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when companies look to launch or improve their customer relationship marketing activities in international 
markets. Whether the goal is digital engagement or traditional direct marketing, the ideal is to achieve 
“addressability at scale,” the ability to deliver a perfectly relevant and targeted offer to each individual while 
realizing the efficiencies and economies of large-scale campaigns.

Too often, marketers look to what seems to be a simple and easy solution of leveraging a single international 
data vendor. While tempting, our experience has shown this approach to have too many weaknesses to be 
effective. The data needed for addressability at scale can only be achieved through a local data procurement 
approach. The complexity involved, though, takes a unique skill set and a rigorous, analytical methodology 
for selecting and vetting vendors, aggregating and analyzing information, and coordinating execution.

The benefits, as we see over and over with our clients, far outweigh the complexities involved. Good data 
enables addressability at scale, driving real results in program and campaign performance: more customer 
response, higher acquisition, greater revenue, and optimized marketing investment.

IMPROVING, COMPLETING, AND EXPANDING 
CUSTOMER DATA ASSETS IS  CRITICAL

In our previous whitepaper, “Think Global, Act Local: 
Global Data Sourcing for Multinational Companies,” 1 

we focused on the right organizational alignment. 
 We delve a little deeper now into the types of data 

buying in the market and how best to navigate  
this complex marketplace.

1“Think Global, Act Local: Global Data Sourcing for Multinational Companies,”  
http://www.merkleinc.com/thought-leadership/white-papers/2014/think-global-act-local-global-data-sourcing-multinational
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WHY WE BUY DATA

In creating high-performing, international direct and digital marketing actions, such as international 
campaigns, digital display, social media, email campaigns, and other direct outreach, marketers must turn  
to their customer databases. The performance and outcomes of marketing actions are directly correlated to the 
completeness and quality of data. Good data is the premier asset in divining deeper insights into customers 
through analysis. It creates understanding of market conditions. It is the source of new contacts to increase 
sales and growth targets. It is the tactical information that enables the message to be tailored, packaged, 
and delivered to the right person, at the right time, and across the right channel. Ideally, marketers need 
“addressability at scale,” the ability to treat each customer as an individual through an automated process  
en masse. This requires a foundation of solid and high-quality data with global coverage.  

Most marketers are in a perpetual state of updating and refining their data. Before any investment in analysis 
or campaigning, the prudent and necessary task is to understand and rectify the state of the customer 
database. The first step is to assess and identify the current data environment and discover what data is 
valuable to your business and what gaps exist. There are many reasons why gaps occur in data, including:

• People are not identifying themselves in the existing processes

• Databases are out of date due to lack of interaction

• New contacts aren’t acquired for venturing into a new area of business and reaching out to new prospects

• Data collection strategies and dynamic collection of customer data have not been effectively implemented

The examination of the data environment includes understanding how fresh, complete, accurate, and useful 
the data is. In many cases, marketers may be starting from scratch and seeking to acquire all new data for a 
market that has yet to be entered.

Most marketers are in a perpetual state 
of updating and refining their data.
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Fundamentally, marketers are looking to do the following to improve their data:

Refresh old information: 
Data perpetually loses accuracy over time as people move, change jobs, change 
demographics, age, retire, etc.

Fill in whitespace: 
Often the database only represents a few attributes of the prospect with missing 
attributes (e.g., missing some job titles) that need to be filled in. For example, we may 
have name, email, and company, but not other data, such as job title or location, that help 
us understand the customer better or increase the personalization of the message.

Add net new data: 
Acquire new prospects (companies and/or individuals) currently not in the database.

Append new information: 
Extending the amount of data we have for prospects, such as finding specific leads 
within a company or understanding what their annual budgets/spends are.

WHY WE BUY DATA (CONT.)
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WHY WE BUY DATA (CONT.)

The improved data can then drive marketing uses and outcomes:

Retargeting: 
Identifying new prospects within the database or identifying new offers to existing 
customers.

Analysis and segmentation: 
Analyzing data to gain new understanding of customers and create segments, profiles, or 
clusters to find common attributes.

Media planning: 
Learning and deciding which channels and media would be most effective for different 
prospects.

Campaign execution: 
Putting the contact information, the offer, the messaging, creative, channel, and other pieces 
together to actually put the message in front of the customer.

While much data is often developed organically through past customer interaction, a lot of the time companies 
are not leveraging good data collection strategies and therefore leaving gaping holes in the 360-degree view of the  
customer and prospect. Although we believe that implementing an effective first-party data collection strategy  
and having a connected architecture and taxonomy will go a long way to plugging these holes, most marketers 
find themselves with a need to buy data to complete their marketing objectives. In the end, we have to be smart  
and buy smart. The process of buying data is an art and discipline in its own right, and to do it successfully, 
the data buyer must be armed with insight, expertise, the right approach and access to the right vendors.

http://merkleinc.com/
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Data management: Keeping up with the changing world

As business-to-business marketers, we all know that our data ages quickly. Look at your own career 
and the LinkedIn profiles of your colleagues and peers. There is a constant shift as people change roles, 
companies, and locations. Each time one of these changes occurs, your marketing data degrades. Depending 
on the country and data type, this can be anywhere from two to six percent degradation per month on your 
marketing database. 

The longer you leave data unchecked, the more costly it is to rectify. This idea can be illustrated using the  
1-10-100 rule: it costs on average 1 dollar to verify as a record is entered, 10 dollars to cleanse, and 100 
dollars if left bad and still used to market or sell to.2 So it is worth your while to ensure that you have a data 
management strategy in place that encompasses understanding of what data is valuable to you, good first-party 
data collection processes and taxonomy, regular checkpoints of your most valued base, and an acquisition/data 
buying methodology that is cognizant of the global needs of your organization.

Bad management and bad data have a direct impact on the organization’s bottom line and need to be addressed.

The longer you leave  
data unchecked, the 
more costly it is to rectify.

2“Research Brief: The Impact of Bad Data on Demand Creation” 
https://www.siriusdecisions.com/TheImpactofBadDataonDemandCreation.aspx

WHY WE BUY DATA (CONT.)
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Many marketers are tempted to go to a single, multinational source for data, and there are some perceived 
good reasons that support this move. They believe it will be easier to manage a single source of global data 
with one feed and one vendor relationship. Global vendors often have corporate linkage technology that 
makes integration/acquisition easier. By their own report, the vendors typically have high-quality data at the 
enterprise level. Unfortunately, there are also some significant downfalls with only using global data sourcing 
that make it problematic:

• Outdated contact and/or site information

• Incomplete coverage, especially those outside the most “data mature” countries (US, UK, etc.), making  
it hard to assess market potential in many countries 

• Not set up to handle the fast paced changes in medium and small business space 

• Lack of contacts beyond top-level officers. Not a trusted contact source, focused on executive levels 
included in public reports and scraped from web pages

Because of these weaknesses, marketers should then look to understand how a local approach could work  
to suit their needs. Unlike globally sourced data, local vendors are much better at:

• Maintaining much more up-to-date information on their contacts

• More complete inclusion of prospects

• More coverage on small and new businesses

• Great breadth and depth of data (more fields) for each contact

• Greater familiarity with local privacy policies

• Greater alignment to local data variations and formats (for example, how an address is stored)

• Stronger local language capabilities

• Greater knowledge of the region’s data environment

BUYING DATA:  
GLOBAL VS. LOCAL APPROACHES 

http://merkleinc.com/
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Final calculus: Go local

With data degradation in business-to-business happening at a rate of between two and six percent per month, 
it is important to stay nimble, and we recommend clients look to regional/country level sourcing for greater 
value from a marketing perspective. Country level sourcing ensures the best data in each country is obtained 
as such data is updated the most frequently and is generally a more accurate reflection of the true universe. 
Local data will have more up-to-date move, mortality, out-of-business, and person/contact level details that 
will result in greater sales effectiveness. In addition, local data providers who compile both business and 
consumer data will often create linkages between the two universes which allow marketers to learn more 
about a professional as an individual – this knowledge can empower enhanced relevancy in marketing 
communications. Managing the local vendor relationships takes a unique skill set to be successful, but the 
benefits almost always outweigh the challenges of country coverage, reach, data quality, up-to-date site  
and contact volumes, and data element coverage such as triggers, industry, sales, employee size, etc.

BUYING DATA:  
GLOBAL VS. LOCAL APPROACHES (CONT.)

Companies can obtain up to 
40% greater coverage using 
the in-country sourcing  
approach over the “global 
base file” process.3

3Merkle findings from a data analysis project conducted with a large, multi-national company.
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Going local is a complex undertaking

In any data market, there are many types of data and approaches to collecting data that need to be sourced, 
and different vendors specialize in the collection of different attributes. Every country has multiple vendors. 
In Merkle’s own accounting of useful data vendors, we’ve counted more than 300 vendors in Europe alone, 
and more than 100 in non-Western regions (e.g., Asia Pacific, South Africa, Middle East). Additionally, every 
country has different data needs and standards.

For example, in any one market there may be vendors that vary in multiple ways (partial listing):

Different data attributes Data collection/management 
approaches

Different sources

• Contact information
• Role/position
• Demographics
• Econographics
• Technographics
• Psychographics
• Preference data

• Different lead generation 
techniques

• Different contact validation 
processes

• Different quality assurance 
practices

• Different update frequencies

• Surveying
• Credit
• Publishing
• Aggregation
• Government
• Online/anonymous data

If one were to simply read each vendor’s brochure, see a pricing sheet, and perhaps hear a sales pitch, the task  
of choosing a vendor would be overwhelming, with the pitches all starting to sound identical after some 
time. As such, these activities alone are inadequate in selecting a vendor. The quality, completeness, and real 
attributes cannot be vetted simply based on the vendor’s marketing materials or promises. The actual data has 
to be viewed, screened, analyzed, and tested to ensure it is what you need. 

This process is very difficult for a single country – and you may need to enter many, maybe dozens, of countries 
to get this task done.

BUYING DATA:  
GLOBAL VS. LOCAL APPROACHES (CONT.)

http://merkleinc.com/
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A best practice approach to testing and analyzing data must be used. It should not be something that is done 
on the fly with arbitrary steps or processes, but instead should leverage a formal and proven methodology 
that has demonstrated success in the past and has been tuned and perfected over time. We believe market 
canvassing – which involves seeing these providers where they physically operate – to be the best approach 
in building a world-class data evaluation process. Market canvassing is comprised of four key stages prior to 
data consumption:

Ascertain which vendors are considered applicable and of high enough quality to be used 
based on primary and secondary research of the firms themselves (no data analysis at this 
point). Sources and activities may include:

• DMA and/or government sources

• Reputational assessment

• Data usage, regulations, and best practices

• Eliminate outliers

© 2014 Merkle. All Rights Reserved. Confidential 

Provider 
References Data Access Data Element 

Inventory 
Data Procurement 

and Integration 

Data Sourcing Elements  

Developing	  a	  World-‐Class	  Data	  Sourcing	  Competency	  

2	  

Provider 
References

OBTAINING TRUE VIEWS OF THE DATA YOU ARE  
BUYING: MARKET CANVASSING AND ANALYTICS



1.877.9MERKLE   |   +1.443.542.4000  |    WWW.MERKLEINC.COM/HIGHTECH   |    © 2014 MERKLE INC. 12

OBTAINING TRUE VIEWS OF THE DATA YOU ARE  
BUYING: MARKET CANVASSING AND ANALYTICS (CONT.)

Evaluate vendors based on their methods and processes of collecting and managing data. 
Attributes of this process include:

• Data compilation and collection methods

• Addressable population and country penetration analysis

• Bureau processing, install, list and lead generation

Understand what data fields the vendor populates. Match data availability to the company’s 
specific requirements, value, and inventory/catalog the individual data elements. Items 
evaluated include:

• Collection methods

• Data breadth

• Data element coverage

• Actual versus inferred information

Upon selecting final vendors and databases, execute data trial negotiations and agreements, 
take possession of the data, and manage contractual/financial aspects. Activities in this 
process may include:

• Short-list data suppliers

• Determine test parameters

• Negotiate trial licenses

• Facilitate data transfer(s) for processing in the data analytics environment

Data 
Access

Data 
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Inventory

Data 
Procurement 

and Integration
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WHAT ARE THE OPTIMAL COMPETENCIES AND 
CHARACTERISTICS TO MANAGE THIS PROCESS?

While a rigorous, proven process is essential to global data procurement, it also takes very specific toolsets 
and capabilities that most marketing departments will not have in house. Like any complex analysis, the 
analysts who perform this activity require a specific and honed expertise performing this task. When hiring 
an external data canvasser, organizations should look for the following characteristics for the type  
of organization that can best fulfill evaluation and procurement of local international data:

Data agnostic: 
The data canvasser should have no financial relationship, promotional interest, vested interest, or other 
relationship that would create a bias towards one vendor or another beyond objective criteria such as product 
quality, accessibility, price, etc.

Analytics-driven: 
The firm should be dedicated to and steeped in analytics capabilities, consider it a primary function of theirs, 
and have the people, tools, testimonials, and outcomes to back it up.

Proven methodology: 
The firm should have an established, formalized, repeatable process and methodology and should be able to 
demonstrate their knowledge of it. It should be well documented and time-tested.

Deep knowledge of local markets: 
Because of the nuance and complexity of international data markets, the firm should have feet-on-the-ground 
knowledge of each locality they draw from, with experience with the local challenges/opportunities from past 
engagements and experiences.

Vast network and deep experience with data vendors: 
The firm should have knowledge of most of the vendors in the marketplace, with past engagements under their 
belt with many of the top-tier providers.

Purchasing power and scale: 
The firm should have financial leverage because of the sheer quantity of data purchased across their client 
portfolio and know key leverage points in financial negotiation with each vendor.
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A global top-five electronic component distributor needed to improve the quality of their data 
across the globe to create a strong foundation to support marketing initiatives. The size and scale 
of the company’s global database posed some particular challenges. Over 6 million records 
of 19 countries in the global marketing database were not standardized and not optimized for 
deliverability at a country level. There were a high percentage of closed/ceased companies in  
the database, and a high percentage of contact level information was missing or out of date.

To address these challenges, a global data quality and data enhancement project was initiated. 
Following an audit of data across 19 countries, 9 countries were prioritized for hygiene and 
enhancement. In addition to verification, standardization, correction, and suppression, a data 
quality solution was provided, based on the local nuances of each country. Post hygiene, the 
company navigated the confusing and complex task of sourcing global marketing data through 
data-agnostic objectivity and empirical derivation of value. As a result of the engagement the 
company achieved:

Over 3.7 million records processed
the initial hygiene and enhancement showed positive impacts, and the on-going quarterly 
process delivered savings and pushed up response rates, bringing new revenue opportunities 
to prospect and customer direct marketing campaigns 

Over 240,000 records corrected and deemed mailable
which allowed for true incremental measurement

216,591 moved companies were identified
and 90 percent were provided with new address information, which increased response rates
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CONCLUSION

Looking for an easy and uncomplicated solution in a single, multi-national data vendor is no crime, but the 
reality is that it is neither easy nor uncomplicated. While the procurement process might be quick, the real 
complexity comes when you cannot get actionable data that drives positive business results. The smart way 
is to go local, and while it can be a really, really complex process, the results will be worth it. And while the 
process is complex, it doesn’t need to be complex for you. Engage with the partner that has the right approach, 
analytics, and expertise. This will enable you to delegate the complexity and allow you to focus on what’s 
important: powerful and productive relationship marketing.

Let’s start a new conversation

If you are not sure how healthy your data is and want to speak to an expert, then let us start a new conversation  
about your data needs. Contact us at +1-443-542-4000, 1-877-9Merkle or visit www.merkleinc.com/hightech.
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Merkle, a technology-enabled, data-driven customer relationship 
marketing (CRM) firm, is the nation’s largest privately held agency. 
For more than 25 years, Fortune 1000 companies and leading nonprofit  
organizations have partnered with Merkle to maximize the value of  
their customer portfolios. By combining a complete range of marketing,  
technical, analytical, and creative disciplines, Merkle works with 
clients to design, execute, and evaluate connected CRM programs. 
With more than 2,400 employees, the privately held corporation is 
headquartered in Columbia, Md. with additional offices in Bend, 
Or.; Boston; Charlottesville, Va.; Chicago; Denver; Hagerstown, 
Md.; Little Rock; London; Minneapolis; Montvale, N.J.; Nanjing;  
New York; Philadelphia; Pittsburgh; San Francisco; and Shanghai. 
For more information, contact Merkle at 1-877-9-Merkle or visit 
www.merkleinc.com.
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