


In 2015 we asked 5000 B2B and B2C marketers a big
question:

“What is the biggest
roblem marketers
acer”’




They said:
A- “How to keep up

with trends to drive
more higher'quality

leads”



This presentation was created to help be a guide \
to the bigﬁest changes we are likely to see in

buyers in 2016, and the trends you need to keep : .
up. My goal is not to give you all the answers in
this presentation, but rather help you see the
major trends you need to be aware of and inspire
you to take action. Feel free to reach out to me
on Twitter (@msweezey to continue the
conversation.
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There were only
5 forms of media
in our “Golden
Age”




only fivermarketing channels available in 1960 to

* SIAIS limited set dictates the type of campaigns which
canoe rurand how they were run.







Powerful
Monw#tlo

There is more computing power used
to do a single Google search than all
existing NASA computers combined

in 1969. Which they used to land a
man on the moon.

-Michio Kaku’s: Physics of the Future

Consumers are in front of a screen over
12 hours each and every day.

- National Institute of Health: Study from 2014



Yankelovich, a market research
firm, estimates a consumer sees

5000 ads per day. This doesn’t

even count social media content.

Infinite
oise

By 2020 there will be 7 connected devices
for every person on earth. Each device can
create, and filter the noise. We can not reach
consumers with mass media if it 1s filtered
by algorithms on devices.

- Gartner Research 2015




Heuriatic
Behaviors

heu ris tic: Enablin “a person to
discover or learn something for
themselves.

A consumer can determine if
there is value in a web experience
with in 1/20 of a second. If itis
not valuable then they leave. On
average a person only stays on 1.7
pages of a website Nobody taught
consumers how to search, how to
use email, or use Facebook. They
learned on their own.

- Cliff Seal 2015




consumets
cking .

SO It is also
estimated this number
will double in 2016.
There are 185 million
global users of ad
blocking technology.

- Pagefair and Adobe, 2015






oelf
Discovery

é“‘ . Is the highest form of value
| the internet provides. Mass

ublication 1s the lowest

orm of value it provides.

- David Weinberger

IIIIIIIIII



clive
iscovery

Discovery is extremely powerful
for marketers to understand
because it allows us to fulfill a
desired purpose of the consumer.
Consider how much we like to
discover. The top 7 websites in
the world are all places for
consumers to actively discovery

things.

Top 7 Site are:

O O

Google
Facebook
Youtube
Baidu
Yahoo
Amazon
Wikipedia

-Alexa research 2015
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Passive discovery is the secondary
action of search. It 1s the reason we
“Surf” in the first place. We are
passively seeking an experience, and
trust the things we find on our own.
Discovering $omething new is our
purpose.




The modern consumers build
trust in a new way. They have
found the value of the instant
access of the internet and placed
a high value on self discovery.
They even block your ads! Learn
how to help aid in their
discovery and you will gainthéir
trust. .
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We need to step back to our
roots and bec digital _
anthropologis ik
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Customer fldvocacy

The switching economy is estimated at $1.7 Trillion dollars.
Making it the 10™ largest economy in the world, and
making churn a major issue we must face.

Marketers need to show objective value on holistic
marketing efforts and their impact to the happiness of the
consumet. This is not best represented by “Share of Wallet”
because this puts the impatience on increasing customer
spend. CSTAT scores rather place the focus on customer
happiness.

e B2C: CSAT score
e B2B: NPS metric
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- INSKIN MEDILA, 20714

The Economist (Intelligence Unit) found
1/3 of current customers stop doing
business with a company after a data
breech. Retargeting ads shown after the
roduct has been purchased are 4x more
likely to discourage further purchase.




Corp

We must be able to build bridges between all
departments to ensure a holist corporate
mindset. Mindset is the only proactive way to
protect your brand, and provide customers

with the best experience. In companies like
AT&T this role also 1s
being given a new name:
Customer Experience
Executive.



ifecycle

Management

The lifecycle begins with the very first
touch, and never stops. However, with
in each lifecycle there are many sub
cycles. It is the CMO?s role to ensure
they all fit together seamlessly to
optimize the relationship. The sub cycles
may be managed by different tools,

people, or organizations, but should be
orchestrated by the CMO.




50%
40%
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10%

Cumulative 0%
Total Return

-10%
-20%
-30%

-40%

Source: Watermark Consulting

CXi Leaders
43.0%

S&P 500 Index
14.5%

CXi Laggards
-33.9%

Tleaders
Vs
laggards

Companies who excel at
customer experience out
performance the S&P
index by 30%, and
customer experience
laggards by 65%. It must
be looked at as a product
you produce.

-Watermark Consulting
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We used to dream about creating
amazing commercials, and beautiful
brand imaging, however this is
what happens now if that’s what we
focus on, and forget mindset.




More results fronjlllllllcom »

3.0 %k 10 Google reviews

www. I
3.6 %Xk % 8 Google reviews

12 Google reviews
See results forjjilillilcn a2 map »

en.wikipedia.org/wiki/jll ~ Wikipedia ~
B (sometimes stylized as . is an Ame
stores headquartered in the United States. The ¢

IRt - Wicker Park - Chicago, IL - Yelp
www.yelp.com » Shopping » Department Store
* % Rating: 2 - 59 reviews - Price range: $
59 Reviews offjjiiilill "Park here. Avoid cameras.
Walk to Mott Street. Return to car. Leave. A OK.

Consumer
Reviews

Upon seeing the “Ship my
ants” commercial I did a
oogle search to find the

local store. What I found

was an average review of

2.9 out of 5. This created a

negative impression directly

following the commercial.
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Sweepstakes

¢ $89.99

LoJack For Laptops Std -
3YR

SEE DETAILS
ale $199.99 sovcupio s+ MMMMMARID

kson faux marble or Emily

I then decided to go to the brand
website, and it was broken. This
created 2 “NET NEGATIVE”
effect and the only way to win me
back is to spend more money on
another fancy advertising
campaign.
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POSITIVE EXPERIENGES
T0 MAKE UP FOR ONE
UNRESOLVED BAD
EXPERIENCE.
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L HARVARD BUSINESS SCHOOL
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MARCH 16, 2011

HANNA HALABURDA
RADKA DOHNALOVA
ALDO SESIA

If We Ran The World

Cindy Gallop was sitting in her all-black Manhattan apartment sipping her favorite cocktail—a
Grey Goose martini, straight up with a twist (see Exhibit 1 for photos of Gallop and her apartment).
It had been 11 months since she launched IfWeRanTheWorld (IWRTW), with a demo at TED
University at TED Long Beach in February 2010. She and her tiny, boot-strapping startup team
launched ifwerantheworld.com as what the tech world called minimum viable product, in order to
real-world test Gallop’s “business of the future” concept while development was ongoing. IWNRTW
was conceived to bring together human good intentions with corporate good intentions, to activate
both into shared action, against shared goals, to deliver shared and mutually accountable results. She
wanted to make “doing good as sexy as hell” for both individuals and businesses, to make it quicker,
easier and simpler to turn intention into action, one “microaction” at a time.
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OPPORTUNITIES IN BRADDOCH

SEeR 1y & NEW BIUNEERS. OPPORTUNITIES ABOUND FOR
PED PLE OF GOOD WJILL AND ETRONG CHRRACTER.

FOSSIL  FREE VEGETABLE
OIL FUEL SYSTEMS
Want your fuel from a deep
fryer instead of deep in the
Earth? Get converted at
Fossil Free Fuels. We've
been making and fueling
biodiesels  since  2005.
(We'll also make you a loft-bunk
bike hanger customized to your
space, if you want that too.)

BRADDOCK COMMUNITY
CENTER

In 2010, restoration began to
convert the abandoned First
Presbyterian Church into the
Braddock Community Cen-
ter. Home to the Braddock
Youth Project but open to all,
the Center still needs your
help to reach completion,
Find out what you can do at
www.15104.cc
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AMERICA’'S FIRST
CARNEGIE LIBRARY
Serving the community since
1889 (except for when we
were almost demolished in
1979). Learn more about our
library and its programs (and
help us not close again) @
www.braddocklibrary.org
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Forrester Research estimates
for every 100 leads a B2B
company generates, best in
class only convert 1.5 into
revenue. Average companies
only convert .7 into revenue.
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eMarketer estimates
digital ad spend will
increase by 62% over
the next three years
reaching over $80
billion dollars in spend

per year. ; V. 10—\
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Persons -

On average a person has 7.4 social
channels, and will be very hard to
reach on those channels due to
increased competition from their
friends, digital ad budgets, and ad
blockmg software. Mediated \
relationships require “Frequent and |
phatic gestures” to build and
maintain mediated relationships

and so our marketing must evolve

as well. Larry D. Rosen (editor), The Wiley Handbook of
Psychology, Technology and Society




_ The Rise of the New Middle _

Creating, building, and managing relationships across social media will require -
Jrequent small and phatic gestures. These actions can not be created by
advertisements, or automations. They must be managed and executed by
humans creating a new role for marketers, “The New Middle”.

Traditional Digital Rapport building, Sales
b Marketing lead generation Acquisition.




Small phatic gestures called “Micro Actions” will be used
by the new middle. These are likes, comments, shares, re-
shares, etc. They are able to reliably break through the
infinite noise because they are warranted, wanted, and
valued by consumers and can not be blocked by ad-

blockets.
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Micro
Moments

Micro-moments are critical touch points
within today’s consumer journey, and when
added together, they ultimately determine
how that journey ends. There are 3 critical
aspects of micro-moments for mobile
shoppers.

— Google Think, Micro Moments




90% of smartphone users are not
absolutely certain of the

specific brand they want to buy
when they begin looking for

information online.

— Google Think, Micro Moments




73% of consumers say that regularly
getting useful information from an
advertiser is the most important attribute
when selecting a brand.

— Google Think, Micro Moments
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FOR SUCCESSFUL LIVING

Predictive Content

With the amount of experiences we
must create it is impossible to be
contextual to the moment with out
predictive content. DIESEL increased
revenue by 15% with predictive
content.




Technology

SYSTEM OF RELEVENCE
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jihe C MO will h
budget in orgﬁm

-Gartner Research 2014
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petiences to be
automated on any
connected channel.

Allows for plug and
play integrations
with other apps who
use data, and add to
it

Supports direct integration

&\_
into your products and ¥\
website for dynamic in \
b \ A
4

product expetiences, and

directional data ﬂb&
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Behavioral Dala

You must have full behaviorial data on each
interaction across your owned channels. Thls
data will tell you which content to show, and
which moment the person is Iookmg for.

Psychographic Data

Psychographic data must be Ieveraged when
placing advertising across any media channel.
This is the new way of targetmg your

advertisements, and it is possible to target in real
time. :

Internal CRM Data

Your internal CRM data will need to be
combined with your Behavioral data for
content suggestions, and your psychographic
data for better segmentation and content
targeting.




Location - Living In
Canada, United States

Age
23 and older

Interests

Construction equipment brands
competitive to Volvo Construction
Equipment

Results

. 279,746+ Impressions

" 9,485 Clicks

. 27 Direct Sales Qualified Leads
. $2,065.71 Cost ($76.50 / SQL)

VO I VO You no longer compete with those in your own industry, but rather the best of
those fields. Consumer are now comparing all experiences against each other
Case Study rather than against their vertical.



Your Database facebook f Lookalike Audience
rajint.kanth@email.com

raj.kumar@email.com )
meenu, joshi@email.com

rajat.arora@email.com

ankush.shamma@email.com ! l l ' ’
A

VO I VO You no longer compete with those in your own industry, but rather the best of
those fields. Consumer are now comparing all experiences against each other
Case Study rather than against their vertical.
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You no longer compete with those in your own industry, but rather the best of
those fields. Consumer are now comparing all experiences against each other

Case St”dy rather than against their vertical.



Due to the increase in technology marketing will be
responsible for connecting the systems to create
seamless experiences. This will create the need for a
new in marketing departments. Systems architect’s
will be familiar with all systems, and know how to
connect, and collect data to execute contextual cross
v channel experiences.

Systems
rchitect
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The future of marketing is vastly different because buyers are different, and the ways
we reach them are different. We must martke strides to create scalable, sustainable, and
valuable marfketing systems. The future belongs to those who understand what is
possible, why, and nse modern media to build trusted relationships and valned
excperiences. Adpertising alone will not get us there!
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