Marketing Interplay:
Managing Consumer Engagement

Neil Devadason, Acxiom

AC}IOM What I'd like to cover

* Media overload — are you in control?
« Marketing challenges
* The concept of media interplay

» Case study: how this can work for you




AC}IOM About me

Six Years with Acxiom

12 years in the industry

Background in analytics and consulting
Worked across all industries and markets

Driven by innovative marketing solutions

AC}IOM Marketing Strategy
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AC}IOM Background

With the average consumer being exposed to 100’s
of marketing touch points each day, why is it
that marketers struggle to develop and grow

meaningful relationships with their consumers?

. If one adult consumer is exposed to 1 media touch point a day then
each consumer is exposed to 365 footprints per annum
e Assuming 9m NL adults

. ...3,285,000,000 individual footprints per mid-sized organisation per
annum (a lot of information to host and process)

The World Of Marketing

Inter-  |Advertising

e Growing! | active ATL

And this is just in simple terms!
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AC}IOM Savvy consumers
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AC}IOM Then, now and next

THEN...

« Consumers had fewer choices
» Audiences were predictably reached
« Consumers behaved more consistently

* Marketers had simpler operations /
channels to manage

« Companies had a direct relationship with
consumers or worked in with brokers

AC}IOM Then, now and next

NOW...

* There are more choices than ever
* Marketers held increasingly accountable
* Online media offer improved tracking

« Greater complexity in planning, executing,
and evaluating marketing programmes

* It's easier for intermediaries and direct
competitors to poach customers




AC}IOM Then, now and next

NEXT...

* It's getting harder for marketers to
demonstrate they are making the right
choices...

* And more need for them to do so.

AC}IOM Media overload

On the bright side...

* More choice

More granularity

More features

More for the consumer
More immediate

More ‘contemporary’




AC}IOM Specific issues for our industry

* Discounts are no longer enough

« Disruptive technology is changing the game
Customer behaviour is harder to predict
The effectiveness of channels is declining
Emerging channels are muddying the water
No integration across the marketing mix

+

* Marketers are facing a crisis of consumer
confidence

AC}IOM The media landscape is changing

Mix of addressable Consumer Behavioural

and non - addressable I :
Mix of marketing and
behavioural — Some
addressable
??7?

Emerging & compelling




AC}IOM Traditional Marketing .

Not working any more?

* Harder to demonstrate return on
investment

Usually managed & executed in silos
Too costly

Very difficult and complex execution

Oris it?

AC}IOM Transactional/behavioural .

The backbone of customer management

« Significant Volume
« Complex to mine
* Operationally sensitive

 Large returns when integrated in to a wider
program




AC}IOM Online Events .

A Solution to the current crisis?

« Growing move towards online marketing
« Significant personalisation opportunities
» Abundance of behavioural information

* Not easily tracked to a consumer
* 15-20% (non purchasing websites)
* 40-50% (e-Commerce sites)

» Classic paradigm, lots of information, difficult to attribute

AC}IOM Social Media .

What They Say

» Facebook

Virtual Worlds

Blogs & forums

Word of mouth (Net Promoter)

Becoming increasingly powerful, but very
difficult to track & measure




Emerging Media

A Brave New World...

Your Mobile ATM
Your Payment Card

QR Codes —
Quick
Response

(website/video
advertising)

i Smart

| billboards -
messages &
vouchers

The media landscape is changing

Still managed in isolation

Listen & learn




Media Interplay

The rationalisation and management of all
consumer touch points to drive ROMI

AC}IOM Through The Consumer Lifecycle

Organisations must align a key set of components to organise their business around the
lifecycle of a consumer : ;
Customer ‘ Lengthen and Deepen
Value . . Customer Value

Intelligently: Prospect
to Minimise CPA i -

Identify and Address
~ Potential Attriters

: : Time
Yo ; H i
Acquisition Strategies ' Nursery Strategies '  Growth and Retention Strategi  es : Attrition Strategies

Optimal Resource Allocation
Across Consumers Across Channels Across Actions Across Products
Enabling Capabilities Around People, Process, and Infrastructure

Return on Customer Investment




AC}IOM Embracing the integrated approach

The potential

» Better measurement of marketing spend
Treat customers as individuals

Better control over environmental factors
Strategies can shift more quickly

More than 10% increase in return on
marketing spend

AC}IOM Structuring your approach

Organic Growth vs. Marketing Best Practice

From scattergun...

To cause-and-effect...




AC}IOM We call this ‘Media Interplay’

. : D4 — consumer!
D1 — media mix

Campaign
/ Offer 1

Campaign
| Offer 5

Time

<+——| Budget Allocation :'—' " | Acxiom’s Media Interplay D2 —time

Over 10% uplift in ROMI

AC}IOM We call this ‘Media Interplay’

. D4 — umer!
D1 — media mix D3 — campaign/ offer o

Campaign
| Offer 1

..... Campaign
| Offer 5

Time

Acxiom’s Media Mix Optimisation Model D2 —time
Achieves Over 10% upliftin ROMI e




AC}IOM A four-step approach to structure

1 TEST- assess your top customers
2 LEARN - retrospective analysis
3 MEASURE — What will ROI look like?

4 OPTIMISE — execute your campaigns

Case Study: Global Credit Card Issuer




AC}IOM Questions that needed answers

 Did our strategy across the chosen
channels reach the audience as planned?

* How has overlapping communication
influenced the decisions to purchase?

* Which touch points were most effective?

* How should we change our strategy to
improve ROMI?

AC}IOM Methodology

» Created campaign repositories for all 22 campaigns

* Mapped above the line campaigns using Acxiom
data and primary research in conjunction with media
agency

» Combined all 22 campaigns into a single campaign
repository with a continuous weighting based on
impact of exposure (c. 350million rows)

» Calculated influence touch points at a consumer
level and investment placed through that touch point

» Aggregated the data to a weekly window and profiled
the population impact of all 22 campaigns.




AC}IOM Results
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AC}IOM Sample Marketing Plan

Wee
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vemo || press insert - he mero [|f Press insert - e mewo

16816 18,846 E18,

Acxiom uses a combination of their technology, reco gnition, information
products, analytics & consultancy to deliver an opt imised integrated
marketing engagement plan

AC}IOM What have we learnt

Within a backdrop of significant business
challenge is it possible to rise above
these challenges and create a profitable
and engaging consumer engagement
strategy?




AC}IOM What have we learnt

It is now possible to:

integrate all marketing channels and consumer touch
points into a single information repository

store, analyse, plan (tactically and strategically) and
optimise your campaign

measure the historically unmeasurable

improve investment by over 10%

Put the consumer back at the heart of your business

Neil Devadason, Acxiom

pranil.devadason@acxiom.com
+447887843860




