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10 tips to delivering
BETTER

MARKETING
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Top national advertiser associations*®
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WHEN YOUR FINNISH TEACHER
EXPLAINS

Very Finnish
Problems

HOW TO PRONOUNCE “Y"




Our purpose

¥ BETTER MARKETING
@ ocsrsserin
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Veracity Index 2018 - all professions

“Now I will read you a list of different types of people. For each would you tell me if you generally trust them to tell the truth, or not?”

Nurses

Doctors

Teachers

Engineers

Professors

Scientists

Judges

Members of the Armed Forces
The Police

Television news readers
Clergy/priests

The ordinary man/woman in the street
Civil Servants

Polisters
Charity chief executives
Trade union officials
Bankers
Local councillors
Business leaders

Estate agents
Journalists
Government Ministers
Politicians generally
Advertising executives

. 06 %
] 3 2 %6
. 9%
. 27 %
. 86%
N 8 5%
I 2 3%
. 7 2%
. 7 6%
I 62 %
I 62 %
. 62 %
I, 6 2%
I 5 2%
I 48 %

e ————————SSSSRNN

I 4 1%

I 40%

I 34 %

I 30%

I 2 6%

I 2 2%

I 19%

I 1% % trust to tell the truth

Base: 1,001 British adults aged 15+, fieldwork 12 - 21 October 2018



riou Overweight.
What Families Can Do.

By Geoﬁmy Cowley
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Tackling the Internet’s Central
Villain

> The Advertising Business
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80% brands believe they deliver great
consumer experiences (Bain & Company, 2005)
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The majority of people worldwide wouldn't care if 77% of
brands disappeared tomOrroOw (Havas Meaningful Brands, 2019)
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MILLWARD BROWN




It is really nice to be asked to give an opinion,
especially when you are asking for the opinion
of teenagers. It will be interesting to see if the

advertising companies take note. y by
Female, aged 17 (USA)




Marketing’s Deadly Sins in Marrakesh

A GLOBAL
RKETER WEEK
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Beyond selling brands towards aligning products
and marketing with the aspirations of society...

To visibly participate in that part of society’s
struggle with itself would completely transform
the image of marketing as an activity.

Robert Madelin, Former Director General at European Commission




What makes for great marketing in the digital age?

OIOO[IOK IO,

MARKETING IN THE
CONNECTED AGE

SUCCEEDING IN A DIGITAL WORLD WITH A NEW MARKETING MIX

SIMON KEMP « WFA « WE ARE SOCIAL + #PROJECTRECONNECT

https://www.slideshare.net/wearesocialsg/marketing-in-the-connected-age
https://www.slideshare.net/wearesocialsg/what-makes-a-great-brand-36822196
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CMO columns with Marketing Week...

Mastercard’s CMO on why
storytelling is dead

's global chief ing and officer, Raja
Rajamannar, says the brand has shifted its focus from storytelling to story-
making to resonate with the “expectation economy”.

By Marketing Wesk Reporters 2 Feb 2071 1129 3m

»
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Marketing Week NI

” B

Bruce McColl, global CMO, Mars: Purpose is a game-
changer for brands

Royal Bank of Scotland CMO: “Internal comms and the
advocacy it generates key to RBS turnaround”

McDonald’s European brand chief: “Strive to be a
better marketer, not an MD"

Unilever CMO Keith Weed on why marketers need to
‘line up their plan, do first and talk later’
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ez
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On a journey of transformation
itis important to accept failure
to reach your goals

We are on a journey of transformation at Groupe Bel and making it work
can be tough. It is twice as difficult because what we were doing was
working well. A year and a half ago we spent around 90% of our media
budget on TV or traditional media and the results were effective.

By Mariana Coronel 20 Aug 2015 10:25 am

Change management driven by crisis is one thing and makes it easy to get the entire
team behind a radical reinvention but it’s tougher when what you already do appears
10 be working. Our solution has been to adopt Groupe Bel's traditional collaborative
approach to marketing and give our teams the tools to make that change. We may
spend more talking about the change but once the process has been agreed we all
align behind those new goals.
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Nissan's marketing director Roel de Vries: Focus an
emotions, hot numbers

Natanael Sijanta: Why connecting with customers’
personal lifestyle environments is vital for success

How to use national pride to build a brand that's
integral to people’s lives

Vestel
«

Re-thinking
mobile to beat

ad-blockers
We thoot our TV ads st our

uty. i o
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Soren Hagh, Heineken: With thousands of executions a
year brands need a new creative process




...and with Campaign Asia-Pacific

campaign Reg: I Cﬂl]ﬂllﬂﬁﬁ I — caml)ajgl]“""‘“‘ I —
News. Anabysis. The Work Top 1000 Events. Directorles Jobs Q
N s Tewe i bew | Omane  we Q v | teirn | Tawer | oiom | tmm | ovamm | = | Q
Listening to mothers e oo
. — products, insights AIG's APAC CMO on the insurer's approach to

@EeO®E

storytelling

Michsel Cook APAC CMOSEAIG.

Boshringe Ingethern's M

@EO®E
OO

competitive place for baby and childcare brands such s Huggies.
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We have a unif s purpose for

usto assess our plans objectively.
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e want toinnovate through generating improved consumer insights

motherhoad. Our

The rationa

Ingredients we need tocraft messages

News Ansiyss

PEOO®

Asia Pacific
Region: R+ P+ N+ IN

The Work Top 1000 Events

E-commerce changes everything

Asi's g e
Sam Ahmed. APAC CMO, el the story o  cashless transformation

Right now working at MasterCard feels the world a

plastic card company but more of a technology company.

Our mission s to reinvent ourselves at the centre of commerce. a future where cash is replaced with
credit, prepay and simple solutions for both citizens and businesses
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10 years of learnings

Putting People First
10 Years of WFA’s Project Reconnect

World Federation
(v Yot KARMARAMA | accono e

www.wfanet.org/bettermarketing



http://www.wfanet.org/bettermarketing
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of Advertisers

1. Diversity in the workplace &
diversity in your communications

e




“It is a fact that diverse teams produce
better creative... creative which reflects the
diversity of the world we live in has 25%
higher branded impact. So why wouldn’t
we want all want to improve the diversity in
our industry? There’s an economic
argument as well as a moral one.”

Keith Weed, former CMO, Unilever




40%

of women




70%

brand purchases




52%

of men in the UK




Even our best work is behind the times f.lohﬁ%@

There are Men get Men speak Men are more intelligent,

funny and strong, while
X 4X 7 X women are

yound and sexy

More male actors More screen time More often than
in ads than female than women women
actors

Study based on the analysis of more than 2,000 English language films from the Cannes Lions archive from 2006 to 2016, with a focus on winning and shortlisted entries @









World Federation
of Advertisers

A guide to progressive
gender portrayals
in advertising

The case for unstereotyping ads

wfanet.org/unstereotype
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2. Diversity is so much more than gender
Y




Diversity has now been co-opted to simply
mean “women,” and most often to mean
“white women.”

Belinda Smith, Head of Global Marketing

Intelligence, Electronic Arts

GLOBAL
MARKETER
V/EEK

Y
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3. Stand for something




ANY

CONTAGIOUS




Trend towards liberal values



4%

Of people agree that it is easier to get brands to
address social problems than to get governments
to take action

2018 Edelman Earned Brand study



“It doesn’'t matter how many
people hate your brand as long
as enough people love it. And
as long as you have that
attitude, you can’t be afraid of

offending people. You can't try

and go down the middle of the

road. You have to take a stand
on something, which is
ultimately why | think the
Kaepernick ad worked.”




HAVE AN

ORGANISING
PRINCIPLE

Figure out why your business exists
— both for you and for the people
you serve

Don’t get distracted by short-
termism and faddish trends. Your
organizing principle should be a
clear manifestation of a company’s
reason for being, the central tent
pole on which the very fabric of your
company hangs







Patagonia has an

ORGANISING PRINCIPLE

‘Build the best product, cause no
unnecessary harm, use business to inspire and
Implement solutions to the environmental crisis.’



patagonia

The President
Stole Your Land

In an illegal move, the president just reduced the size of Bears Ears and
Grand Staircase-Escalante National Monuments. This is the largest

elimination of protected land in American history.

TAGIOUS
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Purpose need NOT be about saving the world

Authentic self-expression U E

To create a better
everyday life for the

RedBull many peope D
o

PO 2 V% Empowering
4 creative
FNERGY DRINE &W% exploration and
‘Gives you wings’ self-expression

Exploring the limits of human
potential

Happiness



that counts
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4. But purpose must be

authentic




Unilever boss says brands using 'woke-
washing' destroy trust

“Woke-washing is beginning to infect our industry.
It’s putting in peril the very thing which offers us the opportunity to help
tackle many of the world’s issues.”







LETTUCE cuac, P
BACON & TOMATO S il

We created this colourful sandwich to show our

LETTUCE, GUACAMOLE
BACON + TOMATO






Revealed: Spice Girls T-shirts made in
factory paying staff 35p an hour

Workers producing tops sold to raise money for Comic Relief
receive far below a living wage

‘Inhuman conditions’: life in factory making Spice Girls T-shirts
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5. Authenticity starts with

iInvolving your employees




“Company
recommendations from
those employed at the
organisation is a more
effective way to build
market share and loyalty
than the old-fashioned
method of throwing money

at advertising.”
David Wheldon, CMO RBS




marketing isn’t

¢\. A w -

culture.

ia Willvonseder,
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6. Kill the C word
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/. Then deliver meaningful

human experiences







Digital World Disruption




Persuasion & Manipulation




The

Human
Experience
Gap
How people How brands
want to be treated choose to treat

by brands people






Likelihood to increase spend

9%

On a brand they've Where they felt
recently bought engaged
as a human




Irreplaceable
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Human

Experience
Platform




A new single minded purpose?

Help people lead longer, happier, healthier

and informed lives through delivering more
meaningful human experiences
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8. Be respectful and

transparent




“How do we become better
marketers? By becoming
more empathetic people, by
listening to others with an
iIntent to make their lives
better.”

Ukonwa Ojo, former CMO
Consumer Beauty, Coty




World Federation
of Advertisers

9. Offer a value exchange







A )

‘The days of advertising as = gea
we know it are numbered. F

. cel"
"Q-

We need to start thinking
about a world with no ads’

Marc Pritchard, CBO P&G







World Federation
of Advertisers

10. Be brave




“Let’s all be a little bolder, a
little braver. Let’s recognise tha
a lot of what holds us back is
not our companies losing
millions of pounds or dollars.
The risks are in our head. If we
can overcome those, we can ¢
bolder things and we can get
greater growth.” 3
Syl Saller, CMO Diageo







10 tips towards Better Marketing

1. Importance of diversity

2. Diversity is so much more than gender
3. Stand for something

4. Be authentic about it

5. Authenticity starts with your employees
6. Kill the C word

7. Deliver meaningful human experiences
8. Be respectful and transparent

9. Offer a value exchange

10.Be brave



KALSARIKANNIT*

WAR GESTERN

*Pinnusch ; Blch allein zu Hause betrink-r. -
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Thank you
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