
Data Marketing Trends
for 2019 & Beyond

and some stuff about big data
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/Original
geeks

Are you one?
Thank you

Tim Berners-Lee

Most of us think of ourselves as the original geeks. From the first time we could hear a 
dial up connection – thank you 1990 and Tim Berners-Lee for inventing the world wide 
web. But, it all started way before then. In 1957 the USSR launched Sputnik into space. 
In response the USA created DARPA (Defense Advanced Research Project Agency). The 
goal? To become the leading nation in new science and technology. In 1961 Leonard 
Kleinrock at MIT theoretasized packet switching and in 1965 the first computer network 
was created. Now, if you’ve watched MadMen, you’ll know how some people predicted 
that computers will take over the world. In 1972 email was introduced. In 1977 the first 
PC modem. In 1982 the first emoticon was used. Which looked like this:
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=)
Or
=(

=) or =(. Domain name systems were created in 1984, and it wasn’t until 1991 when the 
first web page was created. 1993 saw the first graphical web browser created, and since 
then things have boomed. Now we measure everything, we predict things, we try to be 
one step ahead of every action the internet could possibly throw at us. And when did we 
start measuring things? Only in 1995.
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Number of Internet Users (in millions)

Since 1995 we have grown to over 4.2 billion internet users. But what do we do on the 
internet all day?
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4+ billion active users

2.5 quintillion bytes are created in a day

223 million emails sent (the majority of 

them are spam emails)

5.5 billion Google searches

5.9 billion videos viewed on YouTube

69 million photos uploaded to Instagram

272 million Skype calls

100,900 websites hacked

5,053,000,000 GB Internet traffic

/1 Day

So let’s quantify this. 90% of internet data has been created in the last 2 years. Today, 
the Internet hosts close to 2 billion active websites. There are 4.2 billion active users 
that are connected to the Internet all the time via 50 billion connected devices.

4+ billion active users
2.5 quintillion bytes are created in a day.
223 million emails sent (the majority of them are spam emails)
5.5 billion Google searches
5.9 billion videos viewed on YouTube
69 million photos uploaded to Instagram
272 million Skype calls
100,900 websites hacked
5,053,000,000 GB Internet traffic
3,410,500 MWh electricity used
2,879,800 tons of CO2 emissions
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But, what happens in a minute?

There’s no way around it: big data just keeps getting bigger. The numbers are staggering, 
but they’re not slowing down. 
Let’s look at how much data is being created all around us every single minute of the 
day—and we have a feeling things are just getting started.
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/1 minute
in tech

Courtesy: DOMO

Over 159 million emails are sent. Close to 13 million texts are sent, and the internet 
receives over 3 NILLION GIGS of data.
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/1 minute
in media

In media, 49 000 videos are uploaded onto Instagram, 25 000 gifs are sent on Facebook 
messenger and 120 new users sign up on linkedin.
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/Every minute
in retail

In retail, over $7mil dollars in abandoned carts are created online, 73 000 online 
transactions are made, and more than $10 million dollars is spent in retail.
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BIGDATA

Our current output of data is roughly 2.5 quintillion bytes a day (2.5billiongigabytes) –
that’s almost like trying to visualise how big the universe is – and this is only set to grow.
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/Now, how to make 
sense of it all?

The IBM Watson Marketing 2019 Marketing Trends Report has given some amazing 
insights into Data marketing trends for 2019 and beyond and today I’d like to share them 
with you if you haven’t seen them yet.
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01/MARKETER 4.0

Emergence of the tech-savvy martecheter

The first, is the evolution of the marketer. Some of us still refer to Web 2.0, not even 
realising how far we have come already.
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The Martecheter

Today, the greatest 
marketing advantage is 
technical marketing 
talent — the martecheter.

Talent has to level up! Single-skilled marketers can't analyze oceans of data. In short, 
there is a skills gap between corporate and digital-native marketers, and it's pretty big. 
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"Programming is modern-day literacy."

/Quote

Alexis Ohanian “REDDIT FOUNDER”

To quote reddit founder Alexis Ohanian: "Programming is modern-day literacy." To go 
one step further, programming is modern-day career currency, even for marketers. With 
a show of hands, how many people in this room can read html… CSS… PHP…Python… 
Ruby on rails?
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Levelling UP talent

Not only do individuals need to be more skilled, but the traditional team structures also 
need an upgrade in order to merge design, data, engineering, product and marketing 
teams into a variety of new structures, in addition to customer experience and sales 
teams. 
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02/THE HOTTEST NEW ROLE

Director of Marketing Data

The hottest new role to emerge, is the Director of Marketing Data. Their role? To 
establish and drive the human and machine or system connections across their 
company.
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AI

Data has always been important for direct and database marketing. The growth of AI-
based marketing tools, however, has taken data management and data integration to a 
level of mission-critical stature. 
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NEWROLES

Data integration and marketing data architects will emerge as new and vital roles in 
marketing organizations as artificial intelligence and machine learning-based marketing 
tools analyze data and customer behaviour, make recommendations and predictions, 
and get smarter based on the data and information fed into them.
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03/HYPER PERSONALIZATION

Becoming A Reality Because Of AI and Machine Learning

The promise of one-to-one marketing has been around for two decades, and brands still 
send consumers an overwhelming amount of marketing messages that are irrelevant, 
generic or only mildly segmented or personalized. I mean the best we can do in 
Mailchimp is “Hi $name”. The challenge in many cases are the marketers themselves 
and the limits of human capabilities, time and resources. 
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AI and machine 
learning-based 

marketing 

Enter AI and machine learning-based marketing tools that are changing the nature of 
how marketers make decisions and deploy campaigns. While humans are still in the 
driver’s seat with respect to strategy and creative, machines can analyze, process and 
deliver personalized content at a massive scale.
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04/AGENCY TRANSFORMATION

Digital marketing agencies transform into consulgencies
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CONSULGENCIES

What is common across many of these newer digital agencies is a consulting and 
solutions mindset often combined with deep focus on technology-based services. 
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Is the traditional 
digital marketing 

agency dead?

It’s hard for me to call a digital agency traditional, but perhaps time has flown so fast, 
and I am just in denial of my age. But is it dead? Not likely in the near term, but 

there is a train roaring down the tracks driven by the overwhelming amount of 
technology, data, artificial intelligence and systems integration needs that is 
transforming traditional agencies into consulgencies.
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A NEW LANDSCAPE

Some agencies may find success through a niche approach, others will instead 
increasingly build out deep expertise and capabilities in artificial intelligence, data 
integration, customer experience analytics, mobile apps, custom solution development 
and more. And beyond being equally adept in creative, strategy and technology, these 
consulgencies will be measured and compensated based on results, not just time and 
projects.
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05/GDPR

Better Data Hygiene and Building Customer Trust

On 25 May 2018, the General Data Protection Regulation (GDPR) went into effect in the 
European Union (EU). The regulation also introduces rules relating to the free 
movement of personal data within and outside the EU.
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HAPPY BIRTHDAY

As the GDPR turns 1 yr old, did you know that the likes of Google, Facebook and 
Instagram are facing fines of up to $9.3 b so far because of GDPR rules.
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THE + SIDE

The plus side? GDPR and other privacy regulations force marketers to focus their 
attention on improving data hygiene processes, leading to better targeting and higher 
quality interactions.
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WHAT ABOUT
SOUTH AFRICA?
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“The GDPR will impact many South African and other 
organisations across the African continent. Businesses that do 
not comply with the GDPR face a potential of up to 4% fine 
of global revenues, increasing the need for organisations to 
plan for and implement necessary changes to demonstrate 

good in the eyes of individuals and regulators.”

/Quote

Busisiwe Mathe, 
“PWC SOUTHERN AFRICA ”

Just as the GDPR has had an impact on the EU, so will it have an effect on any business 
in South Africa doing business with the EU.
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POPIA

South African organisations are awaiting the Protection of Personal Information Act 
(POPIA). The POPIA is likely to be fully enacted in South Africa in early 2019. 
Very soon EU companies that deal with SA can only do so if POPIA is in place or if the SA 
companies can satisfy their EU partner that they have adequate rules and policies in 
place regarding data protection.
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1. AUDIT YOUR CUSTOMER DATA

2. UNDERSTAND AND TRACK 

CUSTOMER MARKETING CONSENT

3. REVIEW WHO HAS ACCESS TO 

PERSONAL DATA

4. REVIEW YOUR ORGANIZATION’S 

PRIVACY POLICY

5. DEFINE A PROCESS FOR HANDLING 

REQUESTS
/How to 
become GDPR 
compliant

1) AUDIT YOUR CUSTOMER DATA
Review what types of personal data your organization has and is collecting
and how it impacts your marketing efforts.
2) UNDERSTAND AND TRACK CUSTOMER MARKETING CONSENT
Assess how your organization is planning to handle explicit consent from
individuals and those who need to actively opt-in. Develop a customer
consent management process.
3) REVIEW WHO HAS ACCESS TO PERSONAL DATA
Make a complete list of internal users and third-party vendors as well as their
responsibilities. Identify users who should not have access to your customers’
personal data and restrict their user permissions to protect your customers.
4) REVIEW YOUR ORGANIZATION’S PRIVACY POLICY
Connect with your company’s legal team and understand the specific privacy
policy requirements to ensure that you are GDPR ready. Ensure that your
privacy policy is published across your public digital assets, especially on
websites and where registration forms are located.
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5) DEFINE A PROCESS FOR HANDLING REQUESTS
Understand how your organization plans to handle the “right to erasure”
requests and what personal data will be used to identify user sessions for
deletion. Define a clear process with all internal stakeholders who are
involved in managing personal data. 
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06/AGILE MARKETING ADOPTION

Adoption is accelerating and driving marketing outcomes and culture
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"Agile marketing, at its heart, is about giving individual 
marketers and small marketing teams greater ownership of 

their work and significant latitude in how they achieve their 
goal. It operates on trust and transparency, more than 

command and control."

/Quote

Excerpt - Scott Binker “HACKING MARKETING”
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1. GREATER ABILITY TO SHIFT GEARS 

AND MANAGE CHANGING PRIORITIES

2. TIGHTER BUSINESS ALIGNMENT AND 

OBJECTIVES

3. INCREASED DELIVERY SPEED AND 

TIME TO MARKET

4. IMPROVED TEAM MORALE AND TEAM 

PRODUCTIVITY

5. HIGHER OUTPUT IN THE QUALITY OF 

WORK

/Benefits

In the end, it's all about the benefits, and these are some core reasons why agile 
marketing adoption will continue to accelerate into 2019 and beyond:

Greater ability to shift gears and manage changing priorities
Tighter business alignment and objectives
Increased delivery speed and time to market
Improved team morale and team productivity
Higher output in the quality of work
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FIRST MOVER ADVANTAGE

Organizations driven by culture change and agile mindsets have a first-mover advantage, 
especially where AI-powered marketing technology is enabling the right sets of tools to 
align and measure the proper objectives and metrics. 
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07/MarTech + AdTech

The Holy Grail of Marketing

The convergence of MarTech and AdTech has been discussed for many years, yet many 
brands still fail to achieve it. Having a fully connected and open MarTech and AdTech 
ecosystem will be the newest must have technology capability of 2019. For  instance. AI-
powered ad bidding, with industry enriched data, will be essential in reducing cost per 
acquisition across industries. 
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08/CUSTOMER CENTRICITY

Driving Constant Transformation

Customer expectations are at an all-time high and it is all about Contextual discovery.

To develop a powerful customer experience, marketing transformation must include AI-
powered marketing platforms to digest the own data, and merge it with other data, 
understand that real time behaviours are relevant, and keep on testing, piloting, and 
iterating across all marketing platforms.
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WHAT ABOUT MEASUREMENT?

What do we measure and base our current finding on? Conversion rate, ad views, clicks 
– are we not missing the bigger picture? In 2019, savvy marketers will use data to more 
effectively quantify all components of the user experience.
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360˚

We need to get a 360 view of our customers ‐ who they are, what they like, how they 
engage with us, etc. – all at one place, and then use this data to communicate with them 
in a more personalized and relevant way. Getting a lot of data to analyze is the easy part. 
The hard part is determining how much of it is good and, therefore, actually useful.
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QUANTITY VS QUALITY

This shift from quantity to quality is already underway, but this transition will take on 
new urgency in 2019. In the new year, expect organizations to focus far less on the 
amount of data they have and more on its inherent and intrinsic value to the marketing 
department specifically and the organization as a whole.
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09/EMOTION ECONOMY

Purpose Creates Loyalty
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Today's marketers are shifting from the attention economy to the emotion economy. It 
isn't simply enough to catch the eyes of customers; it's also important to deliver 
happiness and win their hearts. Buying is often an emotional decision, and customer 
experiences have to trigger the right emotions to get them to buy — and keep buying. 
One of the most telling markers of the emotion economy is the purpose-driven brand –
especially important to the social justice mindset of the younger minds. 
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SOCIAL IMPACT & POLICIES

How many people were willing to delete Uber during the peak of its fiascos? We hear 
Woolies, and we wonder what has happened now? Social impact isn't just a fluffy 
armchair talking point anymore; it's a strong purchase consideration value proposition 
for consumers. To differentiate in 2019 is to deliver a strong social point of view.
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1. A Bigger Role For AI In 

Personalization And Automation

2. Smart Speaker Advertising 

Opportunities

3. Growth In Content Marketing

4. A Turn To The Human Side Of 

Marketing

5. Integrated Online, Social And Mobile 

Marketing/Building on the 
emotion economy

In the end, it's all about the benefits, and these are some core reasons why agile 
marketing adoption will continue to accelerate into 2019 and beyond:

Greater ability to shift gears and manage changing priorities
Tighter business alignment and objectives
Increased delivery speed and time to market
Improved team morale and team productivity
Higher output in the quality of work
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6. The Growth Of Micro-Influencers

7. Audiences Made Part Of Brand 

Stories

8. Thought Leadership

9. Transparency As Key To Winning 

Customers

10. Quality Trumping Quantity In 

Marketing

11. Customers Empowered As Brand 

Ambassadors

/Building on the 
emotion economy

In the end, it's all about the benefits, and these are some core reasons why agile 
marketing adoption will continue to accelerate into 2019 and beyond:

Greater ability to shift gears and manage changing priorities
Tighter business alignment and objectives
Increased delivery speed and time to market
Improved team morale and team productivity
Higher output in the quality of work
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THE FUTURE?

Data, metrics and its uses is evolving at such a rapid rate, it’s difficult to say where it’ll 
end. But, right here in South Africa, we are already making strides. If you haven’t yet 
heard of Brainternet, I’d like to introduce you. 
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THANK YOU

Data, metrics and its uses is evolving at such a rapid rate, it’s difficult to say where it’ll 
end. But, right here in South Africa, we are already making strides. If you haven’t yet 
heard of Brainternet, I’d like to introduce you. 
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