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MARKETING SCIENCE ADVISOR

MMA Outcome-Based Marketing v2.0 (OBM2) neustar

Profitable Growth by Targeting The Movable Middle

* A new marketing growth framework that has been scientifically
validated to outperform reach-based planning by more than 50%

e A practical approach to identify, quantify and target the most OUTCOME- BASED
responsive audience for any brand MARKETING v2.0

Profitable Growth by Targeting Consumers

» A profitable strategy to win over non-buyers who are more likely to in the Movable Middle
respond and build for the future of the brand
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Brand as Performance (BaP): Research Program

What is the fundamental relationship between Brand and Performance Marketing?

Program Overview: ' cvs MOLSON
* The Great Marketing Growth Debate series sprang out of this project with the < bevarage
. . . Health W COORSZ=
goal to help marketers to understand the leading marketing growth theories

* Key elements of these theories will be tested as part of the BAP studies: T T T T T N

— Importance of reach and mass marketing (Byron Sharp) : YOUR ! Interested To Be The

— Customer centricity and the need to focus on the right customers (Dr. Peter Fader) : HERE i Ci;dtaIXcI:aGrrI::tsf:;t

— Role of the movable middle and outcome-based marketing (Joel Rubinson) I‘- _coi,ﬂz:/f—iy_ /l greg@mmaglobal.com
Latest Status:
e Study has been reviewed by over 50 marketers
* The topic of brand & performance compelling to EVERYONE, including every CMO FACEBOOK verizon\/
e 2 of 3 participating marketers identified: CVS & Molson Coors Go gle media
* Expected execution in early 2021 (Covid paused the start)
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A Year’s Worth of Insights & Education

MARKETING SCIENCE ADVISOR
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Events designed to #ShapeTheFuture of marketing:

IMPACTI|VIRTUAL

THE FUTURE OF MODERN MARKETING
APRIL 6-7, 2021
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CEO:CMO SUMMIT IVIRTUAL

ARCHITECT THE FUTURE

JULY 19-20, 2021

MMA
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= DATA IN MARKETING THINK TANK
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FUTURE OF MARKETING ORGANIZATION DESIGN
OCTOBER 19, 2021

EMMA SMARTI=S UNPLUGGED | VIRTUAL

NOVEMBER 9-10, 2021

mmaglobal.com/events

Deep dive into the future of modern
marketing.

Deep dive into the future of
attribution.

An invitation-only intimate gathering
of industry thought leaders.

Event for data geeks or wannabe
marketing data geeks.

Deep dive into marketing organization
insights and knowledge.

Deep dive into the future of innovation
& creative effectiveness.
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Asking Questions, Sharing Insights

Send us your questions and insights, using this Q&A box.

Ur OWn Que
TOP QUESTIONS

Q. How does this work for financial services whare “repeat rate” @, Why was ROAS selected as the main KP1 for success when many
isn't applicabie? - brands are shifting to LTV as a stronger metric for media
Pepper Evans performance?

P response

0 You have

*purchas

Q. What data sources do you need to be abie to target the ‘movable Q. Can you share a bit about differences between categories of
middie’ for a particular brand? goods? For example, Is this principally about FMCG or does the
il thesis apply equally across many sactors?
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mmaglobal.com/MarketingGrowthQA
#MarketingGrowthDebate




The Great Marketing Growth Debate:
Analytic Debate

Moderator
Joanna O’'Connell
VP, Principal Analyst
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The Great Marketing Growth Debate:
Audience Q&A

Marc Vermut
VP, Marketing Solutions
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Moderator: Marc Vermut

VP, Marketing Solutions
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Marketers
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*THE MAIN EVENT*
Head-to-Head Debate Among the
Thought Leaders

Live Debate Among The World’s
Leading CMOs
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For Questions or More Information:

Greg Stuart

greg@mmaglobal.com
mmaglobal.com/thegreatdebate
#MarketingGrowthDebate
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