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We are a global Our North Star is to put insights at the heart of

o . business decisions to help ambitious brands
marketing effectiveness accelerate growth.
and foresight consultancy
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Robust research, analysis and expertise

367 Marketers
Surveyed
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In Depth Senior
Marketer Interviews

Linda Bethea Justin Bell
Head of Marketing Head of Marketing
Danone Measurement
North America NatWest Group

Matthew Graham
Chief Growth and Digital
Demand Officer
Mars Food & Nutrition

Expert
Analysis
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Framework for
best-in-class

marketing

effectiveness Accelerating
Growth with

Improved Marketing
Effectiveness
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Culture is a system of Specific, Observable Characteristics

The leadership establishes the framework and support

Shared Purpose

Common reasons for being a
part of the organisation that
create a shared identity and
build a sense of belonging

*  Customer obsession
*  Social Responsibility

The workforce provides energy and engagement
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DEFINING SUCCESS

0%

of marketing practitioners lack clear
directives for evaluating and
optimizing marketing investments

(WARC & Gain Theory).




Significant room from improvement

Company marketing programme score
(out of 10)

. I |
Total Australia C-level Marketing

marketers practioners
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Hierarc hy of Profitable

o
Metrics Growth
Incremental Like Market Economic and
. : C-Suite is a pyramid that flows from what the
Ability to launch C . Brand Value perception ! . . .
NPD and ompetitor fan and price business objectives are. Business
S P
: trength health lastici . .
extensions elasticity objectives need to be very clear for
marketing to align and support them.
Financial contribution Counter cycle planning Marketi bi . h Iy fl
made by marketing for boorn & bust arketing objectives then naturally flow
from the business objectives. All your
Relative baselines ot Aw‘arene‘ss Marketing metrics should ladder up to these
los Lifetime value consideration, Directors obiectives.”
>e recommendations J )
and
R eGh managers
: Short term and Numbgr of insights g
Marketing RO . turned into concrete
sustain Impacts .
actions
ROI marketing
channel
Analytics Justin Bell
Social listening Tactic Publisher and insight Head of Marketing
teams NatWest Group
Saturation & channel Campaign analysis Product/ca‘gegory
analysis
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Embedding a culture, of
Data Excellence

“I think the biggest (data) challenge we
have is we've got so much data. How do
we make sense of it? Some of it can be
contradictory if we're not careful. | think
the other challenge is we're trying to
democratise but how do we let all our
employees engage with that data?
Because there's so much data they don't

typically have the technical nous to
translate that into clear insight. ”

KPls Bonus
Skills Gaps
Training
& Upskilling Incentives
Matthew Graham
Chief Growth and Digital Demand
Officer Mars Food & Nutrition
Data i
Democratisation Performance
Reviews GAIN
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Case Study:

Strategy

Gain Theory to democratise data insight
through an always-on marketing decision-
making platform

LELCEVYEVE

« Democratise data

« Always available platform data
* Embrace tools and team
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Foresight & Marketing

$1

Scenario Planning War-gaming

Communication
Integration
Upskilling

Governance
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"We're trying hard to move from data to
insights to foresights because we can't
wait for an annual marketing

mix analysis to make decisions,
particularly in new categories that are

evolving extremely rapidly.”

Linda Bethea
Head of Marketing
Danone
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Be clear on your definition of what foresight is, and is not
A simplified prediction flow with future plan scenarios:

GAIN
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Conclusion

Best-in-class marketing effectiveness

requires a cultural shift.
A culture that values data empowers

SUELOME. Accelerating
Thisisn't just about ticking boxes, it's Growth witl

about transformation. )
Improved Marketing
Effectiveness

Suop .ljngpunoa
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Scan to download:

Unlocking Revenue Growth 43\
with Marketing Effectiveness: 3
Insights for Australian Marketers ;
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Annabel Archer
Marketing Communications
Manager,

\ETES

Richard Flanagan
Former Director Of Business & Brand
Marketing,
Google Australia & New Zealand

Roger Dunn
Global Lead For Retail Media And
Performance Media,
Diageo

Cam Strachan
Head Of Data And Analytics,
SCA & IAB Data Council Member
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