DUN & BRADOSIREET PRESENTS: THE AGE OF THE CUSTOMER

GIVE EM WHAT THEY WANT:

DRTA-INSPIRED CONTENT

Marketers today are as involved in data, science and algorithms as they are creative, campaigns
and commercials. With good reason: Data Is the starting point to find our where your customers
are and what they need.

486% OF MARKETERS

BUILD THE

FOUNDATION

>/% THROUGH THE PROCESS

FOLLOW Understand your customer’s buyer behavior
VOUR DATA What are their needs and motivations?

What information do they need to make decisions?

OTRONGLY AGREE THAT
B2B VENDORS SHOULD dTOP OVERLOADING
CONTENT WITH COPY/SMALL PRINT TO

IMPROVE THE QUALITY OF THEIR CONTENT>.
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THE RIGHT CONTENT THE RIGHT CHANNEL
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Engage with customers via dynamic The channel is almost as Important
personalization and simplified web as the message

forms Engage visitors with content relevant
Personalize content for each to industry, region

unique experience
40%

Focus on quality and relevance

Embrace original and third-party
content

Make it sharable

Leverage your influencers to
write content

Repurpose, repurpose, repurpose!
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DUSINESS DUYERS SHARE THE
FOLLOWING CONTENT TYPES
WITH COLLEAGUES~
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Marketing automation systems work harder
when fed with the nght data. Piping in clean and
accurate data enables relevant and engaging .
content that speaks to your customers and
prospects needs. To ensure you're building the
right customer relationships, measure, .
re-evaluate and collaborate. If the mix
doesn't work, change the portfolio and

reassess delivery and production. .
Don't be afraid to talk to your customers.

THERE ARE T'wO MORE WAYS DATA CAN HELP CM®d OWN THE
CUSTOMER EXPERIENCE. EXPLORE EACH OF THEM IN UPCOMING
INSTALLMENTS OF THE AGE OF THE CUSTOMER INFOGRAPHIC SERIES.

For more on how Dun & Bradstreet can help you
thrive in the Age of the Customer, visit
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