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Change

can be good...
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How do you

thrive through a mid-
life crisis?




Understand
the root
causes

ASSess your
current
situation

Pick yow/

oriorities

-~
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1.

Understand
the root cause:

Dramatic
Change




The Last Decade Today

Faster
Networks
More
Computing
Better power
Cheaper

Display




Estimated
Per Capita
Spend on
Cable & SVOD

2016 2017 2018 2019

Estimated
share of total
media time
spent with
social

2020

2021

Rough share
of spend
supporting
path-to-
purchase
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By end of 2020, the
majority of digital
media’ was being
transacted via an
auction mechanism.
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Increased

A multitude of new
social, video and
commerce formats —
increasing demand on

a d creative production

variety



Massive scaling of
CRM data, combined
with online-behavioral
data, to achieve an
impact previously
only dreamed of’

1. Historically, a typical direct mail CPM ranged from $50 to $300. Today, advertisers
can reach the same customer base for $8 or less on the major digital platforms.
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The
iSS ue Audiences targeted

irrespective of the
context led to

requirements for forms
of ad-technology

of
adjacency



Becoming an
important part of
how marketing
communications
are created and
cascaded.



The rise of new
ad powers:

the platform
oligopolies




Governments
get

involved



Marketers taking
back control:

Rebalancing long and
short-term focus



Rising complexity
and sophistication

as much
as a creative
business



2.

Assess your

current
situation




Do you have a healthy relationship
with ?

Vendor-
lock




Is your in good shape?

Defensive




Are you maintaining the right
?

Complex




Are you nurturing the right

Disconnected



How are you success?

Chasing
current
customers




technology-

:1(=]111in good shape?
processes?

insights>

measuring success?



3.
Pick your

priorities

Know where the future is
headed




WARC and PHD Research

What does
the future of

marketing
look like?




Marketing Tasks Marketing Tasks
10 Years Ago Today

%Ch
Originating 73% Reporting 88% 57%
Reporting 56% Originating 86% 18%
Producing 51% Planning 83% 69%
Executing 50% Producing 82% 61%
Planning 49% Executing 81% 64%
Analyzing 46% Analyzing 74% 62%

54% 82%

Source: WARC and PHD 2021

NB: All 35 functions grouped into one of 6 function types 36



Privacy and
Compliance

Overseeing Data
Privacy/Compliance

Digital
Commerce

Planning a Digital
Commerce Campaign

Digital-Commerce Activation
within Third Party Platforms

Advanced
Analytics

Consulting on and/or
Running an MMM

Advanced Analytics (e.g.

Consumer Journeys,
Propensity Modeling)

Versioning
Technology

Managing a DAM
(Digital Asset Management)

Managing DCO (Dynamic
Creative Optimization)
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Niels Bohr,
Nobel laureate in Physics and father of the atomic model




marketing as a
parody of classical economics

Les Binet
Adam&EveDDB's Head of Effectiveness



biggest brand

most traffic from paid sources

Total Traffic vs Paid Traffic
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A Digital Media
Paradox
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6.0

— 50

Traffic L12M

4.0
3.0
2.0
1.0
0.0

Luxury Cars

Total Traffic vs Paid Traffic

tesla.com /

mercedes-
benz.ca

lexus.ca

0.0

Source: Similarweb
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Mass Market Cars

Total Traffic vs Paid Traffic Total Traffic vs Share from Paid
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Furniture Stores

Total Traffic vs Paid Traffic
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Grocery Stores

Total Traffic vs Paid Traffic Total Traffic vs Share from Paid
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Before

Low cost per
acquisition

Low acquisitions

Falling equity

High churn

45



Before

Low cost per
acquisition

Low acquisitions

Falling equity

High churn

After

Regained 5 years of
share decline
in 1 year




Understand
the root
causes

ASSess your
current
situation

Pick yow/

oriorities

-~

47



What do you
need to

through
marketing's
midlife crisis?
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