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BUSINESS

CULTURE

OVERVIEW
THOMAS BROWN

T

he role of the chief marketing officer (CMO), and
indeed of marketing itself,
has been under debate for
years. Is it more art or more science?
Does it warrant a seat at the top table
or is it just a sales-support function?
Is it a strategic role or is it ultimately
just about advertising and communications, or colouring in, as many
have put it? Marketing and its leaders have been suffering from a crisis
of identity for years, but it seems
that’s now coming to an end.
Consider the collision of forces hitting organisations over recent years.
Rapid advancements in digital technology, fragmentation of channels
and media, industry and category
disruptions, an explosion of data,
and growing political and economic
turbulence. In the face of this perfect storm of uncertainty, the portfolio of capabilities and skillsets
within a marketing function has
had to expand significantly.
Jeff Dodds, TalkTalk’s managing
director for mobile and former CMO
of Virgin Media, comments: “If you go
back five to ten years, for most organisations marketing tended to mean advertising, branding and design, marketing leaders tended to come from a
creative path, and marketing rarely
sat on the main operating board.
Marketing leadership of today is more
akin to that of a chief operating officer
of a few years ago. It’s a much broader remit, often sits on the main operating board and, with the range of
accountabilities in it, is a much more
commercially relevant role.”

FINANCE

HEALTHCARE

LIFESTYLE

Today’s CMO needs to be as comfortable with data science, technology, econometrics and analytics
as they are with agencies and creatives. They’re as likely to be accountable for go-to-market campaigns as
they are proposition development,
product and pricing, customer experience and customer strategy, churn
management and loyalty, digital
transformation, and developing innovation pipelines.
Mr Dodds adds: “It’s not that marketing has changed;
if you go back to the
original definition
of marketing being
about the seven
Ps [product, price,
place, promotion,
people, process and
physical evidence],
that’s fundamentally what a CMO
is grappling with
today, it’s just taken
a while for organisations to catch
up and place all of
those responsibilities under one leadership role, and
that’s the CMO of today.”
Freddie Hospedales, global head
of marketing at ERM, says: “I see the
biggest challenge for a CMO as the
demonstration of value to warrant
appropriate investment. There’s
still a perception that marketing is
too difficult to quantify, hence it can
be seen as less valuable than other
functions. The priority not just next
year, but continuously, is recognition of the strategic value marketing
and brand management have on enterprise value.”

According to Mark Evans, CMO at
Direct Line Group: “In a world of exponential change it is increasingly
difficult to know ‘what’ will be required to win over a typical two to
five-year planning horizon. As a result, there needs to be an increasing
emphasis upon the ‘how’. By that I
mean developing an agile innovation capability in order to respond to
whatever the ‘what’ is.
“CMOs need to figure out how to
bring agile principles into the DNA
of a cross-functional
business.
It’s all very well
deploying agile in
carve-out innovation labs, but the
greater challenge
and arguably bigger prize is to break
free from traditional
waterfall
ways of working in
the core business,
and I believe this is
the emerging challenge for CMOs
to champion.”
Jason Warnes, marketing partner
at Deloitte Digital, says: “The single
biggest pressure facing CMOs in the
boardroom in 2017 is to demonstrate
an ability to respond to disruption
and changing consumer expectations. CMOs must be agile and rapidly define, develop and launch new
concepts or propositions, and have
the analytical capabilities to assess
and learn from them.”
This broader remit means the CMO
role is much more closely aligned to
the commercial agenda of the organisation, and its accountabilities have

Today’s CMO
needs to be as
comfortable with
data science,
technology,
econometrics and
analytics as they
are with agencies
and creatives

SUSTAINABILITY

TECHNOLOGY

INFOGRAPHICS

a much more tangible and direct impact on growth. This not only brings
with it added pressure and scrutiny,
but it is also putting CMOs in a credible position to move into general
management. While historically it
has been more common for a chief
financial officer or chief operating
officer to be the internal candidates
for chief executive succession, the
broader and more heavyweight nature of the CMO’s role is beginning to
make them a viable contender.
Consequently, the path to a CMO
role is also changing, with future
CMOs likely to have a background
beyond the traditional creative and
communications routes. “Because
it’s not all about whether you can
make a great TV ad, you’re starting to see people coming into CMO
roles from broader commercial
disciplines, not necessarily from
an ad agency or having worked in
the marketing department on big
brand campaigns. That is one skill,
but it’s only one of many,” says
Mr Dodds.
All this means the future CMO
is far more commercial and multi-disciplined, and more of a general manager with a customer expertise than an advertising and
communications specialist. And a
general manager who can stitch together a diverse and complex portfolio of responsibilities and organisational capability to help their
organisations respond to a continuing period of uncertainty, change
and disruption.
Share this article online via
Raconteur.net

raconteur.net/future-cmo
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they are proposition development,
product and pricing, customer experience and customer strategy, churn
management and loyalty, digital
transformation, and developing innovation pipelines.
Mr Dodds adds: “It’s not that marketing has changed;
if you go back to the
original definition
of marketing being
about the seven
Ps [product, price,
place, promotion,
people, process and
physical evidence],
that’s fundamentally what a CMO
is grappling with
today, it’s just taken
a while for organisations to catch
up and place all of
those responsibilities under one leadership role, and
that’s the CMO of today.”
Freddie Hospedales, global head
of marketing at ERM, says: “I see the
biggest challenge for a CMO as the
demonstration of value to warrant
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too difficult to quantify, hence it can
be seen as less valuable than other
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an ad agency or having worked in
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COMMERCIAL FEATURE

MARKETING AUTOMATION
THOMAS BROWN

T

he digital world we live in
has profoundly changed
customer
expectations,
something that’s often
referred to as the “Amazon effect”. Customers demand greater
personalisation, greater speed
and greater relevance. Anything
less and you’ve lost their attention,
and potentially
their custom.
Unsurprisingly, businesses have
turned to the source of this disruption – technology – for the solution,
and in quite significant numbers.
In 2012, Gartner famously predicted that by 2017, chief marketing
officers (CMOs) would be spending
more on IT than chief information
officers would. And that prediction
appears to be on track, judging by
the growth in the supplier market:
ChiefMarTech’s annual estimation
of the number of marketing technology vendors has increased tenfold
from some 350 in 2012 to around
3,500 in 2016.
One technology gaining particular traction is marketing automation. Often confused with outbound
e-mail marketing systems, marketing automation tools are far more
sophisticated, cross-channel technologies that integrate with customer relationship management, social
media, web analytics and other
systems. In the face of vast troves of
data, demands for greater pace and
personalisation, and the need to cut
through the growing amount of noise
bombarding your customers, they’re
often heralded as something of
a panacea.
Firstly, they promise compelling
efficiency savings. Eliminating
manual tasks, speeding up processes and automating a range of campaign management activities can
free up time and resources of your
teams or agencies that can be put to
better use on higher value-adding
activities. McKinsey & Company estimates that marketing executives
and managers currently spend between 10 and 15 per cent of their time
on manual tasks which can already
be done by machines. And that’s
before the nascent developments in
artificial intelligence and machine
learning are taken into account.
Secondly, they promise greater effectiveness. By drawing on a range
of data sources, marketing automation tools help to build rich pictures
of your customers and segments,
based on their behaviour and response to your engagement efforts.
They help you to identify how people respond to different messaging,
different content formats, different communications channels and
much more.
The challenge is many businesses will look at technology as the
solution in itself, whereas in reality, marketing automation tools are
only part of a solution. Implementing a new system alone may generate efficiency savings, but the allure
of improved effectiveness will only
follow if you pay attention to, and
act on, the way in which customers

Many businesses
will look at
technology as
the solution in
itself, whereas in
reality, marketing
automation tools
are only part of
a solution

Learning to listen
to the technology
Marketing automation promises the sweet spot of
improved efficiency and effectiveness, but unlocking
value means changing more than just your systems

MOST IMPORTANT IMPROVEMENTS FROM
MARKETING AUTOMATION

22%
Campaign targeting

61%

Lead generation

28%
Performance
measurability

57%

Lead nurturing

29%

Marketing
productivity

47%

36%

Sales revenue

Customer engagement

Source: Ascend2 2016

engage with your communications
and content, and establish agile,
responsive ways of working to enable you to adapt your plans and
pivot where needed.
UK professional services firm
Deloitte recently implemented a
new marketing automation system,
as Bernard O’Brien, head of agency,
explains: “Many senior people are
bombarded with multiple messages from multiple sources, and
we recognised that we needed
to become both more streamlined and more sophisticated
in how we go about engaging
with clients. We wanted to
build deeper dialogue and
relationships with our clients and prospects on their
terms, and on the issues that
matter most to them, and
frankly, avoid bugging them on the
issues that don’t.
“Take FTSE 250 chief financial
officers, who are a key audience for
Deloitte, as an example. We may
learn there is a cohort of 30 to 40
people in this audience who are
particularly interested in cyber security, whereas others less so. Mar-

keting automation helps us to profile who these people might be and
to continue a dialogue with them on
this issue, while not doing so with
others for whom it’s less pressing.
“Or we might figure out that certain types of people are interested in
long-form content, such as a 20-page
thought leadership report, whereas
others will only come to breakfast
briefings. Others may prefer some
form of video content on the train
on the way home from work. This
technology allows us to change both
the method of delivery, as well as
the messaging, and that’s central
to building deeper engagement, on
their terms.”
Realising this sort of benefit means
changing more than just the systems
you use. It requires you to look in detail and over a longer time-horizon
at the journeys different segments
or customer profiles have with your
business, rather than simply making ad hoc content efforts more efficient and streamlined.
It means you’ll need to approach
content creation differently, to
respond to learning about different consumption behaviour. For
instance, if you typically publish
an annual, in-depth thought leadership report that has historically
been delivered in long form, you
may need to deliver it in several different formats based on how different groups of your audience prefer to
consume it.
In addition it means you’ll need
to learn to listen to the data and the
signals your marketing automation
platform delivers, to help you to
spot emerging trends and themes
that are gaining traction with your
target audiences, but are not necessarily adequately catered for in
your plans.
And lastly, it means investing in
training your people on new ways of
working. Not just on the functionality of a new system, but on how to
use the data and insight it delivers to
identify new opportunities, and how
to undertake campaign and communications planning in a more scientific, more agile way.
Ultimately, if the focus is technology implementation alone, you’ll
most likely find yourself with a
shiny new system in place that’s full
of untapped potential. The greatest
value of marketing automation is
its ability to help you learn, but you
have to be willing to listen.
Share this article online via
raconteur.net

LOCATION,
LOCATION,
LOCATION…
How a 1990s gaming phenomenon is
pushing location intelligence to the top of a
marketer’s agenda

A

lack of transparency and the
idea that it’s relevant only
to digital has hindered the
adoption of location marketing. But
now more precise measurement
and better location intelligence,
plus the remarkable success of
Pokémon Go, in driving consumer
behaviour
means
location
marketing’s time has come.
Next time you’re in a high street,
shopping centre, train station or
tourist spot have a quick look around
you at the number of shoppers who
are holding their smartphones – in
fact, you might well be one of them.
As brands shift their focus to reach
consumers on the device they use
more than any other, location-based
marketing is moving up the chief
marketing officer’s agenda.
However, according to Theo
Theodorou,
general
manager,
Europe, Middle East and Africa
(EMEA), of xAd, a fast-growing
location marketing company that
uses verified location device signals
and location intelligence data to
help major brands including KFC,
ASDA and BMW get people into
their premises, many more should
be transforming their marketing
strategies. They should be doing
much more to drive customers into
their shops and restaurants, he says.

“Mobile marketing really captured
people’s imagination in 2007 with
the success of the iPhone, but
technology always takes some time
to reach critical mass,” says Mr
Theodorou. “Perhaps that’s why
marketers are all too often still
simply applying online strategies
to mobile devices and relying on
the same performance metrics that
were tailored for static devices in a
real-world environment.
“This approach undervalues the
intrinsic unique selling point of a
smartphone – that it’s mobile and is
always with us in the real world. The
advertising delivered on it should be
measured in the same way.
“Using our technology, xAd can
take real-world behaviours – visits to
locations – and in effect make them
into real-world cookies. And similar
to online cookies, when you build up
billions of data points to make a picture
of these visits, it becomes really
exciting. The location intelligence
derived takes your marketing
strategies to the next level.”
Although online shopping has
grown rapidly over the last few years,
Mr Theodorou points to a recent
A.T. Kearney Omnichannel Shopping
Preferences Study that shows 90 per
cent of retail transactions still take
place in-store.

ABOVE
xAd BlueprintsTM
RIGHT
Theo Theodorou
General manager
EMEA, xAd

CASE STUDY: KFC

KFC’s campaign goal was to drive
visits to its chain of restaurants.
Using proximity targeting around
their outlets and conquest targeting

around competitors’ restaurants, KFC
was able to increase brand awareness
towards audiences who were most
likely to visit. xAd’s custom-built
mobile landing page displayed on the
device included a secondary call to
action to the nearest store to track
deeper engagement.
The data revealed that the most
engaged audiences were busy parents
and peak interaction times took
place over evenings and weekends,
including the Easter weekend. As
a result the KFC burrito campaign
drove a lift in visits to restaurants that
resulted in more than 18,000 store
visits during the campaign period.

“What we’re offering is more
powerful than conventional internet
marketing because it’s based on
purchase intent, of which location is
the highest indicator,” he says. “The
fact is that if you’re driven into a
store, you’re more likely to be going
to buy something than if you’re just
surfing the web. Your online search
might be casual or aspirational – just
because you’re looking at Ferraris
or Rolls-Royces doesn’t mean that
you’re actually going to buy one.”
In the company’s offices in the
West End of London, Mr Theodorou
has a map of the UK with dots
representing people with mobile
devices who have entered a shop or
restaurant – what the company calls
a “point of interest”. He focuses on
a branch of a major brand quick
service restaurant (QSR) in Leeds
as an example.
This is Blueprints, xAd’s proprietary
technology that captures the precise
boundaries of more than 100 million
of these points of interest globally,
which has been shown to be 80 per
cent more accurate than traditional
“radial fences”. The platform is
underpinned by their Location
Verification technology, which ranks
and scores four types of location
signals to ensure each advertising
impression is reaching the right
audience in real time.
What Blueprints shows is a realtime signal that one of the 100,000
apps on the xAd platform has been
opened inside the boundaries of a
certain point of interest, in this case
a specific QSR. As a result, an advert
that suits that persons’ environment
can be shown. Crucially for
measurement, Blueprints also knows

whether an ad has already been served
via another app on the platform,
so that advertising spend can be
attributed to someone visiting a store.
Now, xAd has taken this
technology to the next level with
the development of location
intelligence. In June the company
launched a beta version of
MarketPlace Discovery. The world’s
first real-time location intelligence
platform, it provides visual insights
into foot traffic to Blueprinted
locations in the real world. The
information that it provides tells a
brand how many people visited its
outlets at particular times of day
and during which days of the week
– essential intelligence for planning
marketing campaigns.

The location intelligence
derived takes your
marketing strategies to
the next level
But MarketPlace Discovery goes
further. It also provides information
about competitors’ outlets locally
and nationwide so marketers can
compare themselves with rivals, and
identify brands and locations which
they can use for strategic marketing
purposes. For example, in the United
States, where fast food chains have
been competing for breakfast
customers, MarketPlace Discovery
revealed that morning foot traffic,
during the first quarter of the
year, into McDonald’s was equal to

or above that of its competitors.
Meanwhile, other brands including
Subway lagged behind, highlighting
a key area of opportunity for it and
others who were underperforming
at this time of day.
“Location-based marketing is
more firmly based on measurable
intelligence and so it can outperform
search and social marketing,” Mr
Theodorou
concludes.
“That’s
why we believe it should now be a
strategic imperative for the CMO
and should be regarded as being
in a category of its own alongside
search and social.
“Brands that understand this
and embrace this exciting new
technology have the opportunity
not only to increase the number of
consumers they bring in through
their doors, but also to ensure those
consumers are more likely to buy
their products when they do so.”
For more information please visit
Main site: www.xad.com
MarketPlace Discovery:
discovery.xad.com
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T

he digital world we live in
has profoundly changed
customer
expectations,
something that’s often
referred to as the “Amazon effect”. Customers demand greater
personalisation, greater speed
and greater relevance. Anything
less and you’ve lost their attention,
and potentially
their custom.
Unsurprisingly, businesses have
turned to the source of this disruption – technology – for the solution,
and in quite significant numbers.
In 2012, Gartner famously predicted that by 2017, chief marketing
officers (CMOs) would be spending
more on IT than chief information
officers would. And that prediction
appears to be on track, judging by
the growth in the supplier market:
ChiefMarTech’s annual estimation
of the number of marketing technology vendors has increased tenfold
from some 350 in 2012 to around
3,500 in 2016.
One technology gaining particular traction is marketing automation. Often confused with outbound
e-mail marketing systems, marketing automation tools are far more
sophisticated, cross-channel technologies that integrate with customer relationship management, social
media, web analytics and other
systems. In the face of vast troves of
data, demands for greater pace and
personalisation, and the need to cut
through the growing amount of noise
bombarding your customers, they’re
often heralded as something of
a panacea.
Firstly, they promise compelling
efficiency savings. Eliminating
manual tasks, speeding up processes and automating a range of campaign management activities can
free up time and resources of your
teams or agencies that can be put to
better use on higher value-adding
activities. McKinsey & Company estimates that marketing executives
and managers currently spend between 10 and 15 per cent of their time
on manual tasks which can already
be done by machines. And that’s
before the nascent developments in
artificial intelligence and machine
learning are taken into account.
Secondly, they promise greater effectiveness. By drawing on a range
of data sources, marketing automation tools help to build rich pictures
of your customers and segments,
based on their behaviour and response to your engagement efforts.
They help you to identify how people respond to different messaging,
different content formats, different communications channels and
much more.
The challenge is many businesses will look at technology as the
solution in itself, whereas in reality, marketing automation tools are
only part of a solution. Implementing a new system alone may generate efficiency savings, but the allure
of improved effectiveness will only
follow if you pay attention to, and
act on, the way in which customers

Many businesses
will look at
technology as
the solution in
itself, whereas in
reality, marketing
automation tools
are only part of
a solution

Learning to listen
to the technology
Marketing automation promises the sweet spot of
improved efficiency and effectiveness, but unlocking
value means changing more than just your systems

MOST IMPORTANT IMPROVEMENTS FROM
MARKETING AUTOMATION
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engage with your communications
and content, and establish agile,
responsive ways of working to enable you to adapt your plans and
pivot where needed.
UK professional services firm
Deloitte recently implemented a
new marketing automation system,
as Bernard O’Brien, head of agency,
explains: “Many senior people are
bombarded with multiple messages from multiple sources, and
we recognised that we needed
to become both more streamlined and more sophisticated
in how we go about engaging
with clients. We wanted to
build deeper dialogue and
relationships with our clients and prospects on their
terms, and on the issues that
matter most to them, and
frankly, avoid bugging them on the
issues that don’t.
“Take FTSE 250 chief financial
officers, who are a key audience for
Deloitte, as an example. We may
learn there is a cohort of 30 to 40
people in this audience who are
particularly interested in cyber security, whereas others less so. Mar-

keting automation helps us to profile who these people might be and
to continue a dialogue with them on
this issue, while not doing so with
others for whom it’s less pressing.
“Or we might figure out that certain types of people are interested in
long-form content, such as a 20-page
thought leadership report, whereas
others will only come to breakfast
briefings. Others may prefer some
form of video content on the train
on the way home from work. This
technology allows us to change both
the method of delivery, as well as
the messaging, and that’s central
to building deeper engagement, on
their terms.”
Realising this sort of benefit means
changing more than just the systems
you use. It requires you to look in detail and over a longer time-horizon
at the journeys different segments
or customer profiles have with your
business, rather than simply making ad hoc content efforts more efficient and streamlined.
It means you’ll need to approach
content creation differently, to
respond to learning about different consumption behaviour. For
instance, if you typically publish
an annual, in-depth thought leadership report that has historically
been delivered in long form, you
may need to deliver it in several different formats based on how different groups of your audience prefer to
consume it.
In addition it means you’ll need
to learn to listen to the data and the
signals your marketing automation
platform delivers, to help you to
spot emerging trends and themes
that are gaining traction with your
target audiences, but are not necessarily adequately catered for in
your plans.
And lastly, it means investing in
training your people on new ways of
working. Not just on the functionality of a new system, but on how to
use the data and insight it delivers to
identify new opportunities, and how
to undertake campaign and communications planning in a more scientific, more agile way.
Ultimately, if the focus is technology implementation alone, you’ll
most likely find yourself with a
shiny new system in place that’s full
of untapped potential. The greatest
value of marketing automation is
its ability to help you learn, but you
have to be willing to listen.
Share this article online via
raconteur.net

LOCATION,
LOCATION,
LOCATION…
How a 1990s gaming phenomenon is
pushing location intelligence to the top of a
marketer’s agenda

A

lack of transparency and the
idea that it’s relevant only
to digital has hindered the
adoption of location marketing. But
now more precise measurement
and better location intelligence,
plus the remarkable success of
Pokémon Go, in driving consumer
behaviour
means
location
marketing’s time has come.
Next time you’re in a high street,
shopping centre, train station or
tourist spot have a quick look around
you at the number of shoppers who
are holding their smartphones – in
fact, you might well be one of them.
As brands shift their focus to reach
consumers on the device they use
more than any other, location-based
marketing is moving up the chief
marketing officer’s agenda.
However, according to Theo
Theodorou,
general
manager,
Europe, Middle East and Africa
(EMEA), of xAd, a fast-growing
location marketing company that
uses verified location device signals
and location intelligence data to
help major brands including KFC,
ASDA and BMW get people into
their premises, many more should
be transforming their marketing
strategies. They should be doing
much more to drive customers into
their shops and restaurants, he says.

“Mobile marketing really captured
people’s imagination in 2007 with
the success of the iPhone, but
technology always takes some time
to reach critical mass,” says Mr
Theodorou. “Perhaps that’s why
marketers are all too often still
simply applying online strategies
to mobile devices and relying on
the same performance metrics that
were tailored for static devices in a
real-world environment.
“This approach undervalues the
intrinsic unique selling point of a
smartphone – that it’s mobile and is
always with us in the real world. The
advertising delivered on it should be
measured in the same way.
“Using our technology, xAd can
take real-world behaviours – visits to
locations – and in effect make them
into real-world cookies. And similar
to online cookies, when you build up
billions of data points to make a picture
of these visits, it becomes really
exciting. The location intelligence
derived takes your marketing
strategies to the next level.”
Although online shopping has
grown rapidly over the last few years,
Mr Theodorou points to a recent
A.T. Kearney Omnichannel Shopping
Preferences Study that shows 90 per
cent of retail transactions still take
place in-store.

ABOVE
xAd BlueprintsTM
RIGHT
Theo Theodorou
General manager
EMEA, xAd

CASE STUDY: KFC

KFC’s campaign goal was to drive
visits to its chain of restaurants.
Using proximity targeting around
their outlets and conquest targeting

around competitors’ restaurants, KFC
was able to increase brand awareness
towards audiences who were most
likely to visit. xAd’s custom-built
mobile landing page displayed on the
device included a secondary call to
action to the nearest store to track
deeper engagement.
The data revealed that the most
engaged audiences were busy parents
and peak interaction times took
place over evenings and weekends,
including the Easter weekend. As
a result the KFC burrito campaign
drove a lift in visits to restaurants that
resulted in more than 18,000 store
visits during the campaign period.

“What we’re offering is more
powerful than conventional internet
marketing because it’s based on
purchase intent, of which location is
the highest indicator,” he says. “The
fact is that if you’re driven into a
store, you’re more likely to be going
to buy something than if you’re just
surfing the web. Your online search
might be casual or aspirational – just
because you’re looking at Ferraris
or Rolls-Royces doesn’t mean that
you’re actually going to buy one.”
In the company’s offices in the
West End of London, Mr Theodorou
has a map of the UK with dots
representing people with mobile
devices who have entered a shop or
restaurant – what the company calls
a “point of interest”. He focuses on
a branch of a major brand quick
service restaurant (QSR) in Leeds
as an example.
This is Blueprints, xAd’s proprietary
technology that captures the precise
boundaries of more than 100 million
of these points of interest globally,
which has been shown to be 80 per
cent more accurate than traditional
“radial fences”. The platform is
underpinned by their Location
Verification technology, which ranks
and scores four types of location
signals to ensure each advertising
impression is reaching the right
audience in real time.
What Blueprints shows is a realtime signal that one of the 100,000
apps on the xAd platform has been
opened inside the boundaries of a
certain point of interest, in this case
a specific QSR. As a result, an advert
that suits that persons’ environment
can be shown. Crucially for
measurement, Blueprints also knows

whether an ad has already been served
via another app on the platform,
so that advertising spend can be
attributed to someone visiting a store.
Now, xAd has taken this
technology to the next level with
the development of location
intelligence. In June the company
launched a beta version of
MarketPlace Discovery. The world’s
first real-time location intelligence
platform, it provides visual insights
into foot traffic to Blueprinted
locations in the real world. The
information that it provides tells a
brand how many people visited its
outlets at particular times of day
and during which days of the week
– essential intelligence for planning
marketing campaigns.

The location intelligence
derived takes your
marketing strategies to
the next level
But MarketPlace Discovery goes
further. It also provides information
about competitors’ outlets locally
and nationwide so marketers can
compare themselves with rivals, and
identify brands and locations which
they can use for strategic marketing
purposes. For example, in the United
States, where fast food chains have
been competing for breakfast
customers, MarketPlace Discovery
revealed that morning foot traffic,
during the first quarter of the
year, into McDonald’s was equal to

or above that of its competitors.
Meanwhile, other brands including
Subway lagged behind, highlighting
a key area of opportunity for it and
others who were underperforming
at this time of day.
“Location-based marketing is
more firmly based on measurable
intelligence and so it can outperform
search and social marketing,” Mr
Theodorou
concludes.
“That’s
why we believe it should now be a
strategic imperative for the CMO
and should be regarded as being
in a category of its own alongside
search and social.
“Brands that understand this
and embrace this exciting new
technology have the opportunity
not only to increase the number of
consumers they bring in through
their doors, but also to ensure those
consumers are more likely to buy
their products when they do so.”
For more information please visit
Main site: www.xad.com
MarketPlace Discovery:
discovery.xad.com
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Beefing up the
bottom line with
big-data insights
DATA ANALYTICS
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e are living through a
data-led revolution in
marketing. From the
early days of Tesco’s
Clubcard in the 1990s through to
today’s data-led companies such as
Amazon, Uber and Airbnb, data has
changed from being a useful addition to become the starting point of
almost every marketing strategy.
“Big data is highly important to today’s marketing department,” says
Paul Davies, chief marketing officer
(CMO) at Microsoft UK. “Nowadays,
consumers are digitally savvy and
platform agnostic – they are elusive
shape-shifters who make today’s
marketing certainty tomorrow’s fallacy and there’s no such thing anymore as a predictable audience for
anybody’s advertising campaign.
“However, since we now have the
technology to analyse the fragmentation of the consumer landscape
and track these shape-shifting customers, we can use big data to create
insights for precision marketing and
a tailored customer experience.
“When it comes to providing these
tailored experiences, big data is critical. Gut feelings are great and power
a lot of creativity. But these need to be
paired with data-driven insights for a
company to be able to create the experience its customers want, as opposed
to what the CMO thinks they want.”
What is more, big data is getting bigger. As Mark Moebius, vice president
of marketing at Dell in Europe, the
Middle East and Africa (EMEA), says:
“No less than 90 per cent of all the data
in the world has been generated over
the last two years. All of us, as potential customers, leave footprints everywhere. This is the age of the all-digital customer and it is dramatically
changing how we connect with them.”
To give just one example of this,
using data insights delivered
3,617,000 new prospects and £12.7
million in value to The Economist
magazine. “The marketing team
there used intricate data, analytics
and insight to create smooth, highly
targeted prospect journeys all the
way from rival current affairs sources through to subscriptions to their
own magazine,” explains Rachel
Aldighieri, managing director at the
Direct Marketing Association. “The
team produced more than 60 headlines for online ads – some written
at near real-time as major stories

As Mark Robinson, chief executive
of deep data analytics and real-time
marketing platform deltaDNA, says:
“It is a real art turning high volume
and complex data into actionable
insights. It requires a rare combination of technical skills and business
consulting. To get the most out of
“Having technical experts in-house
big data, you need to analyse raw
opens the value of data to the whole
event data. Quite simply, the sheer
marketing department with dynamvolume and complexity of this data,
the specialist tools needed and the
ic visualisation tools and dashboards
potential for misinterpretation presso they can base their daily decisions
on what the data says, rather than
ent issues for many marketers. For
instinct or opinion. This is the era of
example, small mistakes in classifyof marketers
the data-driven marketer.”
ing cohorts can lead to a completely
consider data
misleading interpretation.”
their organisation’s On one level this is about estabThe SAS report supported this most underutilised lishing a culture of collaboration. Mr
view, with 29 per cent of respondDavies at Microsoft describes how his
asset
marketing team needs to be connectents reporting the most significant
Source:
challenge in using data effectively is
ed with every part of the business to
Teradata 2015
engaging creative employees.
share insight derived from data. He
“To unlock value from data we
also highlights the important role
need high-quality data scientists
that technology can play in helping
and data-visualisation experts,
them to connect the dots.
which is why we recently acquired
Dell’s Mr Moebius agrees. “We
a consultancy called Synergic Partneed to ensure our teams have the
right technology and tools to ananers,” says María Sánchez del Corral, CMO at Telefonica. “The best
lyse the data and
draw out the inThere are, though, as many chal- CMOs are now looking for Hadoop,
lenges as opportunities with using Spark, Tableau and Carto experts
sights it can offer,”
big data for marketing. Until recently rather than just recruiting social
he says. “We estabthe most pressing issue for many or- media gurus or SEO [search engine
lished a cross-funcganisations was the need to collect, optimisation] specialists. This entional organisation
store and manage that data. Yet this ables them to convert this abunthat leads business
is changing. For many organisations dance of data into actionable inintelligence
and
the key challenge is now building the sights, tailoring online and offline
analytics, working
skills needed to extract insight and campaigns, and modifying pricing
across marketing
commercial value from data.
and IT. This has
in real time.
increased the technical and marketWHERE COMPETITIVE ADVANTAGE HAS BEEN ACHIEVED AS A RESULT OF
ing skills of both
organisations and
DATA-DRIVEN MARKETING (%)
created
common
Customer loyalty
ground for joint
initiatives. Eliminating silos gives
us the ability to move faster, take
Gaining new customers
more risks when it comes to marketing IT and, ultimately, better serve
Customer satisfaction
our customers.”
Dipesh Patel, information and anaCustomer retention
lytics director in human resources at
Unilever, has gone even further. “My
Increasing revenues
team has been giving the business
the tools and information they need,
Increasing profitability
but we wanted to ensure it genuinely made a difference,” he says. “So I
Better connection to
customers and audiences
brought in a consultancy, OPX, to help
us better communicate to the busiEnhancing current
revenue sources
ness the existence of our function and
the insight we can deliver to them.”
Enhancing brand
loyalty
They began by developing an engagement strategy, and then moved
Adding new revenue
on to train the analytics team on
sources
how to talk to the business about
0
20
40
60
their work, and to develop a positioning statement and proof-points
Source: Forbes Insights 2015
broke – targeting them at seven distinct audience segments to encourage them to register and subscribe.”
Indeed a survey conducted by The
Economist Intelligence Unit for SAS
reveals UK organisations that have a
well-defined data strategy reported
their company’s performance as substantially ahead of peers in the most
recent financial year. According to
the report Big data: Forging corporate capabilities for the long-term,
more than 35 per cent of respondents
with a well-defined data strategy
reported stronger financial performance than their competitors.

This is the age
of the all-digital
customer and it
is dramatically
changing how we
connect with them
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around it. This work led to new ways
of engaging, especially using Unilever’s internal social media, and Mr
Patel reports significantly increased
understanding and use of the powerful insights his analytics team
is producing.
Just as information directors are
becoming adept communicators,
so we are seeing CMOs become increasingly skilled manipulators
of data. “Marketing departments
are undergoing a tremendous shift
thanks to the emergence of big data
and as a result the skills needed are
changing dramatically,” observes
Jen Brett, head of EMEA insights
for LinkedIn Marketing Solutions.
“While CMOs don’t need in-depth
technical skills themselves, an understanding of the
role of big data is
crucial in building
the right team.”
Earlier this year
LinkedIn worked
with
executive
search firm Spencer Stuart on identifying the skills
needed for the
modern marketing
team. It revealed
very clearly that today’s key skills for
marketers include
data analytics, social media, apps, brand and digital
channels, prioritising customer experience and data intelligence.
This is exposing gaps in many CVs.
“LinkedIn data reveals a clear skill
gap within marketing, particularly
when it comes to skills such as marketing automation, ad serving and behavioural targeting,” adds Ms Brett.
“CMOs need to focus on upskilling
their existing teams in these areas,
as well as being explicit with their
recruitment teams about the specific
skills they are looking to bring in. The
next step is to develop and retain that
talent and ensure development and
progression plans still work for those
with more technical skillsets.”
The issue is likely to become even
more critical with further technological developments such as the internet
of things. “Within insurance, the in-

No marketer can
afford to ignore
big data and
the challenge is
to develop the
skills needed to
compete in this
changing world

THE FUTURE XXXX
CMO

2
07

COMMERCIALFEATURE
FEATURE
COMMERCIAL

PROGRAMMATIC:
DOES THE FUTURE
CMO NEED A FUTURE
MEDIA AGENCY?

CASE STUDY: EXPEDIA

By better informing marketers, data analytics helps target
campaigns and prospects, resulting in bigger profits
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Andrew Cocker, senior
marketing director for Europe,
the Middle East and Africa at
Expedia, describes how big
data is changing the work of
his department.
He says: “Big data should be
at the heart of any modern
marketing department and it’s
at the heart of what we do at
Expedia. By putting data-driven
hypotheses and testing at the
centre of marketing decisions,
organisations are able to
optimise quicker and more often
using powerful data and insights
to evaluate new ideas and make
decisions, rather than relying on
positional or functional authority
within the organisation.
“From a creative point of view,
using data and insights gives our
marketing team the freedom
to create multiple campaign
options in order to see which
receive the best signal. We also
use sequential messaging and
dynamic ads in our intelligencebased marketing approach – if
customer does X, then we serve
them Y message, which requires
the engineering and product
teams to create the back-end
and infrastructure to make
this possible.
“As we focus heavily on the
data, we’re always looking to
balance this approach with
emotional storytelling to help
cut through in the marketplace

ternet of things will inextricably move
the industry from modelled to measured data which is truly transformational,” says Mark Evans, group marketing director at Direct Line Group.
“Driverless cars and connected homes will become a reality in
the next two to five years and this
means insurance can transcend
from a reactive restitution service
into a proactive prevention service.
This is truly exciting for those who
are able to adapt to the changes and,
in a Darwinian sense, the world is
getting more and more interesting
for marketers as a result of big data.”

and bring our overall purpose
to life.
“It’s not enough to simply say
that your department is data
driven; a focus on the data
must permeate every decision
the marketing department
makes and that requires strong
leadership by example. CMOs
must also not be afraid to
invest in their staff to supply
them with the skillsets to truly
understand and action the data
they’re being presented with.
“Data analytics skills are
becoming more and more
important to marketing roles,
and the same is true of the role
of the CMO.”

Large advertising agencies with their legacy systems and processes
are scrambling to deliver effective programmatic advertising for their
clients, but do those clients need an agency that was built specifically
for this rapidly evolving buying system? asks Andy Cocker, chief
operating officer of Infectious Media

T

No marketer can afford to ignore
big data and the challenge is to develop the skills needed to compete
in this changing world. As Nick
Gregory, CMO of IRIS Software,
concludes: “The amount of information available to marketers is
seen as an opportunity which can’t
be missed, but it’s also the graveyard for many marketing departments unable to handle the complexity of managing big data.”
Share this article online via
raconteur.net
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en years ago I took a gamble
by leaving a large advertising
business to co-found my own
agency because I passionately believed
in what was then a new type of
advertising called programmatic.
I’m glad to say that as programmatic
has grown rapidly, so that it now
accounts for around 60 per cent of
display advertising sold, that gamble has
paid off for me and, most importantly,
our clients at Infectious Media who
now include adidas and Expedia.
I realised back then that the
existing agencies were incapable of
understanding the significance of
programmatic. For most big agencies,
buying space was carried out mainly
face to face and, more significantly,
scale mattered – the bigger the
agency, the more it bought and the
more it could drive down prices.
But I realised that the auction
model was more efficient and more
disciplined, and it could therefore
serve customers better. Using the
principle of highest bidder threatened
the key value proposition of the big
advertising agencies and many are
struggling to catch up.
Suddenly, it wasn’t about buying big,
it was about using the right technology
to buy smarter. I realised that to deliver
for clients, an agency had to be built
around this technology rather than
simply accommodating it.
My co-founder, Martin Kelly, and
I launched Infectious Media because
we saw how existing agencies were illequipped to handle the huge amounts
of data now available to them. Today,
they still are. The wave of acquisitions
of smaller programmatic businesses
by the long-standing, big names over
the last few years simply demonstrates
how they’ve been running to catch up.
Because they’ve had to react to
programmatic rather than being
focused on it from the start, larger,
non-specialist
agencies
don’t
understand what a profound change
programmatic
represents.
Done
properly it allows more-effective
targeting of the customer and so it can,
for instance, replace direct marketing
because the advertising is so much
more personalised and targeted.

Andy Cocker, chief operating officer, Infectious Media

Suddenly, it wasn’t
about buying big, it
was about using the
right technology to
buy smarter
But to do so requires a more holistic
approach. It also requires, a specialist,
agile agency that does not simply
respond quickly to changes, but preempts them.
The data landscape is increasingly
fragmented and confusing, but
media agencies need to become
comfortable working in it. Since
recognising the importance of data
when
programmatic
emerged,
Infectious Media is able to integrate
the various different datasets and
channels on offer.
For credit card brand MBNA,
for example, we’ve produced
sophisticated audience targeting
systems that allow it to segment
and target online users, who have
previously behaved in a certain way,
and to serve ads to them. We can
also identify groups who should
be excluded from ad campaigns,
something that provides a massive
efficiency gain.
Programmatic requires a new way
of thinking and different structures,

as well as new technology. There
should, for example, be closer
working between the technology and
data teams, and between different
brands within the same company.
The ability to connect resources and
share insights is a huge opportunity
for brands. A specialist media agency
can do the heavy lifting, but the chief
marketing officer (CMO) is the one
who needs to initiate such change.
I believe there is great scope for
growth, not only at home with the
expansion of internet connected
televisions, but also in the outof-home (OOH) market with the
development of technology such as
digital poster advertising sites. Only
time will tell if legacy agencies have
adapted in time for programmatic TV
and OOH.
Programmatic
advertising
is
providing
simple
scalability of
advertising globally. Instead of having
lots of feet on the ground in each
market, media agencies should be using
adaptable, centralised technology
that plugs into systems and inventory
around the world. Then a CMO’s
budget is spent on strategy and media,
not a multitude of agency staff.
For forward-thinking brands, this
means the opportunities to enter
new geographies and grow reach cost
effectively are greater than ever.
For more information please visit
www.infectiousmedia.com
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e are living through a
data-led revolution in
marketing. From the
early days of Tesco’s
Clubcard in the 1990s through to
today’s data-led companies such as
Amazon, Uber and Airbnb, data has
changed from being a useful addition to become the starting point of
almost every marketing strategy.
“Big data is highly important to today’s marketing department,” says
Paul Davies, chief marketing officer
(CMO) at Microsoft UK. “Nowadays,
consumers are digitally savvy and
platform agnostic – they are elusive
shape-shifters who make today’s
marketing certainty tomorrow’s fallacy and there’s no such thing anymore as a predictable audience for
anybody’s advertising campaign.
“However, since we now have the
technology to analyse the fragmentation of the consumer landscape
and track these shape-shifting customers, we can use big data to create
insights for precision marketing and
a tailored customer experience.
“When it comes to providing these
tailored experiences, big data is critical. Gut feelings are great and power
a lot of creativity. But these need to be
paired with data-driven insights for a
company to be able to create the experience its customers want, as opposed
to what the CMO thinks they want.”
What is more, big data is getting bigger. As Mark Moebius, vice president
of marketing at Dell in Europe, the
Middle East and Africa (EMEA), says:
“No less than 90 per cent of all the data
in the world has been generated over
the last two years. All of us, as potential customers, leave footprints everywhere. This is the age of the all-digital customer and it is dramatically
changing how we connect with them.”
To give just one example of this,
using data insights delivered
3,617,000 new prospects and £12.7
million in value to The Economist
magazine. “The marketing team
there used intricate data, analytics
and insight to create smooth, highly
targeted prospect journeys all the
way from rival current affairs sources through to subscriptions to their
own magazine,” explains Rachel
Aldighieri, managing director at the
Direct Marketing Association. “The
team produced more than 60 headlines for online ads – some written
at near real-time as major stories

As Mark Robinson, chief executive
of deep data analytics and real-time
marketing platform deltaDNA, says:
“It is a real art turning high volume
and complex data into actionable
insights. It requires a rare combination of technical skills and business
consulting. To get the most out of
“Having technical experts in-house
big data, you need to analyse raw
opens the value of data to the whole
event data. Quite simply, the sheer
marketing department with dynamvolume and complexity of this data,
the specialist tools needed and the
ic visualisation tools and dashboards
potential for misinterpretation presso they can base their daily decisions
on what the data says, rather than
ent issues for many marketers. For
instinct or opinion. This is the era of
example, small mistakes in classifyof marketers
the data-driven marketer.”
ing cohorts can lead to a completely
consider data
misleading interpretation.”
their organisation’s On one level this is about estabThe SAS report supported this most underutilised lishing a culture of collaboration. Mr
view, with 29 per cent of respondDavies at Microsoft describes how his
asset
marketing team needs to be connectents reporting the most significant
Source:
challenge in using data effectively is
ed with every part of the business to
Teradata 2015
engaging creative employees.
share insight derived from data. He
“To unlock value from data we
also highlights the important role
need high-quality data scientists
that technology can play in helping
and data-visualisation experts,
them to connect the dots.
which is why we recently acquired
Dell’s Mr Moebius agrees. “We
a consultancy called Synergic Partneed to ensure our teams have the
right technology and tools to ananers,” says María Sánchez del Corral, CMO at Telefonica. “The best
lyse the data and
draw out the inThere are, though, as many chal- CMOs are now looking for Hadoop,
lenges as opportunities with using Spark, Tableau and Carto experts
sights it can offer,”
big data for marketing. Until recently rather than just recruiting social
he says. “We estabthe most pressing issue for many or- media gurus or SEO [search engine
lished a cross-funcganisations was the need to collect, optimisation] specialists. This entional organisation
store and manage that data. Yet this ables them to convert this abunthat leads business
is changing. For many organisations dance of data into actionable inintelligence
and
the key challenge is now building the sights, tailoring online and offline
analytics, working
skills needed to extract insight and campaigns, and modifying pricing
across marketing
commercial value from data.
and IT. This has
in real time.
increased the technical and marketWHERE COMPETITIVE ADVANTAGE HAS BEEN ACHIEVED AS A RESULT OF
ing skills of both
organisations and
DATA-DRIVEN MARKETING (%)
created
common
Customer loyalty
ground for joint
initiatives. Eliminating silos gives
us the ability to move faster, take
Gaining new customers
more risks when it comes to marketing IT and, ultimately, better serve
Customer satisfaction
our customers.”
Dipesh Patel, information and anaCustomer retention
lytics director in human resources at
Unilever, has gone even further. “My
Increasing revenues
team has been giving the business
the tools and information they need,
Increasing profitability
but we wanted to ensure it genuinely made a difference,” he says. “So I
Better connection to
customers and audiences
brought in a consultancy, OPX, to help
us better communicate to the busiEnhancing current
revenue sources
ness the existence of our function and
the insight we can deliver to them.”
Enhancing brand
loyalty
They began by developing an engagement strategy, and then moved
Adding new revenue
on to train the analytics team on
sources
how to talk to the business about
0
20
40
60
their work, and to develop a positioning statement and proof-points
Source: Forbes Insights 2015
broke – targeting them at seven distinct audience segments to encourage them to register and subscribe.”
Indeed a survey conducted by The
Economist Intelligence Unit for SAS
reveals UK organisations that have a
well-defined data strategy reported
their company’s performance as substantially ahead of peers in the most
recent financial year. According to
the report Big data: Forging corporate capabilities for the long-term,
more than 35 per cent of respondents
with a well-defined data strategy
reported stronger financial performance than their competitors.

This is the age
of the all-digital
customer and it
is dramatically
changing how we
connect with them
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around it. This work led to new ways
of engaging, especially using Unilever’s internal social media, and Mr
Patel reports significantly increased
understanding and use of the powerful insights his analytics team
is producing.
Just as information directors are
becoming adept communicators,
so we are seeing CMOs become increasingly skilled manipulators
of data. “Marketing departments
are undergoing a tremendous shift
thanks to the emergence of big data
and as a result the skills needed are
changing dramatically,” observes
Jen Brett, head of EMEA insights
for LinkedIn Marketing Solutions.
“While CMOs don’t need in-depth
technical skills themselves, an understanding of the
role of big data is
crucial in building
the right team.”
Earlier this year
LinkedIn worked
with
executive
search firm Spencer Stuart on identifying the skills
needed for the
modern marketing
team. It revealed
very clearly that today’s key skills for
marketers include
data analytics, social media, apps, brand and digital
channels, prioritising customer experience and data intelligence.
This is exposing gaps in many CVs.
“LinkedIn data reveals a clear skill
gap within marketing, particularly
when it comes to skills such as marketing automation, ad serving and behavioural targeting,” adds Ms Brett.
“CMOs need to focus on upskilling
their existing teams in these areas,
as well as being explicit with their
recruitment teams about the specific
skills they are looking to bring in. The
next step is to develop and retain that
talent and ensure development and
progression plans still work for those
with more technical skillsets.”
The issue is likely to become even
more critical with further technological developments such as the internet
of things. “Within insurance, the in-

No marketer can
afford to ignore
big data and
the challenge is
to develop the
skills needed to
compete in this
changing world
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PROGRAMMATIC:
DOES THE FUTURE
CMO NEED A FUTURE
MEDIA AGENCY?

CASE STUDY: EXPEDIA

By better informing marketers, data analytics helps target
campaigns and prospects, resulting in bigger profits
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Andrew Cocker, senior
marketing director for Europe,
the Middle East and Africa at
Expedia, describes how big
data is changing the work of
his department.
He says: “Big data should be
at the heart of any modern
marketing department and it’s
at the heart of what we do at
Expedia. By putting data-driven
hypotheses and testing at the
centre of marketing decisions,
organisations are able to
optimise quicker and more often
using powerful data and insights
to evaluate new ideas and make
decisions, rather than relying on
positional or functional authority
within the organisation.
“From a creative point of view,
using data and insights gives our
marketing team the freedom
to create multiple campaign
options in order to see which
receive the best signal. We also
use sequential messaging and
dynamic ads in our intelligencebased marketing approach – if
customer does X, then we serve
them Y message, which requires
the engineering and product
teams to create the back-end
and infrastructure to make
this possible.
“As we focus heavily on the
data, we’re always looking to
balance this approach with
emotional storytelling to help
cut through in the marketplace

ternet of things will inextricably move
the industry from modelled to measured data which is truly transformational,” says Mark Evans, group marketing director at Direct Line Group.
“Driverless cars and connected homes will become a reality in
the next two to five years and this
means insurance can transcend
from a reactive restitution service
into a proactive prevention service.
This is truly exciting for those who
are able to adapt to the changes and,
in a Darwinian sense, the world is
getting more and more interesting
for marketers as a result of big data.”

and bring our overall purpose
to life.
“It’s not enough to simply say
that your department is data
driven; a focus on the data
must permeate every decision
the marketing department
makes and that requires strong
leadership by example. CMOs
must also not be afraid to
invest in their staff to supply
them with the skillsets to truly
understand and action the data
they’re being presented with.
“Data analytics skills are
becoming more and more
important to marketing roles,
and the same is true of the role
of the CMO.”

Large advertising agencies with their legacy systems and processes
are scrambling to deliver effective programmatic advertising for their
clients, but do those clients need an agency that was built specifically
for this rapidly evolving buying system? asks Andy Cocker, chief
operating officer of Infectious Media

T

No marketer can afford to ignore
big data and the challenge is to develop the skills needed to compete
in this changing world. As Nick
Gregory, CMO of IRIS Software,
concludes: “The amount of information available to marketers is
seen as an opportunity which can’t
be missed, but it’s also the graveyard for many marketing departments unable to handle the complexity of managing big data.”
Share this article online via
raconteur.net
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en years ago I took a gamble
by leaving a large advertising
business to co-found my own
agency because I passionately believed
in what was then a new type of
advertising called programmatic.
I’m glad to say that as programmatic
has grown rapidly, so that it now
accounts for around 60 per cent of
display advertising sold, that gamble has
paid off for me and, most importantly,
our clients at Infectious Media who
now include adidas and Expedia.
I realised back then that the
existing agencies were incapable of
understanding the significance of
programmatic. For most big agencies,
buying space was carried out mainly
face to face and, more significantly,
scale mattered – the bigger the
agency, the more it bought and the
more it could drive down prices.
But I realised that the auction
model was more efficient and more
disciplined, and it could therefore
serve customers better. Using the
principle of highest bidder threatened
the key value proposition of the big
advertising agencies and many are
struggling to catch up.
Suddenly, it wasn’t about buying big,
it was about using the right technology
to buy smarter. I realised that to deliver
for clients, an agency had to be built
around this technology rather than
simply accommodating it.
My co-founder, Martin Kelly, and
I launched Infectious Media because
we saw how existing agencies were illequipped to handle the huge amounts
of data now available to them. Today,
they still are. The wave of acquisitions
of smaller programmatic businesses
by the long-standing, big names over
the last few years simply demonstrates
how they’ve been running to catch up.
Because they’ve had to react to
programmatic rather than being
focused on it from the start, larger,
non-specialist
agencies
don’t
understand what a profound change
programmatic
represents.
Done
properly it allows more-effective
targeting of the customer and so it can,
for instance, replace direct marketing
because the advertising is so much
more personalised and targeted.

Andy Cocker, chief operating officer, Infectious Media

Suddenly, it wasn’t
about buying big, it
was about using the
right technology to
buy smarter
But to do so requires a more holistic
approach. It also requires, a specialist,
agile agency that does not simply
respond quickly to changes, but preempts them.
The data landscape is increasingly
fragmented and confusing, but
media agencies need to become
comfortable working in it. Since
recognising the importance of data
when
programmatic
emerged,
Infectious Media is able to integrate
the various different datasets and
channels on offer.
For credit card brand MBNA,
for example, we’ve produced
sophisticated audience targeting
systems that allow it to segment
and target online users, who have
previously behaved in a certain way,
and to serve ads to them. We can
also identify groups who should
be excluded from ad campaigns,
something that provides a massive
efficiency gain.
Programmatic requires a new way
of thinking and different structures,

as well as new technology. There
should, for example, be closer
working between the technology and
data teams, and between different
brands within the same company.
The ability to connect resources and
share insights is a huge opportunity
for brands. A specialist media agency
can do the heavy lifting, but the chief
marketing officer (CMO) is the one
who needs to initiate such change.
I believe there is great scope for
growth, not only at home with the
expansion of internet connected
televisions, but also in the outof-home (OOH) market with the
development of technology such as
digital poster advertising sites. Only
time will tell if legacy agencies have
adapted in time for programmatic TV
and OOH.
Programmatic
advertising
is
providing
simple
scalability of
advertising globally. Instead of having
lots of feet on the ground in each
market, media agencies should be using
adaptable, centralised technology
that plugs into systems and inventory
around the world. Then a CMO’s
budget is spent on strategy and media,
not a multitude of agency staff.
For forward-thinking brands, this
means the opportunities to enter
new geographies and grow reach cost
effectively are greater than ever.
For more information please visit
www.infectiousmedia.com
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MAKING YOUR ADS COUNT
MARKETING MIX
BENJAMIN CHIOU

A

typical adult spends
9.83 hours a day consuming media, according to a 2014 study by
Media Dynamics, up from 7.21
hours in 1985 and 5.15 hours back
in 1945. With the proliferation

of more connected devices and
increasing touchpoints over the
past two years alone, that number is likely to be considerably
higher today.
So how can brands expect to make
themselves heard and cut through
all the noise? It is one of the toughest problems for marketers when
starting a new campaign. The sobering fact they face is that of the

More than five billion passenger journeys
are made on UK buses every year, 2.3 billion
of which are in London, says Exterion Media.
Done well, bus ads can connect with target
audiences in ways other mediums cannot
match, by placing unmissable, moving brand
beacons in their path at any time of day.

Radio isn’t always the first thing people
think of when starting a fresh, new
marketing campaign, but the fact that
89.3 per cent of the UK population still
tune in every week, according to industry
specialist RAJAR, means it’s a medium
that can’t be ignored.

86%

£410 m

UK spending on out-of-home (OOH)
advertising took a slight dip during the
financial crisis, but has grown steadily
ever since, in no small part due to the
growth of digital, which now accounts for
32 per cent of the total OOH segment,
according to Outsmart.

Source:
Salesforce 2016

2:00 pm

was spent on digital
OOH advertising
in 2015, up from
£272 million the
year before

1

Source:
Outsmart 2016

of UK marketers
believe locationbased advertising
is the most exciting
mobile opportunity
for 2016

Source:
Nielsen 2015

Source:
IAB/PwC 2016

50%

8:00 pm 9.5%

of total UK video
advertising was
spent on mobile
in 2015

UK magazine ad spending
is expected to total £688
million this year, down from
£712 million in 2015, yet it still
accounts for 4 per cent of total
UK media ad spending.

Source:
IAB/PwC 2016

12:00
pm

People don’t go anywhere without their
mobiles, so location-based ads, pinpointing
consumers and providing location-specific
ads direct to their smartphones, was the
next logical step in mobile advertising.
According to a survey by The Drum, 59 per
cent of marketers are already deploying
location-based services.

Television ads are forecast to account for
27 per cent of total ad spending in the UK
during 2016, with £4.6 billion spent. And
despite the proliferation of mobile devices
stealing people’s attention, UK consumers
are still watching 3.08 hours of TV every
day in the UK, according to eMarketer.

7.3%

estimated increase
in spending on UK
TV advertising in
2016 to £4.6 billion
Source:
GroupM/PwC/IAB 2015

9:00

pm

29%

rise in UK tablet
advertising
spending in 2015
Source:
IAB/PwC 2016

1 minute
32 seconds
of every hour spent
on the internet in
the UK is on e-mail
Source:
UKOM 2015

9:00 am
Microsoft Outlook may be the bane of
office workers’ lives, but e-mail is not
going anywhere anytime soon. In fact,
the average e-mail marketing open rate
in the UK has risen from 18 to 25 per cent
since 2010, according to a survey from
Sign-Up Technologies.

7:00 pm

More than 1.7 billion people worldwide
use Facebook each month, while 313
million use Twitter. And with the rise of
programmatic advertising, where brands
can target specific audiences based on
their online usage, the ability to deliver
ultra-personal ads through such expansive
platforms is a match made in heaven.

It’s a sad fact, but the average millennial
checks their mobile phone 85 times a day,
according to a study from Nottingham
Trent University, so it’s an easy way for
marketers to attract eyeballs. But they’ll
have to be engaging as the same research
shows that smartphone usage is typically
confined to short bursts lasting no longer
than 30 seconds.

66%

of European
consumers polled
said they trusted
newspaper
advertising

of marketers
surveyed said they
were planning
to spend more
on social-media
advertising over
the next 12 months

Source:
Exterion Media 2016

Source:
GroupM/PwC/IAB 2015

£ 325 m

44%

67%

of bus passengers
in the UK can
spontaneously
recall bus
advertising

is expected to be
spent on UK radio
advertising in 2016,
up from £395
million in 2015

8:00 am

Print is not dead – at least not yet anyway.
While UK print advertising revenues have
slumped from £6.4 billion in 2007 to £2.7
billion in 2015, they still account for 16.4
per cent of total UK media ad spending,
according to eMarketer. Sales also seem to
have reached a trough and annual spending
looks set to stay largely flat until 2019.

THE FUTURE CMO

4:00 pm

362 daily ad exposures identified
in the Media Dynamics study, audiences only ever see 150 to 155 and
far fewer actually lead to a sale.
Here’s a picture of a day in the
life of the average consumer to
illustrate the many touchpoints
and situations available to marketers, from the early-morning
wake-up call to night-time reading in bed.

8:30 am

raconteur.net

11:00 pm
Tablet adoption stands at 50.5 per cent in
the UK and is expected to rise to 57.8 per
cent by 2018, with 50 minutes currently
spent on tablets every day on average,
according to eMarketer.

expected fall
in UK magazine
advertising revenue
in 2016
Source:
Advertising
Association/
Warc 2016

09

08

raconteur.net

THE FUTURE CMO

05 / 09 / 2016

RACONTEUR

RACONTEUR

05 / 09 / 2016

MAKING YOUR ADS COUNT
MARKETING MIX
BENJAMIN CHIOU

A

typical adult spends
9.83 hours a day consuming media, according to a 2014 study by
Media Dynamics, up from 7.21
hours in 1985 and 5.15 hours back
in 1945. With the proliferation

of more connected devices and
increasing touchpoints over the
past two years alone, that number is likely to be considerably
higher today.
So how can brands expect to make
themselves heard and cut through
all the noise? It is one of the toughest problems for marketers when
starting a new campaign. The sobering fact they face is that of the

More than five billion passenger journeys
are made on UK buses every year, 2.3 billion
of which are in London, says Exterion Media.
Done well, bus ads can connect with target
audiences in ways other mediums cannot
match, by placing unmissable, moving brand
beacons in their path at any time of day.
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consumers and providing location-specific
ads direct to their smartphones, was the
next logical step in mobile advertising.
According to a survey by The Drum, 59 per
cent of marketers are already deploying
location-based services.

Television ads are forecast to account for
27 per cent of total ad spending in the UK
during 2016, with £4.6 billion spent. And
despite the proliferation of mobile devices
stealing people’s attention, UK consumers
are still watching 3.08 hours of TV every
day in the UK, according to eMarketer.
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platforms is a match made in heaven.
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BIG DATA Q&A: HOW CAN MARKETERS
GET THE BEST RETURN ON INVESTMENT?

Is marketing really the future of sales?
Marketing looks set to continue investment in technology and systems while sales is likely to focus on the
human aspects of customer relationships

Big data has caught the imagination of marketers and is revolutionising their strategies. But how can they ensure it brings

You talk about the right
device; why is this so important?
I still get ads aimed at me
that are completely generic. I think
‘How can you waste your money
sending me this? Don’t you know
anything about me?’ Sometimes I’ve
even bought the product already.

1

Retargeting is clearly an
important way of getting closer
to customers, especially as they
use multiple devices. How can
marketers make it work for them?
Before I buy something, I
might look at it on my phone and
then visit the site again on my tablet
before using my desktop to actually
make the purchase. Our latest
mobile e-commerce data for the first
quarter of 2016 reveals that 39 per
cent of UK e-commerce transactions
now involve multiple devices. Used
properly big data allows marketers to
identify that I’m the same consumer
across these different devices. But
marketers need to make these
connections. To do this they can use

We believe in data-driven,
people-centric marketing with
accountable performance metrics
an “implied match”, in other words
they can pair the user with a device
based on their user and navigation
history. This works to some extent,
but isn’t very precise. The second
option – and this is what we use
at Criteo – is to create an exact
match. This involves using a unique
identifier for each consumer that
can track them across all devices.
It’s anonymous and we don’t hold
any of their personal information,
but it means that whether they’re
using their smartphone, tablet or
a desktop at work, this identifier
allows us to build up a detailed,
accurate profile of the consumer,
including their likes and dislikes and
their shopping behaviour, as well
as the kind of product they might
be interested in. Once brands have
built up this detailed knowledge of
the customer, they can then deliver
relevant content to them and engage
shoppers wherever they are online.
This is great for the consumer and it
cuts down on waste for the brand.

With Criteo, a retailer only
pays when a customer actually clicks
on advertisement. Why have you
taken this approach and what do your
customers say about it?
We believe in data-driven,
people-centric marketing with
accountable performance metrics
– all advertising will be executed
like this in the future, in my
opinion. Everything comes back
to the cost of sales. We’re looking
at actionable shopping intent
rather than just the consumer
demographic. We need to make
sure we measure the performance
and that we link our clients’ ad
spend with revenues achieved.
That’s why the advertiser only
pays Criteo when there’s a click
on the ad. Advertisers are only
going to want to stay with us if
we’ve generated sales for them.
Marketers like this because it’s
transparent and shows when
advertising is working.
Most marketers are already
well advanced with their plans for
Christmas. What advice would you
give them?

Preparing early for your
holiday campaigns is the best way
to make the most of the gift-giving
season, so if they haven’t started
already, they need to. It’s absolutely
critical that marketers do not run
out of budget during the build up to
the holiday season. As consumers
start to spend more on themselves
and others, the challenge for brands
is to put the budget into activities
that are delivering a good return
on investment. It’s easy to spend
a lot of money on poorly targeted
campaigns, especially at this time of
year. Capitalising on Christmas also
means making sure that targeting
is accurate by having cross-device
solutions in place. Be flexible; if one
channel outperforms another, then
be prepared to reallocate budgets
accordingly. Finally, don’t forget
e-mail marketing. We know that
personalised e-mail retargeting is
five times more responsive than
social media and 1.5 times more than
non-personalised display advertising.
People receive e-mail on laptops,
mobiles and tablets so, as always,
just make sure that it’s co-ordinated
across all devices.
For more informaion please visit
www.criteo.com

AWARENESS

75%

INTEREST

CONSIDERATION

NOW

Big data has to be applied
in a practical way that brings about
measurable return on investment
for the advertiser. Consumers
are actually willing to share more
information about themselves
these days than ever before but, in
return, they expect it to be used
in a way that means they receive
targeted communications which
are relevant to their interests.
The common misconception is
that you have to collect every
single piece of information that’s
available. But what marketers
should be focusing on is the right
data so they can create a clearer
customer view in order to display
the right ads to the right person at
the right time on the right device.
A focus on sales performance
produces a return on investment.

The senders clearly aren’t using the
data to join the dots. Marketers have
to realise that this data is only useful
and actionable when it’s analysed and
utilised effectively. All too often it’s
reviewed and applied in isolation.
Marketers need to remember how
many touchpoints they have with their
consumers – offline, online, in-store,
desktop and mobile. Each offers
an opportunity for brands to form
a clearer picture of this consumer.
They need to join the dots, through
the first and second purchase. What
might this consumer be interested
in? If they’ve just bought some brown
shoes, for instance, would a pair of
black trousers go with them?

THE MODERN B2B BUYING PROCESS

MARKETING

Many marketers are still not
enjoying the benefits big data can offer.
How can they exploit its full potential to
transform their businesses?

THE NEW MARKETING AND SALES FUNNEL

EVALUATION

PURCHASE

of B2B buyers now
use social media to
be more informed
on vendors

of sales professionals
said the buying process
is changing faster than
sales organisations
are responding

69%

9 in 10

Source: LinkedIn

Source: OglivyOne

Source: LinkedIn

FAMILY AND FRIENDS

60%

CUSTOMER REVIEWS

60%

INDEPENDENT PRODUCT/SERVICE EXPERTS

43%

STORE STAFF/RETAILER WEBSITE

16%

PRODUCT MANUFACTURER/SERVICE PROVIDER

12%

NONE OF THE ABOVE
Source: Steve Patrizi

can consumers research products
and often sample them online, they
can order, pay and trace their delivery. Given the CRM systems that
manage all of this are commonly the
responsibility of marketing, it looks
as though marketing is the new sales.
But is it too soon to call the death of
the sales function? There still seem
to be a surprisingly large number of
sales roles; sales is frequently represented at board level and sales salaries seem to be comparable or higher
than their marketing equivalents.
Why might this be?
Perhaps an answer lies in research
by Spenner and Freeman reported
in the Harvard Business Review in
May 2012. They found that by far the
strongest driver of purchasing is “decision stickiness” which has three
components: ease of gathering and
understanding marketing information; trust in the brand; and ability
to weigh their options. Scoring well
on all three increased repurchase by
8 per cent and recommendation by
an astounding 115 per cent.
The authors comment: “This approach is especially foreign to marketers... Often what a consumer needs
is not a flashy interactive experience
on a branded microsite, but a detailed
exchange with users about the pros
and cons of the product, and how it
would fit into the consumer’s life.” By
contrast, the direction that marketing
is taking is to focus on decision sci-

decision-makers
say they never
respond to
cold outreach

CONSUMERS’ MOST TRUSTED SOURCE OF INFORMATION
ON PRODUCTS AND SERVICES

INTENT

SALES

T

he relationship between
sales and marketing has
often been fraught. Marketing people feel they do
most of the work, then sales closes
the deal and walks away with all the
kudos – and quite often a bonus payment, too. Sales, meanwhile, think
marketing never actually meet a
real customer and all leave the office
at 5.30 when the salesperson is still a
two-hour drive from home.
So, how is digital technology
impacting on this tricky relationship? Traditionally, the marketing
funnel positioned marketing as the
upstream activity: identifying segments through market research,
developing brands and appropriate
value propositions, pulling together appealing marketing materials,
and even setting up appointments
for sales teams to attend. At this
point, “ownership” of the customer
relationship would be passed over
to sales to complete the transaction.
Then, suddenly, companies woke
up to how costly this process was.
In his 1996 book The Loyalty Effect,
Frederick Reichheld pointed out
that it might take years for a new
customer to become profitable. He
also showed that a 5 per cent increase in customer retention led to a
whopping 35 to 95 per cent increase
in their lifetime value.
Not surprisingly, in response, focus
shifted to customer retention. At this
point, there was something of a divergence between business to business
(B2B) and business to consumer (B2C).
In B2B, salespeople claimed ownership of the customer relationship
and turned themselves into account
managers with matching salary and
status enhancement. In B2C, personal selling was increasingly viewed as
uneconomic and salespeople were replaced by digital marketing supported by customer relationship management (CRM) systems.
Since then, rapid developments in
digital technology have revolutionised customer information-seeking
behaviour as well as the act of purchasing. By 2014 Adweek was reporting that 81 per cent of B2C customers
carried out research online before
going into a store. The Office for National Statistics (ONS) found that
three quarters of UK consumers now
shop online. Many – 48 per cent of
men and 37 per cent of women – prefer
it, according to the ONS this June.
Digital marketing is increasingly
making its presence felt in B2B. The
role of the salesperson is no longer to
describe a company’s products and
what they can do, or to take orders,
as the customer can now do that far
more effectively online. Not only

THE NEW BUYING PROCESS

MARKETING

SALES AND MARKETING
LYNETTE RYALS

SALES

technology company, offers some essential advice and insights

THEN

about a measurable return on investment? Tim Frankcom, executive vice president at Criteo, the performance marketing

ence, big data and statistical analysis.
This is not to denigrate the huge potential for the intelligent application
of big data in marketing and the insights it can provide into the customer
journey. Improved data can bring us
relevant, timely marketing in place of
junk mail; it can provide information
in real time through programmatic

If marketing is
shifting towards
data analytics and
smart software,
could the future
of sales lie, not
in giving the
customer advice,
so much as helping
them feel good
about the decision
both before and
afterwards?
advertising and so on, and can even
be used to offer live price adjustments.
In fact, big data means marketing
can predict things about us that we
may not even know ourselves. An
amazing case was reported in Forbes
in February 2012: based on her pur-

9%
Source: Deloitte 2014

chasing patterns, a supermarket
had begun to send a young shopper
marketing offers for baby items. The
girl’s father lodged a complaint, but
withdrew it two days later when he
discovered that she was indeed expecting a baby. As our ability to collect and analyse data increases, we
can expect to see far more predictive
intelligence personalising our marketing and advertising.
But, at the end of the day, we are
all still human and our need for reassurance is strong. Buyers have a
strong predilection to seek advice
from strangers before a purchase.
Some 69 per cent of us seek advice
from others before buying, rising to
81 per cent in the 18 to 34 age group,
according to a 2015 Mintel survey.
And 54 per cent of people would
even buy a product with negative
online reviews, if recommended by
someone they know; a finding that
speaks to the powerful effect that
others have on our opinions and decisions. We are also affected by buyer’s remorse, the need to justify our
purchases to ourselves, as seen in
the growth of “haul videos” displaying recent purchases on YouTube.
The implications of this for sales
are rather intriguing. If marketing
is shifting towards data analytics and smart software, could the
future of sales lie, not in giving the
customer advice, so much as helping them feel good about the deci-

sion both before and afterwards?
That could lead to a major shift in
the way salespeople are trained,
with far less emphasis on targeting,
planning and closing the sale, and
far more on psychology and decision-making. In turn, this might
attract different kinds of people to
sales roles, with emotional intelligence and empathetic behaviours
prized above presentation and negotiation skills.
Plus, we may see the end of rewards based on sales numbers
or quotas; instead we might find
salesperson performance measured by relationship quality indicators such as how content a customer feels with their purchase,
their propensity to rebuy and
their willingness to recommend
to others.
What does all this mean for investment in marketing and sales? In
marketing, we can expect growing
investment into marketing technology and systems, which are likely
to become even more important in
feeding us the right kind of communication and information just at
the point where and when we need
it. But, for the human side of things,
it looks like sales will have a role to
play for many years to come.
Share this article online via
raconteur.net
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BIG DATA Q&A: HOW CAN MARKETERS
GET THE BEST RETURN ON INVESTMENT?

Is marketing really the future of sales?
Marketing looks set to continue investment in technology and systems while sales is likely to focus on the
human aspects of customer relationships

Big data has caught the imagination of marketers and is revolutionising their strategies. But how can they ensure it brings

You talk about the right
device; why is this so important?
I still get ads aimed at me
that are completely generic. I think
‘How can you waste your money
sending me this? Don’t you know
anything about me?’ Sometimes I’ve
even bought the product already.

1

Retargeting is clearly an
important way of getting closer
to customers, especially as they
use multiple devices. How can
marketers make it work for them?
Before I buy something, I
might look at it on my phone and
then visit the site again on my tablet
before using my desktop to actually
make the purchase. Our latest
mobile e-commerce data for the first
quarter of 2016 reveals that 39 per
cent of UK e-commerce transactions
now involve multiple devices. Used
properly big data allows marketers to
identify that I’m the same consumer
across these different devices. But
marketers need to make these
connections. To do this they can use

We believe in data-driven,
people-centric marketing with
accountable performance metrics
an “implied match”, in other words
they can pair the user with a device
based on their user and navigation
history. This works to some extent,
but isn’t very precise. The second
option – and this is what we use
at Criteo – is to create an exact
match. This involves using a unique
identifier for each consumer that
can track them across all devices.
It’s anonymous and we don’t hold
any of their personal information,
but it means that whether they’re
using their smartphone, tablet or
a desktop at work, this identifier
allows us to build up a detailed,
accurate profile of the consumer,
including their likes and dislikes and
their shopping behaviour, as well
as the kind of product they might
be interested in. Once brands have
built up this detailed knowledge of
the customer, they can then deliver
relevant content to them and engage
shoppers wherever they are online.
This is great for the consumer and it
cuts down on waste for the brand.

With Criteo, a retailer only
pays when a customer actually clicks
on advertisement. Why have you
taken this approach and what do your
customers say about it?
We believe in data-driven,
people-centric marketing with
accountable performance metrics
– all advertising will be executed
like this in the future, in my
opinion. Everything comes back
to the cost of sales. We’re looking
at actionable shopping intent
rather than just the consumer
demographic. We need to make
sure we measure the performance
and that we link our clients’ ad
spend with revenues achieved.
That’s why the advertiser only
pays Criteo when there’s a click
on the ad. Advertisers are only
going to want to stay with us if
we’ve generated sales for them.
Marketers like this because it’s
transparent and shows when
advertising is working.
Most marketers are already
well advanced with their plans for
Christmas. What advice would you
give them?

Preparing early for your
holiday campaigns is the best way
to make the most of the gift-giving
season, so if they haven’t started
already, they need to. It’s absolutely
critical that marketers do not run
out of budget during the build up to
the holiday season. As consumers
start to spend more on themselves
and others, the challenge for brands
is to put the budget into activities
that are delivering a good return
on investment. It’s easy to spend
a lot of money on poorly targeted
campaigns, especially at this time of
year. Capitalising on Christmas also
means making sure that targeting
is accurate by having cross-device
solutions in place. Be flexible; if one
channel outperforms another, then
be prepared to reallocate budgets
accordingly. Finally, don’t forget
e-mail marketing. We know that
personalised e-mail retargeting is
five times more responsive than
social media and 1.5 times more than
non-personalised display advertising.
People receive e-mail on laptops,
mobiles and tablets so, as always,
just make sure that it’s co-ordinated
across all devices.
For more informaion please visit
www.criteo.com

AWARENESS

75%

INTEREST

CONSIDERATION

NOW

Big data has to be applied
in a practical way that brings about
measurable return on investment
for the advertiser. Consumers
are actually willing to share more
information about themselves
these days than ever before but, in
return, they expect it to be used
in a way that means they receive
targeted communications which
are relevant to their interests.
The common misconception is
that you have to collect every
single piece of information that’s
available. But what marketers
should be focusing on is the right
data so they can create a clearer
customer view in order to display
the right ads to the right person at
the right time on the right device.
A focus on sales performance
produces a return on investment.

The senders clearly aren’t using the
data to join the dots. Marketers have
to realise that this data is only useful
and actionable when it’s analysed and
utilised effectively. All too often it’s
reviewed and applied in isolation.
Marketers need to remember how
many touchpoints they have with their
consumers – offline, online, in-store,
desktop and mobile. Each offers
an opportunity for brands to form
a clearer picture of this consumer.
They need to join the dots, through
the first and second purchase. What
might this consumer be interested
in? If they’ve just bought some brown
shoes, for instance, would a pair of
black trousers go with them?

THE MODERN B2B BUYING PROCESS

MARKETING

Many marketers are still not
enjoying the benefits big data can offer.
How can they exploit its full potential to
transform their businesses?

THE NEW MARKETING AND SALES FUNNEL

EVALUATION

PURCHASE

of B2B buyers now
use social media to
be more informed
on vendors

of sales professionals
said the buying process
is changing faster than
sales organisations
are responding

69%

9 in 10

Source: LinkedIn

Source: OglivyOne

Source: LinkedIn

FAMILY AND FRIENDS

60%

CUSTOMER REVIEWS

60%

INDEPENDENT PRODUCT/SERVICE EXPERTS

43%

STORE STAFF/RETAILER WEBSITE

16%

PRODUCT MANUFACTURER/SERVICE PROVIDER

12%

NONE OF THE ABOVE
Source: Steve Patrizi

can consumers research products
and often sample them online, they
can order, pay and trace their delivery. Given the CRM systems that
manage all of this are commonly the
responsibility of marketing, it looks
as though marketing is the new sales.
But is it too soon to call the death of
the sales function? There still seem
to be a surprisingly large number of
sales roles; sales is frequently represented at board level and sales salaries seem to be comparable or higher
than their marketing equivalents.
Why might this be?
Perhaps an answer lies in research
by Spenner and Freeman reported
in the Harvard Business Review in
May 2012. They found that by far the
strongest driver of purchasing is “decision stickiness” which has three
components: ease of gathering and
understanding marketing information; trust in the brand; and ability
to weigh their options. Scoring well
on all three increased repurchase by
8 per cent and recommendation by
an astounding 115 per cent.
The authors comment: “This approach is especially foreign to marketers... Often what a consumer needs
is not a flashy interactive experience
on a branded microsite, but a detailed
exchange with users about the pros
and cons of the product, and how it
would fit into the consumer’s life.” By
contrast, the direction that marketing
is taking is to focus on decision sci-

decision-makers
say they never
respond to
cold outreach

CONSUMERS’ MOST TRUSTED SOURCE OF INFORMATION
ON PRODUCTS AND SERVICES

INTENT

SALES

T

he relationship between
sales and marketing has
often been fraught. Marketing people feel they do
most of the work, then sales closes
the deal and walks away with all the
kudos – and quite often a bonus payment, too. Sales, meanwhile, think
marketing never actually meet a
real customer and all leave the office
at 5.30 when the salesperson is still a
two-hour drive from home.
So, how is digital technology
impacting on this tricky relationship? Traditionally, the marketing
funnel positioned marketing as the
upstream activity: identifying segments through market research,
developing brands and appropriate
value propositions, pulling together appealing marketing materials,
and even setting up appointments
for sales teams to attend. At this
point, “ownership” of the customer
relationship would be passed over
to sales to complete the transaction.
Then, suddenly, companies woke
up to how costly this process was.
In his 1996 book The Loyalty Effect,
Frederick Reichheld pointed out
that it might take years for a new
customer to become profitable. He
also showed that a 5 per cent increase in customer retention led to a
whopping 35 to 95 per cent increase
in their lifetime value.
Not surprisingly, in response, focus
shifted to customer retention. At this
point, there was something of a divergence between business to business
(B2B) and business to consumer (B2C).
In B2B, salespeople claimed ownership of the customer relationship
and turned themselves into account
managers with matching salary and
status enhancement. In B2C, personal selling was increasingly viewed as
uneconomic and salespeople were replaced by digital marketing supported by customer relationship management (CRM) systems.
Since then, rapid developments in
digital technology have revolutionised customer information-seeking
behaviour as well as the act of purchasing. By 2014 Adweek was reporting that 81 per cent of B2C customers
carried out research online before
going into a store. The Office for National Statistics (ONS) found that
three quarters of UK consumers now
shop online. Many – 48 per cent of
men and 37 per cent of women – prefer
it, according to the ONS this June.
Digital marketing is increasingly
making its presence felt in B2B. The
role of the salesperson is no longer to
describe a company’s products and
what they can do, or to take orders,
as the customer can now do that far
more effectively online. Not only

THE NEW BUYING PROCESS

MARKETING

SALES AND MARKETING
LYNETTE RYALS

SALES

technology company, offers some essential advice and insights

THEN

about a measurable return on investment? Tim Frankcom, executive vice president at Criteo, the performance marketing

ence, big data and statistical analysis.
This is not to denigrate the huge potential for the intelligent application
of big data in marketing and the insights it can provide into the customer
journey. Improved data can bring us
relevant, timely marketing in place of
junk mail; it can provide information
in real time through programmatic

If marketing is
shifting towards
data analytics and
smart software,
could the future
of sales lie, not
in giving the
customer advice,
so much as helping
them feel good
about the decision
both before and
afterwards?
advertising and so on, and can even
be used to offer live price adjustments.
In fact, big data means marketing
can predict things about us that we
may not even know ourselves. An
amazing case was reported in Forbes
in February 2012: based on her pur-

9%
Source: Deloitte 2014

chasing patterns, a supermarket
had begun to send a young shopper
marketing offers for baby items. The
girl’s father lodged a complaint, but
withdrew it two days later when he
discovered that she was indeed expecting a baby. As our ability to collect and analyse data increases, we
can expect to see far more predictive
intelligence personalising our marketing and advertising.
But, at the end of the day, we are
all still human and our need for reassurance is strong. Buyers have a
strong predilection to seek advice
from strangers before a purchase.
Some 69 per cent of us seek advice
from others before buying, rising to
81 per cent in the 18 to 34 age group,
according to a 2015 Mintel survey.
And 54 per cent of people would
even buy a product with negative
online reviews, if recommended by
someone they know; a finding that
speaks to the powerful effect that
others have on our opinions and decisions. We are also affected by buyer’s remorse, the need to justify our
purchases to ourselves, as seen in
the growth of “haul videos” displaying recent purchases on YouTube.
The implications of this for sales
are rather intriguing. If marketing
is shifting towards data analytics and smart software, could the
future of sales lie, not in giving the
customer advice, so much as helping them feel good about the deci-

sion both before and afterwards?
That could lead to a major shift in
the way salespeople are trained,
with far less emphasis on targeting,
planning and closing the sale, and
far more on psychology and decision-making. In turn, this might
attract different kinds of people to
sales roles, with emotional intelligence and empathetic behaviours
prized above presentation and negotiation skills.
Plus, we may see the end of rewards based on sales numbers
or quotas; instead we might find
salesperson performance measured by relationship quality indicators such as how content a customer feels with their purchase,
their propensity to rebuy and
their willingness to recommend
to others.
What does all this mean for investment in marketing and sales? In
marketing, we can expect growing
investment into marketing technology and systems, which are likely
to become even more important in
feeding us the right kind of communication and information just at
the point where and when we need
it. But, for the human side of things,
it looks like sales will have a role to
play for many years to come.
Share this article online via
raconteur.net
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Ads placed in a flash of light...
Pixabay

Programmatic advertising, the automated trading of online ads, promises to transform the way brands
communicate with their audiences

PROGRAMMATIC ADVERTISING
DAVID BENADY

O

nline publishers once sold
advertising slots directly
to brands on their web pages. But now programmatic
trading brings data about audiences
into play and uses software so brands
can target potential customers on
any site they visit across the web.
So if a trainer brand wants to
reach fashionable 18 to 25-yearold men, programmatic uses data
gathered from cookies to find
people in that group, then targets
ads at them whatever website they
visit. The advantage of this is the
brand can make sure they reach
the audience wherever they are
rather than waiting for them to arrive at a specific web page.
At the heart of programmatic
is the automated auction system
which ensures brands and publishers strike the best market price for
each impression. The auction occurs while a user’s web page loads,
so in the blink of an eye it uses automated systems to match the user’s
interests with the brand’s message.
It is all about using data to link
brand and audience. When successful, this offers brands less wastage
as they don’t have to pay to reach
people who are not in their target
market, a common criticism of traditional media buying. This will
help marketing budgets go further.
But crucially, programmatic also
helps brands to learn more about
their customers through data and
build stronger links with them.
Rupert Staines, European managing director for programmatic
trading agency RadiumOne, says:
“Programmatic has been hugely
beneficial for the vast majority of
brands using it. The best campaigns
can deliver new customers, deeper
engagement, bigger sales returns
and higher media performance.”
Mr Staines says brands which use
programmatic to buy ad slots online are more efficient at reaching
the right customer at the right place
at the right time. He quotes figures
from eMarketer that £1.8 billion
of UK brand spend was conducted
through programmatic trading in
2015 and that programmatic will
account for 70 per cent of digital display advertising in 2016.
Programmatic can benefit brands
in various ways, such as finding
people that “look like” their current
customers, for instance those of
similar age or interests, then serving
ads to them on the sites they commonly visit at times they are most
likely to be receptive to the message.
A brand selling cold drinks can use
programmatic to find likely buyers

This offers brands
less wastage as
they don’t have to
pay to reach people
who are not in their
target market,
a common criticism
of traditional
media buying
tiveness of programmatic campaigns.
Many of the methods these brands
use to measure the success of a campaign, such as brand favorability or
brand preference, are difficult to assess with programmatic campaigns.
“Time and time again, examples
are surfacing of brands appearing in
environments where they shouldn’t
– we have had a number of clients
who have suffered these,” Mr Kangisser adds.
For Anand Siddiqui, director of
audience and product in Europe,
the Middle East and Africa at
WPP’s programmatic trading agency Xaxis, there has been too much
emphasis on the financial efficiency of programmatic and not
enough attention paid to the data.
“We’ve some clients who are very
aggressive on how they want to
move forward and we have others
who have trepidation. It is a new
world in how we talk about planning – it is that change in planning
that really is the stumbling block,”
says Mr Siddiqui.
and give them the message when the
temperature soars.
But some chief marketing officers
(CMOs) struggle to see the value that
programmatic trading offers and are
sceptical about its effectiveness. Programmatic has been plagued by negative stories. There have been examples of the inappropriate placement
of ads where brands are paying for
ads placed by the software in negative contexts such as next to unpleasant or irrelevant content. Satirical
magazine Private Eye has a regular
column called Malgorithms devoted
to unsuitable ads placed next to news
stories because the ad server has
failed to understand the context.
Meanwhile, there are questions
over whether audiences are even
seeing the ads placed by programmatic trading as they may appear on
the part of the web page the user has
not scrolled down to, the so-called
“below the fold” positions. There are
also tricksters looking to exploit the
system through click fraud, for instance setting up phoney web pages

and charging advertisers for non-existent eyeballs.
But while many of these problems
can be ironed out, the biggest hurdle
for programmatic trading to overcome is the complexity of the system. Many senior marketers struggle to understand how the system
works and feel it lacks transparency.
As Ryan Kangisser, managing
partner at marketing technology
consultancy Stack I/O, says: “We
work with a number of brands who
remain very hesitant because either
they don’t understand it [programmatic trading] enough, or they don’t
feel comfortable with the levels of
transparency that are afforded to
them or they have had a bad experience and it is not working as well as
they were led to believe.”
He says tech-savvy, digital-first
brands, such as those involved in
e-commerce, typically make great
use of programmatic trading. But for
more traditional brands in fast-moving consumer goods or pharmaceuticals, it is harder to measure the effec-

He believes the technology is
changing so quickly that many
are struggling to keep up with it.
The way the internet is changing
so rapidly has led Brian O’Kelley,
chief executive of AppNexus, who
was key to developing programmatic trading, to claim that “programmatic is dead” as the internet has become much more fluid
and personalised.
The new age will be one of “programmable advertising,” he argues.
Rather than a single static ad being
delivered to a large segment of consumers, ads will change according
to the context of the recipient. So
a user opening an app or web page
in Boston in January will see an ad
with a snow-capped Faneuil Hall.
But the same ad seen six months
later in Tokyo would be set against
a sunny Mount Fuji.
CMOs need to keep abreast of
these developments. Even sceptics
concede that most digital advertising will eventually be traded programmatically or through personalised programmable methods. No
senior marketer can afford to be left
behind by this transformation so
they need to boost their knowledge
and increase their programmatic
skills. This will help them make
sure their agencies and technology
partners are giving their brands the
best possible value for money. They
should find that programmatic and
programmable methods help them
to build stronger relationships with
their consumers.
Share this article online via
raconteur.net

UK MARKETERS’ OBJECTIVES THROUGH RETARGETING

Retargeting is a cookie-based method of online advertising to reach potential customers who have left your website

57%

BRAND AWARENESS

52%

LEAD GENERATION

41%

CUSTOMER RETENTION

40%

SALES GROWTH

37%

SOCIAL ENGAGEMENT

24%

LEAD NURTURING

23%

COMMUNITY BUILDING

19%

PRODUCT CROSS-SELL AND UPSELL

MULTIPLE DEVICES, MULTIPLE OPPORTUNITIES
Marketers know that reaching consumers across the increasing number of devices they use is key to engaging with them and
driving transactions, but it’s also been difficult to do. Now one company appears to have cracked the problem

T

hirty years ago if you were
looking for shoes you’d go to
a shop to check out what was
available, and probably buy them
there and then. Five or ten years
ago you’d very possibly choose a
pair and then make the purchase on
your desktop computer.
Today consumers are increasingly
likely to see something on one screen,
probably a TV, browse items on another
device, typically their smartphone or
even wearable technology, research it
further on yet another device, which
could be a tablet, before buying it,
perhaps on a fourth machine, very
likely a desktop.
According to Forrester Research,
more than half of US consumers
now carry out a single activity across
multiple screens and one in five say
they always do it. It’s a development
that makes life easier for consumers,
but evermore difficult for brands
trying to follow these device nomads
as they move from one screen to
another in the purchase process.
“We want to put consumers
front and centre, regardless of the
device that they are using,” says Kate
O’Loughlin, senior vice president
of media business at Tapad Inc, a
marketing technology firm whose
breakthrough, unified, cross-device
solutions are attracting a growing
number of brands that want to reach

170%

increase in action
rate from users
who were not
exposed to TV
ads compared
with those who
were exposed

377%

increase in
action rate from
unexposed
to digital ads
compared with
those exposed to
media online

511%

overall increase
when combining
both TV and
digital compared
with unexposed
audiences

Source: AdRoll 2016

One of America's leading gaming
retailers conducted campaigns with a
cross-device strategy and compared
performance to previous results

FIND WHO MATTERS
WITH TAPAD

WITHOUT TAPAD

• Browses retailer site
• (All engagement stops upon
conversion on computer)

• Browses retailer site
• Gets served impression for retailer
• (Engagement continues until
device level frequency cap)

MOBILE

their consumers across the increasing
number of screens they’re now using.
“The challenge for brands is to
identify people beyond the traditional
use of cookies, which we now see
as something of a blunt tool,” Ms
O’Loughlin says. She points to a survey
by Econsultancy last September
which revealed the “inability to
recognise customers across devices”
is regarded as a leading challenge to
32 per cent of brands in the United
States looking to grow their digital
display advertising programmes.
Tapad
has
developed
a
sophisticated and very accurate
way of understanding consumer
behaviour by what it calls “stitching
together” a cookie on one browser to
the person who was using it, so when
they arrive on a different browser the
system recognises them.
“It’s like reading something on
your tablet and then moving to your
smartphone, picking up exactly
where you left off – no starting
again or searching for your place,”
Ms O’Loughlin says. “For brands this
means that if a consumer looks at an
item on their phone and then visits
the same site on the computer, the
system will remember what they
looked at and which ad drew them
in, even if they didn’t transact. This
increases the likelihood of them
moving towards a purchase.”
Knowing who is looking at your
ads makes more economic sense, as
Tapad clients are discovering. Instead
of paying for large numbers of ads,
many of which are seen by the same
consumer across multiple screens,
often to the point of irritation, thanks
to the extra layer of identity-checking
or the stitching together of consumer
details, brands can be reassured
they’re getting maximum views of

ABOVE
Kate O’Loughlin
Senior vice
president of
media business
Tapad Inc

• Puts blouse in shopping cart
• Gets engaged again for blouse
• (Engagement continues until
device level frequency cap)

• Gets served impression for retailer
• Puts blouse in shopping cart

TABLET

• Gets engaged again for blouse
• Purchases blouse

• Purchases blouse

COMPUTER

their ads by potential purchasers,
whichever device they’re using.
According to Ms O’Loughlin, too
many brands are siloing their budgets
and are not deploying them across all
devices. “They know that it’s better to
use the various channels in tandem,
but that’s not easy because you
need the correct measurements and
execution in place,” she says. “They
need to make the whole strategy usercentric. Brands enjoyed great success
when consumers just had one screen
on which to browse and buy, but now
they need a system that works across
every part of the consumer’s life –
all the physical and the emotional

Whether you’re a brand, an agency
or a publisher, you can see the
number of real people that you’ve
reached across multiple screens

situations that they find themselves in
– and then looks at them all together.”
As well as being able to use large
amounts of data to identify a consumer
across multiple screens accurately,
Tapad finds clients appreciate the
fact that it’s not a “walled garden”.
Unlike companies such as Facebook
and Google, which provide data on
consumers, but only allow brands to
use that data on their own platforms,
Tapad is independent. Siloing consumer
data by platform is as unhelpful as
siloing it by device, the company says.
“It’s not just the quality and scale
of the data, but it’s what we’re doing
with it,” explains Ms O’Loughlin. “We
provide insightful data that people
can actually use to make decisions.”
The Tapad Device GraphTM is key here.
“Whether you’re a brand, an agency or
a publisher, you can see the number of
real people that you’ve reached across
multiple screens. You get a much
more unified view of what’s going on.”
Tapad believes that whatever the
device people use, creating engaging

video content is essential. The
company is currently involved in some
exciting research into the impact
of video versus banner ads. “We’re
comparing, across multiple screens,
the number of ads for a brand that a
person needs to see with the amount
of exposure time they require in order
to get to the point of conversion,” says
Ms O’Loughlin. “We want to know how
exposure to a minute of video, which
has sight, sound and motion, compares
to a minute’s exposure to a banner.
Our theory is that it’s not about the
number of ads that the person sees;
it’s the quality of minutes.”
The results will provide marketers
with deep insights into effective
consumer engagement. Matched with
the capability offered by Tapad to
reach those consumers from device to
device, it’s a powerful tool that will be
welcomed by forward-thinking brands.
For more information please visit
www.tapad.com or e-mail us at
findme@tapad.com
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Ads placed in a flash of light...
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Programmatic advertising, the automated trading of online ads, promises to transform the way brands
communicate with their audiences

PROGRAMMATIC ADVERTISING
DAVID BENADY

O

nline publishers once sold
advertising slots directly
to brands on their web pages. But now programmatic
trading brings data about audiences
into play and uses software so brands
can target potential customers on
any site they visit across the web.
So if a trainer brand wants to
reach fashionable 18 to 25-yearold men, programmatic uses data
gathered from cookies to find
people in that group, then targets
ads at them whatever website they
visit. The advantage of this is the
brand can make sure they reach
the audience wherever they are
rather than waiting for them to arrive at a specific web page.
At the heart of programmatic
is the automated auction system
which ensures brands and publishers strike the best market price for
each impression. The auction occurs while a user’s web page loads,
so in the blink of an eye it uses automated systems to match the user’s
interests with the brand’s message.
It is all about using data to link
brand and audience. When successful, this offers brands less wastage
as they don’t have to pay to reach
people who are not in their target
market, a common criticism of traditional media buying. This will
help marketing budgets go further.
But crucially, programmatic also
helps brands to learn more about
their customers through data and
build stronger links with them.
Rupert Staines, European managing director for programmatic
trading agency RadiumOne, says:
“Programmatic has been hugely
beneficial for the vast majority of
brands using it. The best campaigns
can deliver new customers, deeper
engagement, bigger sales returns
and higher media performance.”
Mr Staines says brands which use
programmatic to buy ad slots online are more efficient at reaching
the right customer at the right place
at the right time. He quotes figures
from eMarketer that £1.8 billion
of UK brand spend was conducted
through programmatic trading in
2015 and that programmatic will
account for 70 per cent of digital display advertising in 2016.
Programmatic can benefit brands
in various ways, such as finding
people that “look like” their current
customers, for instance those of
similar age or interests, then serving
ads to them on the sites they commonly visit at times they are most
likely to be receptive to the message.
A brand selling cold drinks can use
programmatic to find likely buyers

This offers brands
less wastage as
they don’t have to
pay to reach people
who are not in their
target market,
a common criticism
of traditional
media buying
tiveness of programmatic campaigns.
Many of the methods these brands
use to measure the success of a campaign, such as brand favorability or
brand preference, are difficult to assess with programmatic campaigns.
“Time and time again, examples
are surfacing of brands appearing in
environments where they shouldn’t
– we have had a number of clients
who have suffered these,” Mr Kangisser adds.
For Anand Siddiqui, director of
audience and product in Europe,
the Middle East and Africa at
WPP’s programmatic trading agency Xaxis, there has been too much
emphasis on the financial efficiency of programmatic and not
enough attention paid to the data.
“We’ve some clients who are very
aggressive on how they want to
move forward and we have others
who have trepidation. It is a new
world in how we talk about planning – it is that change in planning
that really is the stumbling block,”
says Mr Siddiqui.
and give them the message when the
temperature soars.
But some chief marketing officers
(CMOs) struggle to see the value that
programmatic trading offers and are
sceptical about its effectiveness. Programmatic has been plagued by negative stories. There have been examples of the inappropriate placement
of ads where brands are paying for
ads placed by the software in negative contexts such as next to unpleasant or irrelevant content. Satirical
magazine Private Eye has a regular
column called Malgorithms devoted
to unsuitable ads placed next to news
stories because the ad server has
failed to understand the context.
Meanwhile, there are questions
over whether audiences are even
seeing the ads placed by programmatic trading as they may appear on
the part of the web page the user has
not scrolled down to, the so-called
“below the fold” positions. There are
also tricksters looking to exploit the
system through click fraud, for instance setting up phoney web pages

and charging advertisers for non-existent eyeballs.
But while many of these problems
can be ironed out, the biggest hurdle
for programmatic trading to overcome is the complexity of the system. Many senior marketers struggle to understand how the system
works and feel it lacks transparency.
As Ryan Kangisser, managing
partner at marketing technology
consultancy Stack I/O, says: “We
work with a number of brands who
remain very hesitant because either
they don’t understand it [programmatic trading] enough, or they don’t
feel comfortable with the levels of
transparency that are afforded to
them or they have had a bad experience and it is not working as well as
they were led to believe.”
He says tech-savvy, digital-first
brands, such as those involved in
e-commerce, typically make great
use of programmatic trading. But for
more traditional brands in fast-moving consumer goods or pharmaceuticals, it is harder to measure the effec-

He believes the technology is
changing so quickly that many
are struggling to keep up with it.
The way the internet is changing
so rapidly has led Brian O’Kelley,
chief executive of AppNexus, who
was key to developing programmatic trading, to claim that “programmatic is dead” as the internet has become much more fluid
and personalised.
The new age will be one of “programmable advertising,” he argues.
Rather than a single static ad being
delivered to a large segment of consumers, ads will change according
to the context of the recipient. So
a user opening an app or web page
in Boston in January will see an ad
with a snow-capped Faneuil Hall.
But the same ad seen six months
later in Tokyo would be set against
a sunny Mount Fuji.
CMOs need to keep abreast of
these developments. Even sceptics
concede that most digital advertising will eventually be traded programmatically or through personalised programmable methods. No
senior marketer can afford to be left
behind by this transformation so
they need to boost their knowledge
and increase their programmatic
skills. This will help them make
sure their agencies and technology
partners are giving their brands the
best possible value for money. They
should find that programmatic and
programmable methods help them
to build stronger relationships with
their consumers.
Share this article online via
raconteur.net

UK MARKETERS’ OBJECTIVES THROUGH RETARGETING

Retargeting is a cookie-based method of online advertising to reach potential customers who have left your website

57%

BRAND AWARENESS
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LEAD GENERATION

41%

CUSTOMER RETENTION

40%

SALES GROWTH

37%

SOCIAL ENGAGEMENT

24%

LEAD NURTURING

23%

COMMUNITY BUILDING
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PRODUCT CROSS-SELL AND UPSELL

MULTIPLE DEVICES, MULTIPLE OPPORTUNITIES
Marketers know that reaching consumers across the increasing number of devices they use is key to engaging with them and
driving transactions, but it’s also been difficult to do. Now one company appears to have cracked the problem

T

hirty years ago if you were
looking for shoes you’d go to
a shop to check out what was
available, and probably buy them
there and then. Five or ten years
ago you’d very possibly choose a
pair and then make the purchase on
your desktop computer.
Today consumers are increasingly
likely to see something on one screen,
probably a TV, browse items on another
device, typically their smartphone or
even wearable technology, research it
further on yet another device, which
could be a tablet, before buying it,
perhaps on a fourth machine, very
likely a desktop.
According to Forrester Research,
more than half of US consumers
now carry out a single activity across
multiple screens and one in five say
they always do it. It’s a development
that makes life easier for consumers,
but evermore difficult for brands
trying to follow these device nomads
as they move from one screen to
another in the purchase process.
“We want to put consumers
front and centre, regardless of the
device that they are using,” says Kate
O’Loughlin, senior vice president
of media business at Tapad Inc, a
marketing technology firm whose
breakthrough, unified, cross-device
solutions are attracting a growing
number of brands that want to reach

170%

increase in action
rate from users
who were not
exposed to TV
ads compared
with those who
were exposed

377%

increase in
action rate from
unexposed
to digital ads
compared with
those exposed to
media online

511%

overall increase
when combining
both TV and
digital compared
with unexposed
audiences

Source: AdRoll 2016

One of America's leading gaming
retailers conducted campaigns with a
cross-device strategy and compared
performance to previous results

FIND WHO MATTERS
WITH TAPAD

WITHOUT TAPAD

• Browses retailer site
• (All engagement stops upon
conversion on computer)

• Browses retailer site
• Gets served impression for retailer
• (Engagement continues until
device level frequency cap)

MOBILE

their consumers across the increasing
number of screens they’re now using.
“The challenge for brands is to
identify people beyond the traditional
use of cookies, which we now see
as something of a blunt tool,” Ms
O’Loughlin says. She points to a survey
by Econsultancy last September
which revealed the “inability to
recognise customers across devices”
is regarded as a leading challenge to
32 per cent of brands in the United
States looking to grow their digital
display advertising programmes.
Tapad
has
developed
a
sophisticated and very accurate
way of understanding consumer
behaviour by what it calls “stitching
together” a cookie on one browser to
the person who was using it, so when
they arrive on a different browser the
system recognises them.
“It’s like reading something on
your tablet and then moving to your
smartphone, picking up exactly
where you left off – no starting
again or searching for your place,”
Ms O’Loughlin says. “For brands this
means that if a consumer looks at an
item on their phone and then visits
the same site on the computer, the
system will remember what they
looked at and which ad drew them
in, even if they didn’t transact. This
increases the likelihood of them
moving towards a purchase.”
Knowing who is looking at your
ads makes more economic sense, as
Tapad clients are discovering. Instead
of paying for large numbers of ads,
many of which are seen by the same
consumer across multiple screens,
often to the point of irritation, thanks
to the extra layer of identity-checking
or the stitching together of consumer
details, brands can be reassured
they’re getting maximum views of

ABOVE
Kate O’Loughlin
Senior vice
president of
media business
Tapad Inc
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• Gets engaged again for blouse
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• Gets served impression for retailer
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• Gets engaged again for blouse
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COMPUTER

their ads by potential purchasers,
whichever device they’re using.
According to Ms O’Loughlin, too
many brands are siloing their budgets
and are not deploying them across all
devices. “They know that it’s better to
use the various channels in tandem,
but that’s not easy because you
need the correct measurements and
execution in place,” she says. “They
need to make the whole strategy usercentric. Brands enjoyed great success
when consumers just had one screen
on which to browse and buy, but now
they need a system that works across
every part of the consumer’s life –
all the physical and the emotional

Whether you’re a brand, an agency
or a publisher, you can see the
number of real people that you’ve
reached across multiple screens

situations that they find themselves in
– and then looks at them all together.”
As well as being able to use large
amounts of data to identify a consumer
across multiple screens accurately,
Tapad finds clients appreciate the
fact that it’s not a “walled garden”.
Unlike companies such as Facebook
and Google, which provide data on
consumers, but only allow brands to
use that data on their own platforms,
Tapad is independent. Siloing consumer
data by platform is as unhelpful as
siloing it by device, the company says.
“It’s not just the quality and scale
of the data, but it’s what we’re doing
with it,” explains Ms O’Loughlin. “We
provide insightful data that people
can actually use to make decisions.”
The Tapad Device GraphTM is key here.
“Whether you’re a brand, an agency or
a publisher, you can see the number of
real people that you’ve reached across
multiple screens. You get a much
more unified view of what’s going on.”
Tapad believes that whatever the
device people use, creating engaging

video content is essential. The
company is currently involved in some
exciting research into the impact
of video versus banner ads. “We’re
comparing, across multiple screens,
the number of ads for a brand that a
person needs to see with the amount
of exposure time they require in order
to get to the point of conversion,” says
Ms O’Loughlin. “We want to know how
exposure to a minute of video, which
has sight, sound and motion, compares
to a minute’s exposure to a banner.
Our theory is that it’s not about the
number of ads that the person sees;
it’s the quality of minutes.”
The results will provide marketers
with deep insights into effective
consumer engagement. Matched with
the capability offered by Tapad to
reach those consumers from device to
device, it’s a powerful tool that will be
welcomed by forward-thinking brands.
For more information please visit
www.tapad.com or e-mail us at
findme@tapad.com
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Media-savvy consumers in the driving seat
Social media has largely stolen control from brands and given it to savvy consumers spreading their message
on Twitter and Facebook

BRANDS
MAISIE M c CABE

A

Consumers are
definitely better
informed and more
empowered than
ever before

Hugh Peterswald/Pacific Press/LightRocket via Getty Images

s Microsoft found to its
cost when its artificially
intelligent Twitter bot
Tay became a racist misogynist in less than 24 hours, the
time it takes for Godwin’s law to be
proven is shorter than ever. Microsoft was trying to use Tay to improve
the customer service of its voice recognition software and presumably
earn some PR points in the process,
but was confronted by one of the
largest obstacles brands face today –
the 21st-century consumer.
Microsoft is far from the first
brand to trip up when trying to kick
off a conversation with its customers. One of the early examples of the
genre involved Waitrose asking people to tweet why they shopped at the
supermarket, which prompted such
gems as, “I shop at Waitrose because
darling, Harrods is just too much
of a trek mid-week.” Starbucks provoked a huge backlash in the United States last year when it asked its
baristas to encourage customers to
talk about racial tensions by writing
“Race Together” on coffee cups.
“Consumers are definitely better
informed and more empowered
than ever before,” says Pete Markey, Aviva’s brand communications
and marketing director. “I think the
dangers this brings for brands is that
they can too easily be caught asleep
at the wheel.”
In fact, organisations no longer
own their own brands, Debbie Britton, marketing director at the Open
University, argues. “They’re very
much in the hands of the consumer,” she says. “Brands have to let consumers become our advocates and
customer experience is all. There are
lots of brands that are really good at
this. Amazon, John Lewis – they’ve
done amazingly in terms of real
multi-channel experience and recognising the importance of service
not just product.”
However, it could be argued that
it was ever thus, and marketers and
their agencies have never been the
sole custodians of brands. After all,
it was hardly in Christopher Bailey’s
plan when he was promoted to creative director in 2004 that the former
soap actress Danniella Westbrook
and her daughter would be photographed decked in Burberry check.
Yet the explosion of digital technologies means people can now share
their experience of brands quicker
than ever.
“This has led to all sorts of things
becoming more overtly public than
would have historically happened
because distribution is no longer
limited to a handful of media owners,” says Chris Binns, head of new

CONSUMER VIEWS ON WAYS BRANDS ACT ON SOCIAL MEDIA
Acceptable commercial activities

Ethically questionable activities

67%

67%

55%

48%
27%
15%

Giving products away
for free to encourage
positive online
reviews

Paying or incentivising
influential social
media users to promote
their brand

11%

8%

Using techniques to
hide negative content
within search results

Deleting negative
reviews, posts or
comments

Source: CIM 2014

SOCIAL MEDIA FOR BRAND RESEARCH

Percentage of active users who say they use social platforms to research products

INSTAGRAM

44%

LINKEDIN

38%

TWITTER

39%

REDDIT

38%

TUMBLR

39%

PINTEREST

37%

YOUTUBE

39%

FACEBOOK

36%

Source: Global Web Index

business strategy at MediaCom,
London. “Does this make people
more cynical? Yep – as you see one
brand or business misbehave you
start to expect it of others. There is,
however, a question of how long this
cynicism lasts.”
Whether greater access to knowledge through new technologies
has made people savvier is a moot
point, Mr Binns argues. Who among
the advertising and marketing industry’s illustrious echelons saw
Vote Leave winning the European
Union referendum, he questions?
“Because you tend towards opinions that match your own [on social media],” he says, “you arguably
become less savvy as you become
more likely to focus on one side of
the coin.”
Matthew Heath, chairman and
chief strategy officer at Lida, contests the assumption people are
“cynical”. Instead, he says people
want authenticity, citing Hugh
Fearnley-Whittingstall’s
crusade
against non-recyclable coffee cups
as an example of consumers seeing
“behind the curtain”.
Reemah Sakaan, director of
network marketing and media
planning at ITV, agrees, warning:
“Products and communications
that fall short of expectations or
standards, or worse mislead or let
the consumer down, are a hair’s
breadth away from crisis and
non-existence.”
But just because people can tweet
about ads that offended them, such
as the Match.com Tube posters de-

scribing red hair as an imperfection, doesn’t mean they can’t be
moved in positive ways too. “The
opportunity to entertain, solve a
real problem, inspire, create talkedabout stories and make a difference
still holds true,” Ms Sakaan says.
“You only have to look at the relatively recent phenomena of the way
Christmas retail advertising has
become a hotly anticipated cultural
moment to see this.”
In the US, the food chain Chipotle has used online films to
tell stories about its commitment
to sustainable farming to great
effect, winning customers and
Cannes Lions in the process. Aviva’s Mr Markey says the emergence
of price comparison aggregators
has encouraged financial services
brands to raise their game and be
much clearer on product or service
benefits. Many brands have found
success by tapping into a conversation in which they have a stake, but
that is bigger than they are, such
as Dove with self-esteem or Persil
with outdoor play.
And in a world where 75 per cent of
brands are so meaningless to people
that they wouldn’t be missed if they
disappeared tomorrow, according to
Ogilvy & Mather’s Brands That Do
report, the need to think differently
has never been so urgent.
For Kevin Chesters, chief strategy
officer at Ogilvy & Mather, London,
this is particularly apposite because
people are increasingly rejecting
what they deem to be the “establishment”, for example by voting for
Brexit or supporting Donald Trump.
“Those who are rejecting the establishment lump it all together – politicians, banks, police, media and
therefore brands,” he says.
But rather than see the expansion in digital and social media as
a threat, the Open University’s Ms
Britton urges brands and their custodians to harness the opportunity to be better. “Generally it keeps
us all on our toes,” she concludes.
“The message for me is you have
to keep going back to truth about
your brand because if you don’t,
consumers see through that. That’s
really positive.”
Share this article online via
raconteur.net
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In today’s fragmented world,
the evolving role of the chief marketing
officer is all about being brave
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If
there’s
one thing
I know about chief
marketing officers
of CMOs, it is they
have to wear a lot
of different hats.
Cha nge -ma ker,
brand guardian, the
voice of the customer, communications specialist, data ninja, digital guru,
growth driver, value creator, collaborator. The list goes on and on. And
it’s getting longer.
We live in a frequently fragmented
world, with Brexit threatening the
future of the European Union and
the looming US presidential elections, arguably one of the most important political events for decades.
Then, for businesses, there’s also the
digital transformation of everything
with the proliferation of data this
brings, along with the changing expectations of customers.
Against this context, now more
than ever, juggling all these different
roles, wearing these different hats,
CMOs must also be brave. Being brave
is not simply about holding your
nerve when political events unravel
shareholder confidence and squeeze
customer spending. Being a bold
marketing leader
means a number of
different things.
It means being
brave with career
decisions,
with
brand
decisions,
with agency decisions. It means
being brave enough
to hire somebody
better than you. It
means being brave enough to stand
up in the boardroom and speak on
behalf of your customers, so their
voice can be heard when other
stakeholders shout louder. It’s about
always putting the customer at the
centre of everything, even when outside forces suggest other parts of the
business are more important.
Being brave is also about telling
the truth. The best CMOs are those
who speak honestly about challenges and are prepared to address the
elephant in the room, something
we call uncomfortable truths. This
might be about making the most of
data, grappling with digital transformation or simply the challenge of
keeping up with the pace of change.

For example, at The
Marketing Society we
all know that digital transformation
is the biggest opportunity, but also
the greatest threat
to marketers. It was
highlighted as one of
five themes in our 24hour global conversation,
when we asked 40 marketing leaders
across the world to discuss the greatest challenge and opportunity for
their business.
Four other themes emerged from our
global conversation: the importance
of cyber security, the collaborative
economy, the age of customer centricity and the continuing hunt for talent.
What CMOs have always known is
that brands build value and customers drive growth. The Marketing Society Manifesto states: “Bold marketing
leaders sense what customers want
and find new and better ways to respond profitably and competitively.”
Jill McDonald, former McDonald’s
CMO, now chief executive at Halfords, recently spoke to our members
about the importance of customers as
a beacon for CMOs. She said: “Always
understand your customers better
than the competition – it’s as much a
competitive weapon
as having great
manufacturing capability – and use
that to influence the
rest of the business.”
Another
former
marketing director
and now chairman
of Fitness First,
Andy
Cosslett,
echoed this, telling
members: “There’s a need to have
someone at the heart of the business
who instinctively understands the
brand and the customer.”
Digital transformation also means
lines are blurring, around brands,
around companies, around relationships, around roles. What CMOs are
really good at is persuasion and I’d like
to encourage them to harness these talents to make the world a better place.
So adding to the list at the beginning of this article, this is about the
CMO as strategic activist. This is
about collaborating with causes and
needs. This is about understanding
citizens as well as consumers. It’s about marketing
for good.

It’s about always
putting the
customer at
the centre
of everything
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Processing power is the new buying power.
Infectious Media is an international programmatic agency that partners with global
brands to deliver effective and efficient media campaigns. Founded at the dawn
of the programmatic era, Infectious Media has developed specialist teams and
technology that exclusively focus on making programmatic work for advertisers.
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