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Data. It’s your company’s most valuable asset. Once 
the sole responsibility of the IT team, it now plays a vi-
tal role in shaping and driving your most fundamental 
sales and marketing decisions.

Foreword
by Rishi Dave, CMO, Dun & Bradstreet

And, more than ever before, it’s marketing’s job to make sense of it all. After all, 
33 percent of CEOs believe revenue generation is the primary responsibility of 
marketing. Data is going  to play a huge part in meeting those goals. Of course, 
this is easier said than done.

If you’re like most marketers who rely on software and cloud-based applications 
to drive your programs, you know the pain  and struggle that comes from manag-
ing  data growth generated by disparate sources.  You’re likely drowning in data 
and unsure what’s useful, what’s accurate, and where  to go to ensure data is 
driving influential insights. Trying to bring it all together is  
a challenge for marketers across the globe. 

Buzzwords abound in the marketing space. You’ve heard of big data and of all 
the practices spawned from the waterfall of information being collected – artifi-
cial intelligence, programmatic marketing,  sales acceleration, customer centric-
ity, 360-degree view of customer, partner, brand or whatever.

Marketing is now becoming aware of another data-driven concept, one that’s 
generating plenty of buzz and helping marketers make sense of all these new 
data trends. It’s called “Master Data” and it will permeate the marketing land-
scape quickly.  

Master Data brings structure to chaos, makes data integration seamless, and 
provides the solid foundation for any data-inspired enterprise. Your CIO and IT 
peers have known about it forever. Now it’s your turn. 



Master Data is common data such as identifiers, hierarchies, segmentation 
categories and other basic content that enterprises share between their sys-
tems  and processes. Simply put, Master Data is common, consistent data ele-
ments that  allow you to easily share, structure, match, and clean data across 

systems and processes. It takes the form of identifiers, 
hierarchies, segmentation categories or other basic 
content elements, but at its core, it helps bring clarity 
and confidence in knowing that your data is aligned. 
For example, say you have a list of customers, vendors, 
partners  or brands in one system that doesn’t match 
the same list in another. When you need to merge 
them, or want to find common data elements in both, 
you need master data to make it easy. Otherwise, its 
messy and painful. Not to mention that a typical global 
enterprise’s footprint often resides across regions, go-
to-market activities, software types (Ad Tech, MarTech, 
ERP, CRM, finance, media, etc.), along with external 

third-party sources, the situation gets excruciatingly complex and untenable 
without Master Data.

Until recently, people thought of Master Data and Master Data Management 
(MDM), as a back-office, clerical exercise. But with the dependence in market-
ing on the sheer volume of data being collected through digital channels, mar-
keters are forcing master data to the center stage. We all need  a standard 
way for systems to connect the data, create the hierarchies and supplement 
the data. While software integration is feasible, once your systems connect, 
they still don’t all speak the same data language. As the concurrent mega-
trends of big data, globalization, customer centricity, SoCloMo (social, cloud 
and mobile), and the API economy converged, data interoperability is quickly 
becoming the universal and ubiquitous use case.

“33 percent of CEOs 
believe revenue  
generation is the  
primary responsibility 
of marketing. Data 
is going to play a 
huge part in meeting 
those goals.”
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So why should you, 
the marketing
professional, care?

Today’s CMO cannot ignore the impact of data on  their organization, 
but more specifically on their ability to effectively go-to-market.

They must learn to understand all facets of data, what data currently 
exists, what data they can get, how to organize it, how to manage it, 
and most importantly, how to put the data to use.  

Now, for the first time, we can intelligently align the most accurate 
audience data with marketing in new ways to drive business results, 
such as increasing engagement or driving revenue growth. Big trends in 
marketing generating lots of data:

Digital everything Unstructured big data MarTech & 
AdTech explision

Marketing & Advertising  
metrics (clicks, traffic & views)

Yet, even with all the data marketing has at its fingertips, organiza-
tions are still suffering from decisions that are based on incomplete and 
inaccurate data that lacks a consistent structure. It’s an unfortunate 
truth that may hit many CMO’s like a brick wall; their data is dirty. 
Despite the fact that  80% of marketers see data quality as critical 
to sales and marketing, and more than half are investing to address 
persistent data challenges, the current state of data quality  has re-
mained “questionable” at best – declining slightly by 10% according to 
a recent study. 
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The problem is that today’s data tsunami is an unstructured mess, 
meaning it is not “mastered.” There is no single view—it is fragmented 
across divisions and systems, cascading into organizational systems 
without labels or linkages. An example would be two sales people 
working with the same company  in different locations without even 
knowing it because they simply entered the company information 
differently in the systems (IBM vs. International Business Machines) or 
part  of the same company (Microsoft and LinkedIn).

A Master Data program ensures there is one common set of definitions 
and supporting data across all sources and across all enterprise data 
silos; internal and external. Let’s face it, CMOs depend on so many data 
sources, not just within the company and marketing itself, but also from 
third-party sources. Even within those sources, no governance exists to 
ensure consistent data structure and management. 

CMOs who embrace this now will have a massive competitive 
advantage.

Marketers are routinely asked what seem like simple questions, ‘Who 
are our top customers?’ ‘How are we doing in new regions?’ ‘Are we 
increasing penetration of key segments?’  Sure, sounds simple enough, 
but getting those answers can be hard. Simple doesn’t mean easy. 
When you ask for top anything, or market somewhere or type of seg-
mentation, you better make sure everyone else knows what is meant 
by top, market, and type. 

A standard Master Data structure begins with the Four C’s:  
Code, Company, Category and Country.
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How to leverage 
master data

Evaluate your current data situation
Don’t treat Master Data as another point solution, embrace it as 
the foundation for every marketing program. All of your enterprise 
systems work with Master Data – pulling together data from individual 
applications across departments, including everything from social and 
web data to crucial third-party sources. And, with the number of data 
sources growing every day, so will the complexity of making sense of it 
all. That’s why Master Data is so important.

Getting a 360-degree view of your customers and insight into every 
aspect of your business depends on your Master Data. As you can tell, 
I’m a huge proponent for Master Data and hopefully after reading this 
whitepaper, you will be as well. So let’s explore the first step needed 
when jumping into a Master Data program.

Know your data owner
Building the foundation for Master Data requires collaboration from 
multiple teams, beginning with the executive in charge of data man-
agement and governance. Many companies are beginning to appoint 
CDOs (Chief Data Officers) to champion data and analytics across 
the organization. Don’t have a CDO? Don’t worry. IT or another depart-
ment likely owns data strategy across the organization. Partner with 
this colleague as they will become critical in your Master Data journey.

Define the data
It is important to get on the same page with your counterparts around 
how you define and collect data since your definitions of a “customer” 
and “prospect” may not always be the same across departments. The 
lack of enterprise-wide reference standards for data collection and 
management make managing the business holistically impossible for 
marketers.  
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Without the benefit of common Master Data, 
your data leaders may have created business 
management systems with their own data 
management definitions, or definitions sup-
plied to them to meet specific departmental 
business management criteria. Data uploaded 
to your CRM or marketing automation sys-
tems, for example, may be entered and catego-
trized differently from how your team looks at 
the contact data. As a result, the information 
and data output of these systems may render 
rich details but cannot accurately summarize 
campaign activity, even for a single advertiser 
client or media vehicle. All departments and 
divisions need to agree on hierarchies of customers and products and 
how to resolve duplicate records.

Map it out
Next, work with the CDO, or the aforementioned data steward, to 
identify all the stakeholders who need to use the data to understand 
how they will use it to enhance the customer experience (which the 
CMO often ultimately owns). Master Data connects all the customer 
interactions across your company. 

Given this, a CMO and the data leader must map all the existing 
incoming and outgoing sources of data whether from internal systems, 
digital/social, or from third parties. Most companies are dealing with 
multiple types of third-party sources for a given vertical. Understand-
ing the totality of what you are dealing with clarifies the customer 
experience strategy. During this process, you may find key missing 
data streams that you need to get from third-party sources. You might 
even discover hidden data from the corners of the enterprise or from 
a random app within your organization that can propel your market-
ing strategy.

Gathering a deeper understanding of your current data situation is the 
start of your journey to a single version of the truth from your data.
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Join the  
Data Governance 
Round Table

Data governance involves the overall management of the availability, 
usability, integrity, and security of the data employed by an enterprise. 
A sound data governance program includes  a governing body, a de-
fined set of procedures, and a plan to execute those procedures. What’s 
more, the team needs to institute and define the data stewards. While 
governance defines the rules, stewardship enforces them. It’s a yin and 
yang relationship.

CMOs must become intimately familiar with data 
governance. Governance determines the use of the 
marketing data. 

Having a seat at the data governance table ensures 
marketing will help establish the fundamental data 
language for the enterprise. For instance, CMOs 
will want to define how a customer vs. a prospect 
looks. It also will establish the hierarchy needed to 
understand  your best customers from a marketing 
perspective. Sales has their classification; finance 
has another – what view will marketing need, and 
should it be the same?

While it is IT’s job to figure out the technical side, it 
is your role to contribute to proper definitions and 

Now, roll up your sleeves and work side-by-side with 
your organization’s other data owners (the CDO, CIO 
or other leaders in your internal data community)  
to get on the same page by establishing strong data  
governance policies and teams.

Benefits of Master 
Data for Marketing

• 360-degree view of  
business relationships

• Breaks down blind spots 
caused by data silos

• Delivers new insight into an 
entity’s family tree

• Deeper visibility into your 
supply chain

• Identifies the potential for  
malfeasance, fraud and risk

• Enables you to develop 
more accurate business  
models
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hierarchies that co-exists with data across the enterprise. If you do not 
get your requirements into the master data process early on, it will be 
much tougher adding  it later.

Setting forth governance rules you and the data team agree upon 
ensures data is available to the right people at the right time, securely 
and with high integrity. The CMO plays a role here given the impact of 
these policies on creating great user experiences throughout the cus-
tomer’s journey with the company. It’s also important to establish the 
right governing body/council to ensure these policies stay up-to-date 
with changes in the business and the supporting technology.

Now, the governance team creates the Master Data model. This in-
volves identifying the core attributes required across all the users of the 
data referred to frequently as the “Golden Record,” though many in the 
master data space are now using the term “trusted source” or “common 
view” to describe these shared customer records. This mastered data 
becomes the single source of the truth leveraged across all enterprise 
users and therefore helps drive compelling customer experiences since 
every user is working off the same core record.

With the governance policies and bodies in place, and the attributes of 
the “trusted source” agreed upon, the technology can enable the right 
master data architecture and services to support the strategy.

On an ongoing basis, the council must meet to update policies regularly. 

Next steps on the road towards mastery
Mastering data through thoughtful and consistent stewardship 
aligns and integrates enterprise data with more applications from 
more sources. 

As you think about getting the most value from the data inside your 
systems, remember these 3 takeaways: 

• Establish a standardized data structure for your business 
relationships at the entitiy, hierarchy, segment and market 
levels. (Remember the 4C’s: code, company, category 
and country).

• Bring your data as close to the decision-making process as 
possible, no matter where you are in the organization.

• Keep your data flowing. Master it to make it portable – 
from system to system and team to team; across depart-
ments, regions and go-to-market channels; between you 
and your customers, vendors and partners.



Bisnode is a leading European Data & Analytics 
company. We help companies to find and manage 
their customers throughout the customer lifecycle. 
We do that by pioneering Smart Data to enable our 
customers to make Smart Decisions. We employ 
2,100 people in 19 countries and are headquartered 
in Stockholm, Sweden. 

For more information please visit www.bisnode.com. 

Dun & Bradstreet (NYSE: DNB) grows the most 
valuable relationships in business. By uncovering 
 truth and meaning from data, we connect custom-
ers with the prospects, suppliers, clients and part-
ners that matter moast, and have since 1841. Nearly 
ninety percent of the Fortune 500, and companies 
of every size around the world, rely on our data, 
insights and analytics. For more about Dun  
& Bradstreet, visit dnb.com. 
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For over a decade, The SiriusDecisions Demand Waterfall 
has been the foundational framework for influencing the 
way B2B organizations tackle demand and lead generation. 
In 2017, a revamped, seven-stage waterfall was introduced 
and focuses heavily on buying groups versus individuals.

The biggest implication of the new framework will be how companies 
identify the demand units within their prioritized accounts (prioritized 
through analytics) to target their marketing and sales acceleration 
efforts. Marketers will need to  start with clean, integrated and orga-
nized data on the companies they are targeting, the people within 
those companies, and the relationships among those people. This can 
be accomplished through a Master Data strategy that combines  a 
company’s first party data with third party data and then links this to IP 
addresses, mobile IDs, and data in systems like their CRM to target the 
right activities by demand unit. In fact, the relationships in the buying 
unit can be determined even before talking to prospects by leveraging 
analytics to identify potential buying groups. The biggest implication 
here is that marketers will need to be even more  a driver of their com-
pany’s data strategy.

How Master Data will help you master  
SiriusDecisions Demand Waterfall


