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The Mid-Market
Intelligence Gap

The Enterprise Marketing Intelligence Playbook
— Without the Enterprise Price Tag

The tools that give large enterprises a decisive advantage
in marketing intelligence have never been accessible to
mid-market businesses. This report explains the gap,
what it costs you, and how it is now being closed.

3 options 18-24 mo Fortune 500 MIDAS
None works for To build in-house Who enterprise tools Built specifically
the mid-market at full capability are built for for the gap
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Marketing Intelligence Has a Mid-Market
Problem

Every significant business needs marketing intelligence — a reliable, unified view of what its
marketing is doing, what is working, and what to do next. Large enterprises have had this for years.
They have data science teams, enterprise analytics platforms, and the infrastructure to model
attribution across every channel they operate in.

The mid-market does not. Not because the need is any less urgent. Not because the data does not
exist. But because the three options currently available to mid-market marketing leaders all fail in
fundamental ways. This report diagnoses each failure — and explains why the gap is now closeable.

THE THREE OPTIONS — AND WHY NONE OF THEM WORKS

OPTION 1 Enterprise Analytics Platforms

Platforms like Adobe Analytics, Salesforce Marketing Cloud Intelligence, Datorama, and similar enterprise
tools deliver genuine, sophisticated marketing intelligence. They are also architecturally and commercially
designed for Fortune 500 organisations.

Cost Annual licensing from high 5-figures to low 7-figures. Excludes implementation,
training, and ongoing support.

Implementation Six to eighteen months of dedicated engineering effort before the first dashboard is
timeline live.
Infrastructure Requires a dedicated internal data engineering team to operate and maintain.

requirement

Data sovereignty Client data typically leaves client infrastructure and is processed on vendor servers.

Out of reach for the mid-market in both cost and operational complexity.

OFTIONI2 Standard Analytics Agencies

Most analytics agencies build dashboards from platform-reported data. They aggregate what Google, Meta,
and LinkedIn report — without modelling across them. They tell you what happened. They rarely tell you why,
or what to do next, and when they do it is analyst opinion rather than data-derived intelligence.
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Attribution Single-platform or last-click. No cross-channel modelling. Platform self-reporting
bias unchallenged.

Al capability Typically absent. Recommendations are based on analyst judgement applied to
platform dashboards.

Content Blog posts, social, and content assets rarely tracked to pipeline or revenue
intelligence outcomes.
Scalability Analyst-dependent. Quality varies with headcount. Does not scale without cost

increasing proportionally.

Provides reporting, not intelligence. Does not solve the structural problem.

OFTION S Building In-House

Some mid-market businesses attempt to build their own marketing intelligence capability — hiring data
analysts, purchasing tools, building data pipelines, and developing attribution models internally. This is the
right idea. It is almost always the wrong execution.

Time to value 18-24 months from first hire to a functioning intelligence system. In practice, often
longer.
Annual cost Data engineers, analysts, tooling, and infrastructure typically exceed significant

investment annually.

Attrition risk The institutional knowledge of a small data team walks out the door when key
people leave.

Maintenance APIs change. Platforms update. Models need retraining. Each requires ongoing

burden engineering time.

Achievable in theory. Impractical for most mid-market businesses in terms of
time, cost, and risk.
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What Enterprises Have That You Don't — Yet

The gap between enterprise marketing intelligence and mid-market marketing intelligence is not a
gap in data. Both generate roughly equivalent volumes of marketing data. It is a gap in what is done
with that data. Here is a direct comparison of what a sophisticated enterprise marketing operation has
— and what most mid-market businesses are working without.

CAPABILITY ENTERPRISE MID-MARKET TODAY WITH MIDAS

Unified data model channels in

Cross-channel
attribution

Content attribution

Anomaly detection

Lead intelligence

Competitive intel

Institutional
memory

warehouse, updated dally

Multi-touch,  data-driven
models

touchpoints

across all

Every asset tracked to
pipeline and revenue

Automated alerts within
hours of any deviation

Al-scored, CRM-enriched,
revenue-linked

Continuous monitoring of
competitor activity

Outcomes stored; models
retrained; preferences
logged

Separate dashboards per
platform

Last-click or platform
self-reported
Traffic and engagement —

no revenue link

Problems found in next
day's report

Form fills and
demographics only

Manual monitoring or
absent entirely

Anecdotal — lost when
people leave

"The mid-market intelligence gap is not a technology problem. The technology exists. It is
a packaging and accessibility problem — the same infrastructure has simply never been
made available at the right price and format."
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What the Intelligence Gap Actually Costs You

The intelligence gap is not an abstract disadvantage. It has direct, measurable consequences on the

quality of marketing decisions and the efficiency of marketing spend. Each capability gap in the table

above translates into a specific, recurring business cost.

Budget misallocated to wrong channels

Without cross-channel attribution, budget follows
platform-reported performance. Platforms report in
their own favour. The channels that actually drive
revenue are systematically under-credited — and
under-funded.

Content investment cut or misdirected

Without content attribution, content decisions are
made on traffic and engagement data. The blog
series that generates your most qualified leads is
invisible to the attribution model. High-performing
content is defunded. Low-performing content is
scaled.

Problems discovered too late

In a high-spend environment, every hour that a
CPA spike, budget pacing issue, or creative fatigue
signal goes undetected is budget spent on a known
problem. Without continuous monitoring, the alert
arrives in the next morning's report.

Competitor moves missed

Without  continuous  competitive  monitoring,
significant competitor shifts in search rankings,
messaging strategy, or ad creative go unnoticed
until the impact is already visible in your own

metrics.

Leads mis-prioritised

Without Al-informed lead scoring connected to
actual CRM outcomes, sales teams prioritise by
gut feel or recency. High-quality leads generated
by content and organic channels are frequently
deprioritised relative to form-fill leads from paid.

The Highest-Impact Verticals

E-commerce & D2C

Decisions that don't compound

Without institutional memory, every campaign
starts from zero. What worked last year, which
audience segments had the best LTV, which
creative formats drove the best outcomes — this
knowledge exists in the data but is never
systematically extracted and applied.

High media spend, clear revenue attribution signals, rich first-party

data. Platform over-attribution is endemic. True LTV modelling can
transform budget allocation.

B2B Professional Services

LinkedIn-heavy, long sales cycles, CRM-rich. Lead quality intelligence

is highly valued. Content attribution connects thought leadership to

pipeline.
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Financial Services & Fintech Data sovereignty requirements align with MIDAS architecture.
Complex multi-touch attribution across long consideration journeys.
Retail & Multi-location Local search intelligence, offline attribution complexity, multi-location

campaign management. Content and review signals matter alongside
paid.

Healthcare & Education Privacy-sensitive. Local Al architecture keeps data in-house. Complex

patient or student journeys with long attribution windows.
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What the Mid-Market Can Now Access

The intelligence gap is closeable. Not because the technology has changed — though Al costs have
fallen dramatically. Not because the platforms are more open — they are not. It is closeable because
it is now possible to build and operate the same infrastructure that enterprises use, productise it as a
managed service, and deliver it at a price point and operational model that the mid-market can

access.
Ol Private Unified Infrastructure
A dedicated, client-owned data warehouse that pulls from every connected platform
nightly. One data model. One definition of a conversion, a campaign, a cost. All historical
data preserved for model retraining when methodology improves. Deployed on
infrastructure the client owns — not processed on a vendor's shared cloud.
02 Al That Runs Continuously

Attribution recalculated daily across all channels. Anomaly detection running
continuously. Lead scores updated in real time as new CRM signals arrive. Content
classification and pipeline attribution running across every published asset. Not a batch
report. A continuously operating intelligence system.

A Managed Service Model

The infrastructure is built and operated by a team that specialises in this — not
maintained internally by a marketing team or a generalist IT function. Platform updates,
API changes, model refinements, and onboarding of new data sources handled without
client engineering resources. Value delivered from week four. Full capability by month
three.

The Platform Built for This Gap

MIDAS (Marketing Intelligence and Decision Automation System) is built by NettScience — a
marketing analytics practice with 15 years of experience delivering intelligence for Fortune 500
companies and growth-stage businesses. MIDAS packages this capability as a three-layer platform:
Data & Intelligence, Decision Automation, and Channel Execution — delivered as a fully managed
service, on infrastructure the client owns.

Paid, organic, content, social, email, CRM — one warehouse,
updated nightly

15+ channels unified
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Client-owned infrastructure

True attribution

Continuous Al

Onboarding in 12 weeks

Built by practitioners

Book a Demo

See MIDAS running on real data.

midas.nettscience.com

Your data never leaves your environment. NettScience builds and
operates it.

Cross-channel modelling including content and organic — not
platform self-reporting

Anomaly detection, lead scoring, content intelligence — running 24/7
Foundation live week 4. Full intelligence capability by week 12.

15 years of marketing analytics delivery. MIDAS is the productised
form.

Download the Client Brief Talk to the Team

Platform capabilities, onboarding Send a mail to
timeline, data sources. analytics@nettscience.com
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