
Creative. Strategy. Data.
What should drive your digital marketing most?



What the DM experts think



What the DM experts think

Do you agree with this? Show of hands



So if we were discussing Destiny’s Child…

Beyonce: Data & Targeting 

Kelly Rowland: 
Strategy & Offer Michelle Williams: 

Creative & Execution



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…

However…



Sadly the girls were unable to join us today…



Dave Whittle: Managing Director, Mark



Dave Whittle: Managing Director, Mark

Jason Davey: 
Managing Director,
Bullseye



Dave Whittle: Managing Director, Mark

Jason Davey: 
Managing Director,
Bullseye

Brent Annells: 
Head of Radar DDB



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



Data. Data. Data.
Dave Whittle
Managing Director, Mark



InsightsInsights
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Insights

Collect Collate Conclude



Consumer



Business



Customer lifecycle
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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
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Video case study



Brent Annells
Head of Radar DDB



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





1000 +
Singers

400+
Clips

40,000 video views

5,000 embeds

90,000 page views

1:20 on site
30,000 views

530 +
mentions

PR  - 3.2M
Audience Reach

Campaign launch results





CREATIVE STRATEG 
Y 

DATA

WHICH WAY?
Jason Davey

Managing Director



STRATEGY



DATA?



Data

• Uncover insights and opportunities

• Test and validate theories

• Measure results, inform optimisation

• The source of truth



CREATIVE



Getting the mix right

Blackmores: A case study in strategic success



THE Relationship Marketing Journey

1-TO-1TARGETEDMASS

Low High
Personalisation / Relevance:

Broad Narrow
Audience:

Shallow Deep
Relationship Depth:



“Your lifetime health coach”





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







Questions to the panel



So what do we reckon?

Do you agree with this? Show of hands
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