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Marketing Is
Multi-Channel
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... and happens In

"Micro-Moments” .~

90% of smartphone users
have used their phone to
make progress toward a
long term goal or multi-
step process while “out
and about."

=




wadl g

oy . /!u \\

NM
GBrandS ar I!N““ ‘ | W




Consumers|
1.8B  350M

Photos shared Facebook photos
every day . uploaded every day
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18.7B  58M

Total number of photos Avg. number of
shared on Instagram i  Tweets per day
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Sources: http://tech.firstpost.com/news-agalysis/novs -share-1- K
http://www.statisticbrain.com/instagram-Company-sta . http: v e 12
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Embrace the Opportunity!

Data Fluency Is a Critical Differentiator

Does your company have the right talent to fully leverage marketing analytics?

30%

25%

20%

15%

24.5%

10% - 9.0%

5%

0%
1

Does not have
the right talent

The CMO Study, February 2014

18.4% 18.0%

15.9% 0
l . .1%
Has the right
talent
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Champion a culture of intent — a
commitment to bein,g data-driven
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Competing on

Analytics

Analytical companies

by

s)\ Stage 5: Analytical competitors
(ar?&tics are the primary driver of performance and value)

Stage 4: Analytical companies
(enterprise-wide perspective, eager to innovate
and differentiate)

Analytical aspirations

s. Stage 3: Analytical aspirations
(sees need, begins to explore options)

Stage 2: Localized analytics

Localized analytics (isolated, fragmented, disconnected,
inconsistent, etc.)
Analviically impaired Stage 1 Analytically Impaired
(@ililgleRelllglel)
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Keep data investments and value
In balance

Shift from department data
to enterprise data sees As data becomes complex,
huge gains in insights existing infrastructure

cannot handle it properly
Data quality starts to

~ . decrease and the effort to

- \handle big data increases
Marginal value

Value - — —~
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Real analytics Is the actionable
use of data

(not report cards or score cards) E




Evolve from using
data to measure
success to using
data as a catalyst

for success P,

Descriptive Prescriptivefq Predictive)

Today Tomorrow

<
eeeeee
\




Faclilitate breaking
down silos

Integrate data from across
communications disciplines
and SBUs for more actionable
intelligence
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Get comfortable managing a different

cast of characters

with complementary skills

data scientists

who provide statistical knowledge

technical specialists

who manage the hardware, software and processing needs ‘

strategic planners /

who prioritize the problems and determine data relevance

w es Winners, Bain & Company m \;‘f-,ea'%edrwick
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“A DIFFERENT LANGUAGE IS A DIFFERENT
VISION OF LIFE.”

FEDERICO FELLINI

Statistics

Learn new Python
languages SOL
R »res
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Get smarter about



Tallor balance of data and insights
to align with your audience

Insights, Recommended Actions, Business Impact

Tell them exactly what to do continuum / Speaks in plain English

Data
Access to Data
Ability to Analyze
Understanding of Causal Factors
+
Senior Data Directors, Marketing Owners, VP, Mkt, Ady, CEO,
Analyst Campaign Budget Holders Prod, PR, HR CMO, CFO
Full access to data Customized data pukes (CDPs), Tactical dashboards Strategic Dashboards

Custom reports with drill-downs
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Gone are the days when communications

success Is solely measured In “impressions”




Our ability to measure so much more deeply and
accurately today means we're much more
accountable for the ideas we generate as
communicators
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