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UNPRECEDENTED TIMES, 

UNPRECEDENTED CHANGES
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LAST YEAR WE SAID…
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“Italy has only captured 10% of its digitization potential”

Source: Surfing The Hype, GroupM Consulting & Oracle, 2019

Something already started to change in 2019…

AND THEN COVID-19 HAPPENED
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DIGITAL MARKETING TECHNOLOGIES BEING RADICALLY ALTERED



BUT AN EXCEPTIONAL EVENT CAN FORCE SIGNIFICANT 
CHANGE IN A VERY SHORT PERIOD OF TIME

Source: chiefmartech.com - Bending Martec’s Law

2020 made us capable of adapting to change on a much faster time scale than we previously expected
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BRANDS NEED TO UNLOCK THE 
NEXT WAVE OF GROWTH 

BY UNIFYING 
CREATIVITY AND DATA
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WHY DOES PERSONALIZATION MATTER?

Medium The psychology of a personalized customer experience

Personalized 

marketing 

DRIVES 

GROWTH

The higher the 

investment, 

the BETTER 

THE RETURNS

Personalization 

drives 

LONG-TERM 

CUSTOMER 

VALUE

Companies that fully integrate 
creativity and data enjoy growth 
rates twice as high as companies 

that don’t (McKinsey)

Companies with ROI of 2x or more 
said personalization made up at 

least 20% of their marketing 
budget

Brands that had the highest 
personalization ROI (3x or more) 
focused on loyalty as their top KPI
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USE CREATIVITY AND DATA LIKE LEONARDO USED PAINTS & BRUSHES

CREATIVITY

DATA

ENHANCE CUSTOMER 
EXPERIENCE, BUILD LASTING 

CONNECTIONS,
CREATE VALUABLE CONTENT

GREAT RESULTS

CREATIVITY

DATA

LITTLE IMPACT 
ON CUSTOMERS

DATA

CREATIVITY

NOT MEMORABLE 
OR INSPIRING 

ENOUGH
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COCKTAIL PARTY EFFECT

PEOPLE’S BRAINS 

SEPARATE OVERLAPPING 

CONVERSATIONS INTO 

DIFFERENT AUDITORY STREAMS 

THEY FOCUS ON RELEVANT 

INFORMATION AND 

DISCARD THE OTHER
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CREATIVITY

/ CONTENT

DATA DRIVEN COMMUNICATION: IT SHOULDN’T BE 
‘EITHER’ / ‘OR’, BUT RATHER ‘AND’

FIRST PARTY 

DATA 

OWNED /

PAID MEDIA 

COMPANIES HAVE ACHIEVED A SINGLE POINT 

OF CONTROL OVER DATA, DECISIONS AND 

INTERACTIONS

THE RIGHT TECH FRAMEWORK TO ESTABLISH A 

RICH RELATIONSHIP WITH CUSTOMERS 

AND THE ABILITY TO SCALE A FRICTIONLESS 

CUSTOMER EXPERIENCE AS THE COMPANY 

EVOLVES
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HOW CAN BRANDS ADAPT?
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NOW MORE THAN EVER

It is critical for brands
to massively start investing in first party data

in order to adapt to this new world and build foundations
for the new era of digital marketing
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Inferred Age range: 25-35

Female

Cookie ID 9O582Lk3

ID G59x55

Term: mini skirts

Impression view

Campaign: Fall 2016

Sentiment

App

Download

$275, Shoes

impression

Cookie ID 5699zk7fb42

Site: aboutthedata.com

S. Parker

55 Post

San Francisco

(650) 307-2131

Sarah J. Parker

10 Main St

Arkansas

Sarah Park

143A 55th

New York, NY

Sar Parker

(650) 307-2131

Sarah Parker

Jane Spancer

WHAT WE MEAN FOR FIRST PARTY DATA 

KNOWN DATA UNKNOWN DATA 



19

Knowing our customer means

turning the unknown into the known

to recognize users – their history, needs, and interests –
across every channel they choose for their interactions
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INVESTING IN STRATEGIES AND TECHNOLOGIES ABLE TO UNIFY, 
ANALYZE AND ACTIVATE FIRST PARTY DATA ACROSS ALL 
MARKETING CHANNELS TO ENABLE PERSONALIZATION

CONTENT/

CREATIVITY

Message A

Message B

Message C

Message n

TARGET

SEGMENTS

LOYAL CUSTOMER

COLD PROSPECT

LOST CUSTOMERSM
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ACTIVATION

PAID MEDIA

MARKETING 

AUTOMATION

TOUCH POINT 

PERSONALIZATION

MEASUREMENT 

FRAMEWORK 

ANALYTICS 

(ONLINE)

DRIVE 2 STORE 

ANALYTICS 

(OFFLINE)

BI & REPORTINGDATA HUB
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ALWAYS CONSIDERING THAT DIFFERENT INDUSTRIES AND 
LEVELS OF DIGITAL MATURITY DEFINE DIFFERENT USE CASES 
AND ROADMAPS FOR FIRST PARTY DATA USAGE 

First party data variety / Access to customer data base

FMCG

AUTOMOTIVE

TRAVEL

TELCO

RETAIL

FINANCE

LOW OR NO ACCESS LITTLE OR INDIRECT ACCESS DIRECT ACCESS VIA TRANSACTION DATA 

Source: BCG European first party data digital-marketing study, 2019
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Despite having different starting points,

all the companies can speed up their 

digital marketing maturity curve 

by unlocking the potential of 

first-party data combined with creativity
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THREE FIRST PARTY-DATA APPROACHES
FOR THREE DIFFERENT MATURITY LEVELS

CASE A

ANALYTICS OR DMP 

WITHOUT CRM

CASE C

FULL DATA 

TECHNOLOGY 

ACTIVATION

First party data access / variety

T
e
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FIRST PARTY DATA MATURITY ROADMAP

UNKNOWN KNOWN

CASE B

ANALYTICS OR DMP 

AND CRM
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UNKNOWN KNOWN

EACH USE CASE AND THEIR OWN CAPABILITIES

ANALYTICS 

SOLUTIONS

DATA MANAGEMENT 

PLATFORM

CRM / CUSTOMER LIST

CUSTOMER DATA 

PLATFORM 
A

CRM / CUSTOMER LIST

ANALYTICS 

SOLUTIONS

DATA MANAGEMENT 

PLATFORM

CUSTOMER DATA 

PLATFORM 

B

ANALYTICS 

SOLUTIONS

DATA MANAGEMENT 

PLATFORM

CRM / CUSTOMER LIST

CUSTOMER DATA 

PLATFORM 

C
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LORENZO GIORDA

Head of Digital Marketing 

Lavazza

“Diventa fondamentale saper rispondere 
al cambiamento repentino delle abitudini 
di acquisto dei consumatori, anche 
attraverso azioni mirate per 
incrementare occasioni di interazione e 
di vendita, soprattutto online.”
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MASSIMO PALUMBO

Digital & E-commerce Manager

Groupe PSA

“L’utilizzo dei dati di prima parte e in 
particolar modo i dati del CRM ci ha 
permesso non solo di migliorare la 
conoscenza sui nostri clienti, ma anche di 
creare relazioni vincenti tra dati e 
contenuti.”
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FRANCESCO MUGLIA

Vice President Global Marketing

Costa Crociere S.p.A

“Conoscere la propria customer base è il 
punto di svolta per la realizzazione di 
uno storytelling coerente e omnicanale, 
in continuità tra upper e lower funnel e 
centrato sull’utente durante tutta la sua 
journey”
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HOW CAN I KNOW WHERE I AM IN THE PROCESS?
AM I READY TO EVOLVE? 

STRATEGY

TECHNOLOGY

✓ DEFINITION OF KEY 

BUSINESS GOALS

✓ SELECTION OF FEW 

USE CASES 

✓ TEST AND LEARN 

✓ DATA ASSESSMENT 

✓ DATA ENRICHMENT

✓ PRIVACY & SECURITY 

✓ ENDORSEMENT BY 

C-LEVELS

✓ INTERNAL FERTILIZATION

✓ BREAKING DOWN OF 

SILOS

DATA SOURCES ORGANIZATION



THANK YOU!
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GIOVANNA LOI
Chief Digital Officer GroupM Italy

giovanna.loi@groupm.com

MARCO BRUSA
Managing Director GroupM Consulting Italy

marco.brusa@groupm.com


