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WANT OUR MONEY SAFER

wwa THAN OUR SELFIES.

PAYPAL PROTECTING THE PEOPLE ECONOMY.
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Transparency

(1 Tube)

GUIDE

MORE RESULTS

mcdonaids cansda

mcdonalds canada

Behind the scenes at a McDonald's photo shoot




Transparency




.m
el
Y
MH
nw
(= k]
(=]




Home » Campaigns » GROVW > Camgaigns : GROW Senind e Erands

Behind the Brands

T ant Home About Brands Issues Company Scorecard Campaign News

BRANDS

® Brands

SELECT A BRAND

Wno owns the brands you Iove and how have they scored?

DASANI RYVITA




WHAT we do in Marketing has changed completely
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10,231 marketing participants from 92 countries






Marketing structure

Global Local Agencies Partners Consumers




Marketing capability
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Opportunity to influence business
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The hot, hot potato

[Sure glad the hole isn't at our end. 1\

@mbvermee
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Moving upstream: Media > Marketing >Business
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Big Insights

Client

Creative
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We have right data and analytics available to We are able to leverage all data
Y measure marketing effectiveness and analytics available
) to improve our marketing effectiveness
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Purposeful Positioning?
t breast
cancer,
campaign

Research that saves lives

You are here Home > AboutUs ) Corporate Parners
American Express

BN MEMBERSHIP

= rewards
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Purpose based
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DUlux Let's Color Project
March/April 2010




Purpose drives business growth

Advantages to be achieved

Impact of having a societally purposeful brand (Q3602)

on marketing KPIs (current performance versus competition)
80% -

70% -

\

60% -

50% 1 ‘.__/4

—eo— With purpose —e—Without purpose

40% -

30%

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

Big Insights

Purposeful Positioning
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Nike’s share of experience

Big Insights

Purposeful Positioning

Nike Experience Curves

High Perspective of the Runner
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Low Price of Heart rate Running Quality Brand Tracking Motivation Integrating  Participating  Emotional
shoe and monitoring computer of shoe image, self- runs to run music and in social association
system identification running network with running

experience

Key Elements of the Customer’s Experience

MARKETING & MillwardBrown
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Big Insights
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Purposeful Positioning

Welcome to Nike+ Distance

£0 ©®000" ©0:00:00 &0 cal
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ﬁ Start a New Run
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&) Challenge Me

Taka on your last run
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Big Insights

Purposeful Positioning

Nike Running Nike Running Race Coach ~ Total Experience

NIKE RUNNING

TRAIN WITH ALBERTO SALAZAR, STEVE
MAGNESS & MARIE PURYVIS. GET TIPS AND
MOTIVATION TO HELP TAKE YOUR RUNNING

\\\R\\ \ 70 THE NEXT LEVEL

TRAIN FOR A DISTANCE

MARATHON
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In the class room

To help young
girls grow with
a stronger
sense of
self-esteem.

Big Insights

Purposeful Positioning
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W 2006 m 2013
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| Purposeful Positioning i
30% | Total Experience
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19%
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Marketing works closely with the CEO on Marketing approves large growth-oriented
= business strategy ivestment decisions
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Partners for growti
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Big Insights
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Total Experience

“Marketing works closely with the CEO ...

B Agree M Neither Disagree
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@marketing2020EB
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Engage internally
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Engage internally

Big Insights

Purposeful Positioning

Total Experience

20 m Under Perform ® Overperform
80 -
70 -
60 -
50 -
40 -
| 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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Big Insights

Purposeful Positioning

Total Experience

EVP VP/MD Manager
Regional 72% 74% 75% 73%
Local 66% 64% 63% 56%

MARKETING & MillwardBrown
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Wishes she
were blonde.



Big Insights

Purposeful Positioning

Total Experience




Big Insights
Purposeful Positioning

Al




Collaborating more closely with IT, Finance and HR @MARKE“NG

% Always

m Under Perform  m Overperform

50

45

40

35

30

25

20

15

10
Marketing works closely with IT Marketing works closely with HR Marketing works closely with Finance

(O EffectiveBrands N SpencerStuart Forbes
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MOTOROLA SOLUTIONS

SVP Mar



New Marketing Roles
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Collaborating more closely with IT, Finance and HR

% Always

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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Total Experience

The Orchestrator Model ;"cgp

Drawing from a broad pool Creating teams with three key types of capabilities How Liberty Global applies the modet’ G_f e
CM05 and other marketing leaders such as The rise of soclal and digital modia has changed the makeup of The proportion of sach To mprove customens” axperience, the cable sarvice priis .4’/’ -
chial axperlonce ofcers and global brand marketig 1eams, wihich wers traditionally stafled by penaralists, Ty of capability on the i task forces focused on individial touchpolnts. Here's l?f
loadars Incroasingly operate as orchestrators, Todkay affoctive teams bring together poopla with thros kinds of tmam varies with Its job, toakod likn and the results thay got. =
mmtmm-m’:mm s e Lo TOUCHPOINT  KEY PLAYERS TEAM MIX
fox Epecine initiatives Gels Loader: @ Thinkors  One year Probilam: Complox sot-top box
: sot-top Customar care 400 required too many on.site
£ ot wisits to sot up.
& Foalors
Functions involved: _——y Solution: Developi g rermes
1T, netwark, Instaltation gubdes and allowing
loglstics, customes & foors rematas Install ations by customsr
care, marksting 5% care agents.
Horaives Loader: @ Thinkors & months Problem: Cusiomons
first ball Markeling axecitive 5% found bills frustrating
- Functions imvolved: @ roalars and contusing.
“FEEL" » forussd on conmsimar argagemant Markating, iT. Py solution: Developing
. LMD Cane, pearsonalied Wideo messapes
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Big Insights

% that works with more than 5 agencies Purposeful Positio

Total Experience
m Under Perform  m Overperform R‘

More agencies WE
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% who receive >3 days of training
per year

Over-performers M Rest
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Total Experience

kO - 43

40
0 |
% who rate quality of training
program >B (scale of I-10)

Over-performers M Rest
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Big Insights
Purposeful Positioning

Capabilities have the strongest correlation to revenue growth, brand health and MROI a Total Experience E

60 -

40 -
30 -

20 -

Consumer Understanding & Brand Positioning Brand Strategy
Insights
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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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Lead by example
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What's next for YOU? @MARKETING
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ypexamplein a digital world
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