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INTRODUCTION

As more buyers demand relevant, customized engagement, marketing teams are prioritizing their 

database strategies to maintain quality, better identify high-value accounts and inform their next 

move. In fact, Demand Gen Report’s “2022 Database Strategies & Contact Acquisition Survey” 

showed that 45% of marketers plan to implement a formal data acquisition strategy this year.  

 

To help B2B marketers build more valuable databases, this special report explores how B2B 

marketers are producing and procuring higher quality data, including: 

• How businesses are utilizing deeper analytics — such as intent, AI, engagement data and 

other third-party sources — to refine messaging and offer deeper customer experiences;

• How to connect and analyze data across applications and platforms for a 360-degree view 

of the buyer; 

• The tools and tactics modern B2B orgs leverage to fill in gaps in their databases and sustain 

data quality; and

• The importance of aligning data sources across the organization to avoid silos and develop 

campaigns tailored to audience needs and expectations.

https://www.demandgenreport.com/resources/research/2022-database-strategies-contact-acquisition-benchmark-survey-report-personalization-third-party-partnerships-top-priorities-as-marketers-move-toward-more-mature-database-strategies
https://www.demandgenreport.com/resources/research/2022-database-strategies-contact-acquisition-benchmark-survey-report-personalization-third-party-partnerships-top-priorities-as-marketers-move-toward-more-mature-database-strategies
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The ability to pinpoint high-value accounts and tailor personalized messaging throughout the buyer’s 

journey has become essential for B2B marketers, making database quality critical to success. But 

marketers struggle with several challenges, such as:

The pandemic and resulting economic rollercoaster have created new hurdles, said Brooke Bartos, 

Director of Marketing Operations and Analytics at InvoiceCloud. She continued that the standard 30% 

database churn has “accelerated beyond comprehension” in the past two and a half years as both B2B 

buyers and marketers rapidly change positions. Constant change means both internal teams and the data 

service providers they previously relied on are struggling to keep data up to date, explained Bartos. 

 

That results in fragmented data, which often arises when multiple buyers on different teams purchase 

different datasets without coordinating, added Curtis Marshall, SVP of Business Data Partnerships at 

AnalyticsIQ , “making it difficult to condense it all into one record of truth.” 

 

For larger organizations, integrating those multiple datasets is often the biggest challenge, noted Danny 

McKeever, Senior Director of Marketing Operations and Technology at Integrate. At smaller organizations, 

the lack of standardized processes is the primary problem McKeever sees. “Broken processes” for creating 

leads, accounts and contacts or for inputting data are common in fast-growing organizations that haven’t 

taken time to prioritize database quality. 

MITIGATING DATABASE QUALITY CHALLENGES

• No standard procedure for marketing/sales teams to update data (52%); 

• Siloed data (42%); 

• Not enough data on current customers (40%); and

• Lack of resources and experience (30%). 

BROOKE BARTOS, INVOICECLOUD

“The standard 30% database churn has “accelerated beyond 

comprehension” in the past two and a half year.”

https://www.demandgenreport.com/resources/research/2022-database-strategies-contact-acquisition-benchmark-survey-report-personalization-third-party-partnerships-top-priorities-as-marketers-move-toward-more-mature-database-strategies
https://invoicecloud.net/
https://analytics-iq.com/?
https://www.integrate.com/
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Demand Gen Report: What are some of the current trends you’re seeing in database quality and accuracy?

Danny McKeever: It’s important for data to be accurate, compliant and governed. However, many companies 

still struggle with database quality, and this can stem from several scenarios. For instance, if a company has 

acquired other companies, they may have data in disparate systems and face difficulty merging the data. Or 

for many enterprise companies, they may have data in too many locations or little rigor in who uploads data 

into the system. Often, the database is an afterthought or not a priority for the organization and results in 

the organization being held back from moving forward along the marketing maturity model.  

 

DGR: Though it’s the obvious question to ask, why is it so important to ensure databases are up to date 

with the latest customer information?

McKeever: Today’s B2B buyers act much more like B2C buyers and have higher expectations of being heard, 

known and understood. They’re also consuming content across multiple channels, like social media, digital 

ads, content syndication and in-person and virtual events. In short, our buyers exist in a digital-first world 

and sellers must adapt accordingly.

Data serves as the lifeblood of all marketing operations, informing everything from a prospect’s 

name to high-level details about what interactions an account had with a particular platform. 

With that in mind, it’s imperative that marketers truly understand the importance of maintaining 

a healthy, accurate database.  

 

The Demand Gen Report team sat down with Danny McKeever, Sr. Director, Marketing Operations 

and Technology for Integrate, a precision demand marketing platform, to get his take on best 

practices for database maintenance and the pitfalls of dirty data.

DATA IS EVERYTHING IN MARKETING 

— MAKE SURE IT’S ACCURATE 
With Danny McKeever, Integrate

https://www.integrate.com/
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In marketing, data quality is everything. Without the latest customer information, you can’t even begin 

to reach your buyer. For instance, if you have the wrong business email or the wrong name, or you do 

not know that the person has moved on to another company, your opportunity to reach your buyer 

is lost before it’s even begun. Or if you have the wrong data on service level agreements or rules of 

engagement, you run the risk of uncoordinated outreach with multiple team members simultaneously 

reaching out to a prospect.  

 

Not only is it important to have the right data to reach the right buyer, but it’s also important to adhere 

to data privacy rules and regulations, such as GDPR, CCPA and other privacy laws, which impose hefty 

fines for non-compliance.  

 

And finally, if you don’t have clean, compliant data, you can’t measure your performance, understand 

your impact or improve your processes. Measurement is so important to marketers because it’s how 

we defend the spend and seek to refine and improve.  

 

DGR: What are some of the biggest elements hurting data accuracy, and what steps can companies 

take to alleviate them?

McKeever: Some of the biggest reasons for poor data accuracy include siloed data and a lack of 

processes around data entering the system. For instance, if you have data residing across multiple 

systems (e.g., CRM and marketing automation platforms) that are not talking to each other, that 

can result in conflicting data. To alleviate siloed data, implement technologies that streamline and 

automate the entire data handling, enrichment and governing processes. Integrate has a governance 

engine that ensures the right accounts and people on those accounts are fully opted in and compliant.  

 

It’s also important to implement processes on your teams to prevent dirty data from entering your 

systems. This could result from either manually entering incomplete data or if you uploaded a list with 

incomplete account or contact information. Take, for example, a list import from an event provider 

that only includes first name, last name and account, but no email — that’s dirty data. You need to 

determine technologies and process to address this bad data before it even enters your marketing 

automation system. 

 

Another process pitfall is inconsistencies in how your company logs data within your systems. All too 

often, people work outside of the systems and technologies that are in place, for instance, when not 

all sales reps log data into Salesforce, and this results in inaccurate forecast data. Implement internal 

processes (or even a company-wide agreement) that prevents bad data from entering your systems in 

the first place.

https://www.integrate.com/
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DGR: Can you discuss Integrate’s precision demand marketing approach and how it applies to 

database quality? 

McKeever: Precision demand marketing addresses how to market amidst today’s complex world. 

It combines an always-on approach with an account-based focus, and offers a buyer-driven, 

omnichannel strategy that is more agile, precise and personalized to our buyers.  

 

If you don’t have the right data of where an account and/or the buyer is in their journey, what channels 

they are in or their contact information, it’s impossible to orchestrate personalized experiences with 

precision. At its core, Precision Demand Marketing is good marketing, and good data is imperative to 

enabling good marketing.  

 

DGR: How does maintaining a cleansed and accurate database benefit companies in the long term?

McKeever: Having a high-quality database is not only about building pipeline for today, but also for 

building pipeline for tomorrow. Ask yourself: 

We need to shift our way of thinking about marketing and smash that traditional sales funnel. 

The new way is for marketing to partner with sales across the buyer’s journey like so:

Marketing

Sales

OLD NEW

• Do you have the database to support and capture those engagements and to understand 

who is interested and who isn’t?

• Do you have a high-quality database to react to market changes and influences? 

• Do you have the database to provide the right message at the right time in relation to 

what just happened in the market? If not, then you’re either implementing mass-blasts or 

missing out on in-market accounts. 

https://www.integrate.com/
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Going beyond contact information and demographics to collect deeper buyer intelligence can help 

marketers identify segments, pinpoint key stakeholders within target accounts and better personalize 

messaging. Ultimately, this enables marketers to deliver more value to sales teams, shorten sales cycles 

and grow revenue.  

 

In fact, 54% of practitioners would like to collect data on purchasing timeframes, 52% wanted to collect 

intent signals, 52% wanted more detail on pain points and 40% wanted budget information.  

 

“In this age of personalized marketing, understanding the factors and motivators driving decision 

makers’ and influencers’ behavior has become more and more hypercritical,” said AnalyticsIQ’s Marshall. 

He pointed to third-party data as a major contributor to understanding buyers’ needs, as it can add 

contextual information to data from self-owned sources, enabling more personalized campaigns.  

 

For example, Marshall noted data could reveal that in addition to his business role, he’s an avid golfer, 

ski enthusiast and enjoys podcasts. “You can then design marketing plans around the fact that I like 

podcasts or I’m a skier or that, because I’m [in B2B], there’s no need to send me consumer information.” 

UNDERSTANDING THE DEEPER 

POTENTIAL OF DATABASES 

https://www.demandgenreport.com/resources/research/2022-database-strategies-contact-acquisition-benchmark-survey-report-personalization-third-party-partnerships-top-priorities-as-marketers-move-toward-more-mature-database-strategies
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The right data can also help marketers identify their ideal clients and improve segmentation. 

“Marketers don’t necessarily know who their best types of clients are until they engage with third-party 

organizations that help them understand their current data and clients,” Marshall added.  

 

Collecting deeper data is essential for moving beyond a traditional marketing model in which 

marketing does its work and hands off to sales, said Integrate’s McKeever.  

 

“In a forward-leaning organization, marketing and sales work hand in hand from the beginning to 

closed-won,” he continued. “When bringing data to bear to build the proper buyer journeys, it’s 

important to have that data thought about and structured in such a way that you can surround the 

account with the right messaging [across channels].”  

 

McKeever advised going beyond demographic and firmographic data, which tends to be at the 

persona or account level, to collect data on buying groups. Because larger enterprises often have 

multiple personas and buying groups, he believes marketers should have all the right personas in 

buying groups built out before going to market.  

 

Gathering deeper data offers value outside sales and marketing, Erin Pearson, VP of Marketing at 

Evaluserve, who noted, “The first question people ask when analyzing data is, ‘Where am I getting the 

most meetings?’ But the more interesting question is, ‘Where am I getting the most pipeline and how 

much of that pipeline is closing?’” 

DANNY MCKEEVER, INTEGRATE

“In a forward-
leaning organization, 
marketing and sales 
work hand in hand 
from the beginning 
to closed-won .”

https://www.evalueserve.com/
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AI and machine learning technology can provide marketing insights and automate processes, but 

without quality data, these tools can’t deliver meaningful results. The experts explained that successful 

marketing teams:

IMPLEMENTING BEST 

PRACTICES FOR BETTER DATA

1. Get buy-in from the top, as “the first barrier to clean data is the people part of it,” according 

to Evaluserve’s Pearson;

2. Align teams around goals, as “people need to understand that if they don’t input data 

accurately, they might lose budget next year,” continued Pearson;

3. Build trust, because “data silos between sales and marketing teams often stem from 

mistrust,” noted McKeever;

4. Create processes and train teams, which starts with defining processes for inputting data, 

McKeever said;

5. Develop data quality management systems, which InvoiceCloud’s Bartos explained will 

include in-house manual efforts and external technologies; and

6. Eliminate silos by “making a business decision to bring all groups that purchase data 

together to explain why each specific type of data is important,” added Marshall.
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Third-party vendors are useful tools to supplement self-owned data. Some 43% of marketers in 

Demand Gen Report’s survey use data enrichment vendors and 35% use data append vendors to 

enhance existing data. 

 

“At some point, you need tools that can do a lot of the heavy lifting for you — tools that combine 

system integration, business process automation, data validation and formatting, and bring all 

your data sources together to normalize it into a common ontology and structure that fuels your 

analytics, CRM, marketing automation and other critical systems,” explained Gary Maggiolino, Sr. 

Manager of Global Health Marketing Technology at InterSystems. 

 

“For me, the key to database quality begins with analytics and understanding where all your 

data exists and what state it’s in,” he continued. “Where do the roadblocks, gaps and silos exist? 

What structure and format are the data in? To enable that kind of data clarity, you need a strong 

investment in the right analytical tools for your organization, followed by business process tools to 

close those gaps, put processes and workflows in place, and integrate and structure your data.” 

 

Additionally, third-party lead and account enrichment solutions can collect information marketers 

may not have in-house, such as account firmographics, said Pearson. “They can help you segment 

your campaigns better and reduce the number of form fields you need.” Next, she suggested adding 

intent data and predictive revenue tools.  

 

Ease of use and support are critical when vetting vendors, Pearson noted. More experienced teams 

seeking a hands-off experience will want a simple user interface that everyone on the team can use. 

Small teams may prefer to work with smaller vendors that offer a more personalized, consultative 

approach to customer success.   

 

Bartos advised taking advantage of free trials to give each vendor a list of accounts or prospects for 

which data is historically hard to find.  

 

“See what they return to you, use it and do a head-to-head [vendor] comparison,” she said. “Ask 

colleagues in your industry for recommendations, too, as most people will tell you very honestly 

who they like.”  

 

Last, but not least, keep on the right side of privacy regulations. “It’s not just about having the right 

accounts and people,” McKeever cautioned. “Make sure third-party vendors provide data that’s fully 

governed and compliant.” 

https://www.demandgenreport.com/resources/research/2022-database-strategies-contact-acquisition-benchmark-survey-report-personalization-third-party-partnerships-top-priorities-as-marketers-move-toward-more-mature-database-strategies
https://www.intersystems.com/
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When asked what marketers should keep in mind for the future, privacy laws top the list: “A 

number of state-by-state privacy laws are coming into effect over the next year,” said Bartos.  

 

“Regulations are changing weekly,” agreed Marshall, who advised organizations should have a group 

that keeps abreast of what’s going on and understands the current and future regulatory landscape.  

 

Keep an eye on the cookie-less future, too: “It keeps getting pushed back, but it’s going to happen,” 

Bartos warned.  

 

Transparency about your use of data is increasingly important, Pearson said. Younger generations 

want to work with ethical companies and view privacy as part of this. “Think through your data 

governance strategy,” she advised. “How can you protect data to show that you’re not just a vendor, 

but a partner?”  

 

Marketers should also think more strategically about how marketing data can influence product 

development or customer success, Pearson said. For instance, record customer service calls and 

use AI to pull out key customer insights.  

 

Ultimately, said McKeever, databases can become recommendation engines for marketing. “Being 

able to pull together digital engagements at the account level and tie them to [individuals] when 

they become known in the future allows marketers to become more predictive so they can target 

the right people at the right accounts with the right conversations to maximize deal size and bring 

the greatest benefit to customers.” 

 

It all starts with database quality: Committing to database quality is the first step to creating a 

strong foundation and building a database not just for today, but for tomorrow. 

THE FUTURE OF DATA-DRIVEN MARKETING
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