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WHAT IS MMA’S MISSION?
MMA is focused on advancing the future of Marketing 

We are here to lead a total transformation by architecting the future of marketing, 
significantly improving Marketing’s contribution to business and customers, thereby 
raising the stature & gravitas of CMOs and Marketers

A. Our focus is uncovering revolutionary ideas that empower marketers to deliver 
on their company’s growth agenda.

B. We support data-driven decision-making by maintaining tracking studies & 
developing benchmark datasets.

C. MMA brings the industry together to drive change through research consortiums 
and execute in-market experiments to prove step-function improvements.
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Join MMA Through The Rest of 2023
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Decision Series

Insights from our 
proprietary market 
research and tracking 
studies.

5 Sessions

Revolution Series

Groundbreaking concepts that 
will transform the practice of 
marketing, such as Brand as 
Performance, Moveable 
Middles, & AI-driven 
Personalization

7 Sessions

Great Debate Series

Lively conversations around 
Marketing Measurement, AI in 
Marketing, and Marketing 
Organizational Strategy

11 Sessions

www.mmaglobal.com/webinars





Today’s session is from MMA’s Data and CX 
Think Tank

7

Empower marketers to build & execute 
winning data & customer strategies that will 
ultimately increase the value of their company

Supported by our Partners

- The Trade Desk (logo)
- Snowflake (logo)
- LiveRamp (logo)
- Zeta (logo)

https://www.mmaglobal.com/think-tanks/datt

Upcoming webinars from DATT

- Great AI in Marketing Debates [dates – 
7/19, 8/30, 10/4, 11/15]

- Consortium for AI Personalization [6/29]
- Data Maturity [7/12]



Q&A



TODAY’S SPEAKER
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As Gen AI accelerates, will 
your data maturity leave 
you behind?
EY-MMA 2023 Data Maturity 
Benchmarking Survey
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Data Maturity 2.0 looks at marketers and data in 2023, 
building on our 2021 study

Capabilities 
and skills

U S I N G  D A T A  E F F E C T I V E L Y  I N  M A R K E T I N G

Driving growth

Transparency, 
compliance 
and security

Data governance 
and integration

Data types 
and uses

Measuring 
marketing 

success

Managing risk
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We heard from top executives across industries 

Industries

2%5%5%6%

14%

22%

27%

64%

10%

26%

Both

B2B

B2C

Company type
100+

marketers 
surveyed
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Data maturity is progressing slowly overall, 
considering its strategic importance

2021 2023

Role of 
leadership

Data volume Data 
integration

Data science 
resources

Model 
validation

Governance Transparency Compliance Data security

High

Low

M
at

ur
ity



MMA Global, Inc. in collaboration with Ernst & Young LLP

Strong data 
vision with a 
clear roadmap to 
execute at scale

Data strategy “very 
well” aligned with 
business strategy

28%
of marketers 

surveyed

D A T A  L E A D E R S

However, leaders have a strong vision and alignment for data
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36%

C-suite jointly Chief Marketing Officer

27%

30%

Chief Data Officer

14%

6%

S U R V E Y  Q U E S T I O N :
Who specifically owns the strategy and roadmap 
when it comes to consumer data in marketing
and customer experience in your company? 

43%

Leaders have more joint ownership of the 
data agenda across the C-suite

Leaders Most people
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Regulatory 
compliance

Analytical fuel

Commercial 
connectivity

Decision 
optimization

Value creation

Leaders have progressed from tactical 
to strategic focus areas for data



R E G U L A T O R Y  C O M P L I A N C E

Are we protecting consumer 
data and leading on privacy?
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Companies are deeply committed to protecting 
customer data and privacy

44%
55%

Significant investments made and dedicated role 
in place for accountability

2021

2023

S U R V E Y  Q U E S T I O N :
Which of the following describes the processes 
and procedures in place at your organization to 
ensure consumer data is protected and secure 
from fraud?

R E G U L A T O R Y  C O M P L I A N C E

+11%
in two years
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More than half of marketers surveyed feel they are transparent to 
customers, but brands fall short of true choice and control

10%
Limited 
visibility

20%
Some 

awareness

53%
Transparent 
to customers

14%
Engages 

customers

% of marketers

S U R V E Y  Q U E S T I O N :
Which of the following best describes how 
transparent your organization is to customers on 
how their personal data is being used? 

R E G U L A T O R Y  C O M P L I A N C E



A N A L Y T I C A L  F U E L

Are we using the right data with sufficient 
quality to make business decisions?
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S U R V E Y  Q U E S T I O N :
What is the trend for 
your mix of data sources 
for each of the following 
(when considering the last 
1-3 years)? 

First-party (1P) data is growing rapidly at the expense of third-party 
(3P) data as the fuel for marketing decisions

78% 20%

1%

1%1P

30% 52% 5% 13%2P

22% 37% 34% 7%3P

Increasing use Stayed the same Decreasing use Don’t know or N/A

A N A L Y T I C A L  F U E L
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Performance and customer data are critical to leaders, 
who are two times more likely to use them to drive decisions

Customer 
profile data74%

Sales and 
conversion data65%

Engagement 
data58%

Advertising 
exposure data42%

% usage by leaders 

S U R V E Y  Q U E S T I O N :
How much do you rely on each of 
the following types of data to 
make decisions? 

A N A L Y T I C A L  F U E L
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1P data is actively being enriched by external data sources and partners

10%

9%

9%

18%

19%

35%

Other Partners

Retailer Partnerships

Panel Data

Technology Vendors

Media Partners

Data Vendors

Extent to which marketers use each source of enrichment

A N A L Y T I C A L  F U E L

S U R V E Y  Q U E S T I O N :
How much do you rely on the 
following types of initiatives to 
enrich your data?
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More than three-quarters of companies are challenged 
by data quality and validation

Robust and 
validated models 15%

Unknown or N/A7%
Validation challenges 

and/or inconclusive results

78%

A N A L Y T I C A L  F U E L

Data quality status

S U R V E Y  Q U E S T I O N :
Which of the following best describes the 
status of validation in your organization? 
Select one. 



C O M M E R C I A L  C O N N E C T I V I T Y

Can we unlock commercial value through 
technology investments and capabilities?
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S U R V E Y  Q U E S T I O N :
How advanced are you in each of these areas? 

Marketers prioritize technology focused on customer data

36% 41% 21%Analytics

25% 38% 36%Customer relationship 
management (CRM)

20% 37% 32% 8%
Data management platform 

(DMP)/customer data platform (CDP)

13% 30% 34% 17% 6%Identify management/ID graph

16% 26% 35% 17% 6%Next-best action/journey orchestration

7% 35% 27% 17% 14%Marketing resource management

Ahead of market At parity Not as advanced Don’t have the capability Don’t know

C O M M E R C I A L  C O N N E C T I V I T Y
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Data leaders are ahead of the market on four key technologies

S U R V E Y  Q U E S T I O N :
How advanced are you in each of these areas? 

Analytics Next-best action/
journey orchestration

Identity management DMP/CDP

55%

34%
28%

34%36%

16% 13%
20%

C O M M E R C I A L  C O N N E C T I V I T Y

Leaders Most people



D E C I S I O N  O P T I M I Z A T I O N

How can we drive more intelligent 
decisions across the enterprise?
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Leaders Most people

Sales

Net share growth

Shareholder value

Reach/penetration

Brand health

Leaders understand the value brand equity plays on 
the spectrum of brand-to-performance marketing

Performance

Brand

Note: graphs rounded to nearest 25% 

S U R V E Y  Q U E S T I O N :
How does your company 
define marketing success? 

D E C I S I O N  O P T I M I Z A T I O N

72%

24%

55%

69%

38%

75%

23%

51%

55%

38%
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72%

52%

24%
17%

24%

54%
49%

34%
26% 21%

Marketing ROI Conversion ROAS Reach Customer lifetime value

Leading practice on defining outcomes is shifting to marketing ROI from 
a focus on return on ad spend (ROAS) and reach

S U R V E Y  Q U E S T I O N :
What are the top 3 KPIs used by your 
company for media effectiveness? 

D E C I S I O N  O P T I M I Z A T I O N

Leaders Most people
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Budget allocation is more dynamic for leaders

+7
more likely to allocate budget 

completely dynamically

-8
less likely to plan 

budget allocation annually

L E A D E R S  A R E

S U R V E Y  Q U E S T I O N :
Which of the following budgeting processes 
has the biggest impact for your organization? 

D E C I S I O N  O P T I M I Z A T I O N
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Leaders use MMM and MTA together while others focus on just MMM

Brand tracker Media mix modeling (MMM) A/B testing Randomized control trial
(RCT)

Multi-touch attribution
(MTA)

Heavily rely on

Note: The chart is based on respondents’ rankings for reliance on a scale of 1-5

S U R V E Y  Q U E S T I O N :
On a scale from 1-5, please rate how much you rely 
on using the below tools to support media decisions. 

Most people Leaders

D E C I S I O N  O P T I M I Z A T I O N

Leaders over-index 
MTA usage

Do not rely on



V A L U E  C R E A T I O N

What are the most effective 
strategies for creating and realizing 

value in the business?
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The leading use of data is to drive growth

Top-line growth
44%

Operational 
efficiency 
and margins

36%

Speed to market
20%

S U R V E Y  Q U E S T I O N :
In which of the following areas are 
you seeing results from deploying 
your consumer data strategy? 

V A L U E  C R E A T I O N
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Beyond obvious marketing and customer experience (CX) use cases, 
leaders lean into using data for optimization and innovation

31%

35%

58%

64%

69%

27%

45%

59%

74%

68%

Product strategy and innovation

Campaign activation

Measurement and optimization

Audience strategy and insights

Personalized omnichannel experience

S U R V E Y  Q U E S T I O N :
Select the applications of consumer data (first-, second-, 
third-party data) that added the most value for the marketing 
and customer experience-related aspects of your business.

V A L U E  C R E A T I O N

Leaders Most people
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Leaders are focused on more sophisticated use cases 
to create value in marketing

Increasing scale of complexity and value

Audience strategy and insights

Measurement and optimization

Campaign activation

Product strategy and innovation

Personalized omnichannel experience

Segmentation

Channel optimization

Targeting

Channel fit

Journey orchestration

High-value audience

Purchase behavior

Lookalike modeling

New business models

Recommendations

S U R V E Y  Q U E S T I O N :
Select the applications of consumer data (first-, second-, 
third-party data) that added the most value for the marketing 
and customer experience-related aspects of your business.

V A L U E  C R E A T I O N

Most people Leaders

Note: The complexity and value scale depicted in the 
chart are based on the EY perspective for rankings. 

0 5

0 5

0 5

0 5

0 5
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12%

45%
34%

6%
12%

48%

28%
9%

Access to data and analytics resources has improved, 
but current gaps obstruct value realization

Limited or no access 
to advanced analytics

Small team of advanced 
analytics resources, but does 

not fully meet our needs

Sufficient access that 
usually meets needs

Abundant access that 
allows us to build for 

the future

2021 2023

Not enough data 
science resources

Insufficient 
access to data 
and analytics

S U R V E Y  Q U E S T I O N :
Which of the following describes your 
marketing organization’s access to advanced 
analytics and data science resources? 

V A L U E  C R E A T I O N
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Marketing

Revenue growth 
management 

(RGM)

Retail/Omni

Supply chain

Procurement

Finance

HR

R&D

Overall
business
ambition

Regional 
and market

goals

Brand and 
product
growth

Business
domains

To drive better data strategy, business 
and technology agenda alignment is key

D A T A  A N D  T E C H
strategy

B U S I N E S S
strategy
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To drive better data strategy, business 
and technology agenda alignment is key

PEOPLE

Skills

Resources

Development

Hiring

PROCESS

Op model

Workflows

RACI

GOVERNANCE

KPIs

Measurement

Tools

TECHNOLOGY 
ARCHITECTURE

Capabilities

Roadmap

Investment case

Partnerships

SOURCES

1P data

2P data

3P data

DATA 
FOUNDATION

Interoperability 

Master data 

Scalable consumption

Flexible delivery

ADOPTION

Culture 

Communication 

Learning

D A T A  A N D  T E C H
strategy

B U S I N E S S
strategy
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Regulatory 
compliance

Analytical fuel

Commercial 
connectivity

Decision 
optimization

Value creation

Key takeaways
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Regulatory 
compliance

Analytical fuel

Commercial 
connectivity

Decision 
optimization

Value creation
Consumer privacy 
is an ante to be in 
the game —
it is no longer a 
differentiator
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Regulatory 
compliance

Analytical fuel

Commercial 
connectivity

Decision 
optimization

Value creation

3P data is 
declining and 1P 
data is rapidly 
ascending in 
importance
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Regulatory 
compliance

Analytical fuel

Commercial 
connectivity

Decision 
optimization

Value creation

Customer data and 
analytics have 
emerged as a clear 
focus in technology 
investments
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Regulatory 
compliance

Analytical fuel

Commercial 
connectivity

Decision 
optimization

Value creation

Winning marketers 
optimize the 
spectrum of brand to 
performance, and 
ROAS is no longer 
the leading KPI
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Regulatory 
compliance

Analytical fuel

Commercial 
connectivity

Decision 
optimization

Value creation

Growth benefits 
from moving to 
more advanced 
use cases
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If data is the fuel of an AI future, we must heed the call–to-action to 
improve data maturity

D A T A  M A T U R I T Y  F R A M E W O R K

Leading edge

Basic

Data explorer

Foundation-focused

Governance-oriented

Product-passionate

Science-driven

Consumer-optimized

Digitized edge

Build proprietary data assets to build competitive advantage

Invest in insight orchestration across the enterprise

Improve data quality to drive the right signals

Amplify capabilities around data governance

Connect business and data/technology strategy end-to-end at scale
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Looking to the future, marketing is a top-three function 
that will be impacted by generative AI 

C-level survey: 
Highest-priority functions for deploying Gen AI

49%

14%

11%

11%

5%

R&D/development

Marketing 
and sales

Source: Innovation Realized June 2023 survey

IT

HR

Operations

S U R V E Y  Q U E S T I O N :
What is highest-priority function to deploy 
Gen AI? 
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But AI solutions have much broader implications

Product
data

Channel/
retail data

Wholesaler
Distributor

Retailer

Sales

Marketing

R&D/innovation

Finance

Supply chain

CX

Retail/omnichannel

HR
RGM

Consumer
data

1st Party
2nd Party
3rd Party
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This material has been prepared for general informational 
purposes only and is not intended to be relied upon as 
accounting, tax, legal or other professional advice. 
Please refer to your advisors for specific advice.

ey.com

EY  |  Building a better working world

EY exists to build a better working world, helping 
to create long-term value for clients, people and 
society and build trust in the capital markets. 

Enabled by data and technology, diverse EY 
teams in over 150 countries provide trust 
through assurance and help clients grow, 
transform and operate. 

Working across assurance, consulting, law, 
strategy, tax and transactions, EY teams ask 
better questions to find new answers for the 
complex issues facing our world today.
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