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The Analytics whitepaper is part of the 
2018 State of Marketing reporting.

On behalf of the San Diego Chapter of the American Marketing 
Association, Q2 Insights and FreshForm teamed up produce 
a multi-year Qualitative Research study on the state of 
marketing in the U.S. from the San Diego perspective. In 2018 
a total of 40 high-profile corporate marketing and non-profit 
executives from a broad spectrum of 35 small, medium, and 
large Business to Consumer (B2C) and Business to Business 
(B2B) organizations participated in the State of Marketing 
Study. A total of 38 interviews were conducted in 2017. 
In 2018 a small number of the interviews were conducted 
with agencies. The study is designed to describe inspiring 
marketing practices, trends in marketing and the state of 
marketing today.

The full version of the report can be downloaded at 
www.sdama.org/report
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One of the most exciting things 
happening in marketing today 
is the continued evolution and 
application of analytics to drive 
marketing decisions and behavior. 
Analytics consists of collecting, 
tracking, analyzing, and interpreting 
raw data to uncover new learnings 
and insights by finding hidden 
patterns, unidentified correlations, 
and customer preferences. They 
are also used for testing copy, 
visualizing customers’ journeys, and 
understanding market trends.

“ Analytics is the use of data to arrive 
at an insight that is not readily 
apparent in the data.”

ADAM FOX
TERADATA

The term “analytics” has become a blanket 
term that includes:

• Reporting (“Analytics”)

• Advanced Analytics 

• Machine Learning/Artificial Intelligence 
(i.e. the analytic processor “learns” and is 
able to understand and optimize with less 
direction from humans)

• Predictive Analytics 

Predictive Analytics is used in both Advanced 
Analytics and Machine Learning/Artificial 
Intelligence. 

Reporting (“Analytics”)

Often referred to as “analytics,” reporting 
refers to the process of exploring data 
(e.g. with frequency counts or crosstabs) 
and generating a report of the findings. 
Fundamentally, this process turns raw data 
into actionable information. Technically, 
reporting is not analytics, but it is described 
as such by many in marketing. 

Reporting/Analytics is geared towards 
examining the outcomes of “past” marketing 
efforts and decisions. It is typically a rear-
view mirror approach and does not provide 
projections of the future. The biggest benefit 
of Reporting is that it is immediate, and 
it can zero in on the “where and what;” 
however, reporting does not provide any 
detail on the “why.” 

A categorization of the different types 
of analytics was offered by one of the 
advertising agencies interviewed:

• Performance Analytics which relates to 
how media is performing and how search 
is performing. 

• Customer Analytics which measures 
things like who is buying what, when 
and where, and who is the most valuable 
customer group.

• Site Analytics which covers what is 
happening at the point of transaction.

• Retail Analytics which is what is 
happening in the physical environment. 

• Attribution which determines which 
channels should be scaled and which 
should no longer be employed.

One consumer goods company uses Email 
Analytics to determine whether customers 
are still interested in receiving updates on 
their products and services. 
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A media brand uses Analytics to flesh 
out and build on their existing customer 
segmentation. Website and mobile app 
traffic are used to group viewers into existing 
segments based on content usage, frequency 
of visits, where the viewer comes from before 
entering the website, and whether the viewer 
is initially brought to the homepage or a 
different page within the website. 

Advanced Analytics 

Advanced Analytics is the analysis of 
data or content using sophisticated tools 
and statistical techniques to obtain rich 
insights, make predictions, and/or make 
recommendations. Techniques used in 
advanced analytics range from data/text 
mining to forecasting and visualization,  
and include:

• Complex event processing

• Graph analysis

• Multivariate statistical analysis

• Network and cluster analysis

• Neural networks

• Semantic analysis

• Sentiment analysis

• Simulation

Advanced Analytics typically requires 
substantial human intervention. A special 
category of Advanced Analytics occurs  
when Machine Learning/Artificial Intelligence 
is involved.

Artificial Intelligence/Machine 
Learning

Artificial Intelligence/Machine Learning is 
a category where the Analytics processor 
becomes smarter over time and is able to 

“understand” and optimize itself with less 
direction from humans. The use of artificial 
intelligence is discussed extensively in 
another section of this report. 

Predictive Analytics

To forecast the future, several organizations 
use Predictive Analytics. Predictive Analytics 
includes a variety of advanced analytics 
approaches from data mining and statistics 
to analyze current and historical data in 
order to make predictions about the future. 
Predictive models leverage patterns in survey, 
historical, and transactional data to identify 
opportunities and risks by applying the 
principles of probability theory. This feature 
allows businesses to set business strategies 
based on future projected customer activities 
and to help justify marketing efforts. Machine 
learning is also sometimes incorporated into 
predictive models. 

Predictive Analytics not only reveals what is 
likely to succeed, but also what is not likely 
to succeed. This can cause decreases in 
internal productivity. For example, Predictive 
Analytics may show that a lead coming from 
an organic search may be more likely to 
convert than a contact from a paid source. 
This information can cause a sales person to 
work harder to convert the organic lead and 
minimize efforts on the paid lead.

“ I think predictive analytics is very 
powerful, but I also think it can be a 
hindrance if it is in the wrong hands.”

SETH ODELL
NATIONAL UNIVERSITY

Use of Predictive Analytics 

In 2018, there were numerous examples of 
how Predictive Analytics are being used by 
marketers in San Diego.

• An e-commerce consumer products 
company uses Predictive Analytics in 
attribution modeling. The organization 
analyzes the success of display 
advertising, email campaigns, and social 
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media activity from a consumer buying 
perspective. This data is then used to 
forecast the right media mix l for  
future use. 

• An organization in the e-commerce 
industry uses Market Watch, a third-party 
tool that predicts price receptiveness 
and return on investment (ROI) based 
on various inputs. Dashboards such as 
those offered through Tableau are used to 
visualize data and then predict outcomes 
for future sales.

• A communications company uses 
Predictive Analytics to model recurring 
consumer subscriptions. By looking at 
two years’ worth of customer history 
and interactions (e.g., calling the call 
center for billing questions, or when the 
bill is paid), the brand is able to track 
the timing correlations and overlay 
demographic data to understand and 
predict behaviors related to subscription 
cancelations. By normalizing their 
customers, they can identify that when 
such an event occurs, customer decay 
increases. With this information the 
marketing team is developing touchpoint 
campaigns to intercept and acknowledge 
that something impactful is going on, and 
the resulting responses lead to decreases 
in cancelled subscriptions. 

• A leading advisory and executive 
coaching organization in San Diego 
is using Predictive Analytics for 
optimization. By looking at past efforts, 
they can predict what type of content 
makes someone more likely to convert. 
They can also predict the probability 
of conversion if someone attends an 
experiential event. 

• A brand in the print industry is using 
Predictive Analytics to understand 
behaviors leading up to purchase. With 
Predictive Analytics they are able to use 
information such as number of website 

visits and amount of time that passes 
between visits to forecast the most likely 
timeframe for making purchases online. 

• A university uses Predictive Analytics to 
predict to within a tenth of a percentage 
point what a student’s GPA would be 
based on scores from three inputs: first 
assignment, first class performance, and 
sum of performance in their first three 
classes.

The Complexities of  
Marketing Analytics

Analytics is often used by marketing for 
attribution, that is, identifying which channels 
are the most effective for marketing 
communications and which provide the best 
return on investment. 

The reality is that return on investment is 
often achieved through a combination of 
traditional media, offline (e.g. trade shows), 
social media, affiliates, referrals, search, email, 
and display with relevant communication 
and context. Additionally, marketers are 
typically dealing with many touchpoints, 
different executions, different sequences, and 
interactions across multiple devices. Further, 
marketers are dealing with traditional 
channels as well as digital channels that are 
changing every day. Marketing is becoming 
more fragmented and a lot more disciplined. 
Substantial expertise is required to keep up 
with the new digital realities. 



2018 STATE OF MARKETING

Analytics

Communicating Analytic Output

Analytic output is used in a variety of ways. Some use data to create 
useful dashboards. Numerous organizations mentioned the use of 
data visualization tools such as Salesforce, Tableau, and Microsoft 
Power BI. These tools provides guidance on where efforts should 
be focused moving into the next year. Furthermore, such tools help 
organizations maintain an offensive/defensive strategy against their 
competition. Programming languages such as R, Python, and SAS 
are employed for data analysis. The statistical package SPSS, in 
particular, SPSS Modeler, is also used. 



Conclusion
Analytics has become a sticky term that is used to 
describe much more than those in data science might 
use the term to describe. It is common to refer to simple 
reporting as analytics when, according to data scientists, 
technically the term should be used to describe 
advanced analytics. Be it reporting or advanced 
analytics, marketers have come to rely on analytics 
to all them to make data driven decisions. A key 
distinction between different types of analytics is that 
of retrospective analytics versus predictive analytics. 
Predictive analytics includes a variety of advanced 
analytics approaches from data mining and statistics 
to analyze current and historical data in order to make 
predictions about the future.

A comprehensive version of the 2018 State of Marketing Report 
from the San Diego Chapter of the American Marketing Association 
(AMA) can be downloaded at www.sdama.org/report



The San Diego Chapter of the American Marketing Association 
(AMA) is the organization for high-performing marketers who are 
serious about furthering their careers. AMA San Diego is the only 
education- and networking-focused organization that provides 
information, resources, international presence and valuable 
connections in a fun, approachable environment where its  
members can achieve their personal development goals.
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FreshForm is an experience design and innovation consultancy.  
We create, manage and measure customer and employee experiences. 
We use a people-centered approach to create personal connections 
and value for a wide array of innovative Fortune 500s, world-
renowned universities, and growth-oriented businesses.
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Experts in marketing research, Q2 Insights delivers information vital 
to strategic and tactical brand decisions. We blend cutting-edge 
innovation work with a full-spectrum of research methodologies—
all totally customized to your goals. From insights that help drive 
positioning and branding, brand assessments, advertising studies, 
customer experience studies to statistically driven studies such as 
marketing size and potential, pricing, satisfaction, and segmentation, 
we do it all across a wide range of categories.
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