Data or Content?
Which One Is the New King?

Overcoming Barriers, Navigating Trust, and Demonstrating
Business Value




Many B2B marketers are wondering if they can focus on both customers and data at the same
time. Can you be customer-focused and data-focused at once?

The quest to resonate with customers with B2B marketing content, while leveraging data-driven
insights has become paramount. Content marketing services now prioritize building relationships
with the audience and providing value over traditional sales tactics. This shift in focus aims at
creating more meaningful connections with customers. By focusing on relationships and value,
companies can better engage with their target audience and build trust. This approach ultimately
leads to increased brand loyalty and customer retention.

Using analytics helps marketers better understand consumer behavior and adjust their B2B
customer journey strategies accordingly. With all these new developments, can a company
balance focusing on customers and using data for marketing effectively?

Let's dive into the depths of these two methodologies and explore the potential for synergy.

Understanding Customer-Centric Marketing

Customer-centric marketing focuses on prioritizing the customer’s needs, preferences, and
experiences in all marketing efforts. It's important to understand the audience, empathize with
their challenges, and create valuable solutions for their B2B customer journey. In B2B tech, trust
and relationships are crucial due to complex solutions. Building trust and relationships is very
important.

The Essence of Data-Centric Marketing

Data-centric marketing uses data analytics to understand consumer behavior, trends, and
preferences for making informed decisions. By meticulously analyzing metrics, marketers can
uncover patterns, identify opportunities, and optimize their strategies for maximum impact. From
tracking website interactions to monitoring social media engagement, data serves as the compass
guiding marketing efforts towards greater effectiveness and efficiency.

The Interplay Between the Two

While customer-centric and data-centric marketing may appear dichotomous, they are not
mutually exclusive. In fact, they can complement each other synergistically to drive superior
results. Here's how:

Personalized Experiences: Data analytics enable marketers to segment their audience based on
demographics, behaviors, and interests. By using this data, companies can create tailored content
and experiences for different groups, enhancing their customer-focused strategy.

Iterative Optimization: Marketers can improve their strategies by analyzing data and feedback
from customers. They can make adjustments to better meet customer preferences and market
trends. This iterative process fosters a culture of continuous improvement, reinforcing the
customer-centric ethos.
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Predictive Analytics: Leveraging advanced
analytics techniques such as predictive modeling,
marketers can anticipate future trends and
consumer needs with greater accuracy. By
addressing these needs early, businesses can stay
ahead and be seen as trusted advisors by their
customers.

Measurement of Impact: Data-driven methods
help marketers measure the success of their
customer-focused efforts with specific metrics.
These metrics give important information about
how well strategies are working. They help
marketers make necessary adjustments. The
metrics include conversion rates and customer
lifetime value.

Challenges and Considerations

“Customer Data platforms
will deliver high-quality data
for predictive Al and GenAl,
activating 80% of real-time
personalized customer
interactions at scale for
G2000 firms with 4x
engagement gains by 2026.”

IDC FutureScape: Worldwide Future of
Customer Experience 2024 Predictions -
IDC #US50111423, Oct 2023

While the marriage of customer-centric and data-centric marketing holds immense promise, it is
not without its challenges. Marketers must diligently navigate issues such as data privacy
concerns, data silos, and the risk of algorithm bias. Balancing numbers and insights is important

to keep the human touch in data-driven efficiency.

The convergence of customer-centric and data-centric approaches represents a powerful
paradigm shift. Marketers can use data analytics to improve customer experiences and build
strong relationships with their target audience, leading to business growth. Ultimately, it's not a
question of whether it's possible to be a customer-centric and data-centric marketer
simultaneously, but rather how effectively you can harness the synergies between these two
paradigms to deliver exceptional value in an ever-evolving landscape.
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How Will Al Elevate the Customer Experience in the Near

Future?

In the near future, the integration of artificial intelligence (Al) promises to revolutionize the
customer experience, offering unparalleled levels of personalization, responsiveness, and
authenticity. Two key predictions from IDC shed light on the transformative potential of Al in
shaping digital interactions and enhancing customer journeys:

” Real-Time Digital Experiences

Al algorithms will make digital experiences
change in real-time based on user behavior,
preferences, and context. Content and
interactions will adjust dynamically to create
personalized experiences. Whether it's
tailoring website interfaces, optimizing email
campaigns, or refining product
recommendations, Al-driven personalization
will create seamless and engaging
experiences that resonate deeply with
customers.

9 Individualized Personalization

With Al, customer interactions transcend
personalization to be individually tailored to
the timing and context of each customer’s
journey. By analyzing vast amounts of data,
including past interactions, purchase history,
and browsing patterns, Al algorithms can
anticipate customer needs, deliver relevant
content, and engage customers at the right
moment with the right message.

Data is King

At the heart of Al-driven customer
experiences lies the importance of data.
People are more aware of their personal
data and rights. Marketers must use public
and private data carefully. They need to
create content that connects with
customers. This should be done while
respecting their privacy and preferences.
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“Between 2024 and 2026,
digital experiences will be
updated in real-time based on
measured analysis of content
usage aligned to the customer
journey.”

IDC FutureScape: Worldwide Future of
Customer Experience 2024 Predictions -
IDC #US50111423, Oct 2023

“Customer interactions will be
individually personalized (e.g.
subject line, send time, content,
images, preferred channel) and
have the timing and context of
each customer’s journey,
proving that the brand
understands their needs in the
context of now. These
personalized interactions
improve customer engagement
across all types of content
assets.”

IDC FutureScape: Worldwide Future of
Customer Experience 2024 Predictions -
IDC #US50111423, Oct 2023



The Importance of Quality Content

In the era of Al, content remains a cornerstone of informed purchasing decisions, particularly in
B2B tech marketing. But too much similar content just creates noise.

“In 2026, the number of content creators who make money from content
will top 800 million, up from 500 million in 2023.”

Ten IDC Generative Al Predictions Influencing Persuasive Content Management and the Customer Experience
- IDC #US51801424; Jan 2024

Quality over quantity is imperative. Focus on creating content that empowers buyers to research,
compare, and evaluate solutions online, to drive confidence in their purchasing journey. However,
in a landscape where trust and authenticity reign supreme, quality trumps quantity when it comes
to content creation. Al can help spread content and engage customers, but it's important to keep
brand trust. Mistakes can quickly make customers lose confidence and loyalty.

Al and customer experience coming together means brands can now have more personalized,
responsive, and authentic interactions with customers. By harnessing the power of Al-driven
insights and data analytics, marketers can unlock new opportunities to deepen customer
relationships, drive brand loyalty, and shape memorable experiences that resonate long after the
initial interaction. As Al continues to evolve and integrate into marketing strategies, the
imperative for marketers lies in leveraging data responsibly, prioritizing quality content, and
fostering trust in an increasingly digital and dynamic landscape.

Additional Resources:

© Value Selling - B2B Marketing & Sales Guide
© Navigating the Al Landscape

© Evaluating Sales Tools The Pros and Cons
© The Anti-Trends-Guide - Proven Strategies for Tech B2B Marketer

IDC Custom Solutions CONNECT WITH US
idc.com/eu/consulting

° linkedin.com/company/idc_emea

Learn More -
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https://www.idc.com/eu/consulting
https://www.idc.com/eu/consulting
https://www.linkedin.com/company/idc_emea/
https://www.linkedin.com/company/idc/
https://bit.ly/3uHtwT8
https://bit.ly/3Mxu3xb
https://bit.ly/3FYpnMY
https://bit.ly/4211Kxr

