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If we traveled in a time machine to a long-ago era – say, the beginning of 
the 1980s – we’d see a marketing world far removed from that of today: 
Advertisers feared that an increasingly popular product called the VCR 
would make their TV campaigns obsolete. Tim Berners-Lee would not 
invent the World Wide Web until the end of the decade. In the absence 
of online connectivity a big, thick Yellow Pages book served as the “search 
engine” of the day.

Yet, even then, visions of the future – specifically how new technologies 
would redefine marketing – abounded. Experts predicted that 
advancements such as touchscreens would leverage real-time insights 
to drive personalized, cross-device engagement throughout different 
platforms, according to MarTech Advisor. They envisioned interactive 
ads which would “travel” from screens to mall kiosks to wristwatches, 
interweaving real-world and digital experiences. They anticipated the 
capture of big data and the profound impact of “science fiction” artificial 
intelligence solutions on campaigns.

Today these technologies are omnipresent, and marketers must 
incorporate them and other innovations into their strategies. At the 
same time, lines are blurring that once distinguished blogs, news articles, 
longform reports/papers, creative content, social media posts and 
advertising, and companies now need to combine storytelling and both 
historical and predictive data to craft seamless, multi-channel customer 
experiences. Not surprisingly, the inherent collision of delivering 
millennia-old storytelling techniques and our human desire to 
“become immersed in a good tale” with the competitive advantages 
afforded by cutting-edge technologies, results in organizations 
struggling to create an optimal customer journey. 



In its State of Digital Marketing1 survey report, the research/consulting firm 
Altimeter indicates that the scaling of marketing innovation across business units 
has emerged as a top challenge, as cited by 54 percent of surveyed digital marketers. 
Other top challenges include validating the business impact of digital marketing (as cited 
by 47 percent) and producing customized content based on customer data (33 percent). 
When asked about marketing technology challenges specifically, survey participants ranked 
integration efforts as #1, as cited by 31 percent of respondents.

These professionals must effectively respond to the challenges to accomplish their top goals: 
Using more data to create customized content that serves the customer journey (51 percent); 
investing in technology that enables real-time delivery and personalization of data (50 percent); 
leveraging more creative skills to scale content in new, interactive forms (48 percent); integrating 
multiple software systems to share customer data (41 percent); and taking advantage of better 
techniques and technologies to measure the impact of digital marketing (39 percent).

“As the role of digital marketing continues to expand, marketers are faced with a continuous 
reevaluation of their roles and capabilities,” according to the Altimeter report. “Customer 
expectations have increased the pressure for companies to be present on many digital channels, 
delivering personalized, positive experiences on every single one…As these goals evolve, so does 
the definition of ‘digital marketing excellence,’ which today is radically different from what it 
was even a year ago.”

At W2 Communications, our Digital Marketing team works closely with clients every day to help 
them meet their goals. We also see the inherent problems and missteps that result in the top 
challenges specified in the Altimeter report. Let’s examine them in more detail to illustrate why 
so many of these efforts fail:

Scaling Marketing Innovation Across Business Units and 
Validating the Impact of Digital Marketing

These challenges are rooted in the same core issues: Companies are attempting 
to scale campaigns without the right measurements in place to validate which 
campaigns are successfully generating leads and conversions, and which are 
not. You should not attempt to scale what you are not measuring properly in 
the first place.

For example, our team worked with a large, enterprise client that set up its 
digital marketing initiatives in scattered internal silos – one for web, another 
for organic social media, another for paid social media, another for cost-
per-click (CPC), etc. Yes, they “talked” to each other. But, for the most part, 
they operated individually. Consequently, there was no overarching vision of 
attribution, and why it mattered. If they earned a “big win” by landing a new 
client with major revenue potential, they did not know which of their digital 
campaigns (the website, organic social, paid social, etc.) “earned” it. Without 
this precise level of business impact validation, they had no idea which 



campaigns to scale up with additional investment because they were producing 
tangible, ROI-driving results, and which ones to fix or jettison entirely because they 
weren’t. In other words, not only do you need to determine the efficacy of a campaign 
before you invest in it further, but you also need to be able to accurately determine your 
cost-per-lead (CPL) metrics.

For this to happen, teams need to work as a consolidated, integrated whole and not in separate silos, 
collaborating closely on a unified strategic business vision and following up with granular validation to 
make better decisions about scaling. Marketing messaging in content, social media and advertising 
will also benefit in the process with improved consistency, which plays a critical role in the customer 
journey: If a paid ad promotes a paper that is going to tell the intended target audience members 
how to avoid identity theft, but the paper is actually about promoting a particular credit card, then 
there will be significant disconnect in that journey. This results in a lost conversion, creates brand 
confusion and, worse yet, brand distrust/abandonment, which is most likely unforgiveable.

Difficulties in Producing Customized Content Based on Customer Data

Here are the very fundamental insights you should seek from customer data: How did they find us? 
What were they searching for, and what key terms did we use in our landing pages, social posts, ads, 
blogs, articles, webinars, podcasts and papers to get in front of them? What are our long-tail and 
short-tail keyword bundles and how can they be incorporated into customized content, only to be 
reevaluated next month?

This is where you take a deep dive into tools like Google Analytics to gain insights into the search 
terms that people are using as well as their flow through your site. You may find, for example, that 
pages promoting “human resources” products end up much lower in search results than those that 
offer “HR” products. That’s because people are far more likely to type “HR” in a search than write 
out “human resources.” This may sound like a simple thing. But you’d be surprised at how many 
companies never do the research to make these discoveries. Instead, they make the same mistakes, 
over and over again.

Comparing your own keyword strengths (and weaknesses) to those of your competitors helps too. 
Via keyword gap tools such as SEMrush, you can analyze where you may be falling short of the 
competition – what words and phrases are they using to get better results than you? Fortunately, 
because the content is digital, you can easily customize it by adding the best and most current 
keywords and phrases that your analysis efforts produce.

Advanced tools such as Google Tag Manager afford the opportunity to measure the effectiveness 
of actual page-level assets. For example, with triggers you can tell how far down a page a visitor 
scrolled, how much of your video was watched, which buttons in a hero section carousel were 
pressed, etc. Analyzing these behaviors allows you to quickly adapt your web pages for more 
optimum visitor experiences.



Failure to Integrate Marketing Technologies

Digital marketing can be a vast, unwieldy ecosystem; but it doesn’t have to be. You 
have an abundance of platforms and toolsets. Many of them can to interconnect but, too 
often, they are not. When the digital marketing team sits down and looks at everything, it is 
so difficult to assess all of the disparate data to answer a very basic question: How did we get 
this particular customer? Which campaign delivered sales, and which did not? Which aspects 
of this enormous data set can actually shed light on our KPIs?

Inevitably, the team will grow frustrated…“There are too many tools…I don’t know how to get the 
intelligence I need out of them…I’m tired of sorting through endless haystacks and never finding 
the needle.”

Every goal of a campaign – whether brand awareness, lead generation or something else – 
requires different tools and techniques. This, of course, contributes to a sense of overload and 
helplessness. So it’s critical to leverage analytics that will reveal the impact of each campaign 
and the solutions behind it, i.e., which marketing initiatives helped us meet strategic objectives 
for the current quarter/year and which kept us from doing so? With this, you more readily focus 
investment, streamline the ecosystem and integrate everything so that it all drives toward the 
achievement of overarching goals.

We Can Help!

At W2 Communications, we understand that successful strategies need to integrate 
shared, earned, owned and paid media (your website, blogs, product reviews/
recommendations, social media posts and shares, bylined articles and advertising) 
with creative content and advanced creative design and digital capabilities. 
As PR, marketing, content and advertising continue to evolve and become 
more integrated, we help you build a strong brand, elevate awareness, drive 
engagement and inspire action by connecting your message throughout all 
of the channels where your customers seek information.

Our experience and capabilities in digital strategy ensure our clients will 
have a trusted partner to comb through the data, discover and develop 
key insights, provide clarity for cross-channel deployment, maintain proper 
functionality and keep your initiatives visually stunning, highly engaging and 
measurably effective. It’s extremely unlikely that you can do all of this on your 
own – even if you are part of a large enterprise with many resources to invest. 
It’s not a matter of affordability; it’s about “doing digital marketing right.” So 
we welcome the opportunity to learn more about your goals, and collaborate 
with you to eliminate your digital marketing blind spots and build results-
producing campaigns. 

Contact us HERE to find out more about how we can help you succeed!

https://w2comm.com/contact/?utm_source=facebook&utm_medium=paid-social&utm_campaign=october2020-digmktg-whitepaper
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