 
In marketing, your mantra is “Always be optimizing”. A set-it-and-forget-it approach 
doesn’t work in today’s hyper-personalized, omnichannel world. But if you have the 
right tools, A/B testing can be much simpler to execute through automation. 

As you send out campaigns, you can measure every aspect of the campaigns to 
improve performance and drive real ROI. What exactly should you be testing?

• Messaging

• Imagery

• CTA

• Channels 

But with every campaign, you have to keep a close eye on that far right column: 
revenue. If marketing isn’t tied directly to revenue, you’re really just measuring vanity 
metrics. While you want to run A/B tests on your subject lines, for example, it only 
really has an impact if it hits your bottom line.

KEEP CALM AND DATA ON
Transforming into a data scientist isn’t so scary when you have the right tools in place 
to set you up for success. It’s crazy to think that there was a time, not too long ago 
that running off a hunch was the norm. These days, customers expect more and the 
only way to deliver on that expectation is to know them better through the data and 
use it to offer them personalized marketing messages. 
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While technology and data are now central to the role of B2C 
marketers today, that’s not all you need to succeed. We’re all still 
human, after all, and human beings still respond to the funny, the 
original, and the surprising in marketing. Even if you have the best 
tech stack and can perfectly A/B test and optimize everything, you 
still have to come up with a creative campaign to start with.   

This is why marketing will forever be an artistic and creative role. 
Even when it comes to AI and more advanced technology, humans 
still guide the data inputs and influence the end results. You’re 
selling your products to humans, and your human creativity can 
have a huge impact on how your marketing is perceived.

But how can you not only build a creative and exciting brand, but 
do it at scale? It takes a mix of creativity and organization to do well. 

1. HAVE A PERSONALITY
What is your brand personality? What’s the thing that makes you 
stand out from the rest? If you’re just another clothing brand, or 
just another shoe brand, why should people care? To be quite 
honest, they won’t. That’s why you, the creative and brilliant 
marketer, have to come up with a clear style, a mission-driven goal, 
and a dominant personality for your B2C brand. 

For menswear brand Mizzen+Main, for example, what makes them 
stand out is a sense of humor and brand ambassadors like football 
stars Drew Brees and JJ Watt. And they definitely don’t just do the 
usual influencer testimonials. Instead, they ask these athletes to 
star in ridiculous videos while wearing the brand’s shirts.

This campaign is certainly not forgettable. It’s funny, and clearly successful with hundreds of 
thousands of views on YouTube. That’s the kind of results that true creativity can get.  

2. CODIFY IT IN A BRAND DOC
It’s not enough to just decide on your brand identity and personality, however. While it may sound 
against the grain of a true artist, you also have to be organized and roll out the brand story across 
the organization. 

Once you’ve decided on the style and personality for your brand, you have to write it all down. Build 
a brand doc that lays out the rules for the style of the copy on your site, the brand colors, the logos, 
and the overall personality that should go into every piece of marketing you put out. 

Be tough when it comes to enforcing the rules you’ve created within the brand doc. Don’t back down! 
The story you telling has to not only be fun and exciting, but also consistent. If you’re not consistent, 
that story won’t break through all the noise in the market. But if you can keep your personality and 
brand on track, you’ll become the driving creative force behind the brand.   

3. KEEP ON TESTING
Again, just because it’s a creative campaign doesn’t mean you can’t test it. You may find that the 
personality you’ve imagined for your brand actually isn’t resonating with your audience. That’s where 
the marketing artist has to work seamlessly alongside the technologist and data scientist. 

“I think branding and creativity will 
remain at the core of our identity as 
marketers. What's evolving is getting 
smarter with our customer data 
and feedback to better inform this 
creative process and drive brand 
resonance and loyalty."  
- Mike Swanson, Lifecycle 
Marketing Manager at Stio
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For every brilliant idea you have, you must validate and test it. You have to push it out across 
multiple platforms, optimize it in every way, and find out if your audience loves it, or hates it. Only 
then can you call your creative campaign a success.  
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One thing is clear: it’s complicated to be a B2C marketer today! You have to do a little bit of 
everything, from picking the perfect tech stack, to analyzing data on the fly, to creating smart and 
funny marketing campaigns. But that’s what it takes to succeed as a marketer. 

Having access to a wealth of customer data and the technology to scale your marketing execution 
is truly both a boon and a challenge for marketers. There is a very fine line between personalization 
and creepy marketing tactics. Your customers want a tailored experience, not an intrusive one. This 
is where your judgement as a creative and thoughtful marketer comes in. 

A good rule of thumb is to take a step back and ask yourself if you would find your campaign 
delightful or disturbing. But by always keeping your buyer in mind, you can use the three sides of 
marketing to build a fantastic customer experience. 

LOOKING TO THE FUTURE
Now that you’re all caught up on how to succeed as a marketer today, it’s time to prepare for where 
the role will take you tomorrow. Below are the three key trends for the future of marketing that are 
sure to have a major impact.

1. Data privacy and protection

With countless data security breaches spanning every industry from retail to dating apps, consumer 
privacy is on everyone’s mind. Protecting your customer’s data is a must -- not only for the sake of 
your business, but for the greater good. 

Customer data is a privilege, not a right. Too many companies have abused that privilege and in 
return, customers are wary of sharing their information. The onus is on us to correct this. GDPR was 
a step in the right direction, but we must be hyper-vigilant with how we’re handling our customer’s 
data and be sure we only use it for good. 

2. Tech-focused everything 

Marketing capabilities continue to advance at a rapid pace. Chatbots help us connect with potential 
customers quickly and easily. Machine learning helps us suggest the perfect products to our 
customers through dynamic campaigns that update in real-time.

Any B2C marketer has to stay on top of the latest technology. If you’re not paying attention, you can 
quickly get left behind.The modern consumer moves fast and your marketing messaging needs to 
keep up. 

3. Humanization 

If data is king, humanizing that data is ace. As we discussed in Chapter 3, there is a fine line 
marketers must toe in order to ensure they don’t scare away or annoy their customer base. The old 
saying you can never have too much of a good thing doesn’t apply to data. With detailed customer 
data and the latest technology, marketers can accidentally cross that line all too quickly.

Consumers expect you to know them, but not stalk them. At the same time, they can read right 
through a broadcast messaging campaign masked as a personalized one. It’s a challenging line to 
walk, but one that makes sense as long as you continue to think of your customers as humans with 
real wants and needs.
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FINAL THOUGHTS
B2C marketers have come a long way in the past decade. We’ve taken on more complex roles, 
become better collaborators, and tapped into the right side of our brain in a big way. As we 
look towards the future, marketers will be armed with an incredible amount of technology  
and data. 

But at the end of the day, don’t lose sight of the fact that technology can only take you so far 
-- and then comes the marketer. With the right combination of skills, technology, and creativity, 
you too can become a true Renaissance Marketer.  

• Take complete control 
of customer data for 
segmentation and analysis

• Integrate your existing 
systems to instantly unify 
your customers’ behaviors 
and attributes across 
channels and devices

• Use data and insights to 
power hyper-personalized 
campaigns to each stage of 
the customer lifecycle 

BECOME A 
RENAISSANCE 
MARKETER  
WITH

START YOUR FREE DEMO  
OF ZAIUS TODAY!

Zaius is a true B2C CRM and instantly eliminates the gap between customer data and 
campaign execution, empowering marketers to engineer the repeat purchase. With 
complete control of customer data for segmentation and analysis, marketers can better 
understand why and how their customers shop. Using data to power personalized 
campaigns across channels, Zaius enables marketers to execute any campaign they can 
dream of to increase repeat purchases and drive higher customer lifetime value.

and instantly eliminates the gap between customer data and 

“Zaius gives us the power to dream. 
Whereas our previous platform 
constrained us, Zaius gives us the 
freedom to be as creative as possible 
and dream up any campaign 
imaginable.” -Bart Patterson, 
Founder and President, Golf Locker

GET STARTED

https://www.zaius.com/demo
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