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Kerry O’Shea Gorgone:   Welcome to Marketing Smarts, a podcast brought to you by MarketingProfs. I’m your 
host Kerry O’Shea Gorgone. Thanks for listening.  

 
Today on Marketing Smarts I’ll talk with Josh Dreller, VP of Product Marketing at 4c Insights, a 
data science and media technology company. 4C helps companies with advertising activation on 
Facebook, Twitter, LinkedIn, and other social networks, as well as TV-synched ads across display, 
search, social, and video. They have access to an incredible amount of data and help companies 
turn that data into insight that makes their marketing messaging much more relevant to the 
viewer. I’m excited to have Josh with us today. 

 Josh, thanks for talking with me. 

Josh Dreller:   Thanks for having me, Kerry. 

Kerry: You’re the VP of Product Marketing at 4C, a company that uses data to help companies make 
their marketing more effective. Tell me more about what you do there and how what you do is 
different than what any other number of companies and agencies that promise data driven 
marketing do.  

Josh: 4C is a data science company, our main focus is turning data into useful applications and 
information for marketers. We have the largest TV monitoring system in the world, it tracks over 
2,100 channels globally, our algorithm is watching TV 24 hours a day to detect and determine 
what’s going on in television.  

 That has led to TV-synched ads which enable marketers to trigger digital advertising across 
social, search, and display based on when TV ad occurrences or content occurrences happen. 
For example, your ad is running during prime time on television and at the same time within 
moments of that running our television monitoring system picks that up and then sends triggers 
to your media buy platforms, such as Google Adwords or Doubleclick Bid Manager, and sets 
those live or increases those bids for a short amount of time. That lets digital marketers take 
advantage of the TV halo effect that occurs when consumers are watching television.  

 What we’ve found and what everyone understands is that when people are watching television 
they’re really watching a variety of screens. The latest research from Accenture says that 87% of 
consumers are multitasking on second screens while watching television. This TV-synched ads 
product really speaks to that new consumer reality and lets digital marketers take advantage of 
the massive power of television. 

Kerry: Have you compared how likely they are to buy while watching television? I’ll be half thinking 
about buying it and then I just buy it, next thing you know it’s arrived by Amazon Prime and I 
forgot I even ordered it during Arrow or whatever.  

Josh: That’s great. There are a lot of benefits to this piece. Not only does it increase the value of 
television, because as we know the power of television is a bit waning in this distracted viewer 
environment, but it does boost a lot of KPIs that digital marketers track. Usually we let the sales 
conversations go with the marketers themselves, but in terms of the top level KPIs such as click 
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through rate, engagement rate, unique reach, those kinds of things we have some really great 
results. You can see some of those case studies on our website, www.4cinsights.com.  

Kerry: The data is really rich, we’re not just talking about what people watch. We’re talking about what 
buttons they push on the remote, really granular stuff about their behavior while watching TV. 

Josh: That’s something we do track. Set-top box data is not completely widely available, it’s still sitting 
behind some walled gardens, but we do have access to 1.8 million households via their set-top 
box behavior so we do understand (anonymously) what people are doing, what commercials 
they are watching, which commercials they’re rewinding, which commercials they’re pausing, 
which commercials they’re fast forwarding. There’s a lot of great data that we bring out in our 
total data set that comes from the ad occurrences plus the actual behavior in the household. 

Kerry: That’s so embarrassing for me because I can’t use the remote control properly. Now somebody 
knows that. 

Josh: We don’t, it’s all anonymous by household. But it is interesting to look through someone’s 
viewing habits. Television is still very powerful and people are still watching. Almost half of 
people we see across all of the demos. Nielsen has released some data on their total audience 
product that about half of people are still watching linear TV, especially during prime time 
hours. Even though there’s not the “appointment TV,” that’s what they called it years ago when 
people had to rush home and there was no DVR or on-demand – and we’re talking just 15 years 
ago or so – where people did have to watch television on appointment. Today with all the great 
ways that people can access this content and it fits into their lives, we would wonder why would 
anyone still continue to watch live, but people still do.  

 There’s an emotional attachment that we’re finding. It’s a very interesting topic for this 
company about what’s going on at the moment that consumers are watching television 
together. There’s a shared media experience, whether the emotion is that you just want to 
experience it as it happens, whether it’s you’re afraid that you’re going to get a spoiler if you 
don’t watch an episode of Game of Thrones or Walking Dead and you’re afraid you’re going to 
go into work and hear colleagues talking about it. There are a lot of reasons why people still 
watch TV in a live manner and that’s a very interesting topic for us. 

Kerry: When you’re looking at the behavior of people as they watch TV, or even on social media, you’re 
looking for patterns and trends. What can those kinds of things tell you how strong the 
connection is or how likely they are to change brands for a particular product? What kinds of 
insights can you get from this massive data?  

Josh: One of the first things that we started to pioneer a few years ago were affinities, where we’re 
looking at the connections between profiles and consumers on social sites, especially Facebook 
and Twitter. What we’ve found is that if you mine this data correctly, we’re talking trillions of 
calculations to get to this point, you can see the affinities of the engagement between certain 
brands and the consumer base. 

 For example, people who watch a certain program may also be more inclined to engage with a 
certain brand or brands on the social sphere. When you pattern that out on what we call the 

http://www.4cinsights.com/
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limitless panel, which is the behavior of 1.6 billion people on the social sphere, and if you mine 
this data correctly you can start to see the trends and patterns and surface some really strong 
insights about what is working for marketers, what’s not working for marketers, how their 
messages are resonating with consumers. That’s a strong area of our expertise and where we’re 
taking our product suite as well. 

Kerry: When I researched 4C earlier I saw that you were routinely gathering data about 1.6 billion 
social profiles, as you mentioned, but also 250,000 interests, 50,000 brands, and 6,000 TV 
shows. Is that still accurate or are there more now? How is that even possible?  

Josh: There’s a lot of data there. That’s what makes what we do differentiated, the way that we sift 
through that data to surface these very usable insights for marketers to make actionable. The 
figures that you quoted are correct, we’re tracking all of those things. Of course not only are we 
tracking the social sphere, but because of our acquisition in the television space we’re able to 
track over 600,000 TV ad occurrences a day across 2,100+ channels in 76 countries.  

 At the intersection of social and television is where we’re really finding some incredible insights 
and some value for marketers.  

Kerry: What overarching trends would you say are impacting marketers right now? What things do 
they need to be taking advantage of that they’re just not?  

Josh: The big thing that is on marketers’ minds right now is they feel that they have enough data, 
what they’re having trouble with is finding ways to use that data in useful ways, whether that’s 
insights or applications.  

 The era of big data is here, we know that, we’ve known that for awhile. At this point, if you’re a 
marketer, where do you turn and how do you know which data to look at? It almost becomes a 
needle in a haystack where you have all of this data about consumers, about trends, about 
media consumption. How do you mine that data to best put into market for brand that will 
make your marketing work better?  

 That’s what marketers are looking for. They’re not looking for the volume of data, they’re 
looking for the quality of data. More importantly, they’re looking for applications that can allow 
their teams to quickly pull insights and put them to market in an actual way very quickly.  

Kerry: When you talk about putting into market in an actual way, what kinds of things are your clients 
doing with all of this data and the insight that they’re able to glean from it?  

Josh: One of the things that we offer our customers are what we call 4C Affinities and 4C Audiences. 
We’re mining the social sphere and looking to see what other profiles and what other brands 
within the social sphere are their brand connected to, meaning consumers that are engaging 
with both their brand and other brands. When we define engagement it’s not just the page view 
or profile like, it’s specific active actions such as retweets, shares, comments, things that have a 
much stronger signal to engage than some of the standard social metrics out there. 

 Why is this useful? If you’re a brand you might want to understand what television programs 
that the consumers engaging with you are also engaged with those social profiles. Why? That 
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could be interesting for you in social advertising because maybe you target the followers of 
those pages of those programs. In another sense, you could use that information to enhance 
your television buy.   

 There are some obvious no- brainers out there. If you’re a sports marketer, ESPN obviously is a 
great channel and opportunity for you across their entire network, but there may be instances 
and brands that you may not think of. We have a zillion examples of those on our website of 
these non-intuitive brands that most marketers would never think of. When I say brands I mean 
celebrities, brands, TV programs, video games, movies, all the big profiles on the social sphere 
that get the most attention and are very commonly targeted by marketers. 

 By helping to have a preprogrammed algorithm inside your social advertising account and say, 
“I’m just going to load up what 4C is telling me,” what marketers have found is that our 
affinities, the interests, and targets that we recommend through this algorithm and crunching all 
of the social data tends to perform a lot higher than any other targeting that they can do, 
whether that’s demo or trying to target handles of brands themselves. They almost always find 
an appetite for more.  

 We even do custom work for some of our bigger clients if they request certain interest targets, 
certain things that aren’t out of the box that even a giant like Facebook doesn’t offer within 
their current segmentation. We’ll do the data science analysis, load those segments up in the 
platform, and all they have to do is add them to their campaigns and ad sets so they can start 
running. 

Kerry: What kinds of custom work do people request?  

Josh: You would be surprised. Recently I was talking with our data science team and they were 
working on hipsters as an audience segment for a particular tech firm that was doing recruiting. 
They were looking to find the segment, no segment like this exists within Facebook or Twitter or 
any of the social platforms. Our data science team first used our proprietary data, affinity 
analysis data science, and then was able to model out this hipster audience for this particular 
client. 

Kerry: They wanted to hire hipsters. 

Josh: There was something there. I think there was some other target on top, but if I told you what 
that was you’d be able to identify the brand and we’d rather not identify those. When you start 
with the hipsters as an audience and then you overload this other type of targeting you can get 
to a group of people that are highly desirable by this particular client. 

Kerry: What surprises did you learn about hipsters? Are they secretly watching The View?  

Josh: I actually didn’t go deep into what the science was behind it, but I do know that we start with 
the affinity analysis, which of course is calculating trillions of data points and trying to identify 
the right types of groups of people and which pages and which brands they would be engaging 
with on Facebook. You can’t necessarily target those people because of the privacy firewall, 
which is a good thing and should exist, but by understanding what brands these types of people 
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engage with, what profiles these people engage with, and you could probably think of a few 
right off the bat that are commonly associated with hipsters. What was interesting was out of 
the next hundred of targets that we would recommend were not intuitive but the data shows 
that hipsters engage with these brands and types of content, so that makes it a viable candidate 
for the targeting that this client wanted to do. 

Kerry: There’s a book in there somewhere, like The Secret Life of Hipsters. I want to know also the 
people who flip back and forth between NASCAR and Days of Our Lives.  

Josh: Right. I have a friend I started working with early on in my career and based on my TV habits she 
said, “There is no target like you that watches mixed martial arts and Jeopardy and 60 Minutes 
and The Bachelor.”  

 It is very difficult to find those particular consumers, you do need a lot of data points. I always 
talk about anybody who still questions the value of the social data. If you think back just 20 
years ago and you went to a marketer and said, “What if I had the actual behavior of 1.6 billion 
people and we could mine that to tell you insights about how well your marketing is doing and 
what changes you should make to your marketing in order to make it more effective?” I think 
they would jump at the chance to be a part of that.  

 As I analyze the social history here, I think a lot of advertisers ran towards social media when it 
first started to get big and there was this kind of arms race for fans and followers with an 
assumption that the more fans you have the more sales you have. That didn’t prove itself out, 
so marketers had to reset and are still in a sense looking to see which vendor or partner can 
bring them the social data in a way that best works for their marketing program. 

Kerry: One thing that you touched on a little bit was the limitless focus group with the limitless panel 
idea. Can you talk about the limitless focus group concept? 

Josh: Just when you think about a way for brand marketers to better understand what is going on 
with consumers in terms of how their message is resonating with them, this idea of one-on-one 
at scale marketing that is going on, especially for direct response, is really focusing on 
individuals and trying to find them across devices. When you’re talking about looking at mass 
trends and looking to see what’s going on, a focus group of one doesn’t help you. That’s why 
panels tend to have a lot of people. We know the most famous panel in advertising is the 
Nielsen People Meter, somewhere between 20,000 and 40,000 households. 1.6 billion people 
represents 80,000 times the size of that panel and you get a lot of information.  

 Now, you’re not getting the specific information by person, but you don’t get that from any 
panel. When you think about 80,000 times the amount of data there, if you can crunch that data 
correctly you can find some very important insights on what is working, especially with your 
creatives and especially for brand marketers that are trying to zero in on what is really working.  

 There is a lot of money that gets sunk into television and brand marketing that’s really focused 
on telling the right stories, providing the right messages that really connect with your consumer 
groups and your targets. To date there hasn’t been a lot of great data for this part of the house 
to understand. For the direct response marketers it was all just following alphanumeric strings, 
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people call those keywords but we thought of them as just alphanumeric strings, and figuring 
out what was the right price to pay and how much return you’ll get from your budget, etcetera. 
When it comes to brands, it’s much more complex than that, they really need to understand 
what markets think.  

 Right now if you put a focus group together this type of testing is very expensive and it’s very 
lengthy. For us, being able to tap in on that scale, the real behavior of 1.6 billion people, we call 
that the limitless focus group because that really accounts for just about anyone who can spend 
money online as a social consumer. 

Kerry: What’s the first step for a business that is interested in making better use of the data? Maybe 
they’re a small to medium sized business and they know there’s a lot out there that they could 
do, but they just have no idea where to start. 

Josh: The first thing you have to do is understand what data you have. To do that you need expertise, 
you need people that truly understand data. Not just that data exists and that can pull 
something out of it as an analyst, but you need people that understand how to handle data, 
how data is collected, how to keep it clean.  

 That’s a big thing that I think marketers generally overlook because a lot of that work is done for 
them by their vendors. I know when I was a marketer I often overlooked how important it is. I’ve 
been on the product side now five years so I’ve seen firsthand what it takes to build systems 
that can crunch and analyze and pull insights out of this amount of data.  

 When I was on the marketer side I just figured computers do kind of anything, you just put stuff 
in and hit F11 and the stuff comes out. It’s a lot harder than that and there are a lot of systems 
and subsystems and different technologies that are used to put together to create unique things 
that can pull out unique insights.  

 The first piece is understanding the data that you have and then from there what questions are 
you trying to answer and does that require new data or can you answer it all with the data you 
have. For most people, they will have to go outside and get more data to answer the hard 
questions. Finding that data, finding the right people to provide that data at a costs that makes 
sense.  

 Generally data analysis is looked at as a cost center and it really should be a revenue center. 
Most marketers in every survey that you ask them know that data is valuable and they know 
that they can be using it better, and they often say that they’re not using it as well as they could 
be. That expense needs to be looked at as an investment and not just the cost of doing business, 
as many brands approach it. 

 You look at your data sets, you have a nice clean way and a strong process and strong in-house 
tools to utilize that day, you’ve brought in other data – I wouldn’t even call it third party data, 
but maybe your own data that you have trouble harvesting that you need a partner to help do 
that and look through it – the expertise, an audit of what data you have, going out and getting 
other data to figure it out, and then answering those questions that need to be answered. If you 
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can prioritize which questions you want answered first, that’s really key because you’re never 
going to be able to get through your laundry list of questions.  

 Prioritizing the questions of what you’re trying to answer, which for most marketers it’s, “How 
can I do marketing better? How can I generate more revenue from what I have?” Then breaking 
that problem down into parts so that you can solve it for each channel, for each team, etcetera. 
That’s the general plan.  

 It’s easy for me to outline in three minutes, but it’s hard to operationalize. The ones that do it 
right tend to do it very well. Look at Amazon, even just look at the technology behind their 
product recommendations. In a sense it’s kind of how we approach the social sphere. They’re 
recommending products to you that they think you’ll like because you match this data set or this 
profile of what other people like you have purchased.  

 That’s the same thing we’re doing, we’re analyzing the data, we’re looking to see the consumers 
who are engaging with your brand and another target brand and the other brands on the social 
sphere, and just like Amazon says “you may like this teakettle because people like you bought 
this teakettle,” we’re saying your consumer base like this set of brands so you may as well follow 
the money and find ways to target those brands and interests better.  

Kerry: I’ve come to the conclusion thanks to Amazon that I’m a luggage addict, because I apparently 
shop for luggage all the time.  

Josh: Someone should mine the recommendation data to see if they can create real profiles about 
you. There is this concept that I hear all of the time that you are what you shop, more so 
sometimes than you are what you think you are. People who say they think they’re a BMW are 
really a Prius. They think they’re a high end buyer but then they don’t buy the Dyson vacuum, 
they buy the one on sale at Walmart.  

 Your shopping behavior is a very strong indicator of who you are, that’s why Amazon has done 
so well.  

Kerry: I think luggage in particular is difficult because you can’t really know how it performs until you 
take it out on the road, and then it’s too late to return it.  

Josh: Right, because now it’s scuffed up.  

Kerry: Exactly.  

Josh: Interesting. There’s an opportunity for someone listening to build some sort of luggage 
recommendation engine just to get your business.  

Kerry: Briggs & Riley can call me anytime they want to.  

 Josh, we’re at the part of the show where we talk about anything but marketing, but since 
you’re into data so much I’m going to ask you something that kind of relates. What is there that 
you hope data researchers never find out about you? What show do you watch, what are your 
guilty pleasures that you would be horrified if they came to light in this research?  
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Josh: I would say my guilty pleasure is still video games. The complexity of today’s video games is 
much greater than back when I first started playing them when I was 6 or 7 years old with the 
Nintendo. You can get really absorbed and immersed, play with real people, talk with real 
people. I would say sometimes the hours fly by and I don’t realize how much time I’ve spent. I 
wait for the family go to bed, they go to bed early so it’s not like I’m missing out on anything. 
When your kids go to bed at 8:30 and your wife goes to bed at 9:00, you have some time on 
your hands, and sometimes that time is spent playing video games. 

Kerry: It’s either watch Predator 2 or level up in your video game?  

Josh: Exactly. My personal point of view, video games versus TV, I don’t watch a lot of TV. I watch 
sports and a couple of programs, so it’s kind of like the amount of time people spend watching 
TV, I watch TV one-quarter of that and then do something interactive where my mind is actually 
active and doing something. I don’t need to defend it, but there it is.  

Kerry: We’re not judging you.  

Josh: Certainly I think it would be a surprise if you added up all the hours people watch TV and I’m 
doing something interactive playing video games, it might be a shock. 

Kerry: Josh, where can people learn more about you and more about 4C? 

Josh: You can come right to our website www.4Cinsights.com, you’ll find more about our products, 
more about our data science and affinities, as well as some great case studies that show you 
how real marketers, brand and direct response, are using our products to further their business 
goals. 

Kerry: Just don’t go straight there from a naughty website, because they will have the data to tell. 

Josh: Right on.  

Kerry: And you’re on Twitter?  

Josh: Yes, I’m @MediaTechGuy if you’d like to follow me on Twitter.  

Kerry: Thanks so much for talking with me. 

Josh: All right. Have a great day.  

Kerry: For more information visit 4Cinsights.com and you can follow Josh Dreller on Twitter 
@MediaTechGuy.  

 Thanks for listening here to the very end. This has been the Marketing Smarts podcast, brought 
to you by MarketingProfs. I’m your host Kerry O’Shea Gorgone. Talk with you next week. 

http://www.4cinsights.com/
https://twitter.com/mediatechguy
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