
Biggest problem with

data analytics…

tons of data, not much insights.



Which marketing 

channels should I 

spend money on?

Google Adwords

FB Advertising
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Email marketing
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Which customer 

segment should we go 

after?

What ad copy

should I create?

How much should I price?



Football Playbook Drawing

To get better at this, we need:

1. Talent: we need more people to 

understand analytics.

2. Replication: figure out a way to 

easily replicate analyses.  

http://getdrawings.com/football-playbook-drawing
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This is called:
A/B Testing if you can run experiments
Marketing Mix Modeling if you can’t run experiments

Which 

marketing 

channels 

should I 

spend 

money 

on?

What ad 

copy

should I 

create?

Which 

customer 

segment 

should we 

go after?

MOST COMMON ANALYTICS USE CASES IN DIGITAL MARKETING

Awareness

Direct Response

This is basically a regression. 



A potential model to use?

1. Talent: we need more people to 

understand analytics.

=> identifies talent.

2. Replication: figure out a way to 

easily replicate analyses.  

=> produces trust-worthy 

results.

Other industries are already doing this…

the question is just when are we going to do it?
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1. Protect data could be hacked

2. Generalizability Issue: 

sample is usually small.

Unprotected Data

(Full Population)

3. Scalability:

new data 

streaming in

Slow: need to do this entire transfer 

process if new sample needed!

Bottleneck

In order for this to scale, we need to solve this 

first privacy concern in the data transfer…

What this actually looks like in practice…



Actual

Data  Transfer
Anonymized

Data  Transfer

p a s t p r e s e n t f u t u r e

• D i f f e r e n t i a l  P r i v a c y

• E n c r y p t i o n

• S a f e  h a r b o r  a n d  

s a n d b o x  s c h e m e .

• Wa l l e d  g a r d e n  d a t a  

e x c h a n g e s .

• R i s k : d a t a  c a n  b e  

t r a c e d  b a c k  t o  

o r i g i n a l  c u s t o m e r s .

• F o r t  K n o x  

p r o t e c t i o n  

s c h e m e .

• I n t e r n a l  d a t a  

s c i e n c e  a n a l y s i s .

Evolution of Data Use & Privacy Protection

?



Solut ion:  The Data Free Transfer  Paradigm

Simple  idea  f rom 

cryp tography and secur i ty  

l i te ra tu re :  

can ’ t  lose  pr ivacy  i f  rea l  

data  is  no t  be ing  

t rans fe r red  in  the  f i rs t  

p lace .   

my la tes t  research :  app ly ing  

th is  to  marke t ing  con texts .



Actual

Data  Transfer

Anonymized

Data  Transfer

p a s t p r e s e n t f u t u r e

Data  Free 

Transfer

• M a d e  p o s s i b l e  b y  l a t e s t  

b r e a k t h r o u g h s  i n  m a c h i n e  

l e a r n i n g a n d  A I .

• F u l l y  d i s t r i b u t e d  d a t a  

c o l l a b o r a t i o n  m o d e l s .

• Te s t s  o n  r e a l  w o r l d  

s e t t i n g s  b e a t  b e n c h m a r k s .

The Future is Now

Who can help you make th is  happen at  your  f i rm?

• D i f f e r e n t i a l  P r i v a c y

• E n c r y p t i o n

• S a f e  h a r b o r  a n d  

s a n d b o x  s c h e m e .

• Wa l l e d  g a r d e n  d a t a  

e x c h a n g e s .

• R i s k :  d a t a  c a n  b e  

t r a c e d  b a c k  t o  

o r i g i n a l  c u s t o m e r s .

• F o r t  K n o x  

p r o t e c t i o n  

s c h e m e .

• I n t e r n a l  d a t a  

s c i e n c e  a n a l y s i s .




