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Introduction: The Problem
Today’s digital marketers are under serious pressure to deliver 
extraordinary results. But when you’re constantly bombarded 
with misinformation about how to market effectively using data, 
it’s easy to get lost in the noise.

What Noise?
There’s a ton of hype around the idea that customer analytics and 
marketing data are something you need to go out and get. 

A multitude of services on the internet claim to track users, tell you 
what your customers are browsing for, and what they’re doing. As a 
result, lots of business people have been led to believe that customer 
analytics data is something that you buy. It isn’t.

Your focus shouldn’t be on the outside world with all those shiny 
marketing gadgets and services. Your focus should be on finding a 
way to use your own marketing data to do what marketing does best 
(listen to your customers, figure out what they’re looking for, and market 
effectively to the audience and the customers you have). 

Most marketers miss out on the fact that they have a lot of good 
marketing data, usually within their reach, but they just don’t have the 
tools to use it.  2



Aha! So All I Need is Another Marketing Tool?
Not quite. When you think marketing and customer analytics, you probably think of tools like 
Salesforce or HubSpot. The problem is that each of those tools has their own data, none of 
which is connected. 

What people normally do to fix that problem is buy another marketing 
package that gives them more data, but that never actually solves the 
problem. Buying more of these types of tools just makes your problem 
more complicated. 

The Solution
In fact, the better places to get marketing 
data are through your own systems. 

So if you’re going to invest in tools, it’s 
data tools that will help you in this journey. 
And you’ll uncover far deeper insights into 
your own data than you can learn from any of 
the marketing software you could purchase. 

Imagine the power of connecting all your 
different departments  — inventory, ERP, 
CRM, customer service, accounting — and the 
many free website analytics services like Google 
Analytics, so that now you have access to all the 
data you’ve collected about your customers right 
at your fingertips. 

To be able to correlate that data together and draw 
insights in real time can be a game changer for you 
and your customers. 

Your data is going to be 10 times better than any 
data you can get from a new marketing analytics 
fad. And you can continue to build on your data through 
straightforward approaches like “tell us what you thought” surveys after 
an interaction or “we’re here to listen” forms on your website. In a nutshell, that’s why 
your focus needs to be on the data. 

Returning back to the noise analogy, most marketers, possibly the majority of your competitors, will continue to focus 
their efforts and investments on the wrong tools, acquiring yet another one of the latest-and-greatest marketing 
software packages that still won’t solve their problem. 

However, by the time you’re done reading this whitepaper, you’ll see that you can change the course by focusing on 
making the data you have work better for you. 
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Clever vs. ClearIf one of the following describes you, then you’re in 
the right place.

• I’m new to marketing and customer analytics. I don’t 
know what data I should be looking at or what I’m 
supposed to do with it, so how can I use data to be a 
better marketer?

• I’ve got plenty of marketing data, but I’m struggling 
to report anything that is useful for decision making.

• I’ve invested in many different marketing tools 
(Salesforce, HubSpot, Google Analytics, etc.), but 
each has its own data, and I can’t get them to work 
together. I don’t know how to get insight into what is 
and isn’t working.

Read on to find out how data and marketing analytics tie 
together so that you can understand how to think and 
talk about data. We’ll also give you some basics and set 
you down the best and least-complicated path to using 
customer and marketing analytics to make a difference 
in your customers’ lives. If you follow through, you’ll 
soon see how your company can turn data into a secret 
weapon for marketing success.

And if you need help on this journey, we’ve got your 
back. At Onebridge, our approach is simple. We help our 
customers learn how to use their own data and existing 
platforms to make better decisions that lead to better 
outcomes. Let’s get started!

What Marketing Can Do
We live in a post-Mad Men world that holds a lot of 
misconceptions about what effective marketing looks like. 
You might think that only the most clever, flashy,  
and surprising marketing campaigns will get the best 
results, right?

Not necessarily. So far, marketers have found that 
audiences respond best to clear messages that help 
them quickly understand what you’re offering and 
how it can benefit them. Sure, it’s great if your message 
is also clever and entertaining, but cleverness alone won’t 
guarantee results. 4



That’s because there are certain things marketing can and can’t do. 
Setting realistic expectations about what you can achieve will keep 
your marketing focused on tactics that are proven to get results.

Marketing can:

• Show people you exist. It seems obvious, but no one can 
consider purchasing from you if they don’t know you exist. This 
also allows you to gauge whether your market is ready to buy 
what you’re offering.

• Demonstrate your value. Show your customers how you can 
make their lives better and how your offer is different from 
others.

• Offer an incentive to try. Let your audience try before they 
buy. If your product or service is useful to your customers, 
barriers to purchase will vanish once they experience the 
benefits firsthand.

• Help You listen. Listen to what customers are saying to 
you on social media and how they are engaging with your 
online advertising to learn what they’re looking for. Tweak 
your offerings to align with demand.

What marketing can’t do is use lots of personal data to 
somehow get inside your customer’s head and trick them 
into buying something. Remember, it’s marketing,  
not magic. 

What to Focus on and Why
Marketers are most successful when they listen closely to 
their customers and create an approach based on what 
they’ve learned. 

This strategy is the best way to develop campaigns that 
are highly likely to resonate with your audience and 
attract them to your products or services. 

Listening to your audience means you need to study 
the data you’ve collected about your customers. 

If you want to be a hero to your customers and help 
them solve a problem, analytics can help you hear 
the distress signals they may be sending out via 
social media, search, etc. 
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Your organization’s goal is to solve problems for your customers 
to make their lives better. That’s pretty heroic! And every hero 
needs a support system so they can focus on what they do best: 
rescue their customers. 

There are so many tools available now to 
simplify the collection and analysis of data, to 
the point that marketers don’t need any previous 
data analytics experience. This is good news. 
You can easily generate visualizations and make 
connections between datasets that can answer 
questions you didn’t even know you had. 

But you can’t take advantage of your tools without a 
data collection and storage strategy that ensures 
you are:

1. Collecting trustworthy and reliable data.

2. Combining your various data sources into one 
fast, scalable system that can feed your BI tools.

That’s where we come in. We’re here to be your 
superhero support team and assure you that it’s 
absolutely within your reach to use your customer data 
to be a better marketer.

Examples of How Brands Have 
Done It Right 
Let’s look at some epic examples of brands who used data to 
listen closely to their customers and then used what they 
learned to spring into action. This is an important exercise 
because you’ll see patterns in how they achieved success. 6



Coca-Cola
Coca-Cola was one of the first consumer brands that 
adopted the use of customer data. Armed with both 
a loyalty program that aided their focus on collecting 
consumer feedback and a serious investment in 
research and development (especially around artificial 
intelligence or AI), Coca-Cola discovered how to use 
their data to reveal exactly what consumers want.

• After collecting data from consumers using their new Freestyle 
machine, Coca-Cola learned that cherry-flavored Sprite was one 
of the most popular choices. So they launched Cherry Sprite as an 
official flavor, and sales are holding steady.

• Coca-Cola also uses artificial intelligence for “social media listening.” 
They analyze the web for mentions of their brand so they know 
when photos of Coca-Cola products have been shared. They can 
then serve those people ads based on the images they shared. The 
results? Those ads are usually four times more likely to get a click.

Netflix
Netflix is a master at collecting data about user 
behavior and using that data to serve those 
users options that keep them coming back for 
more. They use their own open-source solutions 
to gather, store, and process massive amounts of 
data about what viewers are most interested in. 

Past viewer behavior drives a constant stream of suggestions for 
what to watch next, encouraging customers to spend more time 
on the platform. This further feeds Netflix’s data cycle to generate 
even more recommendations. 

Netflix has invested significantly in a technology ecosystem and 
data pipeline that allows them to listen intently to what users 
want, turning the business into a well-oiled machine that churns 
out positive user experiences.

Clearly Netflix is giving the people what they want since:

• 90% of Netflix users have engaged with its original content.

• 93% of Netflix original series get renewed past their first 
season vs. traditional TV’s 35%
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Amazon and Whole 
Foods
Amazon’s acquisition of Whole 
Foods provides new insight into 
how customers buy groceries and 
how suppliers interact with brands. 
Amazon continues to combine data 
pulled from Whole Foods with user 
data from its online platforms, Echo, 
and Alexa to offer auto-grocery 
delivery, using what they’ve learned to 
anticipate future needs.

Innovative Uses for 
Customer Data
According to one study, 71% of 
customers prefer ads tailored very 
specifically to them. Let’s look at some 
organizations that created highly unique 
experiences that delighted their audiences 
and set them apart. 

Very.co.uk
Very is an online 
clothier who targeted 
their homepage banner 
to individual users’ 
locations, using weather 
data from their area to 

highlight climate-appropriate products with 
accompanying copy. Rather than relying on 
ad campaigns that attempt to persuade the 
user the buy, Very focused on identifying a 
need and demonstrating how they could fulfill 
that need.

At the time, the company could display 1.2 
million variations of that homepage, each 
fueled by data to make it as relevant as 
possible to each visitor. So far, this initiative has 
delivered a significant uplift in conversion, 
adding £5 million to the top financial line. 8



Spotify 
Spotify, the popular audio streaming and 
media-services provider, began designing 
engaging, entertaining ads created from 
users’ streaming habits. 

Their ‘Wrapped’ campaign gives each 
user a detailed report of their top songs 

from the last year, featuring the most played, favorite genres, 
and other stats. In 2019, they also offered a special version that 
showcased each person’s past decade of music. 

While this wasn’t a case of identifying and fulfilling a specific 
need, Spotify used customer analytics to create a compelling 
experience that surprised and delighted their users. 

More than 60 million people engaged with the in-app story 
experience with nearly 3 billion streams. During the month 
it was released, the campaign was mentioned in at least 1.2 
million posts.

 
EasyJet 

This airline’s strategy was 
somewhat similar to Spotify’s. To 
celebrate their 20th year in the air, 
EasyJet used customer travel 
data from the last two decades to 
unveiled unique stories of their 
customers’ travel history. 

They created personalized emails using copy based on 
28 key data points, telling each customer’s story, from 
their first flight to ideas about where they might like to 
visit next. 

These emails resulted in 100% higher open rates 
and 25% higher click through rates, as compared to 
previous campaigns.

That’s because the campaign made EasyJet 
customers feel recognized and appreciated by 
the brand. Rather than just another name on a 
passenger list, they became an individual with a 
unique story and a relationship with the brand. 9



Don’t create a Franken-customer

But if you’re like most businesses, you 
probably aren’t collecting data in a 
way that makes it possible for you 
to understand your customers well 
enough to know exactly what kind 
of help they need from you or how 
they’d like it delivered.  

Tips to Find and Analyze 
Customer Data
Now you can see how impactful data can be 
in creating more meaningful and memorable 
experiences with your customers. Combining 
that data with the innate industry knowledge 
that your team holds will increase the 
likelihood that your team will make the right 
moves to improve your position. 

Just getting started down the customer 
analytics path can quickly snowball into a 
project that feels huge and overwhelming, 
like a monster you have to slay before you 
can begin to think about rescuing your 
customers from their own foes and perils.

For example, understanding how to use 
data is an important part of your data 
strategy. It’s tempting to combine all the 
facts about your customers to create a 
“Franken-customer” audience persona, but 
that would be incorrect. 10



Let’s say you own a company that sells a home cleaning product. 
You look at your demographic data and learn that:

• The majority of your customers own a home. 

• The majority of your customer are women between 35 and 45. 

• The majority of your customers drive a mid-sized sedan. 

• The majority of your customers have a dog. 

Sometimes people look at all these demographics in their 
marketing data and mistakenly think the majority of their 
customers are all those things combined. 

Just because the majority may own a dog, the people in that 
majority may not be the same people who drive the mid-
sized sedans. 

You can’t correctly extrapolate that the majority of your 
customers are women between 35 and 45 who drive a mid-
sized sedan to their home where their dog is waiting. 

If you use your customer data in this way, creating a 
hyper-stereotyped Franken-person, your message won’t 
resonate with your real-world audience. And when your 
audience can’t relate to you, you won’t get the results 
you’re looking for. 

So, you can see that understanding how to use data is 
absolutely critical to your success. 

At Onebridge, we highly recommend that you 
use Gartner’s three-step process to improve 
segmentation and targeting using existing 
customer data. These steps are:

1. Identify and consolidate data from relevant 
sources.

2. Choose the right analytics solutions.

3. Correlate key customer data attributes.

This is where it’s going to get technical, but don’t 
get caught up in the details. Our goal isn’t to 
teach you how to execute these steps, but rather 
to give you an idea of what this might look like 
when done right. 11



1. Identify and Consolidate Your Data
Your data is probably siloed in various systems, not in a centralized database or data warehouse with all the important 
information included. This is a major problem that you must solve before you can begin to use your data to listen to 
your audience.

How You Solve for Siloed Data 
Start by helping the lines of business identify what data they have and which pieces could be useful. Not all data is 
useful, and you don’t want to waste time and resources collecting it if it isn’t of value. 

Here are some for examples of useful customer 
data. You can also learn more about customer data 
types here.

Use these helpful tips as you work through this 
stage of the process.

• Expect to spend more time than you anticipated 
to collect the necessary data. 

• IT may need to work with different data owners, 
such as sales, support, training, and others. 

• Ask less-experienced team members to get data 
from stakeholders and fill in or correct missing 
information.

• Assign more experienced marketers to develop 
the strategy around what should be collected 
and how much effort to they should spend 
doing so.

• Keep in mind that profile data is usually the 
easiest to locate, but behavioral and usage data 
can be more valuable.

Once all relevant sources are identified based on business objectives or processes, it’s time to consolidate the data 
to make analysis easier.

The ideal and most popular way to consolidate your data this by using a data warehouse that IT manages and 
supports. Think of a data warehouse as a repository into which you will pull all of your structured data from all your 
different software. 

If you don’t have a data warehouse, you need one. Explore options to choose what’s best for your business. Low-cost, 
cloud-based options will pass data from other apps to popular CRM systems. 

Some platforms and software you’ll hear about in the realm of data consolidation include Snowflake and Alteryx. 
Following are explanations of what they do and the value they provide.

Useful Customer Data Types
Profile Data

• Product ownership and history

• Contacts and Campaign History

• Business size, industry, and 

geographic data

Strategic Data

• Reference and advocacy history

• Key metrics

• Corporate objectives

Behavioral and Usage Data

• Support requests

• Training history

• Product usage information

12



Snowflake (and Salesforce)
Snowflake is a groundbreaking data warehouse solution in the cloud that can take your data from all your different 
pieces of software and put it in one place. Snowflake changed the game and became a leader because of its built-
for-the-cloud data warehousing service. The platform allows separate scaling of compute and storage. In addition, 
Snowflake:

• Is available in AWS, Microsoft Azure, and 
Google Cloud, so customers can back up 
data across cloud providers with per-
second, per-user pricing. 

• Processes queries and tasks in a fraction 
of the time conventional on-premises 
and cloud data platforms require. (That’s 
huge in the data warehouse realm.)

• Offers powerful, no-copy cloning of 
data, automatic clustering, and data 
sharing capabilities. 

• Includes seamless, built-in integrations 
with Salesforce. So if you’re already 
using Salesforce, Snowflake is a highly 
effective way to add to the power of 
customer data mining.  

At Onebridge, we employ nearly all the 
certified Snowflake architects in Indiana, 
uniquely positioning us as the go-to 
experts who can help you get the most 
out of Snowflake and shorten your 
time-to-value. Our consultants help 
you create a completely holistic data 
warehousing solution that serves all of your 
organization’s needs.
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• Predictive and prescriptive analytics go a step further by modeling what might happen if 
you take certain actions. You should only invest in these advanced tools when you have a rich 
set of variables and a large customer base that can feed the tool. 

Using these tools can be complex, and they aren’t necessarily right for every company. If 
predictive and prescriptive analytics are right for your company, but you don’t have the resources, 
outsourcing is a good option.

Here’s an explanation of your options:

• Reporting tools show what happened in a situation, like how 
many support calls were logged in a month.

• Diagnostic tools help identify why certain events happened.

Alteryx
Another well respected solution is Alteryx. If you feel like your data is a mess and is going to need 
a lot of clean up, don’t worry because tools like Alteryx that are specially designed for cleaning 
up data.

A Harvard Business Review study showed that data analysts spend 90% of their time cleaning 
and preparing data, and only 10% on getting insights from the data, on average. Alteryx frees 
up time for you to focus on using and learning from your data. 

For example, Alteryx resolves errors where the same data is input differently or misspelled in 
different locations or systems. It will figure out the records don’t match and clean them up to 
improve your data quality before it goes into your data warehouse. 

Best of all, it will free you from the headache of trying to wrangle all your data with Microsoft 
Excel and VLOOKUP. If you’re terrified of this process, Alteryx is a powerful alternative. 
Onebridge is an Alteryx partner and can help you if you need expertise in this area.

2. Choose the Right Analytics Solution
Now that you’ve got your data migrated to a data warehouse, it’s time to take all that data 
and basically do some math on it to come up with different deductions. That’s analytics.

Analytics solutions vary in capabilities and how difficult they are to use. They range from 
low-end tools that simply provide reporting about what a customer did to sophisticated 
tools that allow you predict what action the customer will take. There are additionally tools 
that suggest what you can do to help them your customer decide to take that action.
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Pick a tool based on your organization’s needs, data maturity 
level, budget, and resources. There are multiple variables, and we 
recommend you work with an experienced data partner to make 
this decision so that you don’t purchase a costly solution that 
will later get tossed into the “didn’t work” pile. 

If you have the right solutions in place, you’ll follow the 
progression shown in this chart, and you’ll be able to pull 
better insights from your data as your analytics  
capabilities progress. 

Platforms
You’ve pulled your data together in a data warehouse, 
but that doesn’t mean you can just look at the raw data 
and visualize patterns. Now you need to take that data 
and show it to people in a way that they can look at it 
quickly and understand it. That’s what visualizations 
are, and this is a good time to discuss some of the 
top visualization platforms, Microsoft Power BI  
and Tableau. 

15



Microsoft Power BI
Power BI is one of the most popular visualization platforms 
available and has been an industry leader recognized in the 
Gartner Magic Quadrant for the last 13 years. 

Power BI offers advanced data protection with Microsoft 
Information Protection and Cloud App Security. Power BI 
is the only data visualization tool that fully integrates with 
Microsoft Office, Power Apps, and Enterprise Solutions. 

It is built on top of Microsoft’s user management and 
security systems, allowing full hierarchical control over data 
access for users and teams. 

You can send Power BI dashboards to anyone, but to build 
it, you have to know what you’re doing. Onebridge is a 
Microsoft Power BI partner, and we use our expertise to help 
companies like yours get the most out of Power BI.

Tableau
Tableau is another tool that accesses a data 
warehouse and helps you visualize that data so it’s 
easier to understand. Tableau is the market-leading 
data visualization platform with the ability to work 
with data from almost any source. 

The platform’s extended features make it a powerful 
tool for embedded analytics, building data marts, 
and enabling self-service analytics throughout your 
organization. It can handle huge volumes of data 
and has been the visualization tool of choice for Big 
Data initiatives.

Onebridge’s close relationship with Tableau allows 
our clients to get the most out of the platform. 
Building a Tableau dashboard requires expertise in 
Tableau. We have multiple consultants with various 
Tableau certifications, and we regularly teach and 
participate in Tableau-specific learning events, like 
our Tableau Dashboard Doctor, which allows you to 
get free answers to Tableau questions from experts.
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3. Correlate Key Customer Data Attributes
After you’ve pulled all your data out of your different software, now you can access that 
data and find correlations, relationships, and patterns that you couldn’t find while your data 
was separate in all the different systems. But you have to be able to correlate that data 
together to actually show some good insights from it. 

Simple segmentation to identify logical add-ons for existing customers can often be 
done with tacit knowledge by more experienced salespeople. By helping the business 
correlate multiple data points through link analysis and association rules, they can 
uncover cross-sell and upsell opportunities.

Here are some sample customer dashboards: 

Use Case: Decoding Search Data – 
Semantics Matter
If you have properly segmented your customers so that now you can look at 
them in groups, then you can start learning which customer segments are 
using which keywords to find you. This use case is an example of how you can 
get a lot of powerful insights from the data that is already available to you.

And that data includes more than just the data you have in your systems. 
Note that search data is provided for free with tools like Google Analytics or 
other Google products, such as AdWords or Search Console. This data can 
provide you with valuable insights into what keywords customers are using 
to find businesses like yours. We’ll explore this a little more later. 

Let’s Dive into Semantics!
Semantics are incredibly valuable compared to traditional advertising 
because, rather than investing in an ad that’s shown to everyone 
regardless of whether it’s relevant to them, like a billboard, you can pay 
for the right people to see your ad at the very moment they’re most 
likely to buy.
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It would be 
much more 
effective for 
your business 
if your ads 
require pizza 
searches to 
also include 
words like:

de
liv

er
y

near me

restauranttake-out

It’s a little more complicated than simply serving your 
ad whenever someone searches for a general time 
associated with your business. 

If you’re a pizza parlor, you may think serving 
ads whenever someone searches “pizza” is 
a good idea. But if you do this, your pizza 
ad won’t be served strictly to your target 
audience (people in your town who want 
to order pizza.) It will be served to all kinds 
of different people, in all kinds of different 
locations, who are searching the word 
“pizza” for a variety of reasons:

• “What is the best frozen pizza brand?”

• “I want a pizza costume for Halloween.”

• “What is a good vegetarian pizza recipe?”

• “Why do the Ninja Turtles love pizza so much?”

• “I want to see that pizza rat video from New York.”

Use Search Data to Design  
Your Campaigns
Google is a great tool for researching and 
understanding your market before you invest money 
into search advertising. Answer these questions 
before you start your first campaign:

• Is there a large volume of searches with 
keywords that are relevant to your products 
or services?

• Do those search phrases look like they are 
potential customers, or are the keywords 
being used for other reasons?

• Does the cost of advertising for the 
keywords predict a good ROI on  
your investment?

If the answer is yes to all, proceed. If not, 
experimentation is a better path forward 
than diving in with a  
substantial investment.

18



A hero wouldn’t leave someone in need hanging just because they’ve already 

been saved once. Your past customers still need you! And you need them.

Why Focus on Existing Customers?
• The probability of selling to an existing customer is 60%-70%. Meanwhile, the probability 

of getting a prospective customer to buy products from you for the first time is only 5% 
to 20%. So, you’re at least 40% more likely to convince an existing customer to buy from 
you again than you are to convert a prospective customer. (Neil Patel)

• Increasing customer retention rates by 5% increases profits by 25% to 95%, according to 
research done by Frederick Reichheld of Bain & Company.

• 80% of your future profits will come from just 20% of your existing customers. (Customer 
Thermometer)

• Compared to new and prospective customers, existing customers are 50% more likely to 
try out your new products. (Neil Patel)

• Repeat customers spend an average of 31% more than first-time customers. (Neil Patel)

Use Your Data to Market to Existing Customers

Using data to generate demand from new customers is 
common, but many marketers and sales teams don’t realize 
that data is exceptionally useful when you’re marketing to  
existing customers. 

The insights can significantly improve your segmentation 
and targeting. A strong customer base is an important asset 

for any organization, and increasing wallet share from those existing customers is, and 
should be, a priority.

Do Your Customers Know About Everything You Offer?
Most businesses take for granted that customers are aware of all their services, but 
that’s not the case. 

Usually, customers are only aware of the services that they’ve used before. A 
customer who had a positive experience is much more likely to buy additional 
services, as compared to someone new. 

So cross selling to your existing customer base is extremely effective, but in order 
to do that, you have to know which services a customer used and didn’t use. Again, 
your greatest marketing opportunities lie within the data that you already have.
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Long, complex buying cycles that require sales interaction

IT provides only limited support

Customer data living in a variety of internal/external systems, often in SFA and ERP systems 

rather than IT-supported warehouses

Challenges B2B Companies Face

The Challenge of IT Support
Moving from tacit knowledge to relying on data greatly increases likelihood of 
an organization’s success. When the data lives in siloes, it can’t be used properly 
and may create a situation where the organization knows more about potential 
prospects than existing customers.

Centralizing your data with IT can help B2B marketers develop sophisticated lead-
scoring rules to fine-tune the marketing funnel.

What are the benefits of centralizing data with IT?

• Increased revenue and wallet share through expansion, upsells,  
and cross-sells.

• Greater customer retention, loyalty, and advocacy.

• Lower cost of sales (through better targeting and faster sales cycles).

Conclusion
Now that you’ve read this whitepaper, you should no longer break into a sweat when 
someone talks to you about customer and marketing analytics. 

By now, you should understand where you should be focusing your efforts and have a 
general idea of how to take advantage of the data you already have.  

We’ve familiarized you with the terms and the process, and hopefully you’ve gained an 
appreciation of how effective data can be in listening to and communicating with  
your customers. 

Remember that good marketing data is already within your reach. You just need to have 
the right tools to use it. Now go out there and become a hero in your organization and a 
superhero to your customers – by turning your customer data into your own secret weapon 
for sales and marketing success. And if you have questions or need some help, contact us. 20



Onebridge: Your Superhero Support Team
Onebridge is a BI, Data Analytics, and Enterprise Application Development 
consulting firm. We’ve served some of the largest healthcare, life sciences, 
manufacturing, financial services, and government entities in the U.S. for the  
past 15 years. 

Our clients rely on having systems that work to keep people connected and 
informed, and we take that responsibility seriously. We attract the best 
minds in data analytics and enterprise application development, and as 
a 100% employee-owned company, we take pride in helping  
you succeed.

As you’ve seen, data really can give your team an almost 
superhuman boost from the insights that customer analytics can 
provide. No matter what your situation is now, you can battle 
your challenges and become a superhero. 

Rather than spending weeks in meetings debating the right path 
forward, give us a call. Just as we’ve helped our other clients, 
we’ll help you move forward with confidence that your actions 
are guided by a force far more powerful than mere instinct. 
Contact us to learn more. 

Here at Onebridge, we aren’t saving lives with medical 
and pharmaceutical breakthroughs. We aren’t fueling 
the American economy through manufacturing and 
logistics. We aren’t keeping the lights on, the water 
clean, or protecting the environment to keep people 
healthy. These aren’t the things we do, but it is what 
our clients do every day.

Visit our website to learn more about 
how we can help, or follow us on social.
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