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Thanks, #Apple ;) pic.twitter.com/x4w3r8Ghcy
7:27 PM - 10 Sep 2013

IMITATION IS THE BEST
FORM OF FLATTERY
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Chief Brand Officer at Visa
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Chris Burggraeve, Executive
in Residence, NYU

Beth Comstock,
CMO at GE

Rob Malcolm,
Executive in Residence
Texas U






10,231 marketing participants from 92 countries






Marketing structure

Global Local Agencies Partners Consumers




Marketing capability
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Winning Marketing2

Big Insights
Purposeful Positioning

Total Experience
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B Underperform
Overperform

We have right data and analytics available to We are able to leverage all data

measure marketing effectiveness and analytics available
to improve our marketing effectiveness
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Purpose drives business growth

Advantages to be achieved

Impact of having a societally purposeful brand (Q3602)

on marketing KPIs (current performance versus competition)
100% -

90% -
80% -

70% -
60% - W
50% - W — .

40% -
30% -
20% -
10% -
0%

—eo— With purpose —e—Without purpose

Q9 Market share Q11 Lead Q13 Marketing Q14 Net promoter Q15 Consumer Q16 Revenue Q17 Marketing Q18 Brand health
generation efficiency score engagement growth return on
investment
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Brand value in a digital world
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Nike's share of experience

Nike Experience Curves
High Perspective of the Runner
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system identification running network with running

experience

Key Elements of the Customer’s Experience
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“Marketing works closely with the CEO ...
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Engage internally

Big Insights

Purposeful Positioning

Total Experience

90 - B Under Perform  ® Overperform
80 -
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| am proud of my brand’s purpose In our company we ensure that all We continuously engage
employees are fully engaged with our our consumers and customers
brand purpose around our brand’s purpose
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. strateqgy, brands and innovation We are working with our customers and THREE KEY FEATURES
SRR suppliers, engaging employees and forging new parnerships. OF OUR PLAN
¥ ENCOURAGING OUR BUSINESS STRATEGY * Spans our entire porolio of
gam‘;"gu" With 7 billion pecple on our pianet, the earth's resources can be strained. This brands and all countries in
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our experience, sustainability drives growth. See Our Compass Strategy Has a social and economic
dimension — our products
make a difference o health

the whole value chain - from
the sourcing of raw matenals
to the way consumers use our
nroc s

S L T s i
b o o



-3
Big Insights —_
WAE- B
Purposeful Positioning SR

= Total Experience




Big Insights

Purposeful Positioning

Total Experience

EVP VP/MD Manager

Regional 72% 74% 75% 73%

Local 66% 64% 63% 56%
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Collaborating more closely with IT, Finance and HR @MARKE“NG
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m Under Perform  m Overperform
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Marketing works closely with IT Marketing works closely with HR Marketing works closely with Finance
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diageo announces multi-million dollar
partnership with facebook

Back to Alcohol digest >

Posted on 1%th September, 2011 by Fast Web Media

Diageo have announced plans to step-up their mult-million dollar
strategic partnership with Facebook, which will drive unprecedented
levels of integration and joint business planning and experimentation

1601 Willow Road
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