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The aim of this study is to find information regarding how Finnish SMEs in the cultural
sector are currently practising marketing data collection and analysis, and how active they
are in general when it comes to marketing processes. This study also aims to find out what
are the expectations of these Finnish SMEs regarding marketing reporting. The case was
approached by studying the most essential areas of marketing analytics, including data
collection, data analysis, and data utilization.

The empirical part of this study was conducted as a semi-structured interview by
interviewing six company representatives. The study found out that many Finnish SMEs in
the cultural sector considers marketing data is important for the organization, but they
don’t utilize it, or utilize at some extent. Many of the companies see challenges in lack of
resources whether it is lack of time, knowledge, or too small teams. Some of the most
important marketing metrics they would like to see in their marketing reports are reach,
clicks, sales, direct purchases, and demographics.
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Taman tutkimuksen tavoitteena on selvittdd, miten suomalaiset kulttuurialan pk-yritykset
talla hetkelld harjoittavat markkinointidatan keradmista ja analysointia, ja kuinka aktiivisia
he ovat yleisesti markkinointiprosessien suhteen. Taman tutkimuksen tavoitteena on myos
selvittada, mité odotuksia suomalaisilla pk-yrityksilla on markkinointiraportoinnin suhteen.
Tapausta lahestyttiin tutkimalla markkinointianalytiikan keskeisimpia osa-alueita, mukaan
lukien datan keruu, datan analysointi ja datan hyddyntdminen.

Taman tutkimuksen empiirinen osa toteutettiin  puolistrukturoituna haastatteluna,
haastattelemalla kuutta yrityksen edustajaa. Tutkimuksessa selvisi, ettd suomalaiset pk-
yritykset kulttuurialalla pitdvat markkinointidataa tarkednd yritykselle, mutta eivat
hyddynna sitd, tai hyddyntdvat joissain maarin. Moni yrityksistd ndkee haasteita ajan,
osaamisen tai lilan pienien tiimien muodossa. Tarkeimpind markkinoinnin mittareina
pidetddn muun muassa kattavuutta, klikkauksia, myyntid, suoria ostoja sek& asiakkaiden
demograafisia tietoja. N&itd yritykset haluaisivat nahdd heiddn markkinoinnin
raporteissaan.
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1 Introduction

The importance of marketing to businesses has revolutionized since technologies has been
evolving and new digital platforms and tools have been created. Companies have been
using digital environment for marketing and advertisement for a while already and the
rising need to beat customer’s attention from the rivals has created new ways for
companies to develop their operations. Since business is mostly running online nowadays,
it is possible to generate a lot of data from customer movements. It is said that companies
who knows how to utilize data efficiently are the successes of the future. The amount of
data is growing all the time, and the processes and collection of data needs to be
systematic, and companies need to have a clear vision on what they want to achieve. The
purpose of this study is to provide understanding of how Finnish SMEs are using
marketing data, and what are their expectations of marketing analytics produced by a
company they are a customer of. The company they are customers for are named as a
commissioning company in this study. Aim besides investigating the current practices and
expectations, is to improve the B2B relationship with the commissioning company and its
customers. The commissioning company itself and its customers have the same goal to sell
the same services which is why it is considered to be important to share information that
can help both of the companies to gain sales and better business results. This study is
discussing about the advantages and challenges companies are facing in marketing data

and many factors that are related to marketing analytics.

The introduction chapter will go through background of the study, were reasons and
motivation for this study is being discussed. After that, preliminary literature review
regarding the main topic is conducted, as well as research questions and delimitations
explained. Theoretical framework is presented, and definitions and research methodology

demonstrated. Lastly, the structure of the study is explained shortly in this chapter as well.

1.1 Background

Marketing analytics can be seen as an activity to measure and analyse marketing

performance to gain better efficiency and improve business operations. By doing the
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analytical processes, companies can better understand their operations and how their
operations are being responded to. More and more companies are considering themselves
as a data-driven organizations or at least recognize the need for being one. With marketing
analytics, companies can see how their marketing activities are performing, which helps
them to understand how they can improve the activities. As competition is tough in the
online environment, and it is more difficult to gain customers attention, since there is a
large scale of content available for them, it is important to be able to improve business
performance. It is crucial for companies to evolve their solutions to keep competitive
possibilities. Data driven marketing aims to reach users attention in the right moment and
in the right environment. It is also important to use the right messages. If interpret right,
the data collection and analysis make it possible to find right messages to communicate
with each customer, since personalized customer experience is an expectation nowadays
among many opinions. Data driven marketing also aims to gain insights regarding

customers motivations and objects of interest.

Research by Annalect (2016) is investigating how data-driven marketing is seen in
Finland. According to the survey in 2016, 93 % of the Finnish business directors see data-
driven marketing as an essential way for a company to succeed. When it comes to the
challenges in data-driven marketing, nine out of ten directors see challenging to connect
the data to a form that can be used effectively. Study by Statista (2021) shows the leading
challenges in the use of data to drive business value in organizations. Most common
challenges include lack of analytical skills among employees, data quality: bad, inaccurate,
or redundant, and managing compliance. Chaffey & Patron (2012, 32) says the most
common barriers for effective use of web analytics are lack of resources and lack of
budget. Five to ten years after some of these studies were conducted, it seems companies
are still facing many challenges in the utilization of data. In this study the challenges in a
Finnish SMEs are also reviewed in order to get the most out of the current situation and

gain better views on development.

1.2 Literature review

The purpose of the literature review is to help to understand what has already been
published on the subject. The most relevant concepts used in the literature review study are
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marketing data, marketing analytics, data-driven marketing, and firm performance.
Preliminary literature review investigate how companies can benefit from marketing data
and make insights to help decision making and optimization which will gain more

customers and grow revenue and what are the challenges they are facing.

The digital revolution has increased the discussion regarding marketing data as well as
data-driven companies in general. The new possibilities to track users online has made it
possible to collect a lot of information on how people are behaving online and how
marketing activities are performing. The new technologies and social media have increased
people’s behaviour and activity on the web which on the other hand has increased the
possibilities for companies and marketers to collect and gather information about the users
which affects the way they can monitor and change their performance in real time and

obtain better results.

Relevant literature on digital marketing and analytics rises around 2005 forward. This
makes sense as for instance Google started to be used in the early 2000s. In the figure 1
below, we can see that the Google searches started to increase at that time. Also, web
analytics service Google Analytics was launched in 2005 (Lapenta, 2022) and social media
platform Facebook was invented in 2004 (Carlson, 2010). These are examples of a
background information for why it makes sense that the amount of literature on the subject
has increased in these years. Most common keywords occurring in the literature besides the
earlier mentioned concepts (marketing data, marketing analytics, data driven marketing
and firm performance) are business intelligence and analytics (BI&A), big data, decision-

making, data-driven insights, and web analytics (WA).
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Google Searches per Year
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Figure 1. Google searches per year (Internet Live Stats 2022)

According to Gupta et al. (2022, 297) the role of analytics is notably improving
companies’ efficiency and effectiveness as they can obtain meaning out of the data they
have analysed. However, they are also pointing out there are many challenges in business
analytics, including factors like technical know-how and reliability and validity of market
segmentation. Data-driven decision-making has increased inside companies, but it is
another question whether firms have embraced it or not (Grandhi et al., 2021, 383).
Regarding the successful use of web analytics, it seems larger companies are more active
in the use of digital marketing measurement than SMEs which can be explicated by the
fact that larger companies are more likely to have resources and expertise that SMEs do
not necessarily own (Jarvinen & Karjaluoto, 2015, 120). Chaffey & Patron (2012, 30) refer
to studies which propose multiple firms are failing to gain the potential in web analytics.
Econsultancy-RedEye report displayed in the article by Chaffey & Patron (2012, 32)
demonstrates the main reasons why organizations are not improving their conversion rates.
The most common reasons are lack of resources, lack of budget and lack of strategy.
Chaffey & Patron suggest (2012, 32, 33) many marketers are using analytical tool like
Google Analytics for light review but do not go deeper into the matter because CRO
(conversion rate optimization) and web analytics are not prioritized like other marketing
activities. Chaffey & Patron (2021, 31) also point out the results in Econsultancy-RedEye
report regarding the digital analytics practices in organizations and how they consider

performing in them. Based on the survey many companies need to improve all of the points
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listed, like align keywords, call to actions and landing pages as well as testing effectiveness

of call to actions, ongoing performance benchmarking, and funnel analysis.

Customer-centric data is becoming more relevant as new technologies allow firms to gain
insights from more advanced data and analytics which means customer’s needs and
preferences are met even more specifically as they have already been. (Gupta et al., 2020,
27). However, as an example, Econsultancy-RedEye report displayed in the journal by
Chaffey & Patron (2021, 31) shows less than 50 % of companies participating in the
survey are not using customer journey analysis as a method to improve conversion rates.
The question is why companies are not focusing on the methods which could improve their
customers journey and that way their own performance as a company. Jarvinen &
Karjaluoto (2015, 117) has used the definition of web analytics as “the measurement,
collection, analysis and reporting of Internet data for the purposes of understanding and
optimizing Web usage” and propose companies should embrace the use of it because
tracking and measuring of performance online has become necessary as customers have
started (and at this date will increasingly continue) to interact with firms online and
through digital channels. A McKinsey & Company study reports displayed in the article by
Johnson et al. (2021, 1) argue that digital marketing return on investment can increase by
250 % by profiling customers based on their historical behaviour online and using

personalized advertisement to reach them on the web.

Companies might deal with marketing data coming from many different sources. Some of
the most common platforms companies can get marketing data from are, company’s own
websites/online stores, social media channels like Facebook, Instagram or LinkedIn, email
marketing like MailChimp or Hubspot, search marketing like SEMrush or Google Search
Console, and display or remarketing platforms like Adform and Adroll. A company can be
using multiple platforms in a daily marketing activity, and each of these platforms are
collecting data. However, without a proper integration data will be scattered, and difficult
to work with or create a whole picture. To being able to tell a bigger story and find
comprehensive insights, data should be able to be connected from different sources. Not
only for the sake of spread data but also for the amount of it, it is necessary to have proper
data collection systems. One of the challenges arise in the study conducted by Stieglitz et
al. (2018, 163) is the volume and pace of data, which is why they also point out companies

should have proper software solutions for data collection.
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After data collection, companies can utilize marketing data by preparing tables and reports
on the most important metrics and KPIs (key performance indicators) for the company.
This information can be later on translated into insights that are important for the
company’s performance and development. Kumar et al. (2013) presents three categories
for marketing metrics: traditional (market share and sales growth), primary-customer based
(customer- acquisition, activity, and win-back), and strategic customer-based value metrics
(like frequency and past customer value). There are wide range of different metrics but
what matter the most is to find those few which will help organization to gain their
individual goals. Not all data is necessary to all, it depends on what companies are trying to
gain. Wedel & Kannan (2016) presents three features, companies should have if they want
to make value out of big data analysis. The three features are: a culture and leaders that
recognize the importance of data, analytics, and data driven decision making, secondly a
governance structure that prevents silos and facilitates integrating data and analytics into
the organization’s overall strategy and processes in such a way that value is generated for
the company, and thirdly a critical mass of marketing analysts that collectively have
sufficiently deep expertise in analytics as well as substantive marketing knowledge. It is
crucial to have the necessary resources in order to gain the organization’s goals, in addition
to recognizing the need to be a data-driven organization. Saurez et al. (2017) presents three
types of results expected from quantitative data analysis (originally according to Kaushik).
These three types are (1) Increased revenue (conversion), (2) reduced costs (conversion
rate) and (3) increased customer satisfaction and customer loyalty (user), or loosely,
customer engagement. According to Saurez et al. (2017) there are two ways to divide
qualitative data: (1) direct (like surveys, and interviews), (2) hint (a/b testing, usability

studies as an example).

According to Grandhi et al. (2021, 394) Finland is one of the top five data innovation
“leaders” among with four other countries: Denmark, The Netherlands, Sweden, and UK.
However, according to a study conducted in 2020 by Statista (2020) in a worldwide
perspective Finland is not one of the most data-driven decision-making organizations in the
world. Still, the top twelve countries include our neighbour Sweden, and other European
countries: Germany, UK, France, Netherlands, Spain, and Italy. Research conducted by
Karhu (2022, 57) shows Finnish SMEs are utilizing data in marketing in very different
ways. Some of the companies participating in the research are using marketing data daily

while the other companies have not seen data management necessary in their operations.
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1.3 Research questions

The aim of this study is to find out how Finnish SMEs in the cultural sector are currently
practicing marketing data collection and analysis, and how active they are in general when
it comes to marketing processes. The Finnish SMEs interviewed in this study are
customers of the commissioning company in this study, so the aim is also to find out how
companies can utilize marketing data together in order to gain better results on how to
improve marketing activities and customer relationship as well as the overall company
performances. The study aims to find out how data-driven these companies already are,
what are the challenges they are facing, and how utilization of marketing data can be

improved. Based on this, the main research question for this study is:
How Finnish SMEs conduct data-driven marketing?

Firstly, the aim is to find out what are the most important marketing metrics based on the
SMEs so that marketing reporting can be improved from the commissioning company’s

side. That said, the first sub question is:
What are the most important marketing metrics SMEs wants to track?

Secondly, to understand the factors that are affecting to the reasons of how Finnish SMEs
are practising marketing analytics, the study is investigating the challenges these
companies are facing. Gaining an understanding of the situation helps organizations to

move towards succession in marketing analytics. This leads to the second sub-question:
What challenges firms experience in marketing analytics and utilization?

In this study the main focus is on finding answers to the main research question but also to

gain insights on the two sub questions.

1.4 Delimitations of the study

In this subchapter, the delimitations of the study are being reviewed. Delimitations include
for example objectives, aspects, and limiting. With this in mind it is important to point out

study findings should be reviewed with the limitations in mind.
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The main topic of the study is marketing analytics. With the research questions this topic
has been limited to certain aspects since the chosen main topic is wide and need to be
limited someway to be able to conduct more specific study. With the limited research
questions, this study is focusing on Finnish SMEs. Study could be investigated
internationally or without limiting large companies, but the idea is to improve a specific
company’s performance (commissioning company) and so on focus on Finnish SMEs. The
study is also focusing on specific industry which is cultural sector. This is a small sample
of Finnish SMEs. The companies chosen for this study are B2B customers of a company in
the same industry and the idea is to gain better understanding and base for the utilization of
marketing data which affects the business of both. The company representatives have
different backgrounds and experiences towards marketing so the starting points will be

varied. The main limitation to keep in mind is that the sample is relatively small.

Another delimitation concerning this study is the limitation done with the relative theories
and aspects. Marketing analytics include several concepts that could be studied since there
are lot of relevancy and topical subject. However, this study aims to focus specifically on

collection, measurement, and analyse of marketing data as well as the utilization.

1.5 Theoretical framework

The purpose of the theoretical framework is to depict the theoretical perspectives and the
linkages with the topic of this study. The fundamental idea in utilization of marketing data
in business development is the understanding of sources in marketing data, data analysis
and perceptions, and the utilization from the perspective of business development of the
company. Figure 2 below illustrates the main concepts connected to this study based on
three main phases which all include more specific steps. The three main steps are data
acquisition, data analysis, and data utilization. In data acquisition phase marketing data is
collected from different data sources before it is possible to move into the analysis part. In
the data analysis part, reporting is conducted based on the marketing data that was
collected earlier and insights are gathered from the information obtained. Third phase
which is data utilization determines at a practical level the company’s follow-up action,

this includes optimization and business development in general level.
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Figure 2. Theoretical framework of the study

1.6 Definitions

In this subchapter, the aim is to explain all the main concepts used in this thesis study. The
primary keywords are explained shortly to give the understanding regarding the topic and
meaning in this study. Some of the concepts might have different meanings depending on
the context they are connected to. This is taken into consideration and concepts are
described as they are meant in this study. Each of these keywords will be discussed more

specifically later on in this study.
Marketing Analytics

Marketing analytics investigates data to evaluate the performance of marketing activities.
Marketing analytics can sometimes be seen or connected with similar concepts such as
social media analytics, web analytics (WA) or big data analytics (BDA). As the name
implies, social media analytics focuses on social media metrics and web analytics focus on
data that comes from website tracking, like how customers behave on company’s website.
Marketing analytics is a more comprehensive concept which covers besides social media
and websites more sources like email, and advertising. Xu et al (2016, 1562) evaluates the
difference between big data analytics and traditional marketing analytics (TMA) in a way
that BDA is used to analyse massive volumes of data in real time as TMA handles smaller
amounts of data and mostly focus on the improvement of KPIs to gain insights on

advertising, pricing, customer relationship management, and new product development.

Web Analytics
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Web analytics was mentioned as one of the marketing analytics methods. More detailed
explanation of web analytics is considered necessary regarding this study. Web analytics
can be seen as a combination of measuring, acquisition, analysing, and reporting of data
that is collected from Internet, in order to aim for an understanding and optimization of
web experience (Bekavac & Garbin Pranicevi¢, 2015). Bekavac and & Garbin Pranicevi¢
(2015) also defines web analytics in the following way: “the analysis of qualitative and
quantitative data on the website in order to continuously improve the online experience of
visitors, which leads to more efficient and effective realization of the company’s planned

goals”.
Marketing Data

Marketing data is information gathered from marketing activities. It can be for example
information about customers like their preferences, tracks of customers like their session
on a website, clicks on banners, purchases, filled surveys or information about competitors.
The meaning of monitoring and collecting this kind of information is to gain information

that can be used to improve marketing activities and improve customer journey.
Big Data

Big data is a more comprehensive picture of the data. It can be used when we are talking
about more larger and complex data sets. Big data has gained a lot of definitions, many of
them focusing on the three V’s which are: volume, variety, and velocity. It can be
described as a “high-volume, high-velocity and/or high-variety information assets that
demand cost-effective, innovative forms of information processing that enable enhanced
insight, decision making, and process automation” (Gartner, 2022) or “a high volume, high
velocity, and a great variety of information assets requiring new processing forms to enable

enhanced decision-making” (Tech America, 2022).
Data Source

Data source is the original source where specific data comes from. In some cases, it can be
collected for example to data warehouses, and can be used for transformation and
analyzation. In this thesis data sources are mainly used to describe data sources related to
marketing activities. These are for example social media channels (Facebook, Instagram,
Twitter, LinkedIn), ad management (Google Ads, Facebook Ads, Adform), email

marketing, and company’s website.
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Data-Driven Marketing

Data-driven companies are able to make strategic decisions which are based on data
collection and analysis. This means decision-making is not speculation but is based on
information found or observed. Data driven marketing is an ongoing process, where

evaluation is done continuously.

1.7 Research methodology

In this subchapter the research method of this thesis study is introduced. The research
design and methods are discussed more specifically in the chapter three. The purpose of
the study is to investigate how companies are seeing the importance of marketing data and
data-driven marketing and what are their expectations towards marketing analytics when it

comes to B2B relationships.

Qualitative research technique is used in this thesis by using a case study methodology,
and semi-structured interview as a data-collection method. Semi-structured interview
method is a common in qualitative research as it gives the framework for the study but also
ensures discussion is going into right direction. Open-ended questions are used to guide
participants. Case study method is used for describing and better understanding in

evaluating and understanding the research questions.

The study unit of the thesis is a Finnish SME and its B2B customers. Variables are for
instance actions, opinions, assumptions, and expectations. Six companies are chosen for
comprehensive interview. The semi-structured interview will be conducted in order to get
more information and opinions. Through the interviews, data will be collected and
analysed. The respondents of the study will be organizations’ executive members like
marketing chiefs and marketing- and sales directors. They will be contacted through email

and interviews are held via Teams-call on internet.

1.8 Structure of the study

This subchapter describes the structure of this thesis. Structure is also demonstrated in the
figure 3 below. This study is divided into two main parts, which are theoretical and
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empirical parts. Chapter one includes introduction to the study. Introduction includes
background of the study, what is the topic, why is it interesting and chosen for this thesis.
Introduction part also discusses the literature review of existing literature regarding the
topic, research questions and methodology, delimitations of the study, theoretical
framework, and definitions of the most common keywords used in the thesis. Chapter two
is the theoretical part of the study whereas chapter three and four focuses on the empirical

part of the study. In the chapter five discussion and conclusions are presented.

1. Introduction

v

2. Theoretical part

v

3. & 4. Empirical part

v

5. Discussion and
conclusions

Figure 3. Structure of the study

Next chapter is focusing on the theory behind marketing analytics.
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2 Marketing analytics

In this study the main topic of marketing analytics is divided into three parts based on the
theoretical framework. These parts are data acquisition, data analysis, and data utilization.

Each of these parts are addressed under this paragraph in sub-chapters.

Modern marketing and performance measurement started after print, radio, and television
advertising started to increase and companies wanted to understand how their advertising
were performing (Marketing Evolution, 2021). This was also when “marketing mix”, the
first modern marketing measurement concept, was created and came popular by Neil
Borden in 1964. According to Chaffey & Patron (2012, 30) the first web analytics systems
were developed in 1990s. According to (Osaysa, 2021, 120) systematic use of data in
marketing started in 1911, by Charles Coolidge Parlin for the Curtis Publishing Company
in Boston, and companies started to use their own data in 1961. Early 2000’s was the
revolutionary years for data usage specially in marketing. As we went through earlier in
this study, Google services and social media platforms like Facebook were raising
consciousness at that time. This was the beginning of social networks and the large amount
of data that would be collected from the platforms. Years 2005 until 2010 was about the
marketing automation explosion (Ross, 2022). Marketing automation platforms like
Hubspot and Marketo helped companies to track and target their customers better. Until
2014 people were spending more time online on a daily scale on desktop than on mobile
(Ross, 2022). When this shifted in 2014, the impact of tracking and targeting in digital
marketing grew explosively. The development during years from 2011 until 2019 can be

seen in a figure 4 below.
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Figure 4. Daily time spent online by device in 2011-2019 (Ross 2022)

Over the times tracking, and analysing user behaviour has been developing wildly, and is
to be expected to change in the upcoming years. Google for instance, released in October
2020 the Google Analytics 4. This change is focusing on event-based data which can be
collected from the website as well as the apps. Data storage has also been affected by
changes. According to Shah & Murthi (2021, 773) “99.2 % of all storage capacity was
analog in 1986, but by 2007, 94% of all storage capacity became digital”. They also
demonstrated the change in data storage costs when 1-megabyte hard drive costed one

million dollars in 1967 as today (2021) it costs less than one cent.

Marketing data is information gathered from marketing activities such as social media
post, newsletter, online campaign, websites, and so on. The data is a piece of information
that can vary depending on which kind of information is possible to get. Gongalves (2017,
4) states data as “a storage unit for a piece of information”. The understanding of
marketing data and data-driven companies became more relevant when companies started
to focus on more customer-centric marketing and the need for understanding the customers
side of view increased in order to learn the way to sell right products to the right customers
at the right time (Shah & Murthi, 2021, 773). Competition is wide, for which it is
important to know how your customers act, what are they interested in, and what products
are they keen on. That’s why it is crucial to follow the data and make future adjustments
based on knowledge rather than by speculating. Previously when most of the marketing
activities were done on TV or radio commercials, marketers had hard time figuring out
whether the product/service was sold because of the marketing activity. They might have
done A/B testing for instance but the only measurement to follow the performance was to
compare sales with the timeframe of the advertisement campaign. Venkatesan, Farris and
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Wilcox (2021) states that marketing analytics tools makes it possible for companies to not
only see what is happening but also help to understand why something is happening.
Johnson et al. (2021, 1) considers analytics generally to refer to tools that “help find hidden
patterns in data”. Venkatesan et al. (2021) say “marketing analytics is the engine that
drives effective marketing decisions”. It doesn’t only help companies to keep in track with
their operations but helps to perform the marketing activities at their highest level for the
best possible performance. “Marketing analytics is the process of identifying metrics that
are valid indicators of marketing’s performance in pursuit of its objectives, tracking those
metrics over time, and using the results to improve how marketing does it work” defines
Rackley (2015, 2).

Marketing analytics has become an important part of companies’ everyday operations.
Herrera (2022) proposes that the current global market for marketing analytics is about
$3,2 billion and is predicted to grow to $6.4 billion by 2026. The numerous benefits of
marketing analytics usage have been documented in marketing literature during the past
half century (Germann & al., 2013, 114). Benefits companies can gain with marketing
analytics include things like understanding the customers and users better, optimization,
and keeping up with the trends.

Not all literature focuses on benefits of marketing analytics though. There are also
suggested by authors that the usage of marketing analytics can slow firms down and lead
negatively to firm performance as opportunities are missed (Germann & al., 2013, 115).
According to Osaysa (2021, 122) things like lack of support from the top or lack of
enthusiasm among marketing department and in the organization can have a barrier effect
on implementing marketing analytics. Rackley (2015, 17) has studied that “there is a
strong relationship between marketing’s perception as a revenue center and the use of an
analytics process”. Figure 5 below demonstrates how marketing function is perceived
inside an organization. The ones who have considered marketing to be an expense, half of
them don’t use analytics at all or only to a small extent. According to Rackley (2015, 18)
the best way to change the perception of marketing as an expense would be analytics as a

process.
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Internal Perception of Marketing
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Figure 5. How marketing function is perceived inside an organization (Rackley 2015, 17)

Not all are comfortable with working with data. Jobs et al. (2016) demonstrates in their
article about the challenges CMOs (Chief Marketing Officers) are coping with big data. In
2011, 71 % of the CMOs felt underprepared for the data explosion, and in 2013, the
number had increased to 82 %. According to Ross et al. (2013, 92) companies don’t
automatically benefit from big data even though they invest in high-end analytics tools. In
many organizations the lack of skills regarding data and analysis exists, and it is crucial to
realize that these things don’t happen automatically. According to Rackley (2015, 21) there
is a relationship between company size and the state of analytics. Based on an analysis the
larger companies whose employee number is more than 1,000 answered higher analytics

progress compared to small companies whose employees are 100 and under.

2.1 Data acquisition

Data acquisition processes data sources and the data collection from them. Data source was
previously described as a source where specific data comes from. In this thesis data
sources are demonstrated mostly as a marketing data sources such as social media
channels, ad management, email marketing, and company’s website. Vermes (2022) refers
to a report “2022 Database Strategies & Contact Acquisition Survey Report” published by
DemandGen according to which 43 % of marketers considers significant improvement is
needed in their data acquisition strategy. Most common challenges these marketers pointed

out are old/outdated data, data is not up to date and no time or resources for conducting
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effective processes. Collecting data means, information is taken from one or several places,
stored somewhere, and have the possibility to combine this data together from different
sources. Effective data collection includes the possibilities for combining data from

multiple sources to gain insights for performance improvements.

2.1.1 Data collection levels

According to Friedman (2019) data collection can be divided into three levels: beginner at
collecting data, intermediate at collecting data, and master at collecting data. Beginner
level means data is not really collected but viewed in platform itself like Facebook or
Google Ads. It is possible to see whether one campaign is performing better than another
and make decision based on this information. However, it is difficult to compare marketing
efforts on different channels. The intermediate level means, data is pulled together
manually weekly or monthly. However, this takes lot of time and data is not presented in
real time. Master level means data collection is automated and gathered into one place.
Data is automatically moved into data warehouse or/and visualization tool platform and

ready to be used and viewed in real-time.

Yehiav (2020) has also written about stages related to data maturity. In the author’s
opinion there are three stages in there as well. These are basic, evolving, and advanced. In
stage one which is named as basic, organizations are recognized the need for data
collection and are practicing it by collecting data from multiple sources. They are
conducting reports where various findings are presented. Downside of this is that data
collection, input and aggregation can be laborious as it is done manually and there is no
cross-organizational involvement. Evolving stage include data integration from multiple
sources into one location which can be a data warehouse as an example. This allows more
automated systems and gives a more complete picture. In advanced stage data has been
incorporated in business decisions in all levels in organization. Analysis processes are fully
automated and with advanced technology like prescriptive analytics, it is possible for

instance to tackle problems with plain text.
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2.1.2 Marketing data sources

Marketing data sources can be divided into three main sources which are first-party data,
second-party data, and third-party data. First-party data is data collected by organization
itself. It can be as an example data from company’s website or their surveys. Second-party
data means data organization acquires from a trusted partner. For instance, data collected
from company A websites so that company B can target ads for those users. Third-party
data can include data aggregated from multiple data sources usually sold by data providers
(Marketing Evolution, 2019.) This study is focusing on the first-party data, that
commissioning company is collecting from its own channels and platforms, which it is
sharing to its customer companies. We can also see how changing this matter is for
instance looking at the fact that Google has announced the end of third-party cookies in
Chrome by 2024 under present conditions. This is also one reason why companies need to
focus more on the first-party data collection in the future. Information transparency has
become more relevant over the last years, and users are now more conscious of the data

that companies are collecting about them and their behaviour.

As mentioned previously, marketing data (and any kind of data) can be collected from
many different sources. Data integration enables the connection of many data sources
which makes it easier to understand the different sources and gain insights from them.
Most common ways to collect primary data in marketing are surveys, online tracking,
transactional data tracking, online marketing analytics, social media monitoring, collecting
subscription and registration data, and in-store traffic monitoring (Lotame, 2019). Data can
be collected to a data warehouse like Google Big Query or Amazon Redshift. Data
warehouse can be described as “a logically consolidated store of data drawn from one or
more sources within the enterprise and/or outside the enterprise” (Simon & Shaffer, 2001,
9). Data integrations can be set so that the data is automatically flowing into the warehouse
every day or every hour. Many business intelligence techniques such as reporting,
performance management, and analytics are used to utilize the data warehouse (Vaisman &
Zimanyi, 2022, 4).
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2.1.3 GDPR and Consumer data collection

This will lead us on to an important aspect called GDPR (General Data Protection
Regulation). When we talk about personal data collection it is important to note that it is
not allowed to collect any kind of data, wherever and from whoever. Regulations define
how data can be collected as permitted. The GDPR brought a few changes compared to the
previous Data Protection Act. With GDPR users are allowed to make informed decision
whether they consent their data to be collected, stored, and used, and they have a right to
be forgotten (Laybats & Davies, 2018, 81).

What type of consumer data can be collected? Freedman (2022) has listed four types of
consumer data that businesses are collecting which are personal data, engagement data,
behavioural data, and attitudinal data. Personal data can be defined as “any information
relating to an identified or identifiable natural person (‘data subject’); an identifiable
natural person is one who can be identified, directly or indirectly, in particular by reference
to an identifier such as a name, an identification number, location data, an online identifier
or to one or more factors specific to the physical, physiological, genetic, mental, economic,
cultural or social identity of that natural person;” (EU Regulation, 2016). In web analytics
personal data might come across as an instance when user is entering their name or phone
number to the company’s website. Engagement data tells how users are interacting with the
organization whether it is in web site, mobile app, on social media pages and so on
(Freedman, 2022). Behavioural data is information gathered from users’ movements and
their actions through digital content (Novak, 2016). Data such as interactions, clicks,
engagement and so on. Attitudinal data is collecting information about consumer
satisfaction, purchase criteria, product desirability and so on (Freedman, 2022). Liefeld
(1999, 1) describes attitudinal data as the type of data that is only accessible to the
respondent such as thoughts, feelings, beliefs, opinions, attitudes, and intentions. As an
instance consumer satisfaction follow-up can be maintained with response forms, where

the customer can share her/his opinions and experiences.
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2.1.4 Integrations and data software

Tools and software are an important assistance to marketers. The marketing technology
landscape has a high amount of diversity, including solutions regarding advertising and
promotion, content, and experience, social and relationships, commerce and sales, data,
and management. Marketing technology landscapes published in chiefmartec (Brinker,
2020) gives an overview of how broad the issue is, and how much it has developed in the
last six years from 2014 to 2020. The meaning for the landscape is to view technical tools
and software which marketers can use in their work. From 150 solutions in 2011 to 8,000
solutions in 2020, the landscape has grown 5, 233 %. The fastest growing category in 2020
compared to a previous year was data which increased by 25.5 %. The published version
from 2022 (Brinker, 2022) shows the growth has been continuing, with 24 % over the past
two years, and 6,521 % since 2011. In 2020 the data category experienced the highest
growth, but in 2022 the smallest, only 7 %. In 2022 highest growth was in management (67
%) and content and experience (34 %).

2.2 Data analysis

After data has been collected it is ready for the analysis part. This includes different ways
to illustrate data using one of the many possible platforms or services to do so. It is
common to analyse the past, what has happened and reasons for that. Nowadays it is also
possible to analyse the future thanks to developed technology and possible tools. Analysts
and other workers who work with data and analysis are able to predict what will happen in
the future based on the information gathered from the past and using different modelling
and technology to help. Basically, the core idea in data analysis is to clean raw data into a
format where it can be processed and notes, changes and other factors can be picked up

from the data which will lead to gaining insights by reading or viewing the data.

With so much constantly updated data in hands, the possibility for mistakes increases. If
thinking and decision-making is fast, intuitive, and automatic, it is more likely to lead
misjudgement rather than when it is calculating and logical. One of the ways to avoid
errors is to use a proper software. Simple errors can occur when using wrong type of
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software, but they can also occur when using the right software in a wrong way (Neil,
2022, 170.)

2.2.1 Marketing metrics

Teams in the organization should have small and focused number of metrics which are
targeting the objectives teams have set for their missions. This small set of metrics ensures
teams are able to focus on important areas of their work tasks and react to them, but at the
same time the end result is to lead positive business results and work in align with the
overall strategy of the company (Neil, 2022, 102-103.) As there are a large scale of
possible metrics to follow in digital marketing, sometimes the trickiest part is to know
which ones to choose. Common purpose for DM (digital marketing) activities at the end is
to sell the company’s product or service. Whether the campaign goal is reach, engagement,
or conversion, everything leads to the last in the endgame. Not every campaign needs to
target for straight purchase. Campaigns and other DM activities are measured by their
success. One of the key factors is how much those activities are generating business, on the
other hand what is their ROI (return on investment). Figure 6 below is a demonstration for

calculating the profitability of DM actions.

ROI (Return on Investment) CTR (Click-Through Rate)

A metric that measures the number of clicks
advertisers receive on their ads per number

of impressions.

It can also feed into a calculation of paid per click
(PPC) or cost per Click (CPC).

The click-through rate formula:

A performance measure used to evaluate the
efficiency of an investment or to compare the
efficiency of a number of different investments.
Calculated by comparing the spending on DM to the
sales increases. The return on investment formula:

__ Gain from Investment — Cost of [nvestment __ Number of Clicks
ROI'= Cost of Investment CIR = Impressions

Figure 6. Measures to calculate the ROl in DM (Saura et al. 2017, 6)

To measure the profitability and effectiveness of DM activities, some of the most common
types of advertising contracting models are CPI (cost per impression) or CPM (cost per
thousand impressions), PPC (pay per click) and CPC (cost per click), CPL (cost per lead),
and CPA (cost per action). These contracting models are all reflected in wat is being
pursued and by what means. For instance, CPI and CPM are common ways when buying

digital media (Saura et al. 2017, 7.) Figure 7 below presents the common quantitative
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indicators in DM. These most common indicators are impressions, traffic, unique users,

lead, and conversions.

Quantitative Indicators Description

An instance of an organic search-engine listing or sponsored ad being served on a

Impressions particular Web page or an image being viewed in display advertising.

Traffic Number of visitors who come to a website.

Unique users Number of different individuals who visit a site within a specific time period.

When a visitor registers, signs up for, or downloads something on an advertiser’s

Lead , . ) L s ) .
site. A lead might also comprise a visitor filling out a form on an advertiser’s site.

What defines a conversion depends on the marketing objective. It could be a sent

Conversion . . -
form, a click on an ad or a purchase. It is an objective or goal.

Figure 7. Quantitative indicators in DM (Saura et al. 2017, 7)

Every company or organization should identify their own KPIs because they are related in
individual goals. According to Saura et al. (2017, 9) KPIs should have the three following
characteristics: measurable, achievable, and available. It is difficult to measure how useful
a webpage is but by dividing it into smaller parts such as “how long users visit on the page
is”, it becomes measurable. In measuring, tools like SMART framework (presented in
figure 8) can be helpful. The purpose of SMART framework is to help organizations to set
goals. It consists of five parts, which are specific, measurable, achievable, relevant, and
time bound. Kesa (2021) explains these as follows: specific means the goal needs to be set
with sufficient accuracy, measurable stands for numerically definable, achievable means it
is realistically feasible, relevant is for essential for the business, and time-based means goal

is tied to a specific period.

S\/M\/A\/R\/T

Specific Measurable Achievable Relevant Time-bound

Figure 8. SMART -framework

The common KPIs in web analytics, companies can track and analyse in their DM
strategies are presented in the figure 9. Saura et al. (2017, 9) have listed the KPIs regarding
conversions, users, traffic sources, and keywords. By tackling to these metrics at different

stages of the purchase path, companies can keep in track users are finding them,
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monitoring how they end up on the pages, enjoying their content (visiting the website

without leaving immediately) and doing actions the company have set for the users.

KPLin DM Description

The average number of conversions per click in SERP results or in Ads click
(depends on the marketing objective), shown as a percentage. Conversion rates are

Conversion Rate calculated by simply taking the number of conversions and dividing that by the
number of total ad clicks /actions that can be tracked to a conversion during the
same time period.

A goal represents a completed activity (also called a conversion). Examples of goals
Goals Conversion Rate include making a purchase -e-commerce-, completing a game level (App), or
submitting a contact information form (Lead generation site).

New Visitors. They are users who visit your site for the first time. Returning Visitors.
Type of Users They are users who visit your site for the second or more times. It is important
because it shows the interest of your business and website for the target audience.

Source. Every referral to a web site has an origin, or source. Medium. Every referral
to a website also has a medium, such as, according to Google Analytics: “organic”

Type of Sources (unpaid search), CPC, referral, email and “none”, direct traffic has a medium of
none. Campaign. Is the name of the referring AdWords campaign or a custom
campaign that has been created.

Keywords in DM, are the key words and phrases in a web content that make it
possible for people to find a site via search engines. A non-branded keyword is a one
that does not contain the target website’s brand name or some variation.

Ranking for non-branded keywords is valuable because it allows a website to
obtain new visitors who are not already familiar with the brand.

Keywords /Traffic of Non branded
Keywords

Rank is an estimate of your website's position for a particular search term in some
Keyword Ranking search engines’ results pages. The lower the rank is, the easier your website will be
found in search results for that keyword.

Figure 9. KPIs in DM (Saura et al. 2017, 9)

WA tools like Google Analytics or Adobe Analytics helps to track online traffic and user
behaviour. There are plenty of possibilities to track traffic sources, conversions,
demographic information and so on. The most common types of web metrics according to
Bekavac & Gardbin Pranicevi¢ (2015, 379-380) can be divided into four parts: visits,
visitors, visitor engagement, and conversions. Metrics that describe visits are for example
related to entry page, landing page, exit page, and they tell things like duration of visit,
source of traffic or click-through rate. Metrics related to visitors tells for instance whether
they are new or returning visitors. Metrics of visitor engagement gives information of the
interaction. These interactions can be things like bounce rate, page exit ratio, or page views
per visitor. Conversion metrics follows how well company goals are achieved. Business
goals are set by the company, and it can be a filled lead form or purchase for example.
Web analytics process defined by Waisberg & Kaushik (2009) is demonstrated in figure
10. As we can see this is much similar with the overall marketing analytics process, we

have defined earlier.
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Define Build Collect Analyze Implement
Goals KPls Data Data Changes
Repeat

Figure 10. Web analytics process (Waisberg & Kaushik 2009)

One of the key metrics for companies is marketing’s ROI (Rackley, 2015, 71). Simple
formula for this metric is to calculate the gain on investment minus cost of investment and
divide that with the cost of investment. Many organizations struggle with marketing’s ROI
because it is hard to know the true costs of the investment. Some soft benefits aren’t

always visible with data, that might have huge effect on the success of the investment.

2.2.2 Data visualization

Data analysis and visualization run closely together. The analysis processes and research
for data turn into a form of chart, table or other visual demonstration which can be a simple
and small report or a bigger picture in a dashboard. Report, dashboard, or any other form
of data visualization is a great way to gather information together in an easy-to-read and
understandable format. Google Data Studio is one of the data visualization platforms,
where you can bring data from multiple sources, combine it, and turn it into a report that is

easy to read and understand.

Like authors Kemp & White (2021, 1-2) describes their own journey with the data tool,
with the presence of stress and painful learning, they found their way through the learning
phase. Data analytics, tools, visualization is not an easy process. At the beginning, it is
possible to spend hours with understanding and learning concepts that may seem basic.
Data visualization helps to tell stories with the data, take an audience to a journey, and help
an audience to understand the data, and make decisions/insights from it (Kemp & White,
2021, 2). When it comes to reporting, there are endless possibilities to include data to the

report. Kemp & White (2021, 17) have a four-question list they always present to a
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customer when they need to know what information should be included to the report.

These four questions are listed below:
1. What is their current goal? What is their main goal for the business?
2. What information do they need? What information do they need to help drive this goal?

3. What is their level of data expertise? How sophisticated are they in using and

understanding data?

4. How should it be presented to them? What'’s the best way to deliver data that is being
clearly understood by the audience?

These questions are a good basic starting point when there is a need for building new

report to a customer or stakeholders.

2.3 Data utilization

Although this study is focusing on marketing data, it is good to know that all internal
company data is equally important. Since the purpose is to grow and improve the business
development, marketing is not the only area, but also, for example, customer service, sales
and product development are important to follow and analyse as well. If the main purpose
for data analysis is to be able to improve company performance, make more sales and beat
the competition, there are many ways to go towards it. Luth (2022) has listed few things
where companies have used big data recently for. To mention few as an example, they
have used data to speed up operational processes, determine which ad resonates more with
which audience, raise the predictive quality of business analysis reports, deliver relevant
communications to narrowly targeted audiences, and discover new services the customer

base wants.

None of the marketing analytics steps makes sense if we skip the last part, utilization. The
analysis should lead to some sort of improvement. But what are these actions of
improvement? First of all, it is good to mention that it is good to know what has happened,
but also good to know what those statistics mean. For instance, if we collect numbers for
our dashboard, we should also know are they good or bad numbers. To know that we

should compare the data to previous timeslots or historically data, or if we have some
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benchmark data available, we can compare it for that as well. Sometimes we can see what
needs to be improved by looking at the things and places that does not work like they have

before.

Some of the tools to help marketers to take right improvement actions are using A/B tests
or research (Rackley, 2015, 55). A/B testing is simply explained as to different set ups for
example in a social media campaign, newsletter, or landing page. The version A and
version B has something that differs them from each other. It can be for instance, different
photo, different body text, different headline, different CTA (call to action) and so on. Both
of these versions are presented to a viewer, and they decide which one is better by the goal
that marketer have set. If it is for instance conversion, that version that gets better
conversion in the timeline that was set, wins. Research is another way to improve actions.
Simply ask the users or customers what they like, need, and what works the best. The
scope of marketing is wide which means when there has been successful improvement at
some area, it’s possible to move into the next one. There is always room for an
improvement at somewhere. Rackley (2015, 56) seals marketing analytics with three steps:
measure, analyse, and improve, and the best price with this process comes when it is used

continuously.

2.3.1 Benefits and challenges

There are plenty of material online to give reasons why organizations should be data-
driven and some about how to start collecting data and do reports but the difficult part is to
actually use the information in order to gain insights that will lead organization towards

better results and growth.

Anthony (2022) has gathered a table of the benefits companies get from using analytics.
Figure 11 below demonstrates benefits and their proportionality. The benefits Anthony has
included are improved efficiency and productivity, faster, more effective decision-making,
better financial performance, identification and creation of new product and service
revenue, improved customer acquisition and retention, improved customer experiences,

and competitive advantage.
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Benefits gained from analytics

Competitive advantage I
Improved customer experiences
Improved customer acquisition and...
Identification and creation of new...
Better financial performance

Faster, more effective decision-making

Improved efficiency and productivity
0% 10% 20% 30% 40% 50% 60% 70%

B % value

Figure 11. Benefits companies get from using analytics (Anthony 2022)

Marketing analytics can help companies for instance to improve landing pages, call to
actions, brand recognition, content, channel optimization, customer understanding, and
predictive intelligence (Rackley, 2015, 37). The best value of marketing analytics comes

with ongoing, long-term execution of the process (Rackley, 2015, 56).

The data utilization is not an easy task. One of the biggest issues at the beginning might be
that companies are not measuring the right things. Reynolds (2022) also states one of the
challenges is that marketing analytics does not guide forward the KPIs that the company
and its management need the most. It can be overwhelming as marketers and analysts have
so much data in hand, were it all should be focused on and what truly matters. To give
some understanding about the size of data usage in recent years, Marr (2018) has gathered
statistics of some numbers. There are five billion searches done on the internet every day,
over four million YouTube videos are watched every minute, 1.5 billion people are active
on Facebook daily, 100 million people use Instagram stories every day, and every minute
there are 990 000 Tinder swipes made. Also, Petrov (2022) argues that it would take
approximately 181 million years to download all the data from the internet. Even though
these numbers are gathered worldwide, SMEs have plenty of data coming in daily that they
can utilize. Depending on how much they exploit different channels and marketing
methods, they can have data coming from social media channels, email marketing, SEO

(search engine optimization), display marketing, websites, paid social media advertising
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and so on. There is no doubt that there is plenty of information to utilize but the question is
how to decide which information should be utilized and how companies can benefit it?
That is why it is crucial to make a plan of company KPIs and start analytical processes

based on those KPIs.

Challenges regarding marketing analytics and analytical processes in general have been
briefly discussed in the preliminary literature review. To get a better understanding of the
challenges related to data utilization this chapter is focused on deeper coverage of the
matter. Anthony (2022) has listed eight topics of the barriers to the effective use of analysis
(figure 12 below). The most common barrier according to the source is data privacy and
security programs. After this comes limited access to data, lack of training and the fact that
solutions are not user-friendly. Organizations lack of proper technology, and lack of
analytics strategy are also listed as well as there is no centralized tool for capturing and

analysing data, and analytics use is not a key focus for executives.

Barriers for effective use of analytics
60%
50%
40%
30%

20%
0

xX

analytics use no centralized organizations organizations solutions are lack of  limited access data privacy
is not a key tool for lack an lack proper not user- training to data and security
focus for capturingand analytics technology friendly programs
executives analyzing strategy
data
B % value

Figure 12. Barriers to the effective use of analytics (Anthony 2022)

Rackley (2015, 27) has also listed the biggest challenges companies are facing in
marketing analytics. The figure 13 demonstrates the distribution of these challenges, which
94 % of the respondents answered that they are facing some kind of challenge. System of
infrastructure is the biggest challenge, following with time of staff, knowledge of

expertise, and ID/track meaningful analysis. In this table, buy-in or support from
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management are not that considered as a challenge which is probably affected by the fact

that most of the respondents were CMOs or marketing directors.

Marketing Analytics Challenges

Systems or infrastructure
Time or staff

Knowledge or expertise
ID/track meaningful analytics

Executive/management support

No challenges

Marketing team's buy-in [l
0% 5% 10% 15% 20% 25% 30%

B % value

Figure 13. Challenges with marketing analytics (Rackley 2015, 17)

Germann & al. (2013, 116) claims that “the greater the deployment of marketing analytics,
the better the firm’s performance”. It is not enough that marketing analytics has been given
to someone’s job to perform in the company, but in order for companies to become
successful data-driven companies, the whole company culture must change. Study
conducted by Germann & al. (2013, 122) shows that people who conduct marketing
analytics are not often the ones who implement the insights gained from marketing
analytics. This is one of the reasons why it is important that the firm culture is in place, and
everyone are committed to marketing analytics and its possibilities. Even if information is
collected and insights gained, there is no point in marketing analytics if companies are not
taking advantage of it. Dykes (2021) believes that if a company is a data-driven
organization, data culture should be developed in the organization so that it is internalized

in every department and not just in some functional areas.

The theory part has shown that all of the three main areas of marketing analytics
demonstrated in the theoretical framework: data acquisition, data analysis, and data
utilization include many steps and options. The theoretical framework shows data
collection consists of data sources and collection of them. These data sources are not only
divided by departments (marketing, sales, customer service etc.), or channels (Facebook,

Google Ads, company’s website etc.) but also by first-, second-, and third-party data.
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When it comes to collecting this data, it can also be categorized whether it is engagement,
behavioural, or personal data. When collecting for instance, personal data, collectors need
to notice some rules and laws to follow. GDPR and other regulations or rules are one part
of this large entirety called data collection. Collection itself is a concept that raises
questions, like what to collect, how much to collect, when to collect, and where to collect
and store the data. Data integrations enables the collection of data from several different
sources. One of the questions is related to data warehouses, whether to use or not and
which one. Data acquisition is a comprehensive concept, where things need to be thought
about and compare when making decisions. These decisions will affect on the access on

information, use of time and resources, and even compliance with laws, and so much more.

Theoretical framework consists of second part of the marketing analytics process which
was considered to be marketing analysis. Reporting and insights are few of the main
concepts inside the notion marketing analysis, but just like the data acquisition mentioned
above, this concept also includes a lot of different things to consider. In order to do reports
and dashboards based on the data collected, and make meaningful insights, one need to
know, what are the things that needs to be measured. All information can be available, but
not needed to use. Marketing metrics and KPIs determines the main focus points and most
important metrics a company wants to focus on. Based on those determined metrics,
reports are created. Measuring is large ensemble, and as the thesis definitions explained
there are different type of analytics when it comes to marketing. Marketing analytics
describes larger entities together, like social media analytics and web analytics. For
instance, web analytics itself only mainly focuses on measuring the company’s website
including things like traffic, page engagement, and conversions. When it comes to
reporting, dashboards are one way to demonstrate the information gathered. It can be
modified to a suitable style, based on what is considered preferable. Some people prefer
visual presentation and likes to see for example colour themes (for example, red for
decreasing and green increasing), some prefer graphs, and some prefer clear and simple

numbers.

Third part of the theoretical framework was focusing on data utilization. This was
described with concepts: optimization, and business development. It is good to notice the
meaning of business development in this framework as it includes all these optimizations

done in order this whole process eventually to lead on better firm performance and
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business development. When information is shown, it is not enough to see how we did but
also to realize what does it mean when we get a certain result. Comparing data to a
historical information, we can better realize whether this was a success or failure. Knowing
which numbers are good and which ones are bad, the actions are taken in the right places.
Improving firm performance isn’t just improving the things that went worst than
previously but also to improve the things that went well, even better. For some reason,
historical data might not be available. Another way to compare data is to do benchmarking.
Comparing how others have succeed is one way to know where your company is standing
on the market. One way to do optimization is to do A/B testing. Two things are compared
to each other to see which one works better.

The theoretical part of the study has shown that there are many more parts that could be
included in the theoretical framework of the study. Some of these ways how companies
can practise marketing analytics and take advantage of marketing data, shown in this

chapter, are later view through empirical part of the study.
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3 Research design and methods

In this chapter, the theoretical findings which were discussed earlier, will be applied with
the empirical part of the study. With four subchapters this chapter is focusing on the case
description, data collection methods, data analysis methods, and reliability and validity of
the collection. Aim of the study is to explore what is the relationship of Finnish SMEs with
marketing data, its utilization, and other perspectives regarding data-driven marketing.

3.1 Case description

The case description that was chosen for the empirical research in this thesis is presented in
this first subchapter. The empirical part of the study was conducted as an interview and the
research method is a qualitative study. Commissioning company was chosen based on
personal connection to the company. The commissioning company is a Finnish SME that
works in the cultural sector. The firm employs approximately 40 people, and it has been
operating soon nearly 50 years. The company is operating in Finland. Company’s
customers that were interviewed in this study are also Finnish SMEs in the cultural sector.
Cooperation between the company and its customers are aiming for the same main goal —
to sell the same product/service. There was a need to improve analytical processes in the
marketing sector which is why the research topic was born. Marketing inside the company
is almost always connected to its customers as well so it is a shared measure and that is
why the customers was chosen to be part of this research. It is important for the company
to hear its customers, as it is collecting, creating, and delivering them information that will
effect on their own operations. Decisions regarding data collection and analysis is not only
for commissioning company’s development but their customers also, which means, it is
needed to know what valuable information for them is and what helps them to lead their

operations. In the next subchapter, data collection methods are presented.
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3.2 Data collection methods

In this subchapter, different data collection methods for the empirical part will be presented
and the one chosen for this study introduced. When choosing the data collection method, it
was considered what kind of questions the study aims to answer, and how would those
answers be asked.

Quantitative research is one of the research methods that can be used when doing a thesis
work. Characteristics for this research method are for example, according to Hirsjarvi et al.
(1997) conclusions made from previous studies, theories made before, presenting a
hypothesis, defining a basic population where sampling will be taken from, making
conclusions based on statistical analysis. Hirsjarvi & Hurme (2010, 22) describes the
differences between quantitative and qualitative research. Quantitative research aims for
generalizability, predictability, and causal explanations whereas qualitative aims for
contextuality, interpretation, and understanding the operator’s point of view. Quantitative

orientation studies behaviour whereas qualitative explores meanings.

According to Eskola & Suoranta (1998) for example different forms of interviews and
observations acts as data collection methods. Saunders (2015) list different types of
interviews which are structured -, semi-structured -, unstructured -, or in-depth interviews.
And commonly used typology differentiates between standardized and non-standardized
interviews. One of the qualitative research methods are semi-structured interviews which
according to Saunders are often used when researcher has some questions considered but
they are more used as a theme and questions might vary between interviews. That is why
questions might be presented in different order in each time depending on how

conversation is flowing each time.

Qualitative research is the other way to conduct a study. Some examples of characteristics
for qualitative method are according to Hirsjarvi et al. (1997) that it is comprehensive,
material is compiled in real life situations, inductive analysis is being used, target group is
selected expediently, methods where the voice and perspective of the subject comes to the
fore are preferred, and the research plan takes shape as the research progress is moving
forward. Tuomi & Sarajarvi (2018, 25) claims reasonings for qualitative research
emphasize theory content as the starting point of all research because all information is
subjective in the sense that researcher decides on the research setting based on her/his own
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understanding. Theory in the research can be either “good” or “bad” which effects on the
quality of the study but not to the opposition between theoretical and empirical research.
The most common data collection methods in qualitative research are interviews, surveys,
observation, and information collected from various documents according to Tuomi &
Sarajarvi (2018, 83). They can be used in different ways and even parallel to each other. It
is natural to use discussion as a data collection method, the freer the research setting is.
Interviews can be a good choice as it is possible to understand the interviewee more
comprehensive because she or he can be asked clarifying and follow-up questions. There
also should not be a great possibility that the respondent has not understood or has
misunderstood the question and has answered something that is not accordance with
reality. Of course, there might be misunderstood questions in interviews as well but there is
a change that respondent asks to clarify the question or the interviewer notices that the

question may seem unclear and elaborates on it or asks additional questions.

The aim in this study is to find out what company representatives’ opinions and needs
regarding marketing analysis are which is why alternative answers or too specific query
can’t be used as a research method. Aim is to lead the conversation with questions but keep
it flexible based on the interviewee and find insights that can be viewed individually within

the whole process. That is why qualitative research method was chosen for this study.

In order to collect the data, interviews were chosen as a data collection method for the
empirical study. There are many types of interviews, and they can be divided into, for
example, form interviews, themed interviews, and in-depth interviews (Kananen, 2017,
88). A theme interview is a conversation between two people (interviewer and interviewee)
where one topic at a time is being discussed. Topics alias themes are thought out in
advance. Themes are obtained from the foresight of the phenomenon under the study.

Theme interview is selected for this study.

Theme interview, also known as semi-structured interview, can be conducted in many
ways. Implementations of these interviews differ from nearly open interviews to a

structured interview (Tuomi & Sarajérvi, 2018, 88).

Respondents were selected from commissioning company’s customers based on their
willingness to participate in the interview. All customers were approached with an email

message telling about the interview, its reasons, and purposes. Everyone who showed
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interest in the project were approached. Interviews were arranged with six of these
companies. To the number and possibilities of the interviews were affected the fact that
many of the right persons in the company were on summer holiday as well as the fact that
summer is the busiest time in the industry and many simple didn’t have the time to
participate. Companies were tried to select to the interviews in a way they would be

different size based on personnel and turnover.

Interviews were held through Microsoft Teams meetings. The interviews where hold
during late spring-early summer in 2022. Meetings were held with six companies like
mentioned earlier, and they lasted approximately 45 minutes each. Participants were
marketing chiefs or marketing and sales managers. Besides the interviewee and
interviewer, the interviewer’s colleague, who work as an UX designer, was participating in
the interview to make notes so that the interviewer was able to fully focus on the moment
and on what the participant had to say. Interviews were also recorded. Interview questions
were mostly focused on marketing (why they are doing it and what are the aiming), data
collection (why it is important, how big of a role it has in the organization, and how it
helps achieving goals), and the challenges and development wishes regarding this. As the
goal was also to improve cooperation between the companies in marketing analysis,
interview also included questions regarding company’s needs and hopes when it comes to
reporting of marketing measures. Appendix 1 will present the interview questions. Same

questions were used in every interview.

3.3 Data analysis methods

Data collection methods were introduced in the previous chapter. After data is collected
comes the analysis part. Like data collection methods, there also many different ways to
analyse the research data. Analysis methods by Kananen (2017, 131-156) were used in this

research analysis.

Transcription is the first phase in analysis where the interview materials are converted into
text format. Since the interviews were hold in Microsoft Teams it was possible to record
the interview and later on listen the record and write it down. After transcription, the text is

coded. Essentials are gathered from the material, things that mean the same thing are
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combined with the same code leading to classification. The research problem and research

questions are kept in mind during the analysis.

Thematic analysis (TA) is commonly used qualitative method according to Bennett et al.
(2019). It is focusing on the context what has been said by the participants and it tries to
find themes within the research data. Thematic analysis is a systematic and flexible
approach to analyse qualitative data (Saunders, 2015, 579). All in all, before any deeper
procedure data needs to be familiarized, and themes and relationships recognized. Doing
transcripts and going through the material over and over again until it has been familiarized
helps to move on to deeper analysis. Besides thematic analysis there are various of
different methods. According to Saunders (2015, 587) these are: template analysis,
explanation building and testing, grounded theory method, narrative analysis, discourse
analysis, content analysis and quantifying qualitative data, data display and analysis, and
use of CAQDAS (Computer Assisted Qualitative Data Analysis Software).

Content analysis is another commonly used analysis method in qualitative research but can
also be combined with quantitative research. According to Tuomi & Sarajarvi (2018, 103)
content analysis and thematic analysis belong to the second group of forms of analysis.
What is common to these forms of analysis is that they are not fundamentally guided by
any theory, but a wide variety of theoretical starting points can be applied to them
relatively freely.

Thematic analysis and content analysis have lot of similar features, and in some cases, it
can be difficult to know the difference to choose one over the other. Literature presents
some differences but mostly also states the fact that it is difficult to tell them part.

3.4 Reliability and validity

To evaluate the quality of the research, reliability and validity are being tested.
Trustworthiness of the research findings and accuracy of the research processes can be
demonstrated by reliability and validity (Roberts et al., 2006, 41).

Reliability “is a statistical measure of how reproducible the survey instrument's data are”
(Litwin, 1995). It refers to the suggestion that the results are consistent and when the

research is done again with a similar method, the results are repeated. Meaning that even
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though the same phenomenon would be studied by multiple researchers, the results would
stay approximately the same. Roberts et al. (2006, 43) have listed things that can enhance
reliability in qualitative research, which are also used in this study. These are the

statements from interview transcripts, transcribing and recording.

According to Roberts et al. (2006, 44) the validity of the research might be difficult to
reach in qualitative research because personal perspectives. Information is interpreted and
selected according to the researcher. One way to practise validity is for researcher to
attempt to forget the assumptions and experiences of their own.

The purpose of this chapter was to go more deeper into the research design and methods of
the study. Case description, data collection and analysis methods were presented, and the
reliability and validity of the research were discussed. In the following chapter, findings

gathered from the interviews will be discussed.
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4 Findings

This chapter is focusing on the findings of the study. Findings will be discussed regarding
the research topics and questions presented in this study and discussed in the interviews.
This chapter is divided into five subchapters. In the first subchapter, respondents
participating in the interviews are presented anonymously, but aiming to give an
understanding of the size of the company. Rest of the subchapters are focusing on the topic
of the study by dividing it into smaller entities. All questions presented in the interviews

are found from appendix 1 at the end of the study.

4.1 Respondents

Respondents will be presented anonymously in this study. The research included six
interviews with six companies that are working in the cultural sector in Finland. Cultural
sector in this study refers to business that organizes events as their main job. Interviews
were hold with the representatives of the selected six companies. The aim was to find
interviewees from companies that differs with each other by the main type of service,
company size, and/or by how long they have been existing. All interviews were hold online
via Microsoft Teams call with cameras on. All of the companies have been operating at
least 10 years. Companies have been working together with the commissioning company
around 1-15 years. Table 1 below demonstrates the respondents by the respondent’s role in
the company, company’s revenue in 2019 before Covid-19 virus (which affected on the
sector notably), and approximately personnel in the range respondents presented it. It can
vary in the field a lot since there a lot of season -and project workers who might be

working in the company only around few months inside a year.
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Table 1. Details of the interview

Respondent Role Revenue (2019) Personnel

A Communication and | 5-10M€ 100>
event specialist

B Marketing chief 1oMe> 50-100

C Marketing chief 1-5M€ 10-50

D Marketing chief 500k€-1M€ 1-10

E Marketing and sales | 100-500k€ 10-50
director

F Marketing chief 5-10M€ 10-50

The respondents were approached before the actual interview with a form that asked basic
information about the company and about their marketing activities and data utilization.

These companies were approached by another email and the interviews were agreed.

4.2 Marketing and data collection

This first subchapter is focusing on the reasons why marketing is one part of company’s
actions in general, and what are the reasons behind collecting data from marketing actions

and how important it is considered to be.

When asked, why is marketing done in the first place and what are the companies trying to
achieve with it, almost all of the respondents answered that their main goal of marketing is
to gain sales. As mentioned earlier, the main goal in the B2B relationship with these
interviewed companies and the commissioning company is to sell same service. So on, it is
understandable that this is also their own main goal. Besides sales, over half of the
companies answered brand work. Neither it is improving the brand image or taking it into a
whole new direction. Third point that stands out is targeting for the right target groups and
acquire new customers which goes hand in hand with the two previous reasons for

marketing.

“Sales is the number one goal. We also do brand work, and we want our products to stand

out from each other. We want to create the right image for people.” -Respondent B
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Data collection from marketing activities are considered to be somewhat important among
the majority of respondents. Respondent B and E considers that data collected from
marketing activities has a huge role in the organization. Respondents A, C, and F considers
the importance is quite important, and respondents D considers it is not that important.
Figure 14 below demonstrates the distribution of the subject in a pie pattern.

The importance of marketing data
collection in organization

m Not that important Quite important Really important

Figure 14. The importance of marketing data collection in organization

The ones answering it has quite or really important role in the organization also gave some
examples, and the one who answered not that important did not give any reasons or details.
The ones answering it is meaningful said it is affecting their decision making. They are
following what are people interested in and based on that they are planning for the future
and deciding what should be sold in the future. Respondent F also mentioned that it
depends on the data what is important and what is not. For example, for their organization
social media has a really big role, so the data collected from social media channels are
viewed more detailed and used more precises than some of the other marketing activity
data.

“Social media has a huge role. All numbers are reviewed.” — Respondent F

Reasons for importance vary between respondents. Two topics are responded by more than
one interviewee. The first one is comparison, for instance with social media channels. With
data it can be decided in which channels it makes sense to be involved, to which time

should be invested, what is working, and what should be done differently. Followers and
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potential customers can be served in the right way if data-based facts are taken into
account in planning phase. Another common theme was targeting and target groups. By
tracking the data, companies know who the customers are, and they know how to target
better for the potential future customers. What also came up in the interviews was reaction.
If no sales occur, it will be noticed and it will be possible to react to it. Respondent D
described the importance of data collection in a way that data is monitored more visually
with a quick eye and if something pops up then it will be reacted or looked into more
detail.

“We monitor the data visually, for example in newsletters. If we come across oddities, then
we will investigate them more. It’s nice to follow the numbers and if something catches our

eyes, we take it into more consideration.” — Respondent D

The last point in the reasons for importance of data collection is that figures can be used to
verify the things to the management. Why something is done, or not — for instance some
content used in marketing. If the managers question the decisions made in marketing, they
can be justified with the help of data to the management.

“Through numbers, we can prove to the management why something is not done.” —

Respondent E

4.3 Data utilization inside organizations

Respondents were asked what they are doing with the data collected from marketing
actions. The answers were different with each other, and no common issues were
mentioned. Answers included: planning a content for the future, service development, and
follow customer satisfaction are as they are hoped to be, decisions on the following

measures, and selection of social media channels.

“Planning content, developing a service, aiming for a certain result from a customer

survey. We want the customers to be satisfied.” — Respondent B

Tracking sales data was also mentioned by respondent E, but it did not really answer the
question what is done with that tracked data. Also, respondent C said not much is done
with the data. In general, one could think that those who had previously answered that data

is quite or really important would use it more and vice versa but there was no overlap
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between these two questions. The one answering data is really important only mentioned
what they use data for is tracking sales. And the one answering data is not that important
says their organization is using it for making decision on the next measures. For that
reason, it does not seem that it is possible to compare the data collection levels of
companies according to how important they consider the collection of marketing data and

how they use it in their operations, because the answers are partially contradictory.

Regarding how utilization of data helps to achieve organization’s own goals, respondents
A and B mentioned it helps to understand what users are interested of and in that way helps

decision making regarding what should be sold in the future.
“We know what people want to participate in and what interests them.” — Respondent A

Also, C and F mentioned data utilizations helps to target to a specific audience which helps
getting services promoted to right type of people. Data utilization helps to gain
organization’s goals by knowing how to do right content as an example tone of voice or
pictures and videos. It also helps in a way that organization knows whether it is going into
right direction or not. By utilizing data companies can see the connection between sales

and marketing, for instance whether a campaign has gained more sales, or it has no effect.

“Target groups can be compared, and targeting can be done better in the future.” —

Respondent F

4.4 Challenges

Respondents A, C and F said the challenge in data collection and utilization is the lack of
resources. Whether it is lack of personnel, too small teams, not a right knowledge, or the

lack of time.

“Takes a lot of time. There is no expertise, resources, or time to conduct analytics.” —

Respondent A

Some of the organizations participating to the interviews, can have marketing teams that
include only 1 to 3 team members, which is why data collection, tracking, and analysis is

hard to include to the already busy employees. Or if there would be time, the knowledge of
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the topic is not sufficient enough to perform proper data analysis, and the need for hiring a

new employee might not be possible at the moment.

“The biggest challenge is that we have a rather small team in the company. Small
resources mean that it is not possible to do monitoring so precisely.” — Respondent C

Respondent A mentioned the multi-channel nature of marketing fragments analytics which
makes it difficult. Respondents A and B were worried about drawing false conclusions
from data and keeps this as one of the main challenges. The main challenges are presented
in the figure 15 below. The respondent considers it is not right to generalized which data
analysis can be used for. Company B considers to be working in emotional business and

customers should be treated individually.

“Things cannot be generalized because every person is different. People must be
considered individually. We work in an emotional business, and we don’t want to seem
dreary. You don’t just rely on data; you also have to be emotionally involved.” —

Respondent B

The main challenges companies are facing in
marketing data utilization

1
0’5 .
0
Lack of resources Multi-channel marketing Making wrong conclusions

B Numberf of answers

Figure 15. The main challenges in marketing data utilization

Thinks respondents would like to improve in data analysis shows not many similarities
between the answers. Regarding to company B, new ways to utilize data is considered to
be one of the future developments. Another theme is individualization, how to personalize

more, how to produce better content and service for the individual customer.
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“We strive to find new ways to use data and how to personalize more. We are in the

development, and everything is tried.” — Respondent B

Information should be easier to share with team members, management, and contact
persons according to company E. Respondent E wants to improve social media appearance
by being better informed about constantly changing social media platforms. Regarding to

this, respondent F answered the goal is to grow social media followers by data analysis.

4.5 Reporting and analysis in cooperation with the commissioning company

The commissioning company is selling products of the interviewed companies at their own
online store. For gaining more sales, many marketing activities are conducted. As an
example, social media posts, paid advertisement in social media, banner displays in the
online store, newsletters and so on. Most of the organizations participating in the interview
are doing marketing by themselves in their own channels. So, both of the companies are
marketing same products but in their own platforms. This is why information regarding the
marketing, which is done in the commissioning company, should be shared with its client
organizations, so that they can better understand how marketing is performing, where they
should invest and all in all make the cooperation transparent and profitable. At the start of
the interviews the commissioning company has been sending marketing reports to clients
randomly, when there has been extra time to fill these reports manually. Reports have been
including the type of marketing activity (banner, newsletter, paid online ad, social media
post) and basic number on performance (impressions, clicks, open %, click %, sales during
the campaign in pcs and euros). The reporting has not been individual, and this information
has been collected to a platform where marketing team keeps track of the marketing
activities and which customer they are meant to. After campaign is over, numbers have
been collected from the platforms like Facebook, or Google Analytics, and Excel file has
been sent to the customer. The theory part described different levels in data collection, and

this can be considered as a beginner level.

Regarding the reporting respondents were asked how they are using these marketing
reports at the moment. Respondents A and F answered they have never gotten any report,
respondent D mentioned they have been getting reports coincidentally and B, C and E

answered they watch certain columns or numbers from the report and decide which
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marketing activities should they choose next time. Respondents C also mentioned they

compare reports and marketing performance to sales.
“We look at the numbers and decide what actions should be taken.” — Respondent E

Marketing reports are monitored in the respondents’ organizations between three
departments or persons. Respondents A and F had never gotten any marketing reports from
the case company, so they were asked who in their organization watch their own marketing
reports. Respondents B, D and E said marketing team is viewing the reports in which B
was only answering marketing. Respondent D said marketing and management together,
and E answered marketing and marketing chief. Respondents C and F answered marketing
chief itself mostly monitors the reports, and A named management. These answers are
demonstrated in the figure 16 below. Besides these answers C and E said some of the
reports are went over with the management or decision regarding marketing can sometimes

be justified based on reports to management team.

Who in the organization monitors marketing
reporting
3,5

2,5

1,5

[N

0,5

Department

B Management M Marketing Chief Marketing team

Figure 16. Marketing report tracking in the organization

Respondents were asked how often they are monitoring marketing reports. Organizations
representatives A and F had never gotten any marketing reports from the commissioning
company, so they were asked how often they monitor their own marketing reports.

Respondents C, D, E and F said they watch marketing reports when they feel there is a
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need for it, so it is very coincidentally. Respondent F where the other organization who

was talking about their own reports.

“Will be watched on a case-by-case basis. We have asked the reports whenever we need
them.” — Respondent D

The other two answered differently. The other one of the organizations who never got any
reports from commissioning company (respondent A), mentioned they view their own
reports once a year. Last respondent (B) said they view marketing reports once a week in

marketing team’s weekly meetings.

When it comes to concreteness, data is not really utilized it seems. Respondents were asked
how much they use data concretely. Answers differed from each other slightly. First of the
respondents said they are not really doing anything concrete (A). This was the same
respondent who earlier said data has quite important role in their organization as it is
affecting for decision making. Second respondent says they use data a lot and often (B),
they also said earlier data has a big role in their organization. Third of the respondents (C)
says it is more like, it is nice to see numbers, but they are not really doing anything
concrete with data. They said earlier data has a quite big role in their organization. Fourth
respondent (F) considers concrete utilization is more of reacting. They have a need to do
things better. Their views on the relevance of the data were that it is quite important. Fifth
respondent (D) did not know how to answer to the question about how much data is used
concretely. They answered data doesn’t have a big role in their organization. Sixth of the
respondents (E) could not answer anything either, but they claimed earlier data has a huge
role in their organization. From this, similar contradictions can be noticed as before, when

comparing the importance of data and its utilization.

The next question that was posed to the interviewees was how the information is used,
referring to the previous question, which aimed to know if companies do something
concrete with the data collected from marketing. Respondent A who said data is quite
important for their organization and they are not really doing anything concrete replied
utilization is more to see where the marketing measures have led to, what has been done
and how it has been affecting on sales. They are doing comparison, but do not make

greater use of the information.
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“We don’t do much concrete things. It’s more about seeing where the measures have led,
what has been done, and how it has affected on sales. We make comparison, but don’t

really use the information to a greater extent.” — Respondent A

Respondent B who said data has a big role in their organization and that they utilize data
often, replied they can for instance make decisions on whether to invest more money or not
based on data. If they see sales are high, they can make more marketing efforts and add

more budget.

“We can make decisions based on, for example, whether to put more money into
something. If we make a lot of sales for a certain product, we can take additional actions

for it and put more budget into it.” — Respondent B

Respondents F said data has quite important role in the organization and concrete action
are more reaction if things can be done better. They replied that information is utilized by
the way that it is affecting which measures should be chosen. By measures respondent is
referring to the marketing efforts the commissioning company is offering for its clients
(banners, social media posts, newsletter etc.). Last of the respondent for this question had
nothing to address. Respondent C replied earlier it is nicer to see numbers than doing

anything concrete with the data.

4.6 Expectations from marketing reporting

Respondents were asked what kind of report they think would be as useful as possible,
what should it include and how should it look like. Many points came out, and there was
few common topics among answers. Target groups, demographic information, sales, reach,

and direct purchases were mentioned several times.

“We are interested in seeing direct purchases, for example how many of the links in the
newsletter have led to a direct purchase. We are also interested in the reactions, reach,

and demographic information of the buyers.” — Respondent F

Respondents like to know what kind of target groups are used for instance in social media
advertisement or targeted newsletters. Demographic information, mostly age and locality
interest more than one respondent. They are also interested in sales (number of pieces and

euro amount), and how it is comparable to marketing activities. Reach is mentioned few
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times, which applies to many different channels. Lastly, direct purchases and attribution
models are considered to be important information. Besides just listed topics mentioned
several times, channels, marketing efforts, clicks, marketing budget, traffic source,
reactions (likes and comments), comparative figures, debrief, and summary were

mentioned.

“We are interested in which ways people have been reached, how to specify the age groups
and how to reach the right age groups. Also interested in the buyer’s age range and

location.” — Respondent A
“I am interested in the current value of our marketing budget” — Respondent C

When it comes to viewing data in the format of simple numbers or graphs, respondents
equally prefer both. Respondent A prefer numbers instead of graphs, while respondent C
prefers graphs over numbers. The rest of the respondents considers it to be useful to see
both. Where graphs are visual way that helps to understand some patterns, the numbers
must be clearly visible. For respondent B, it was important that content is also visible, for

instance from social media ads.

The respondents were asked to tell what the marketing report should contain in order for it
to be possible to lead their own organization with it. Respondents D and E did not know
what to answer, except respondent E said reports should be available regularly so that they

can affect in decision-making.

“So that the reports can influence on decision-making, they should be received regularly.”

— Respondent E

Few of the answers were wider, without really answering to the question about what
content report should include. Respondent A replied every information is a plus from a

management point of view and the more information, the wider it is possible to lead.

“You can lead with viewer numbers; you can make plans with them. All information is a
plus from a management point of view. The more information, the wider the lead.” —

Respondent A

While respondent C replied the goal is to sell, and as much sold out as possible.
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“The most important thing is to see the reach and the number of clicks. The most important

thing is to sell and sell out as much as possible.” - Respondent C

According to respondents B and F, user information is important as plans can be
implemented according to this information. Numbers as a reach and clicks are considered

to be important as well as sales and unique customers by B, C and F.

“The most important numbers are clicks, buyers, how many unique customers we have,

how much was reached.” — Respondent B

These were described as things report should include in order it to be possible to lead with
it, it was not futher explained why or how to derive with these numbers. Development
ideas, demographics, and time when purchases were made, were also mentioned in the

discussion by respondents B and F.

“Buyer demographics (every information that comes off), time of day for purchases, and

graph from it.” — Respondent F

The question of integrating data into organization’s own system did not generate much talk
or opinions. Some thought absolutely not, some considered it is not so important, and few
thought if it is possible, why not. Respondents were also asked if they consider it to be
necessary that it is possible to view data in real time and how often they like to follow
reports. Nor did this arouse much debate or differing opinions. Respondents A replied to it
would be good if the data is in real time, C replied, it would be really good, whereas B
replied the more often it is possible to see data the better. Respondent D answered once a
month is enough, Respondent E replied they are not interested in seeing data if sales are
happening. If no sales are happening, then they are more interested in data. Respondent F
said they only need data after campaigns.

Respondents were asked about their opinions regarding Google Data Studio dashboard.
The shown dashboard is a template example of how their own dashboard could look like.
Purpose of showing the Data Studio dashboard was to hear whether respondents consider
current Excel report or alternatively the dashboard more useful. By listening to
respondents’ opinions, they can effect on how they are getting marketing data and in what
format. Respondent B was the only one who has seen and used Google Data Studio before,
other respondents were not familiar with it. All of the respondents considered the

dashboard looks clear. Respondent A answered it looks clear and nice, but they also said
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since they have little marketing actions it would not be useful for them. According to the
respondent, in order it to be useful, they should be able to bring their own information for
the dashboard and they should be able to view multiple things at once. For a small amount
of data, they are getting, it is not useful enough. Respondent B has been using Google Data
Studio before and it is part of their current marketing efforts now. The company considers
dashboards have been very useful. For them it is important that sales can be seen together
with marketing activities, so that the mutual influence of sales and marketing can be seen
at a glance. It is also important that data can be filtered through date (for instance. this
week or last week). Respondent C says the dashboard looks really good and it would be
interesting to get to see the data. Respondent thinks it would be awesome if they could see
the sales on the dashboard as well. They like to see the timelines, and view when the spikes
are happening in sales. Respondent D says the dashboard looks clear and it is “quite
interesting”. For them, it doesn’t matter where they can see the numbers but at least the
dashboard seems clear, and numbers are assembled which is good. Company D does not
really watch the marketing activities or the data of it, which has been done through the
commissioning company’s channels. They think the dashboard gives a quick glance, but
they are happy with the current situation. In this case the current situation means they get
randomly Excel files where they can see what has been done and impressions, clicks and

sales during the campaign time.

“Looks clear and is quite interesting. If it would be possible to also see the sales
completed. Actually, it doesn’t matter where I look at the numbers, here they are compiled,
it’s quite good. We don't really look at the advertisement or data which is from the
activities in your channels, but you can get a quick glance of the numbers in here.” —

Respondent D

Respondent E thinks the dashboard is really clear and would be useful. For them, it is
useful that they can get a link which they can share futher in the organization. Respondent
F thinks the dashboard is 100 % visually nicer than the Excel file. They also consider it to

be more easily approachable.

This chapter of findings have gathered information from the interviews that were
conducted with six company representatives. In the next chapter, these finding will be
discussed in more comprehensive view, and also conclusions and future recommendations

are presented.
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5 Discussion and conclusion

The purpose of the study was to investigate how Finnish SMEs in the cultural sector utilize
marketing data, and what are they’re expectations regarding the marketing analysis and
reporting they are offered from the commissioning company, which is their business

partner and sharing the same main goal: to sell the same product/service.

This study was divided into two main parts which are theoretical and empirical parts. This
final chapter of the study is aiming to view both parts by discussing about theoretical
contributions and practical implications. First part considers the theory parts which have
been reviewed in this study and how they fit together with the empirical parts of the study
while the second part reviews how to utilize the study finding in practice. Thirdly,
limitations of the study are discussed and the research possibilities for the future are

viewed as well.

5.1 Theoretical contributions

The first subchapter is about the theoretical contributions of the research study. This
chapter evaluates how well does the theoretical parts support the results of the empirical
part. Besides this, the most important finding is presented, and the research questions of
the study will be answered in this subchapter. Research questions for the study are:

How Finnish SMEs conduct data-driven marketing?
What are the most important marketing metrics SMEs wants to track?
What challenges firms experience in marketing analytics and utilization?

In the first chapter, background of the study was presented. This part of the thesis
demonstrated that many companies at least recognize the need for being data-driven
company, if they are not yet. Since competition is so high in the online world nowadays,
companies need to seek every way and every moment to try to beat their rivals and gain
users’ attentions and interest. Marketing analytics is a way for companies to track their
activities and performance in order to tackle necessary parts that needs to be improved and

S0 on, gain better business results. Previous studies have shown companies are still facing
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issues when it comes to marketing analytics. Whether it is the lack of resources or data
quality, issues still occur in present time. This study is focusing on the Finnish SMEs
working on the cultural sector. SMEs are studied a lot, and so is data collection, as is
marketing as well. But then, Finnish SMEs and their behaviour regarding marketing
analytics are not greatly studied. Especially not in the cultural sector.

The aim was to find out why Finnish SMEs in the cultural sector use marketing, and how
they are utilizing marketing data and performing marketing analytics. Rackley (2015, 21)
has mentioned, there is a relationship between company size and the state of analytics. It
seems this is somewhat correctly stated, but not highly seen. There are different ways to
measure company’s size. It can be based on revenue or based on the number of personnel
or these together. The companies participating in the interview are presented anonymously
which means also that company sizes are not specific, rather directive. There are groups
based on which companies can be sorted in order of magnitude. Few companies stand out
by being one of the few largest companies and give the most answers to the questions
presented in the interview. They also seem the most likely to utilize marketing data to
some extent. Most of the Finnish SMEs in the cultural sector, are not large companies,
which is why this study was specific focusing on SMEs. This also means that the number
of personnel is not that high in most cases. It is usual that personnel are under 10, in some
cases maybe hundred. Rackley (2015, 21) is referring to large companies by personnel
over 1000 and small companies by personnel 100 and under. He claims that the larger
companies have higher analytics progress compared to small companies, but in this case it
is not highly seen. Of course, it is good to be aware of that there was only one company
who has over 100 employees, so the sampling is really small. However, this company with
the largest number of employees, seems to be one of the companies who practise
marketing analytics and utilize marketing data the least. They have lack of resources
meaning time and knowledge which could signal to the fact that even though they have
many employees in this case, they do not have many employees in marketing or related

roles when it comes to marketing analytics.

Since there are large amount of marketing data available, it can be hard to choose which
metrics are the ones that matter. Because this is also personal for every organization,
generalization may not work. This was one of the reasons why this study was made. In

order to give the customer what they need, it is good to hear them. Common purpose for
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the cooperation is to sell. For that reason, one might think that companies have similar
metrics, because the industry and the services sold are similar. Rackley (2015, 71) says one
of the key metrics is marketing ROI. It is already difficult to one company to track their
ROI let alone when product is sold by two companies. Even though the interviewees’
answers differed in many topics, there were many similarities in the marketing metrics.
Figure 17 shows the most common marketing metrics Finnish SMEs are hoping to see in
their marketing reports and which marketing data they consider to be helpful for them to

lead in their own organization.

Reach Clicks Reactions

Target ~— Sales
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Marketing metrics
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Figure 17. Marketing metrics

Even though most of the organizations consider practising data-driven marketing at some
level they have difficulties to name things they utilize it for, what they have gained, and
what they need to improve. Five out of six, which means over 80 %, answered data
collected from marketing is really or quite important for them, only one saying it is not that
important. One saying marketing data is quite important for the organization and utilizing
it helps to get to the goals, also says marketing reports are only viewed once per year and
nothing concrete are done with the information. Another example is one of the respondents
saying marketing data collection is really important, but also states reports are only viewed
when necessary and have no answer what data information is used for. A study conducted
by Amiri et al. (2020) studied Finnish companies in their data-driven strategies. The study
included answers by 78 large Finnish companies. They found out that these companies
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have acknowledged the role of data but have not taken the actions for utilizing it. If larger
Finnish companies have not figured out how to utilize data yet, the same can also be
assumed from small and medium-sized companies. This study shows Finnish SMEs in the

cultural sector see marketing data as meaningful but do not yet utilize it to a large extent.

Respondents are aware of the challenges organization is facing regarding the utilization of
marketing data. Almost all of the six respondents were able to name their challenges. The
main challenges were considered to be lack of resources, fear of making false conclusions,
and the multi-channel nature of marketing. Lack of resources seems to be a common issue
if we compare it to the literature. It can mean multiple things like, lack of time, lack of
personnel, lack of technical know-how and knowledge. According to Gupta et al. (2022)
lack of technical know-how is one of the challenges. Study by Statista (2021) shows lack
of analytical skills among employees is one of the challenges, Chaffey & Patron (2012)
mentions lack of resources and lack of budget, and Rackley (2015) mentions the challenges
with the time of staff, and knowledge of expertise. One thing that emerged from the
research results is that companies still seem to struggle with the same issues than decades
ago. The study shows that the connection between lack of resources and how much
marketing data is used for can be seen with the majority of respondents. The ones who
have informed their biggest challenges regarding the use of marketing data is lack of time,
knowledge, or personnel are the ones who does not really use data for anything. The one
respondent saying their main challenge is making false conclusions of data, are the ones
who uses data the most and often. However, there is no connection when it comes to the

size of a company.

Expectations regarding the marketing reporting seems reasonable and feasible at the side of
the commissioning company. Even though respondents struggled a little bit to name the
most important metrics for their organization’s they were still able to name things which
they wish for. The most common metrics they wished to see in their future marketing
reports were demonstrated in the figure 17. Many wish the data would be presented in real
time. In this study, attention was drawn to the fact that those companies who track their
marketing reports and data once a year or every now and then, said they would like to see
data in real time, and the more data they get the better. This leaves the question whether it
is useful to share the information with the company if they are not currently utilizing it at

all or with small effort. Few of the respondent’s saying the more the better when it comes
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to giving them information about the marketing of their services, communicates that their
company’s monitoring plan is not in place quite yet. This also means, the case company
needs to do much more work to present all the information with informatively way, and it
can be a waste of time and resources because companies might never even do anything
with this information. As an example, respondent saying their company monitors
marketing reports once a year and they are not doing anything concrete with the data wants
to see data from the commissioning company in real-time. Another example is a
respondent saying they monitor marketing reports when they feel there is need for it and in
order to make decisions based on data that can guide one’s own activities they should get
reports regularly, they are saying also that they are not interested to see data if sales are

happening.

5.2 Practical implications

This subchapter discusses the practical implications that can be drafted from the study.
These implications are suggested guidelines for the company in order to have more data-
driven approach when it comes to marketing. First of all, researchers like Germann & al.
(2013) have stated that companies can’t be successful in data-drivenness unless the whole
organization is committed to marketing analytics and its processes. Whether the marketing
analytics is going to be one person’s task in the company, everyone is needed in the
process. The whole company culture needs to be positive towards data-drivenness, in order
it to work. If companies decide to do marketing analytics only because they have heard that
this is something that should be done or their rivals are doing, it is a wrong kind of
approach to the matter. Marketing analytics is a big picture which cannot be on the
shoulders and responsibilities of one person because it requires the understanding and

support of the entire organization.

Starting a proper marketing analytics plan and process means some changes in the
organization. When companies are making the decision, that this is the direction they want
to go for, they need to internalize few things. First of all, marketing analytics takes time. If
the person for this job is taken from the existing personnel, management needs to realize
that this person might not be able to conduct previous tasks anymore or at least not with

the same effort at least. This is a whole new process which takes time, especially if starting
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from the scratch. Another option is to hire a new person for conducting marketing
analytics. However, it is pointless for companies to think that this wouldn’t take time
either. This new employee must internalize and learn all the company’s operating methods,
tools, marketing and business goals, data sources, and the entire company’s culture. Third
option is to hire the person outside of the company, such as consultants. This also needs to
learn some of the things listed in previous example, regarding company culture, ways to
work and so on. This also means company really needs to understand the value of
marketing analytics since they are going to pay for it. This is a second thing to be aware of.
Marketing analytics can be expensive or at least it is going to eat the budget more than
previous marketing activities. Hiring staff or consultant help is one cost, but also some new

tools, warehouses etc. are going to cost some money.

Companies need to set a proper tracking plan, for knowing which metrics are the most
important for them and are going to bring value. Not everything should be measured even
though it would be possible. KPIs are company specific, and there might be popular
metrics that are recommended, but at the end, everything should be reviewed with the fact,
that is it going to help the company to achieve its goals. Good starting point to figure this
out is to have a discussion with the main key persons in the company, what are the
company’s current and main business goals, and what information is needed to help to
achieve these goals (Kemp & White 2021, 17). SMART framework is one of the tools that
companies can utilize when setting up the goals. Letters in the word SMART stands for
specific, measurable, achievable, relevant, and time bound. Things also considered when
setting up the key metrics is the recommendation by Saura et al. (2017, 9) is that KPIs

should have measurable, achievable, and available characteristics.

When companies have decided what data they need to track, they can start thinking about
how to collect the information needed. Like Friedman (2019) and Yehiav (2020) have told,
there are different levels and ways in data collection. Effective data collection enables
combining data from multiple sources, which can help out in the manual process and
gaining more comprehensive insights. Data collection can take a lot of time which is why
automated processed should be set in order to save manual work. Some of the respondents
said lack of time is the issue in marketing analytics which can be caused by the manual
work they are doing. There must be time to implement new systems and processes, but

once the main implement is done, and data collection happens automatically, it can save up
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a lot of time in the future. Friedman (2019) says, it is difficult to compare marketing efforts
on different channels and this takes lot of time. This also means data is not presented in
real time, which affects to the workload in reacting and optimizing activities while they are
on. Yehiav (2020) also says that there is a downside in data collection, input and
aggregation which is that it can be laborious if it is done manually.

Reporting and data visualization helps in tracking the metrics. Data analysis and
visualization usually work together. Information can be demonstrated in clear and
understandable forms like tables, charts, and simple numbers. Some of the reporting tools
also enables link sharing when the information is easily available to all of the persons who
benefit from it or who need that information. Reports also can enable the viewing in real-
time, which means optimizing and changing marketing activities is possible while the
campaign is still running and things can be influenced before they end, in which case you
don’t just have to settle for the end result, but you can affect in it. Talking about the
optimization, one way to improve better results, is to do A/B testing. Rackley (2015, 55)
also recommends A/B testing (besides research) to take right improvement actions. The
AJ/B testing let users to define what works the best and helps marketers to decide for their

future actions based on the test results.

5.3 Limitations and future research possibilities

This subchapter discusses the limitations that have affected on this thesis study, as well as
the possibilities that has arisen from the study for future research opportunities.

One of the main limitations for the study was time and allocating time to do the work. The
researcher’s own, the company in which the study was done, and the university’s
graduation schedule affected the time spent on the work. The time limit can affect the
research, for example, depending on how long it takes to find interviewees, which can
affect the final participation number in the study. Also, the type of the research is another
limitation. In this study, qualitative research was used as a method which has many
positive sides, but it also means the study sample was quite small. In quantitative method,

sample can be much larger which means it can give a broader picture of the matter.
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The persons interviewed in this study were all women. This was not on purpose, but the
company representatives who agreed to the interview happened to be represent this gender
group. All interviewees were Finnish citizens. The purpose of the study was specifically to
study Finnish SME’s which is why it is understandable that the representatives were
Finnish. However, views and opinions can vary between genders, which is why it would be
interesting to study with a larger sample where different genders and age groups are
represented. Another perspective for the study is to compare SME’s and large organization
or differences and similarities between companies from different countries, such as, for

example, Finland and Sweden.

The organizations that participated in the interviews were all from the cultural sector. The
subject could be approached through another industry, or it would be also interesting to
compare the analytical skills and data knowledge of Finnish companies by different
industries. For example, how many differences can be found in the cultural sector and in

the IT sector.

Study and the conducted literature review also revealed that whether it is large, medium, or
small companies, they are still facing the same challenges in marketing analytics after
decade later. Future studies could dig deeper to these issues and clarify why these same

challenges still exist after all these years and help companies to come over them.

All in all, the study has gained few insights regarding the extent of marketing analytics in
Finnish SMEs in the cultural sector. The study revealed that many companies recognize the
importance of data utilization but don’t know how to utilize it or utilize in small extent.
Since many of the companies considers marketing data is important for the organization,
tells they have acknowledged the role of data but have not taken the proper actions for
utilizing it yet. There is also a company that does not yet see the value of data and has
hardly utilized it at all. This study has revealed that these Finnish SMEs still have a big job
ahead to become a proper data-driven companies. It has gained future recommendations
for futher studies. The research angle of the future can be seen from many different angles,
but at least the difficulties of Finnish companies at cultural sector in utilizing data can be

clarified more.
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Appendices

Appendix 1. Interview questions
Basic information:

Company name, respondent name and role in the organization, how old is the company,
what was the revenue in euros in 2019 (before Covid-19), number of personnel

Q1: What is the goal of marketing?

Why does the company do marketing?

Q2: How big of a role does data collected from marketing plays in your organization?
Q3: Why is the data collected from marketing important to you?

Q4: What do you do with the data collected from marketing?

Q5: How does using data helps you to reach your own goals?

Q6: What challenges do you experience in utilizing data?

Q7: What would you like to improve in data analysis?

Reporting

Q8: How do you use the marketing reports at the moment?
Q9: Who in your organization watches them?

What is their role in the organization?

Q10: How often do you watch the reports?

How often would you like to follow the reports?

Should data be reported in real time?

Q11: How much is the information in reports used concretely?

Orisitatall?



Q12: How information is utilized?

Q13: What kind of report do you think would be most useful?
What does it contain?

What it would be like? (Does not to be feasible at the moment)
Do you want to see more graphs or figures?

Q14: What do you think the report should have in order it to be possible to lead

organization with it?

Q15: Do you consider it to be necessary to integrate the data in the report into your

organization own system?

Q16: What are your opinions of this Google Data Studio dashboard?



