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Marketing Today: Shouldn’t This Be Easier?







A Connected Fat Pipes Processing
World Power

Mobility



S
@
2
g
Q
p
-
o)
-
Ll
)
(g¢)
i -
—




..\(su..c .&%N.lu: '
By o

Ol ltf.N.lb..

: . Q.. 3
rp ), l1.ﬂoil~ \ ORI 4

¢ 5 \s,,_q...
Aw .‘.\G .\ﬂi L o
" S T s «
lg\
. t.*.l ulas*..\,ol. P NN T
. . .-.....,...

-

oy y

Y 1 ...ls..t..t -... -
- SR el e 2

Always-On Consumers



MarTech Boom
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1 Click to Touch Millions
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But Why Does

This Dream Feel

Like A




en-ti-tled con:sum-er

/intidld ken'soomer/
noun

Believing oneself to be inherently
deserving of privileges or special treatment.
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a®
differents :




13% think it's shocking how
bad companies are at
knowing who they are or
understanding their needs.

12% believe that
companies should use their
personal data to provide
them with better service.







81% think that companies should use
their personal data to provide them
with better service.

53% read ALL the
messages from
companies they like.







51% expect the ability to return
products or cancel services
without penalty when purchasing.

39% would avoid a
company that gathers
information to deliver
personal services to them.







48% look forward to reading
messages from their favorite
companies, even if they aren’t
looking to buy anything.

45% think it's
shocking how bad
companies are at
knowing who they
are or understanding
their needs.




68%
Entitled

m Indifferents = Anticipators = Demanders = Fully Entitled



70% 61%
Entitled ‘ Entitled
65% 80%
Entitled Entitled '

m Indifferents = Anticipators = Demanders = Fully Entitled

68%
Entitled




. Consumers
. FE consumers

“Companies are
lucky to get my
attention, and
they should act

like it.”




. Consumers
. FE consumers

“When | sign up for
something, | expect to

control how and when
the company contacts
me (e.g. email, text
messages, phone
calls, mobile...)”




“Companies ‘ 4

should anticipate
my needs and
meet them before

they arise."

. Consumers
. FE consumers




“YOU EXPECT EVERYBODY TO
REACH THE STANDARDS THAT
YOU GET USED TO FROM
COMPANIES LIKE AMAZON AND
TESCO. AND YOU WON’T ACCEPT
ANYTHING LESS.”

Will
Financial Counselor
London




Transference of
Entitlement










Descriptive Data







P/

Relationship History
Social Connections

Descriptive Data



-‘0/
Situational Data | 4
it -
Relationship History
Social Connections

Descriptive Data



of people expect companies to ask their
permission when collecting data.

(Microsoft) ~



of people expect to receive a personalized
discount from a retailer within 24 hours of

identifying themselves.
(Segment)






Omnichannel
Engagement




T ——

=/ \\.hh»u. (7 I
S /R L
=7 77 7 1]

p \ /A [T
a \\E_l Y
mh\l. m e

= e
\\\\\ul bﬁﬁ

///f_.l . ,/fl e

WARRE (MEERee

— UlEee ‘aEeme o
. MR- -,
oo
— AW\ Gl




LA







of consumers expect a consistent
experience, regardless of what channel
they’re coming in from.

(SalesForce)
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Reciprocal
Value
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Source: Data from Strategy Analytics.



of consumers say that when a product or
service doesn’t meet expectations, they’ll
never buy from that company again.



Relevance




. Consumers
. FE consumers

“When a company

interacts with me,

it’s important that
they understand my
current situation and

not just try to sell
me their product.”




“Auto Club”










of US consumers have an ad blocker, and
50% actively try to avoid ads.

(Forrester)



AS SOON AS THE PERSON
CALLED ME FROM BOOKING.COM,
WHATEVER SHE DID ON THE
PHONE, LITERALLY, WITHIN A
MINUTE, | GOT 200 SPAM EMAILS.
SO I NEVER USED BOOKING.COM

AGAIN.
L

Jess
Admin
London




Respectful
Empathy




. Consumers
. FE consumers

“l expect companies
to treat me as an
individual, not as a
member of some

segment like ‘Millennials

LR

or ‘suburban mothers.



.\‘; ‘-‘s-- .












Diverse Data

Omnichannel Engagement



Diverse Data
Omnichannel Engagement

Reciprocal Value



Diverse Data
Omnichannel Engagement
Reciprocal Value

Relevance



Diverse Data
Omnichannel Engagement
Reciprocal Value
Relevance

Respectful Empathy






Founded 1908
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Annual Churn



Annual Churn

Rising Premiums



Annual Churn
Rising Premiums

All Business Units Messaging Independently



Annual Churn
Rising Premiums

All Business Units Messaging Independently

Coordinated Consumer Interaction Hub



Annual Churn
Rising Premiums

All Business Units Messaging Independently

Coordinated Consumer Interaction Hub

Rise in Customer Sat



Annual Churn
Rising Premiums

All Business Units Messaging Independently

Coordinated Consumer Interaction Hub
Rise in Customer Sat

Drop in Churn
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WHERE TO NOW?
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WHATEVER

IT
TAKES

Over the next 5 years, BCG predicts
a revenue shift of $800 billion to the
companies that set themselves apart with

successful personalization strategies.
(BCG)







Diverse Data
Omnichannel Engagement
Reciprocal Value
Relevance

Respectful Empathy
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5 Keys to Engagement
Consumer-First Marketing



Consumer-First Marketing inverts the traditional
approach to marketing.

It focuses first on consumers to identify
opportunities for filling an unmet need,
entertaining, or solving a pressing problem.



5 Keys to Engagement
T TR ) R

Consumer-First Marketing
AT R .-
Goldilocks Data + Al



* Focus on the Data that Will Make a
Difference; Don’t Over-Complicate

* Use Your Brain for Planning and Al for the
Heavy 1:1 Lifting



5 Keys to Engagement

Consumer-First Marketing

T T
Goldilocks Data + Al
T R TR . -
Iterate



e Start Modestly with clear goals
* Try Small Steps for a Brand
* No Giant Leaps for Brandkind



5 Keys to Engagement 1 1 e*.-f( '

Consumer-First Marketing

Goldilocks Data + Al
lterate _

1 LT
Flexible, Open Platform
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Engaging
Experiences

selligent &2 v

MARKETING CLOUD Intelligent
Automation

&)

Customer
Data Platform




MARKETING
TO THE
ENTITLED CONSUMER

Hoew to turn unreasonable expectations into
lasting relationships
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