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Abstract— This paper is an attempt to find out the significant data driven marketing strategic trends. The author has developed a
model which will help the readers to under the data driven marketing strategies in the recents trends in the world very easily. This model
is called EPCMASQ , a model of the author, That is Ethical Information, Personalized Marketing Automation, Better Customer
Experience, Multi-channel Experience, Artificial Intelligence, Search Engine Optimization and Qualitative Data. With which the

concept of data driven marketing strategies explained well.
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I. INTRODUCTION

With web based showcasing getting more common than
any other time in recent memory, it's fundamental to keep
steady over the consistently changing computerized
promoting progresses. In this paper we uncover seven
significant patterns that will be there in 2020[1].which will be
described with help of a model EPCMASQ. That is Ethical
Information, Personalized Marketing Automation, Better
Customer Experience, Multi-channel Experience, Artificial
Intelligence, Search Engine Optimization and Qualitative
Data. [32]

EI-PMA-CE-MC-AI-SEQ QD =EPMACSQEPCMASQ @

Il. ETHICAL INFORMATION ASSORTMENT

In 2022,[28] we saw protection claims and wrong doing
from information juggernauts Google and Facebook. Google
who might need to deal with indictments for disregarding
safari clients ' protection during[2] 2021 and 2022,[33] will
conceivably pay 6.3 billion UK shillings as a token
punishment. Additionally, Facebook is experiencing a 35
billion dollar claim for the utilization of facial
acknowledgment information which was as of late
progressed by U S court. [29]

In [3] 2022, [30] organizations won't of just endeavor to
conform to these and different laws, yet will look to remove

themselves from Google and Facebook. Guaranteeing that all
information  assortment  instruments are  GDPR
COMPLIANT is a flat out must. [4]

I11. PERSONALIZED MARKETING AUTOMATION

With completely consistent information, that is gathered
morally and freely, you can set up exceptionally customized
advertising mechanization battles. [5]

As we gained from these information driven promoting
models, genuine personalization isn't simply progressively
embedding a client's name or other fundamental data. It is
tied in with serving them with right message at the opportune
time. [6]

We set up a manual for the crowd investigation and custom
channels that incorporates ways that online business, SaaS,
advanced distributers and different kinds of organizations can
use site examination information to make customized
promoting computerization.[7]

It is basic to set up custom channels and trigger
mechanization when clients and leads meet the particular
rules, for example, having seen your valuing page.[31]

IV. PRESCIENT ANALYTICS FO BETTER
CUSTOMER EXPERIENCE

We are for the most part acquainted with prescient
investigation for Google look, you know, you begin
composing a couple of letters and out of nowhere Google is
think about what you are attempting to inquire. [8]

Probably the most intelligent approaches to execute it is in
your assistance place. Make it simple for clients to discover
what they are searching for as fast as conceivable by utilizing
prescient examination to present assistance work area articles
before they have even completed their hunt inquiry.[9]

Prescient examination can likewise be utilized to
distinguish warm propects [34] soon on the grounds that they
coordinate the rules of different clients who have changed
over in the previous year. [10]

14



#HIFERP

ISSN (Online) 2456 -1304

International Journal of Science, Engineering and Management (IJSEM)
Vol 9, Issue 6, June 2022

V. SEAMLESS MULTI - CHANNEL EXPERIENCES

A consistent multichannel experience will enhance your
presence and permit you and our business to get found by
your objective clients. [14]

References: while you will most likely be unable to
co-ordinate each and every [24] channel into customized
client encounters, you ought to have the option to join the
accompanying channels unite easily for a furnished brand
encounters:

Website

Email

Webchat

Paid advertising
SEO

Direct sales

For B2B organizations, a multichannel experience may
look progressively like this
The client peruses the blog
The client downloads whitepaper
The client gets whitepaper through email
The client gets a call from deals the
following day yet does not answer
The client navigates to the site
The client gets an email for an important
substance overhaul
The client draws in with a salesperson with
a live webchat.

We have discovered that the least difficult and most
straightforward approach to set up multichannel encounters
that fit the client's excursion is to utilize a site examination
instrument. Ideally [26] one which incorporates showcasing
computerization with the goal that your information driven
promoting efforts would all be able to be made in one spot.
This will permit you to spare time and complete more on the
double with respect to the effectiveness of your advertising
endeavors. [15]

VI. ARTIFICAL INTELLIGENCE FOR LEAD

DEVELOPMENT

Man-made intelligence can give you an inconceivable
serious edge when used to improve reaction times to clients
and to settle on entangled [17] choices in substantially less
time. Numerous organizations are quickly looking for new
uses for Al so they can be quicker and more astute than their
rivals [31]

The property the board and land enterprises particularly
are blasting with Al developments, in light of the fact that in
these ventures, brisk [18]reaction times are basic Rental leads
will just visit the primary couple properties that hit them up,
and land leads will regularly pick the main realtor who reacts.

VII. INFORMATION - DRIVEN SEO

Like never before, choosing the privilege key-phraes
matters in SEO. In 2020,[23] advertisers in Dubai and abroad

will utilize information driven marketing to assist them with
outranking the opposition. When utilizing apparatuses like
Uber propose, you can find the accompanying: [37]

The normal space score of sites that are positioning
the top 10 for your ideal key phrase. [11]

The normal number of backlinks of sites that are
positioning in the main 10 for your ideal key phrase
The normal word check and intelligibility for
destinations positioning in the best 10

The normal measure of month to month look
volume for the key phrase [12]

Relevant terms to incorporate

The entirety of this information can assist advertisers with
settling on better choices about picking the key expressions
and furthermore [25] know how much advancement should
be accomplished for specific posts. For high volume key
phrases that have lost of backlinks, it will probably be
increasingly important to do back linking effort. [13]

Same key expressions may be won with extraordinary
substance alone. While others won't merit focusing on
dependent on your site's area score piled facing the
opposition that is now positioning [36]

Hope to see further developed apparatuses entering the
SEO market, and more patterns around information — driven
dynamic and system for SEO.[16]

VIIl. ORGANIZING THE USE OF QUALITATIVE
DATA

To expand revenue, you need to increase Yyou
comprehension of what your clients what. In the quest for the
brilliant information, entrepreneurs, directors and advertisers
will in general spotlight on quantitative information like,
conduct investigation, crowd socioeconomics and utilization
metrics. [19]

Be that as it may, subjective information is making a
rebound. For a really long time, client reviews and client
interviews have been overlooked in light of the fact that
advertisers esteemed them excessively powerless of a
business apparatus and furthermore tedious and excessively
testing to recognize. [20]

In 2020,[27] client comprehension and client compassion
will turn into the standard. For instance, if you are battling
with your informing, you may solicit a subset from your best
clients to portray your item, administration, or organization
in their own universes.[21]

Experiencing these reactions will require some manual
exertion. You can measure study reactions and meeting
transcripts by following the recurrence of certain words,
expressions, and ideas You may locate that 60% of clients
clarify your item utilizing a similar word, or that [35] 70% of
clients have a similar torment point, regardless of whether
they portray it in remarkable manners. [22]
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Presently you begin

IX. CONCLUSION
to perceive how subjective

information (particularly when matched with the information
driven promoting patterns above) can give your organization
a noteworthy serious edge since you will have a solid
establishment of client exploration to construct your
showcasing efforts. As we start another decade in the year
2020, the most recent information driven advertising patterns
are about a critical headway in Al, information and
computerized showcasing as complete businesses all by
themselves. Changes and progression in innovation and
information will shape how we use is mindfully and most
successfully.

REFERENCES

(1]
(2]

(3]

(4]

(5]

(6]

(7]

https://bizramp.com/data-driven-marketing-trends-for-2020/.
Anand, S.S., Bichner, A.G., Decision Support Using Data
Mining, Financial Times Pitman Publishers, ISBN
0-273-63269-8, 1998 Dibb, L. Simkin, W.M. Pride, O.C.
Ferrell: Marketing Concepts and Strategies, 3rd European
Edition, Houghton Mifflin, Boston, New York, 1997.
Drucker, F., Managing for Results, Heinemann, London,
1983. “Electronic Commerce — An Introduction®,
http://www.cordis.lu/esprit/src/ ecomint.htm Frawley, W.J.,
Piatetsky-Shapiro G. and Mattheus, C.J., ”An Overview:
Knowledge Discovery in Databases”, in Knowledge
Discovery in Databases, AAAI/MIT Press, 1991, pp. 1-27
“Knowing When to be of Service®, Financial Times, London,
12 February, 1998

Hagel 111, J., Rayport, J.F., “The Coming Battle for Customer
Information“, Harvard Business Review, January-February
1997 Humbry, C., Digging for Information, Marketing,
November 21, pp.41-42, 1996 Kotler: Marketing
Management:  Analysis, Planning, Implementation and
Control, 9th Edition, Prentice Hall International Inc, pp.
466-467, 1997

bbu, H., & Gopalakrishna, P. (2020). Synergistic Effects of
Market Orientation Implementation and Internalization & Its
Impact on Firm Performance - Direct Marketing Service
Provider Industry. This Issue. Anderson, Eugene W., Fornell,
Claes, & Mazvancheryl, Sanal K. (2004). Customer
Satisfaction and Shareholder Value. Journal of Marketing,
68(October), 172-185. Andrews, R. L., & Srinivasan, T. C.
(1995). Studying Consideration Effects in Empirical Choice
Models Using Scanner Panel Data. Journal of Marketing
Research, 32(1), 30-41.
https://doi.org/10.1177/002224379503200105.

Arora, N., Dreze, X., Ghose, A., Hess, J. D., lyengar, R., Jing,
B., ... Sajeesh, S. (2008). Putting one-to-one marketing to
work: Personalization, customization, and choice. Marketing
Letters, 19(3-4), 305. Bartels, R. (1976). The meaning of
marketing. The history of marketing thought. Grid Series in
Marketing. Columbus Ohio: Grid Inc. Berger, J., Humphreys,
A., Ludwig, S., Moe, W. W.,

Netzer, O., & Schweidel, D. A. (2020). Uniting the tribes:
Using text for marketing insight. Journal of Marketing, 84(1),
1-25. D. Shah and B.P.S. Murthi Journal of Business
Research xxx (xxxx) xxx-xxx 6 Buchanan, L. (2009,
November 19). Drucker from A to Z. Retrieved June 2, 2020,
from https://www.inc.com/articles/2009/11/drucker.html.
Chaffey, D., Ellis-Chadwick, F., & Chaffey,

(8]

(9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

[19]

[20]

[21]

D. (2012). Digital marketing: Strategy, Implementation and
Practice. Harlow: Pearson. Chen, Y., Lee, J. Y., Sridhar, S.,
Mittal, V., McCallister, K., & Singal, A. G. (2020). Improving
cancer outreach effectiveness through targeting and economic
assessments: Insights from a randomized field experiment.
Journal of Marketing, 84(3), 1-27.

Chintagunta, P., Hanssens, D. M., & Hauser, J. R. (2016).
Marketing Science and Big Data. Marketing Science, 35, 341
342. Clark, B. H. (1999). Marketing performance measures:
History and interrelationships. Journal of Marketing
Management, 15(8), 711-732.

Columbus, L. (2019, September 8). State Of Al And Machine
Learning In 2019. Retrieved June 2, 2020, from
https://www.forbes.com/sites/louiscolumbus/2019/09/08/
state-of-ai-and-machine-learning-in-2019/#21bf35301a8d.
Cook, A. V., Ohri, L., & Kusumoto, L. (2020, March 19).
AR/VR Technologies Fuel Quiet Revolution in Shopping.
Retrieved June 2, 2020, from https://deloitte.wsj.com/cio/
2020/03/19/ar-vr-technologies-fuel-quiet-revolution-in-shopp
ing/.

Coolsen, F. G. (1947). Pioneers in the Development of
Advertising. Journal of Marketing, 12(1), 80-86. Cui, G.,
Wong, M. L., & Lui, H. K. (2006). Machine learning for direct
marketing response models: Bayesian networks with
evolutionary programming. Management Science, 52(4),
597-612.

Dahl, A. J., Milne, G. R., & Peltier, J. W. (2020). Digital
health information seeking in an omni-channel environment:
A shared decision-making and service-dominant logic
perspective. This Issue.

Day, G. S. (1999). Creating a market-driven organization.
MIT Sloan Management Review, 41(1), 11. Davenport, T. H.
(2006). Competing on analytics. Harvard Business Review,
84(1), 98.

Dennis, A. R., Fuller, R. M., & Valacich, J. S. (2008). Media,
Tasks, and Communication Processes: A Theory of Media
Synchronicity. MIS Quarterly, 32(3), 575-600.

Dhaoui, C., Webster, C. M., & Tan, L. P. (2017). Social media
sentiment analysis: Lexicon versus machine learning. Journal
of Consumer Marketing, 34(6), 480-488.

Evans, Dave. 2012. ‘The Internet of Everything: How More
Relevant and Valuable Connections Will Change the World’.
Cisco Internet Business Solutions Group (IBSG). Available
at:
https://www.lehigh.edu/~inengrit/dropbox/eac1113/Cisco_
Internetof-Everything.pdf (accessed on 18 October 2018).
Flecha, J. A, Corrada, M. L. S., Vega, A., Dones, V., &
Lopez, E. (2020). Millennials & Snapchat: Self-expression
Through its Use and its Influence on Purchase Motivation.
This Issue. Fornell, Claes, Mithas, Sunil, Morgeson, Forrest,
& Kirishnan, M. S. (2006). Customer Satisfaction and Stock
Prices: High Returns, Low Risk. Journal of Marketing,
70(January), 3-14.

Gupta, S., Lehmann, D. R., & Stuart, J. A. (2004). Valuing
customers. Journal of Marketing Research, 41(1), 7-18.
Gustafson, B., Pomirleanu, N., Mariadoss, B. J., & Johnson, J.
(2020). The Social Buyer: A Framework for the Dynamic
Role of Social Media in Organizational Buying. This Issue.
Hauser, W. J. (2007). Marketing analytics: The evolution of
marketing research in the twenty-first century. Direct
marketing: An international journal, 1(1), 38-54.

Hilbert, M., & Lopez, P. (2011). The world’s technological
capacity to store, communicate, and compute information.
Science, 332(6025), 60-65.

16



-p-*_.'
Bk

#IFERP

ISSN (Online) 2456 -1304

International Journal of Science, Engineering and Management (IJSEM)
Vol 9, Issue 6, June 2022

[22]

[23]

[24]

[25]

[26]

[27]

(28]

[29]

[30]

(31]

[32]

[33]

[34]

[35]

[36]

[37]

(38]

[39]

Hower, R. M. (1939). History of an advertising agency. NW
Ayer & Son at, work, 1869-1949. Huang, M. H., & Rust, R. T.
(2018). Artificial intelligence in service. Journal of Service
Research, 21(2), 155-172.

Kamatham, S., Pahwa, P., Jiang, J., & Kumar, N. (2020).
Effect of Appeal Content on Fundraising Success and Donor
Behavior. [This Issue].

Kerin, Roger A., & Sethuraman, Raj (1998). Exploring the
Brand Value-Shareholder Value Nexus for Consumer Goods
Companies. Journal of the Academy of Marketing Science,
26(4), 260-273.

Kim, A. J., & Ko, E. (2012). Do social media marketing
activities enhance customer equity? An empirical study of
luxury fashion brand. Journal of Business Research, 65(10),
1480-1486.

Kohli, A. K., & Jaworski, B. J. (1990). Market orientation:
The construct, research propositions, and managerial
implications. Journal of Marketing, 54(2), 1-18.

Kumar, Nirmalya (2004). Marketing as Strategy:
Understanding the CEO’s Agenda for Driving Growth and
Innovation. Boston: Harvard Business School Press.

Kumar, V., Shah, D., & Venkatesan, R. (2006). Managing
retailer profitability—one customer at a time!. Journal of
Retailing, 82(4), 277-294.

Kumar, V., & Shah, D. (2011). Can marketing lift stock
prices? MIT Sloan Management Review, 52(4), 24.

Kumar, V., Venkatesan, R., & Reinartz, W. (2006). Knowing
what to sell, when, and to whom. Harvard Business Review,
84(3), 131-137.

Kumar, V., Ramachandran, D., & Kumar, B. (2020).
Influence of New-Age Technologies on Marketing. A
Research Agenda. This Issue.. Lind, M. R., & Zmud, R. W.
(1991). The influence of a convergence in understanding
between technology providers and users on information
technology innovativeness. Organization Science, 2(2), 195-
217.

Liu, X., Shin, H., & Burns, A. (2020). A Big Data Approach to
Examining the Impact of Luxury Brand's Social Media
Marketing on Customer Engagement. This Issue. Lockley, L.
C. (1950). Notes on the history of marketing research. Journal
of Marketing, 14(5), 733-736.

McAfee, A., Brynjolfsson, E., Davenport, T. H., Patil, D. J., &
Barton, D. (2012). Big data: The management revolution.
Harvard Business Review, 90(10), 60—68.

Mearian, L. (2017). CW@ 50: Data storage goes from $1 M to
2 cents per gigabyte. Computerworld.

Mizik, Natalie, & Jacobson, Robert (2008). The Financial
Value Impact of Perceptual Brand Attributes. Journal of
Marketing Research, 45(February), 15-32.

Mochari, Ilan. 2016. ‘Why Half of the S&P 500 Companies
Will be Replaced in the Next Decade’. Inc. Available at:
https://www.inc.com/ilan-mochari/innosight-sp-500-
new-companies.html (accessed on 5 October 2018).
Morrissey, J. (2019, January 15). The Race to Create the
Coolest Smart Home Devices Is Hotter Than Ever. Retrieved
June 2, 2020, from https://www.nytimes.com/2019/
01/15/business/the-race-to-create-the-coolest-smart-home-de
vices-is-hotter-thanever.html.

Narver, J. C., & Slater, S. F. (1990). The effect of a market
orientation on business profitability. Journal of Marketing,
54(4), 20-35.

Newman, D. (2019, September 19). How Blockchain Is
Changing Digital Marketing. Retrieved June 2, 2020, from
https://www.forbes.com/sites/danielnewman/2019/
09/18/how-blockchain-is-changing-digital-marketing/#7b453

[40]

[41]

[42]

[43]

[44]

61316eb. Nishi, D. (2019, April 29). Small Businesses Turn to
Augmented Reality to Win Customers. Retrieved June 2,
2020, from
https://www.wsj.com/articles/small-businesses-turnto-augme
nted-reality-to-win-customers-11556503380.

Payne, A., & Frow, P. (2005). A Strategic Framework for
Customer Relationship Management. Journal of Marketing,
69(4), 167-176. https://doi.org/10.1509/jmkg. 2005.69.4.167.
Parvatiyar, A., & Sheth, J. N. (2001). Customer relationship
management: Emerging practice, process, and discipline.
Journal of Economic & Social Research, 3(2).

Peppers, D., Rogers, M., & Dorf, B. (1999). Is your company
ready for one-to-one marketing. Harvard Business Review,
77(1), 151-160.

Press, G. (2013). A very short history of big data. Forbes Tech
Magazine, May, 9. Retrieved June 2, 2020 from
https://www.forbes.com/sites/gilpress/2013/05/09/avery-shor
t-history-of-big-data/.

Ramaswamy, Venkatram, Desarbo, Wayne S., Reibstein,
David J., & Robinson, William T. (1993). An Empirical
Pooling Approach for Estimating Marketing Mix Elasticities
with PIMS Data. Marketing Science, 12(1), 103-124.
https://doi.org/10.1287/mksc. 12.1.103.

17



