
DATA-as-a
SERVICE

The game changer that’s 
revolutionzing marketing. 
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Marketing has changed almost beyond recognition in the last decade. Not 

surprisingly, in an age of bigger and faster data consumer behavior is changing 

quickly and digital activities are growing rapidly. Consumers are driven by 

knowledge and have more choices across an ever-increasing number of channels. 

Finding the right customers and prospects is no longer like trying to find a needle in 

a haystack - it’s more like finding a needle in a pile of needles. 

DATA-AS-A-SERVICE 
CHANGES THE GAME

DaaS is completely 
changing the 

game for today’s 
marketers. 

Generating real-time 
revenue is now a 

process that takes 
moments – not 

months. It’s the new 
frontier of marketing.

At this point in the game, most marketers understand that 

traditional offline ways of marketing are simply not enough. 

Long gone are the days where marketers were limited to one-

way broadcasting. As marketers strive for mass personalization, 

marketing has become savvier, digital marketing has become the 

new norm, and real-time is no longer optional.

While marketers have made huge strides into the digital world, the 

biggest challenge continues to evolve around Big Data. Although 

Big Data can translate into big revenue, many companies are unable 

to fully utilize its potential. In fact, according to Gartner, through 

2015, 85% of Fortune 500 organizations will be unable to exploit Big 

Data for competitive advantage.

Data-as-a-Service (DaaS) is completely changing the Big Data 

game. DaaS is a revolutionary way of mining today’s massive data 

ecosystem and delivering in-market prospects and customers to 

a company’s channel systems or digital marketing platforms. This 

means companies no longer need to invest in huge infrastructures to 

access Big Data.

Through 2015, 

85% of 

Fortune 500 

organizations will 

be unable to 
exploit Big Data 
for competitive 

advantage.
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DaaS unlocks a vast new world of opportunities. 

Imagine getting streams of highly qualified 

prospects, and even your own customers, who 

are ready to purchase now based on their online 

searches or information they are sharing on social 

platforms. What if you could market to consumers 

who are searching at that moment for your 

competition? 

Imagine the power of being able 
to enhance your internal marketing 
database with highly specialized and 
unique data sources for real-time, 
multi-channel marketing campaigns. 

What is DaaS?
Most marketing and risk systems still source data 

like it was pre-2003. Yet, the opportunity to refine 

strategic and operational decision making by 

taking full advantage of Big Data is compelling.

Within this vast amount of information is valuable 

and available data. This is the new world of Big 

Data and the information being created can 

be used in real-time to generate previously 

unimagined opportunities.

Many organizations still struggle internally with 

connecting all the dots within this myriad of data. 

This is where the thinking behind DaaS comes into 

play – an emerging category that is taking the 

marketing world by storm. 

DaaS is a service approach in which a vendor 

sources, structures, and delivers unique and hard-

to-find data assets on a real-time basis. At the 

From the beginning of time 
through 2003, there were 
5 billion gigabytes of 

information about businesses 
and consumers stored and 

accessible.  

Today, 23 billion gigabytes 
of new data is being created 

and stored every day and 
the rate of that data collection 
is still increasing exponentially.

BIG 
DATA IS
GROWING
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same time, a company’s core data set is also enhanced so it is digitally addressable. 

This specialized core data set, integrated with the new data sources, is built to deliver 

competitive advantage on a daily basis. Companies can deliver marketing campaigns 

through multi-channel programs or customized ads and messaging can be sent directly to a 

company’s customers and prospects through its digital marketing platform.

1
Foundational Data
Internal data combined with additional demographic 
and firmographic enhancement and specialty data.

Fast Data
Real-time behavioral data.

Onboarded Data
Offline data transformed into addressable online identities.2

3

How DaaS Delivers Immediate ROI
DaaS drives immediate ROI by combining three 
types of data, uniquely customized to each 
company:

• Custom dataset that 
constantly feeds 
companies better 
qualified leads who are 
ready to buy. 

• Combines 
“foundational” and 
“fast” data to provide 
superior long-term 
targeting AND 
immediate ROI.  

• Distinctly different than 
list buying—a marketing 
asset. 

• Access to a constant 
stream of in-market 
prospects, including 
a company’s own 
customers, who are 
actively searching for 
what they are selling.  

• Companies can begin 
targeting customers 
and prospects with 
immediate, relevant 
content and offers 
– trending category 
content, dynamic 
pricing, customized 
recommendations, and 
more.   

• Customized data 
capability versus 
random/disconnected, 
one-time use prospect 
lists.

THE DAAS 
DIFFERENCE

Foundational Data

Foundational data refers to what a company’s customers and 

prospects look like at the moment – a 360-degree view. This 

foundational data set comprises internal data, demographic 

or firmographic data, and specialty data sources. By 

integrating these data sources, a “Best Customer Profile” can 

be established. The customer base can also be evaluated for 

candidates who share the same characteristics to establish a 

“Best Prospect Profile”. 

Internal Data

Internal data includes anything sitting in a data warehouse, 

CRM system, or other sources that have not been integrated 
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into the marketing database. Examples of internal data include customer service records, 

transactional data, credit card purchases, or email. 

Consumer and Business Data

Adding additional demographic and firmographic data establishes a more comprehensive 

customer and prospect profile. This includes demographic data, such as age, health interests, 

marital status, net worth, occupation, religious affiliation, and more. Demographic data may 

include annual revenue, D&B credit rating, legal code, number of employees, primary business 

address, SIC, and years in business.

DataMentors Consumer & Business Database Files

- 13 Million U.S. Businesses

- 150 Data Elements

- Linkage between HQ &    

  site locations

- 250 Million U.S. Consumers

- 100 Million homeowners

- 500+ Data Elements

- Full Contact Information

Consumer Data Business Data

Unique Data

A powerful advantage of DaaS is the ability to add unique and hard-to-find data that has 

been aggregated from hundreds of Big Data sources. These data sets are highly targeted and 

go well beyond third party lists.  

To really understand the potential of these unique data sets, it is important to understand 

where all this data is coming from. The information being generated from Big Data can be 

segmented into six specific categories:

1

2

Web Mining: Data compiled by mining the open web. This includes automated processes 

of discovering and extracting information from Web documents and servers, including 

mining unstructured data. This can be information extracted from server logs and 

browser activity, information extracted about the links and structure of a site, or 

information extracted from page content and documents.

Search Information: Data available as a result of browser activity tracking search and 

intent behavior. This data also identifies digital audiences through onboarding (matching 

consumers to their online IDs).
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3

4

Social Media: The average global Internet user spends two and a half hours daily on social 

media. A vast array of data is available on personal preferences, likes, “check-ins”, shares, 

and comments users are making.

Crowd Sourcing: This is collective intelligence gathered from the public. Data is compiled 

from multiple sources or large communities of people including: forums, surveys, polls, 

and other types of user-generated media.

Transactional: Data that is created when organizations conduct business, and can be 

financial, logistical or any related process involving activities such as purchases, requests, 

insurance claims, deposits, withdrawals, flight reservations, credit card purchases, etc.

Mobile: Mobile data is driving the largest surge in data volume. It isn't only a function of 

smartphone penetration and consumer usage patterns. The data is also created by apps 

or other services working in the background.

DaaS provides highly specialized data assets that have 

already been mined from these Big Data sources.

 Examples of unique data sources: 

• Niche company lists, beyond high level SIC and NAIC code 

descriptions

• Information (contacts, top customers, products, shipments) 

on 1.5 million buyers and suppliers in 90 countries. Helps 

sellers identify/evaluate buyers, helps buyers identify/evaluate 

suppliers

• Data collected on residential and commercial building permits 

88 million residential and commercial building permits, 155 

million inspection records, and 7 million contractors in the U.S.

• Spend data on specific businesses by categories

• U.S. manufacturing industry data with unique attributes such as 

certifications (ANSI, ISO), business type (exporter, distributor) 

and products & services (adhesive technologies, compounds).

• Comprehensive healthcare data (doctors, dentists, other 

prescribers, their practices, clinics, hospitals, etc.)

5

6

 Unique Data Adds Robust 
Prospecting Capabilities:

A large multi-location resort 

was seeking to increase 

reservations among families 

taking vacation over school 

holidays. However, finding 

these prospective vacationers 

was challenging – there 

wasn’t a single source of 

compiled school vacation 

data. We delivered a 

compiled database on every 

vacation scheduled within 

school districts across the 

United States. By integrating 

this data with their “Best 

Customer and Prospect 

Profiles”, reservations 

immediately increased by 13%.

Client Example
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Onboarded Data

Data onboarding is all about bringing offline 

data into the online world. AdAge provides 

the following definition: “data onboarding, 

sometimes referred to as data on-ramping, 

is the transfer of data gathered offline to the 

digital realm.”

Offline data, such as customer service calls or 

point of sale transactions, is information that 

sits in a company’s CRM. While this data is great 

for traditional marketing segmentation and 

targeting, it doesn’t address the digital needs 

and behaviors of customers and prospects who 

are online.

As part of a data onboarding process, matches 

are made between offline data and online user 

profiles. Data such as a phone number, email 

address, name, or a physical address are used 

as identifiers. These identifiers are then matched 

to online cookies, creating a universe of digitally 

addressable prospects and customers.

“Data onboarding, sometimes 
referred to as data on-ramping, 
is the transfer of data gathered 

offline to the digital realm.”

Example Match Report through 
DataMentors’ Onboarding Process:

Onboarding services have created huge opportunities for marketers. For example, targeted 

display campaigns can be displayed to specific customer and prospect segments. A financial 

company may want to target key customer groups with display ads that cross-sell another 

product. An auto company may show ads to people with leases up for renewal. Cross-channel 

campaigns are also more effective when sent to the same audience via email, direct mail, and 

display ads.

Fast Data

Many of us have heard of the 3V’s of Big Data – Volume, Variety and Velocity. Volume refers 

to the amount of data, variety refers to the number of types of data and velocity refers to 

the speed of data processing. Gartner analyst Doug Laney introduced the 3V’s concept in 

2001. And more recently, new V’s have been introduced, including veracity – the uncertainty 

surrounding data consistency and completeness - and value, which addresses using data for 
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business opportunities through data mining and analytics.

A similar revolution is happening with Fast Data. Fast Data is 

the continual processing of Big Data in real time to generate 

insights for immediate action. Have you heard of the term 

a “fire hose of data”? As Big Data is created, such as click-

stream data, social media posts, purchase transactions, 

mobile GPS signals, or sensor data, these events occur 

almost instantaneously - thousands of times per second. 

Fast Data aggregates event and behavioral-driven data to 

determine purchase intent as it occurs. These moment-to-

moments insights are crucial for today’s enterprises and 

play an important role in targeting in-market consumers and 

businesses to generate ROI. Just imagine the competitive 

advantage in having exclusive knowledge about who is 

actively searching for products you (or your competitors) 

sell.

Based on behavioral triggers and purchase intent generated 

through Fast Data, DaaS delivers streams of prospects, and 

even a company’s own customers, who are in-market today 

for your services and products.

Examples of Fast Data
• Aggregated "intent data" 

from over 160 million unique 

users on e-commerce, online 

travel agency and auto 

comparison sites. 

• Digital data that includes 

web pages surfed, all email, 

and Machine to Machine 

(Internet of Things) digital 

activity. 

• Transactional data such 

as purchases, requests, 

insurance claims, deposits, 

withdrawals, flight 

reservations, credit card 

purchases, and more. 

• Search data on any term, 

such as “Home Renovation”, 

“Excited about the Move”, 

or competitors names and 

products.

Fast Data
Who just 

 had a baby? 

Who is searching for  
a new dining room set? 

Who just made  
travel reservations?

Who just applied 
for home loan?

Who is car 
shopping today?

What company is  
hiring new servers?
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Manufacturers can increase ROI with DaaS through:

• Actionable data beyond firmographics:  Access to rich, key decision-maker 

contact data, financial risk status, procurement spending trends by category, 

understanding of website infrastructure and expansion. 

• Purchase power signals:  Just-in-time alerts provided to sales indicating when 

customers or ideal prospects are considering other solutions or engaging in 

behaviors that indicate readiness to purchase such as new office openings, venture 

capital investment, management changes or expanding hiring initiatives.  

• Social purchase signals: Consumers or businesses posting to searching for who is 

looking at specific products or searching for a competitor’s products. 

• Digital audience creation:  Onboarding of offline customer databases into the  

digital arena to create a digital audience, enabling content to be served online to 

drive them to a manufacturer’s products and solutions or directly to distribution 

partner channels. 

• Segmentation/modeling:  Understanding of best customers to find prospects 

based on that profile to dramatically improve lead generation productivity and 

ROI.

Data Use Cases

B2B Manufacturing 

Manufacturers face significant challenges. Every month there seems to be a new story about 

a factory closing or staff reductions due to offshore labor shifts. Prospects are doing more 

research online and making purchasing decisions before they even speak to a salesperson. 

And the buying process has become extremely complex with stakeholders including 

marketing, sales, and channel partners. 
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Retailers can increase ROI with DaaS through:

• Social purchase signals:  People posting to social networks such as “Excited about 

the new baby” or “Taking a family vacation.” 

• Discretionary purchase power signals:  Customers and prospects who are securing 

new credit sources, selling and buying cars or planning to move residences. 

• Digital audience creation:  Onboarding of offline customer databases into the 

digital arena to create a digital audience, enabling content to be served online to 

drive them to the local stores. 

• Segmentation/modeling:  Understanding of best customers to find prospects 

based on that profile to dramatically improve lead generation productivity and 

ROI.

Data Use Cases

Retail

Today’s consumers are producing tons of data across multiple channels. Many retail 

marketers are under huge pressure to find the right data and the right channels that will 

deliver results and drive the most sales.

Overcoming these challenges means determining exactly what customers and prospects 

want, reaching the right people at the right time and with the right message, and 

outperforming and outselling the competition.
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How DataMentors Delivers ROI through DaaS

For years, organizations have been reliant on their internal data or data enhancements from 

list brokers. This is stagnant data compiled from third parties. DaaS on the other hand is 

transformational in nature - a revolutionary way of mining today’s massive data sets to find 

qualified prospects in the market now for what a company is selling. 

So why model families who may be interested in family vacations when you can send 

campaigns to consumers who just booked plane tickets? Or why try to figure out who to 

target for a retail campaign when you can receive daily streams of prospects who are actively 

searching online for products you (or your competitors) sell? The possibilities are endless.

Rather than focusing on developing and managing an intricate network of data, companies 

can focus on the business outcomes and marketing advantages of Big Data.  Generating 

immediate revenue from Big Data is a universal goal for most marketers - and DaaS makes this 

possible for businesses across any type of industry.

About DataMentors
DataMentors is a Data-as-a-Service provider, helping some of the world’s most prominent brands achieve growth with highly 

robust marketing data, technology, and analytics solutions. Our solutions leverage the modern data ecosystem and real-time 

data analytics to create a customized “always on” dataset of consumers where purchase is imminent. Recognized by Gartner 

for data quality for the past eight years, we provide the most powerful and comprehensive marketing data technology 

solutions in the industry.  

Contact us: www.datamentors.com | info@datamentors.com | (813) 960-7800

1
Sourcing
Based on a company’s objectives, DataMentors sources a vast array of unique 
and hard-to-find data to provide a dramatic incremental difference in acquisition, 
optimization and loyalty metrics. 

Delivering
A company can deliver marketing campaigns through multi-channel marketing 
programs. DataMentors also delivers customized ads and messaging directly to a 
company’s customers and prospects through its digital marketing platform.

Structuring
DataMentors enhances a company’s core data set so it is digitally addressable. 
This specialized data set, integrated with the new data sources, is built to deliver 
competitive advantage on a daily basis.

2

3
Analyzing
Behavior and commercial data is gathered and analyzed using DataMentors’ analytics 
tools, delivering insight, opportunity identification, and dashboard optimization.4


