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Overview
Most companies have a wide variety of data available that can be used to help guide marketing decisions. However, most marketing teams 
utilize data from specific channels in a siloed environment —sharing only the data applicable to their team or function, rather than throughout 
the wider marketing organization. This limits companies’ abilities to understand and support their customers across channels as effectively as 
possible. 

In August 2018, SEMrush commissioned Forrester consulting to explore how organizations are using their various types of marketing data 
across channels. Our study found that marketing teams and data sharing are heavily siloed, and marketing strategy and decisions can suffer 
as a result of this lack of data sharing. When communication between channels and among data sources is increased, organizations can 
expect improved brand image, increased customer satisfaction, and a higher ROI.

Location
› 51% US
› 28% UK
› 21% Germany

Marketing/Advertising Role
› 42% Manager
› 34% Director
› 16% VP
› 8% C-level

Company Size (employees)
› 5% 500 -999
› 53% 1,000 – 4,999
› 29% 5,000 – 19,999
› 13% 20,000+

Top Industries
› 12% Technology/tech services
› 11% Telecom services
› 10% Retail
› 9% Financial services
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Marketers Want To Use Cross-Channel 
Data To Shape Their Strategies
We all know that there is more data available to us now than there 
ever has been before. And most companies have a variety of 
marketing data sources they leverage in order to enrich their 
marketing efforts. Many marketers want to be able to use data from 
specific marketing channels (like search or social) to understand 
their customers’ needs and wants, and to optimize and support their 
strategies in a variety of channels. 

Some of the most common types of channel data that marketers use 
to better understand customers come from search (SEO and PPC), 
social (organic and paid social), programmatic display, and public 
relations. Our research affirmed that to be true. When asked which 
channel data was most important to their marketing efforts, 89% 
ranked SEO as in their top 3, followed by PPC at 75%, SMM at 61%, 
advertising at 51%, and less than 25% for PR data. 
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But Most Companies Fail To Adequately Apply Data Across Channels
Marketers say data from various channels is important to their marketing strategy, but they aren’t putting their money where their mouth is. In 
fact, they’re only utilizing cross-channel data to support and enrich efforts in other channels about half the time. For example, SEO data, which 
helps marketers better understand popular keywords or topics that customers care about, is only used in about 50% of marketing campaigns. 
This is a huge missed opportunity in other channels, especially social, where social marketers could use SEO data to push content to social 
networks that customers are frequently trying to research and find more information about.
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Team Siloes And Data Quality Concerns 
Get In The Way Of Cross-Channel Data 
Sharing
Marketers know that they aren’t very effective at applying data 
across channels. They have the data they need, but processes, 
organizations, and goals inhibit their ability to share data with 
relevant stakeholders and across channels. This failure leads to 
poorer customer experiences and the risk of lower expectations 
developing.

Most marketing data is collected, stored, and utilized within a specific 
marketing team or function. Even though SEO and PPC data were 
considered the most useful in supporting marketing decisions, less 
than 50% of companies see that data being shared across other 
marketing teams. And that makes sense since search marketing 
often lives within its own silo.

These siloes limit the impact of marketing efforts by preventing 
companies from building a more comprehensive profile of their 
customer. Many companies attribute these challenges to an overall 
lack of tools and defined processes.
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Understanding Customer Requires 
Quality Data
As a result of the lack of tools and processes which marketers have 
in place to share data, they often question the validity of the data 
that they do share. We asked marketers what their top challenge 
was for better learning about their target audiences and the most 
common words we heard were “data” and “quality,” as illustrated in 
the word cloud. Data quality can be improved by reducing 
marketing data silos. 
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Data quality can be improved by reducing marketing data silos.

(A summary of key words from survey open-end responses)
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Better Communication And Access To Data Will Benefit Marketers And Customers Alike
Marketers can begin to better understand their customers and optimize their marketing campaigns by improving two factors. First, marketers 
need to improve communication across siloes. More than half say their main focus is increasing communication between teams. And the second 
most important factor is opening up access to data across channels; this could be as simple as giving technology access to another team.

Marketers that are looking to both improve communication and data access perceive great benefits from those priorities. For example, almost 
half of respondents expect higher customer engagement, and over one-third expect ROI and conversion to increase because of these efforts.
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Conclusion
Marketers have a willingness to use data across channels to optimize their strategies, improve their 
campaigns, and validate the notions they perceive about their customers. But, they are not sharing their 
data very well today. The easiest way to start doing this today is to jump-start collaboration in your teams 
by getting their siloes talking, and sharing the tools they use across functions. This pragmatic approach to 
the fuller integration of data cross channels can bring many specific benefits to your marketing strategy.

For instance, marketers can use SMM data to determine the topics at the forefront of customers' minds. 
They can then dig into this idea further by using SEO tools to validate these ideas, which can ultimately 
inform their PPC strategy. While data sharing in this way has shown to be highly beneficial, a successful 
strategy can be cumbersome to implement. Platforms that enable sharing such as this can be a simple 
solution that checks all the boxes.

Methodology

This Opportunity Snapshot was 
commissioned by SEMrush. To 
create this profile, Forrester 
Consulting supplemented existing 
Forrester research with custom 
survey questions asked of 171 
marketing/SEO data decision 
makers at companies in the US and 
EMEA, with 500+ employees in a 
variety of industries. The custom 
survey began and was completed in 
August 2018. 

Project Director:
Chris Taylor, Senior Market 
Impact Consultant
Contributing Research: 
Forrester’s B2C Marketing 
research group 

ABOUT FORRESTER CONSULTING
Forrester Consulting provides independent and objective research-based consulting to help leaders succeed in their 
organizations. Ranging in scope from a short strategy session to custom projects, Forrester’s Consulting services connect you
directly with research analysts who apply expert insight to your specific business challenges. For more information, visit 
forrester.com/consulting.
© 2018, Forrester Research, Inc. All rights reserved. Unauthorized reproduction is strictly prohibited. Information is based on 
best available resources. Opinions reflect judgment at the time and are subject to change. Forrester®, Technographics®, 
Forrester Wave, RoleView, TechRadar, and Total Economic Impact are trademarks of Forrester Research, Inc. All other 
trademarks are the property of their respective companies. For additional information, go to forrester.com.  [O-00018222]
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