.7, Creative. Strategy. Data.

i '_. ‘e What should drive your digital marketing most?
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What the DM experts think

ad tech

20 SYdney




What the DM experts think

i Data & Targeting
i Strategy & Offer
- Execution & Creative

Do you agree with this? Show of hands

adstech
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So If we were discussing Destiny’s Child...

Kelly Rowland:

Strategy & Offer Michelle Williams:

Creative & Execution

Beyonce: Data & Targeting

odstech
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However...

Unlike Destiny’s Child, the trio of Data,

Strategy and Creative would find it hard to

embark on successful solo careers

Today we’ll see why the three need to collaborate

And who should be at the front...

od tech
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Sadly the girls were unable to join us today...

c:dstech
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Dave Whittle: Managing Director, Mark

cdstech
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Jason Davey:
Managing Director,
Bullseye

Dave Whittle: Managing Director, Mark

odstech
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Brent Annells:

Head of Radar DDB
Jason Davey:
Managing Director,
Bullseye

Dave Whittle: Managing Director, Mark

odstech
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Rules of engagement

« 3 case studies each with a ‘flavour’: data (D), strategy (S), creative (C)
« Over to you guys to ask questions:

— How did C, D and S work together?

— Who took the lead?

— Which element drove ‘success’?

— How do you measure that?

— How agency and client worked together

 Show of hands around contribution of C, D or S to success

ad teCh
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Data. Data. Data.

Dave Whittle
Managing Director, Mark

adtec

ydney




Insights
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Insights
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Conclude
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Business

Wostfield
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Customer lifecycle

Reactivate

Attract &
Encourage

Convince
& Convert

Recognise

c:dstech
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Task 1. Reach and Educate 2. Attract and Encourage 3. Convince and Convert

R n ) ) " Post- irmati
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H DSitiDI'IpS the brand esfab?ishes the educate new entrants to pmmpt rainfnrcing value proposition and the right choice. Encourage pride
ow P value proposition. Also indludes consideration by demonstrating utilising tactical offers. Ultimately - mgeir urchase cad gegn;ate
. ) value proposition to drive action. converting leads to sales. o
educating about the category. prop g positive word-of-mouth.
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Create behaviour.

) : Reward behaviour & maximise membership. Utilise customer insights to Tap into past customers insights
Develop a level of emaotional connection o PE— P -
How by offering opportunity to engage with Utilise customer insights to recognise key defend and save customers at or relevant timing to encourage
e e berst moments of truth — ultimately generating wulierabie momenie and lure them back.
P loyalty and wom.
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Optimisation

Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8 Week 9 Week 10 Week 11

Improvement

Review Revise
Review Revise

Review

Run = Review > Revise
Repeat

ag tech
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Video case study
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CABBIEOKE

Brent Annells
Head of Radar DDB
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Cabbieoke — A Snapshot

5 fully pimped-up bespoke Cabbie-oke Taxis
cruising the streets of Melbourne and Sydney
every weekend

Kitted out with the latest Microsoft X-box
technology and pre-loaded with the popular
‘Lips’ karaoke game, those lucky enough to
grab a ride in our cabbie-oke taxis choose
from a selection of hits and sing all the way to
their next destination. Plus they get a free
ride!!!

Content is recorded and broadcast via a fully
branded YouTube channel, micro site and
WAP site where passengers can watch their
performance, view all the other cabbie-okers,
vote and share the content via their social
network




Building out the idea

CABBIEOKE

oc®

Cabbie-Oke

odstech
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Campaign launch results

CABBIEOKE..

——— e B — — - c CABRH -wsaTIET

WHERES IT ATT

40,000 video views 90,000 page views
1000 + 400+ Pad 30,000 views

Singers -
g Clips 5,000 embeds 1:20 on site

@ Thelllenshow hey Ellen yvou must

check out Sydney's cabbie-oke. You
sing for your ride. Car looks like disco I O D AY
and they put you on you tube

pee tWobdesired
" Desires

Join Leila and Cam for Weekend TODAY, returming
Saturday March 6th from Fam

S adtech
AT 1617 mareh 2010 S dne 9]




YOUTUBE BRANDED
CHANNEL

cABBIE-OKE . )

The Cabbie-Oke
perfori S are

captured on camera,
edited, approved and
uple ) the branded
You channel, WAP

site and and microsite.

CABBIE-OKE

CABBIEOKE.COM.AU
MICROSITE

 CABBIE-OKE_

t Got your earplugs ready?

HAND OUT CARD
A congratulations on being part
of Cabbie-Oke complete with a
microsite and QR code.

Find your band's performance
and share it with your friends.

CREAM OF CABBIE-OKE
COMPETITION

People vote for their
| favorites, which are then

som im0 rom vt ko e
_m part of the ‘Cream o
Cabbie-Oke' competition,

25 Xbox 360s to be won

CABBIE-OKE
==

SEED CLIP CHANNEL V SPONSORSHIP INFLUENCER LAUNCH

‘Lip Synch Cabbie'

i g;‘
B

.
Hoar thE sup@rsta:

I

Short sharp teaser that gets people intrigued 5 and 10 second TVCs,

by Cabbie-Oke,

CABBIE-OKE.

Cabs are a pit stop to a good time.
So we've decided to make them fun...
and free. Just because.

MOBILE BANNERS

KARAD ESCAPED
>WATCH CABBIEOKE
D.

CABBIE-OKE EXPERIENCE 2

Exterior Interior

A

KARAOKE'S ESCAPED
*WATCH CABBIEOKE™

YOUTUBE BANNERS

Five fully branded Toyota Taragos complete with The promo staff are able to leave the taxi to collect people,
disco balls, checkerboard dance floors, flat screen then help them relax and feel uninhibited. She also explains
TVs, Xbox 360s and chauffeur drivers. the competition, offers them c mes, records their band

e WATCH CABBIE-OKE*

name and helps them choose their song.




DATA

CREATIVE @ STRATEG

WHICH WAY?

Jason Davey % bullseve

Managing Director

ad tech
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DATA?
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Data

* Uncover insights and opportunities
 Test and validate theories
 Measure results, inform optimisation

 The source of truth

od tech
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Getting the mix right

Blackmores: A case study in strategic success

ad tech
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THE Relationship Marketing Journey

Low High
Broad Narrow

Shallow Deep

adstech
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BLACKMORES

blackmores.com.au

“Your lifetime health coach”

od tech
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Some surprises in the data

* 36% survey response rate from 100,000 members
» 34% greater spend Members vs. Non-members

* Net Promoter Score of 79 amongst advocates

HARLEY-DAVIDSOR I8 your best

blackmores.com.au

amazon.com

11111111111111
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BLACKMORES

blackm







Questions to the panel
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So what do we reckon?

i Data & Targeting
i Strategy & Offer
- Execution & Creative

Do you agree with this? Show of hands

adstech
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