DRIVING GROWTH THROUGH
INSIGHTS AND PURPOSE

AMSTERDAM, OCTOBER 13 2015



0
C
O
| -
<
-
©
©
=
w
&
T
O
S
©
=

Marc and Marc

W @insights2020







Unleashing Purpose-led Growth

STRATEGY PURPOSE ORGANIZATION VALUATION

Where to play and What to stand > How to organize for > How to equip for ’ What is the
how to win? for? delivery? sustainable growth? financial impact?

& MillwardBrown
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Strategy

MARRIOTT
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Purpose

Brand Postitioning
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Unleashing brand-led business growth



Organization
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Marketing Organization
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Excellence
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Valuation

Brand & Marketing Mix Valuation
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Thought Leadership Initiatives

MARKETING

2020

ORGANIZING FOR GROWTH
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Dnghal 0 Unleashing the value of ideas

THINK

The New Basics of

MARKETING
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Today:

INSIGHTS

02

DRIVING CUSTOMER-CENTRIC GROWTH

& MillwardBrown
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Welcome to the connected society

Connected
Society

Billion Billion Billion
Connected devices

Process Devices :

¢
212 Billion
Sensor enabled
devices
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2010 -

PRESENT
Age of Age of Age of Age of the
manufacturing Distribution Information Connected
Technology Customer
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Everybody talks about Customer Centricity

05/22/2020
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But ... does it drive business growth? @ES(I)GZHTOS
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Insights2020 focus

are the drivers of 17
Customer Cent City"




The Insights2020 Coalition

Founding Partners

A= Thin Advertisimng
Hesearch Foundation

WORLD RESEARCH

{' KORN FERRY

Linked[[§] ©
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Largest and most global I&A study ever conducted

W @insights2020

60 Markets
337 Vision Interviews

10,495 Survey Respondents

* LinkedIn Behaviorial Analysis
* Wharton Crowd Sourcing
* 8 Global research teams
e Cross-industry, Cross-function



INSIGHTS
Overperformers vs Underperformers @ 02




Opportunities

Insights into action Behavioral Brand

across all Personalization
. Data Purpose
touchpoints

Especially true
for overperformers
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Challenges

Internal silos & Legacy of Making sense Recruiting
bureaucracy structure & of data wholebrain
functions people

*

~ Especially true for | Especially true for -
underperformers — overperformers
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Key dimensions of Customer-Centric growth
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i.i CUSTOMER
OBSESSION

CUSTOMER
CENTRIC

GROWTH
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Key dimensions of Customer-Centric growth

1. Purpose-led
2. Data-driven customization
3. Touch point consistency Q

TOTAL 000
EXPERIENCE m
CUSTOMER

CENTRIC

GROWTH
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Driver 1. Purpose-led

Link everything to a 8000

clear brand purpose v
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Driver 2. Data-driven customization

seeee ATRT 7 11:41 AM 9 % 100% . ¢

Back My Performance =

2006 CHEVROLET MALIBU

A+ Overall Grade

Current o Projected o
Discount 10 & Discount 31 °

Creating experiences based
on data driven insights

Braking

Mileage

Time of Day ;

Speed _



Driver 3. Touch point consistency

— y ' i
? ) 4 N
Ly

||||||| = !
T I " ‘""""'
| llll.--- '

-= =

. - ;
ERAR T

0
|&A to drive consistency 64%

across all touch points v

- Burberry




Key dimensions of Customer-Centric growth

Embraced by all
Leadership priority
Collaboration
Experimentation

©®

eoe CUSTOMER
1. AN OBSESSION

CUSTOMER
CENTRIC

GROWTH
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Driver 4. Embraced by ali

Customer Centricity is fully

embraced by all functions



Driver 5. Leadership priority

0 A N0 =l B 5:59 PM

Credit OKarma 6 R = Customer Centricity is a
top priority for leaders

My Credit Scores

TmnsUniong.‘D EQUIFAX

580 6., 580 6,
)00 )00
2 2
728 & ‘ 733 ‘
300 GOOd 850 300 GOOd 850

Incentives are based on

Updated Apr1,2015 Updated Apr1,2015

customer related KPIs

‘a Credit Factors ‘j Credit Reports



Driver 6. Collaboration

Work closely with

customers



Driver 7. Experimentation

0,
Embracing risk and 40 o)

experimentation T
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Key dimensions of Customer-Centric growth
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8. Leading role of I&A
9. Unlocking the power of data

- 10.Critical capabilities
@insights2020



Driver 8. Leading role of I&A

|I&A leading the

MAGNUM & business

&




Driver 8. Leading role of I&A

|I&A reports into
the CEO




Driver 9. Unlocking the Power of Data
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Driver 10. Critical Capabilities

Business Sense

Storytelling
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10 drivers of Customer-Centric growth

1. Purpose-led 4
2. Data-driven customization y '
3. Touch point consistency A Y A ()

Embraced by all
Leadership priority
Collaboration
Experimentation

CUSTOMER
OBSESSION

NOoO O A

CUSTOMER
CENTRIC

GROWTH

Leading role of I&A
Unlocking the power of data
0. Critical capabilities
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Supporting scorecard

ILLUSTRATIVE NUMBERS

Total EXperience SCORE BEGN?):MV:RK AMBITION
* Purpose-led 73% +2%
e Data-driven customization 49% +5%
e Touch point consistency 539 +3%

Revenue Growth
Potential

* Embraced by all 63% +5%

* Leadership priority 75% +3%

* Collaboration 61% +4% +2_8%
* Experimentation 34% +6%

: GAP vs
Customer Obsessir

GAP vs
nsights Engine

« Leading role of I&A 45% +8%
* Unlocking the power of data 53% +2%
* Critical Capabilities 61% +3%
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NOW what?

Focus on products and services Focus on Total Experience
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NOW what?

Focus on detail of data
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NOW what?

Manage risk Experiment!
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NOW what?

Deliver to customers

W @insights2020



Collaborating Crowd

Sourcing
1)2020
Experimentin S Networki
P : movement et
Sharing Publishing
Data

collecting



Next steps

Predictive,
Forward looking

Data as service
to the customer

On- and offline
integrated

Linking multiple
data sources

Know what data you have



THANK YOU!

@ Marc@mbvermeer.com
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Driver 1. Purpose-led: Quaker
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