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- Dedication -

For those thirsty for knowledge; may your brain always be steeped in curiosity and served with a twist of data.
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- Introduction -

“What’s the expected ROI?” 

If you’ve worked in marketing for more than 10 minutes, you’ve probably heard your boss or your client ask this exact question. “Ah, well, I mean - that’s hard to predict here,” you stutter, wondering how you are going to share that predicting an exact ROI is one of the most challenging parts of marketing. 

Even after you’ve run a digital marketing campaign, explaining the exact ROI isn’t easy despite you having a mountain of data to sift through. Sure, there’s the financial return on investment, which is direct revenue that correlates to the amount spent on the given campaign.

But there are many other factors that influence your actual return and some are not as easily measured as the financial numbers. Why? Well, how do you exactly measure the impact of your marketing?

I’ve been in digital marketing for close to two decades as I’m writing this book and if you have worked with me during those 20 years, I’d be surprised to hear if you haven’t heard me compare digital marketing to dating. Yes, dating.

Here’s the thing - just because you put a product or service into the world does not mean you get a return on your investment immediately that can easily be measured with a linear path to success. In fact, it rarely happens that way. Just like in dating - you don’t go on a blind dinner date and walk out of the restaurant with a fiancé. I mean, sure - could that be the premise of a reality show? Probably. But that’s far from the norm and I - for one - would be hesitant to plan my future based on a proposal happening on the first date. I’d probably go hide in the bathroom while booking an Uber and escape through the kitchen with the help of the restaurant staff.

If you’ve picked up this book, chances are you are ready to learn more about digital marketing data and discover how to turn a not-so-great data situation into one where you can leverage the power to scale profits, solutions and innovation.

And that is easier said than done, as data isn’t always as sweet and straightforward as you’d like. It’s often a sour lemon that has been neglected for far too long - yes, such as a data set with missing entries, fragmented information or simply completely outdated. Of course, there was a good intention somewhere that ‘someday we’ll do something about it.’

If you are sitting with a CRM, a social dashboard, an ad account, or an email platform packed with outdated data or old exported data sets, I’m here to tell you that the time is now to gather fresh data. It’s not that your existing data is useless - but with the right tools, the right mindset and a strategic approach, you can transform your data into something incredibly valuable.

Everything we do is tied to data. You purchase something at the store - your products are tracked to ensure inventory is restocked so there’s a supply for the next customer. You wear a smartwatch - your steps are tracked, your heart rate is stored, and all of the data feeds back into your device. You unlock your phone and engage with content - you are tracked by clicks, time, and engagement.

For digital marketers, performance data is everywhere. From website clicks to consumer behaviour on social media, everything you do is tracked and can be used to improve performance. Every single transaction done in the online world leaves a trail of valuable marketing data that can be used to optimize performance, scale solutions and be the seed behind innovative thinking.

And yet, performance data can be incredibly difficult and overwhelming when presented in a spreadsheet with figures that are well - just figures. Impressions, clicks, conversions - what does it all mean if not supported by a strong contextual base?

The goal with Data Lemonade is to help you make sense of marketing data and teach you some of the principles that surface in digital marketing that are tied directly to marketing psychology and trust-building practices. The thing is - sometimes, the notion of trust is a much more valuable ROI than the financial number on a report. But trust is not a measurable metric and prospect and consumer behaviours, along with qualitative data, can help you make sense of how your business or solution is positioned in the market.

Throughout this book, I’ll share what core metrics every marketer should know, what marketing psychology tactics you should practice, and how you can leverage data to tell an analytical story rather than just presenting metrics to your clients. I wrote this book to hammer home a single point - and that is - the world of marketing is ever-evolving. That includes the addition of AI in recent years. Understanding data is no longer optional. Throwing spaghetti at the wall to see what sticks is no longer a possibility. 

You have to make data-driven decisions to see success and in order to do so, you need clean data to work with. If you can analyze data, speak to the metrics and share the story that it tells, you’ll be successful in digital marketing. Data is at the heart of everything from content strategy to advertising, email marketing to full-scale ABM campaigns, and proactive thinking for innovative products or services. 

By the end of this book, you’ll be well-equipped to harness the power of digital marketing data, blend it with psychology and drive meaningful results. How? Because data tells a story - good or bad. Data is your compass and you can help shape the journey you want to take. By understanding that human behaviour in digital marketing is rarely ever linear, you can uncover potential patterns, bottlenecks and opportunities that can influence your marketing and sales efforts.

So, let’s grab the virtual lemon squeezer and let’s make some lemonade.

––––––––
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- Chapter 1 -

What is Data Lemonade?

The name for this book was inspired by the metaphorical expression of “turning lemons into lemonade” - to make the best of a bad situation or find a positive outcome from something unpleasant. Only a few people enjoy eating lemons as a fruit, including my own mom - which is something I will never understanding, but like most people, I prefer lemonade. Turning something I don’t enjoy into something I do.

I’ve worked in digital marketing since 2009, a year after the Global Financial Crisis that caused a major economic downturn, leading to the Great Recession. Back then, the digital landscape looked vastly different. We did not have access to all of the digital data we do now. Heck, Instagram wasn’t even really around back then and Facebook was slowly becoming a common platform to connect with friends and upload every single event to share with the world.

With the surge of online platforms came more sign-ups. And with this, more personal data. These platforms became more complex, using user data to build out new features to get more engagement. And thus, more user data. In other words, with more data, the more these platforms were able to understand what people were doing on the platforms, what resulted in engagement, what kept people on the platform for longer, and subsequently, how to get ads in front of users that resulted in high conversion rates.

All of this was done using data; collecting data, analysing the data and pivoting on the opportunities that the data revealed. The social platforms were not built by putting all the eggs in a single basket and hoping it would work out. 

You may remember the poking feature on Facebook, where people could send pokes to one another. You may still find that feature if you look hard enough. Or the “nearby friends” feature that allowed you to find your friends nearby based on your physical location. Facebook also tested virtual gifts for two years back in 2008, allowing you to pay money to send virtual gifts to people, such as pictures of a chocolate box. Yup, that was a thing. Or what about the Facebook Beacon - a feature that would broadcast where people were buying online directly onto the Facebook feed, causing an uproar because it supposedly ruined Christmas back in the late 2000s. 

Some of these features would probably be illegal now, given how privacy laws have changed over the years to protect users and consumers. But the point is - Facebook evolved because they gathered and analyzed the data that users provided them through their engagements and behaviours and pivoted. 

The same kind of strategic methods can be used in digital marketing; gather the data, analyse the data, and pivot based on what it tells you and aligning that with your goal.

Every click, interaction, and engagement is a data point waiting to be interpreted and used. But how can you - as a marketer - ensure you’re using this data effectively? Well, that’s where Data Lemonade comes in - the idea that, just like turning sour lemons into refreshing lemonade, data can be transformed into actionable insights that power marketing strategies. 

This metaphor not only provides a fun way to think about data - especially if you are looking at data that’s significantly below industry benchmarks - but also highlights the importance of data literacy.

Whether you’re looking at social media performance data, paid media campaigns data or email engagement rates, these figures are just raw data figures. The challenge comes when trying to interpret the numbers in a broader sense. What are they truly telling you in a contextual sense? What actions, thoughts, beliefs, motives, desires and decisions come through these numbers?

Turning those numbers into useful information requires a combination of analytical thinking and a solid understanding of marketing psychology - that whole, turning lemons into lemonade idea. Or in a more creative voice, turning the sourness of raw data into the sweet success of marketing campaigns that provide an actual return on investment.

Now, if you’re thinking, “Great, I’m not Mark Zuckerberg and I don’t have the creative thinking or the coding background to start a social platform” - fear not. It’s not too late to discover opportunities through data. 

You don’t need to build a social platform to get data. Zuckerberg didn’t start Facebook with the mission to become one of the richest people in the world. In fact, his early vision for Facebook was to create a platform that connected people at Harvard University, where he himself was a student. He wanted to make an impact on people without money being his priority - funny enough. And if he kept the user base to Harvard, there’s a chance he wouldn’t have discovered the power of data.

One of the most popular streaming services, Netflix, launched in 1997. At the time, co-founder Reed Hastings was growing frustrated with the late fees from Blockbuster. Those $40 late fees ruined the fun and his idea of creating a subscription service was ignited.

Remember Blockbuster? You’d hit up movie rental store on the weekends, walk the aisles to find the next movie you wanted to bring home - with the caveat that you had to bring it back within 48 hours for the next person waiting to watch it - or face that hefty late fee.

The newest movies were almost always on a waitlist. And the late fees killed the fun of bringing the movies home. Marc Randolph, the other half of Netflix’s success, wanted to create an online experience, mirroring Amazon’s online marketplace success. 

While Hastings reportedly always had the vision that Netflix would become a streaming service, it wasn’t until 2007 - 10 years after the initial launch - that the company went all-in on the streaming service. And how do you ensure that people continue to hand over their hard-earned money each and every month? You focus on subscribers’ needs.

You need to keep them glued to the screen. They had a bowl full of lemons and chose to make lemonade by using subscribers’ engagement data to keep them hooked. Netflix’s recommendation system - you know, the one that puts a similar flick on the screen after you’ve successfully finished a movie or a show - utilizes data analytics to personalize your experience. 
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