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Why do we do marketing?

To sell more

more profitably




e '
"Marketing is an attitude, not a function”

The role of marketing Mdrketlng functions

To have expertise in
understanding the market,
and how this can be
transformed into profitable
business development.

Transfer this knowledge to all §
areas and functions in the
company.

Execute the functions of the |
marketing department.




‘Innervation’

lr\

“In compcinies, product development
and marketing are investments.

Everything else is a cost.’
Peter Drucker



Orinreadllife...

Develop customer value

1)

New/improved
products and
services, customer
relations etc.

Perceptions and
expectations about
what Is being
provided

EF

Communicate customer
value

1)

Reach as many as
possible
=> Penetration

As well as possible
(engaging and
inspiring)

=> Pricing power




Marketing in the Era of
Accountability

Les Binet, DDBE Maix
Peter Field, Marketing Consultant

MEASUREMENT ’

THE HIDDEN POWER OF STRATEGY

Getting to Best-in-Class

ADVERTISING oo Bectiverns

The B2B Institute

THE 5 PRINCIPLES
Of Growth In
B2B Marketing

TTRIBUTES THAT The criSis : . S i

Ed
. . " | LES BIN! A.'Jl'~\isbni"
aueartriButes. [N Creatlve E ”: -

“SWIDEO ADVERTISING AND b
ooun e effectiveness

Peter Field
Peter Field Consulting
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Advertising Effi 1SI
. Visib Linked T}

The Attribute That ..cv..; cviveenn e . .
Creativity & Effectiveness
eveloping creative best practice for long-
term growth in a multi-platform world

$WILEY-BLACKWELL Orlando Wood

enchman RS System1 Group
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"The problem with best practlce
is that itis not common practice”

Les Binet
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CMO vs Management team

People on the management team
« Understand the importance of brands

4 s Do not understand the mechanics of
?:afqv%ﬂ'ld'"g'"lmbaglance the activities that are more likely to
SRR create the desired brand effects

. Eth\é getting involved in the details of
marketing communication

» Fail to see the value of creativity

Ammoniore NOA Consulting

THE BOARD-BRAND RIFT:

HOW BUSINESS LEADERS HAVE

STOPPED BUILDING BRANDS b ut

« Those who do understand the role of
brands and brand building are more
successful

Sveriges
Annonsorer

N INSUMMIT FESTIWAL INSIGHTOW | INNOWACJI



Two types of sales and marketing effects

€
| Activity-based sales

Short-term results
o +/- (own and

\ com.p_e.titgr
~ ‘ ‘ ~ ~ activities

Physical availability
(distribution)
= able to buy
Baseline sales +
Mental availability
(brand)
= want to buy

Total effect

»Time
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lkapero

The Marketing Department 23

Organisation | Roles & Responsibilities | Priorities

A

v

Sveriges
Annonsorer



Differentfocus

Strqteglc pqrtner | N “Efficient produtid‘h”

Understand the business L« Own channels [ be a media house
Develop strategies and objectives « Automate content

Set priorities and plans « Be more data-driven

IMprove processes - Be more creative




Marketing believes it reports well,
but CEOs disagree

Clear reporting that demonstrates how marketing contributes?

Marketing 26% 1% YA

CEO 39% 29%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
M Fully agree  ® Somewhat agree Neither agree not disagree Somewhat disagree ~ B Fully disagree  ® Not sure Sveriges
Annonsdrer
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Marketing believes it reports well,
but CEOs disagree

Clear reporting that demonstrates how marketing contributes?

62% 11%
N

L

Marketing 26% 7%
23% 32%
A
~
CEO 39% 29%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
M Fully agree  ® Somewhat agree Neither agree not disagree Somewhat disagree ~ B Fully disagree  ® Not sure Sveriges
Annonsdrer
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Delivering numbers
- or valuable insights and learnings?

STUDIES HAVE SHOWN
THAT ACCURATE
NUMBERS ARENT ANY
MORE USEFUL THAN THE
ONES YOU MAKE UP.

I DIDNT HAVE ANY

ACCURATE NUMBERS

S0 I JUST MADE UP
THIS ONE.

HOWJ
MANY
STUDIES EIGHTY—
SHOWED SEVEN.
THATY

8
LA Y,629,873

SHef ©2008Scoit Adame, Inc./Dist. by UFS, Inc

www . dilbert.com  scortadarms el com
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Marketing is becoming increasingly
fragmented

Number of channels used Number of activities produced
50% : 1o vs 3-5 years ago
5% : 44% 44%
40% :
35% :
s |
30% I
|
25% |
1
20% I
1
15% i 12% %
I o
10% 1 8%
q 1
5% 4% 2% |
0% 1
1-5 6-10 11-15 16-20 21+
mB2C mB2B = More - Same = Fewer
Sveriges
Annonsorer
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'~ 55% “unclear evaluation methods” (consultants
1100% (1) “lack of coordination” (consultants
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Measurement problem

or language problem?
PSYCHD
THE
RAPIS
L
&0
"The problem with words -
is that they don’t always —
say what they mean”

Dennis Potter

\
‘4TS ONE WORD GEoRGE !
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Effective vs Efficient

Effect/Effective Efficiency/Efficient
= metrics that indicate the = metrics that indicate how it
; || Efficiencyis |

road to business well resources are used to ll doing things right.

development, e.g. create effect, e.g. |
|l Effectivenessis
Il doing the right

. . . |} things.
« Brand awareness, liking, « Media exposure metrics, |
purchase consideration e.g. shares, mentions, 1l peter Drucker
video starts/views il |
« Purchases, market share, i

+ CPC (cost per contact),
CTR (click rate), CPA (cost

» Willingness to pay / per action), CPO (cost per
average price order), response level

number of customers

Sveriges
Annonsorer
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Three key competences needed for

marketers

1) Understand what
drives the business

(XN INSUMMIT

2) Understand how
people make decisions

A Metiene's worth of wisdoen'
Saeven 1 Lovitn

0150 st her of Frvmancs s

The International RICHARD H. THALER
Bestseller NER OF THE NOBEL PRIZE IN ECONOMICS
JCAssp SUNSTEIN

OF THE HOLBERG PRIZE

" SV udge

\l < ¢NEW YORK TIMES Bestseller

Improving Decisions About

Winner| The Science Behind calth, Wealth, and Happiness

Why We Buy

e few books . . . that fundamentally chan: | think
uthor lFREAKONOMlCS

Phil Barden

Forewotd by Rary Sutheriand

3) Understand how
marketing works

EFFECTIVENESS
. /CONTEXT

t """!:.'!E!J.' .

] .l ..El. =.l

uneniyot | ENrenberg-Bass

Go gle MW 1PA
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A structure for understanding marketing
“‘ (o blISII‘Iess cantexlt (W|th thanks to James Hankins & Les Blnet)

Existing customers  Brand strength Communication Product and price Physical and
(penetration) (aworeness/ activities (SoV) (offeringg) digital availability
\ relevance) /\ (distribution)
Base level Fast/temporary Long-lasting
(interest/sales) effects effects
\ (interest/sales)  (brand/interest/sales)
\ e
Drives interest and demand Attractiveness
("mental availability”) and availability
Interest/opportunity Conversion
Sales/market share/penetration Sveriges

Annonsodrer
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The Effectiveness System 2.0

Collection of metrics

2
Digital metrics

5 ales revenue
Business metrics = ells

OOOOO

21 J22 J23
Introduced 2021
Updated 2023

3 500+ trained to date

All parts of marketing industry:
advertiser, agency, media, research
10+ countries

———————————

Sveriges
Annonsorer
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The Effectiveness System 2.0 @
Collection of metrics

10 reasons for the success

l.  Supported by the entire marketing industry

2. Focus on top-level level effects — how does marketing
contribute to the business?

3. Focus is on understanding what people do — and why

4. Focus on definitions — what we want to know — rather than exactly
how to measure it

5. Descriptive, not prescriptive

6. Adaptable for own needs

7. Common language — for all parties — without marketing jargon
8

9

Based on solid scientific learnings and empirical grounds
Independent of channel/activity
10. Comprehensive documentation and training

Sveriges
Annonsorer
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Thank you!

iIiek

Tack!
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