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Segmentation
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Or With a bit more Skill We Do This....
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*‘ﬁ E Money Dashboard 109x Increase
k- In weekly app installs
ladder

65% Decrease

Samuel Brealey In cost per new user

Better marketing, better business.
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e — Be good with money

£823.02

Balance after bills - 3 accounts

» On track with 15 days left

Scheduled Payments Due -£179.98
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We Used to Do This...
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Problems with Targeting Segments
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Targeting
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Online Advertising

Third-Party Data

Facebook

Spotify

Apple

App Tracking Transparency Framework

Even as online advertising continues to grow, a central question remains: Who to target?
Yet, advertisers know little about how to select from the hundreds of audience segments
for targeting (and combinations thereof) for a profitable online advertising campaign.
Utilizing insights from a field experiment on Facebook (Study 1), we develop a model that
helps advertisers solve the cold-start problem of selecting audience segments for targeting.
Our model enables advertisers to calculate the break-even performance of an audience seg-
ment to make a targeted ad campaign at least as profitable as an untargeted one.
Advertisers can use this novel model to decide whether to test specific audience segments
in their campaigns (e.g., in randomized controlled trials). We apply our model to data from
the Spotify ad platform to study the profitability of different audience segments (Study 2).
Approximately half of those audience segments require the click-through rate to double
compared to an untargeted campaign, which is unrealistically high for most ad campaigns.
Our model also shows that narrow segments require a lift that is likely not attainable,
specifically when the data quality of these segments is poor. We confirm this theoretical
finding in an empirical study (Study 3): A decrease in data quality due to Apple’s introduc-
tion of the App Tracking Transparency (ATT) framework more negatively affects the click-
through rate of narrow (versus broad) audience segments.
© 2023 The Author(s). Published by Elsevier B.V. This is an open access article under the CC
BY license (http://creativecommons.org/licenses/by/4.0f).

1. Introduction

The ongoing growth of online advertising (PwC, 2023) reached a new milestone at the end of 2018 when global digital ad
spending surpassed global television ad spending for the first time (Bayer, Srinivasan, Riedl, & Skiera, 2020). For firms, the
primary appeal of online ads is their capacity to target users more strategically (e.g., based on user demographics and online
behavior). Targeted ads are touted as being more effective than untargeted ads—and indeed, recent research provides evi-
dence that users are more likely to show interest in and click on targeted ads compared to untargeted versions (Goldfarb
& Tucker, 2011b; Tucker, 2014; Yan et al., 2009). Consequently, many researchers have taken a keen interest in targeting

- Can we identify the segments?

Do the segments matter?

- Can we afford to target them?



Targeting vs Effectiveness
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Reaching all buyers is
vital, especially light,

AR . occasional buyers of the
Byron Sharp i b ra n d .
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Mass Marketing Complication
#1: Sophistication

I

All
Potential

Buyers
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Mass Marketing Complication
#1: Sophistication

e Total Households
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Mass Marketing Complication
#1: Sophistication

Potential

Buyers
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Mass Marketing Complication:
#1: Sophistication

We find that many brands
keep the bar too low and settle for
target audience reach of around 50 -
70% 0. Washing clothes, brushing
teeth, and using toilet paper are
done by pretty close to 100% of
people on a regular basis so there’s
no reason to settle for such low
reach. We're resetting the bar to
achieve 90% target audience reach

~ ‘ and get as close
'l e as possible to 100%.




Sophisticated Mass Marketing
still demands Targeting

®'

Pampers

think



Mass Marketing Complication
#2: Budget

L] il
m Q, Search aa — n
Home My Metwork Jobs Messaging

\4
eters

mprovement

Manveer Sood - 2nd . Ather Energy

Head of Marketing Excellence at Ather Energy
. . ‘ MICA
Gurugram, Haryana, India - Contact info LA

500+ connections

“ Aakriti Goel and Sayali Chandorkar are mutual connections

(Save in Sales Navigator) [/ More \]
" y
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Mass Marketing Complications:
#3 Long & Short

The Long and the
Short of It

Short and L 5 i
!—I)A Lan Binet, Hisod of Efostivensan, sdamiove DOB
Pt Fialdl, Markating Conaultant




Mass Marketing Complications:
#3 Long & Short

BRAND-BUILDING AND SALES ACTIVATION GOALS REQUIRE DIFFERENT MEDIA (FIGURE 03)

SALES ACTIVATION

BEROAD REACH TARGETING

EMOTION MENTAL INFORMATION PHYSICAL

AVAILABILITY AVAILABILITY

think’



Mass Marketing Complications:
#3 Long & Short

BRAND-BUILDING AND SALES ACTIVATION GOALS REQUIRE DIFFERENT MEDIA (FIGURE 03)

SALES ACTIVATION

BEROAD REACH TARGETING

EMOTION MENTAL INFORMATION PHYSICAL

AVAILABILITY AVAILABILITY
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Mass Marketing Complications:
#3 Long & Short

Mass / Long / Brand / Emotion Targeted / Short / Product / Rational

think
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We Lost the Plot with Positioning

j 5 {‘, ,



We Lost the Plot with Brands

~ LOVEMARKS

THE FUTURE BEYOND BRANDS




We Lost the Plot with Differentiation

“if marketing is seminally about anything it is
about... differentiating ... All else is derivative of
that and only that” (Theodore Levitt)

“differentiation is the cornerstone of successful
marketing” (Philip Kotler)

in Qur Era of

Killer Competition

Coaurl { Pasitioning and Marketing Warfare

WITH STEVE RI"H"I-C.IN



We Lost the Plot with Archetypes

A
/' SPIRITUALITY

PROVIDE
STRUCTURE

PURSUE
CONNECTION

I make things happen Power
Develop Tomake  |ynderstand Make
and live gut dr8amscoOMe fyndamental  complex
their Vision true laws of appear

Universe simple
Becoming manipulative Unintended, negative
CONSEqUEnCes

Olay @

* Help ¢

they ¢
influes

Appea
ACCEES
illusive

Mystigue



We Lost the Plot with Purpose

PURPOSE

UNCOMPRIMISING
MISSION

+ To establish a clear set of values
and mission

¥ To embrace the company values
and mission through daily action

v To operate a fair

business that benefits customers,

employees and the planet

THE
PURPOSE
UNIQUE

OF A
EXPERIENGES ~ BRAND  UNQUESTIONABLE

v To provide a unique VALUE
product or service v To create value for the
v To do something customer

better than anyone ¥ Toserve not only the
customer but any other

else

person that touches

the brand

BLAKEMORGAN



We Forgot our Prime Dlrectlve

MarketingWeek

t Reports Jobs Knowledge Bank

‘British consumers would
not care if 94% of brands
disappeared’

A poll of over 19,000 British consumers revealed that respondents
wouldn’t care if 94% of brands disappeared altogether, according
to Havas Media’s Meaningful Brands UK Report 2015.

3y Thomas Hobbs | 22 Jul 2015 Share this article

T
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An Important Antidote

&€ Rather than striving for meaningful, perceived differentiation,
marketers should seek meaningless distinctiveness. Branding lasts,
differentiation doesn't.” 2

@ " We Lost the Plot with Differentiation |

Table 2: Towards a new view of marketing

& ik . priorities
h T _ OXFORD
@ We Lost the Plot with Purpose -
, Past World View New World View
Ui Positioning Salience
UNCOMPRIMISING
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B e S e
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o _ Refreshing & building memory Byron Sharp
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Disciplinary Pendulum Swings

LAND
THE TEAM INSIGHTS GO UP!

THE PROOF

THE WHY
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SHARE Survival
in Our Era of
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Erkki Holmila

al. P A  covers.
nis website uses cookies to ensure you get the best experience on our website. Read more l ﬂ C K T R O U T
T

ning and Mar

WITH STEVE H‘I'JH.IN

Cozuthor rlare

In marketing there are two terms that differ profoundly, not only semantically but also practically:
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Defining Terms

o Differentiati'f) ' - Distinctiveness

- Making your brand
easily identified by
S customers

 Ensuring yo

P ived t
different fro
=y

te

A brand "looking like
g itself”

« Coming to mind in
buying situations



Achieving Relative Differentiation

= W break, have a @

Proper Execution

Say Less Things
Say Them More Often
Say them to Everyone
Say Them Across Different Media
Say Them with 60% of your Budget
Say Them with Better Creative
Say Them across More than Advertising
Say Them for Longer, Much Longer
Say Them with Distinctiveness




Your 1 Page Challenge

* Brand Position * Brand Codes / DBAs
* Singular * Handful
 Tight * Unique
* Relative * Famous
* |Important * Unchanging
 Unchanging * Play after 40 years

One page



What has changed And What Has Not

- Segmentation
- Targeting
- Positioning

think’






MARKETING IN 3 PHASES

33.3% 33.3%

Diagnosis

think’
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The Client Brief

Diagnosis

think’



Both marketers and agencies
agree that briefs are important

It's difficult to produce good
creative work without a good
marketing brief’

-

] +
PP A
I_) betterbriefs.com Topline Global Report g




Most marketers think they're good at
writing briefs; most agencies disagree

| consider myself/my clients
good at writing briefs’

-

] .
o iy
L) betterbriefs.com Topline Global Report

of creative agencies agres




Most marketers think the briefs
they write provide clear strategic
direction; most agencies disagree

SRS

'The briefs I/ my client write(s)
provide clear strategic direction’

! 4 -].
£ -'-'-'-.
) betterbriefs.com Taplna Global Report 1%

ol creatrwe Ggenc | es ogress

EalieTz 3



AN\

The missing ingredient from most
marketing briefs (according to

creative agencies)

Fﬂ.
) biiiabai e

0,
©

©

@ single-mindedness

Topkra Global Roport pri B

clear objectives/
outcomes |

clear strategy/ |
problem definition

clarity in general

]
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SHARE OF VOICE

SOV>50M

brands tend to grow

SOV<SOM

orands tend to shrnk

o % 5%

SHARE OF MARKET

th

nk’



Challenges to ESOV

- The usual bullshit marketing
- Getting true Media Spend Data
- Sub-Optimal Spend on Performance

- Attention theory

- Creative Limitations

- Every good but wrong CMO .
think



Positive ESOV 1s strongly linked to a raft

of long-term success metrics

40%

a v. large effect
(top box score)

18%

% of campaigns reporting

Long term
market share growth

AUSTRALIAN ADVERTISING EFFECTIVENESS RULES

ACA's Effectiveness Database average

50%
45%
40%
25% 24%
7% I
Short term Strengthening New customer
sales reponse pricing acquisition

Source: ACA’s Effectiveness Database

® Brands with positive ESOV (+5 or higher)

40%

27%

20%

1%

Customer retention Brand profit growth

© Advertising Council Australia 2021






Dyson’s Top10

Rank Factor Profitability
Multiplier
| i Brand Size 20 |
2 Creative Quality 12
3 Budget Setting Across Geographies 5
4 Budget Setting Across Portfolios 3
5 Multimedia 2.5
6 Brand vs Performance 2
7 Budget setting across Variants 1.7
8 Cost/product seasonality 1.6
9 Laydown/Phasing 1.15
10  Target Audience 1.1

Advertising Profitability Analysis, 2023 from Paul Dyson.



Dyson’s Top10

Rank Factor Profitability
Multiplier
1 Brand Size 20
2 Media Decisions* 16.5
3 Creative Quality 12
4 Cost/product seasonality 1.6

*Media Decisions: Laydown/Phasing, Multimedia, Target Audience, Brand vs Performance and Budgeting setting
across geographies, portfolios and variants

Adjusted Advertising Profitability Analysis, with apologies to Paul Dyson.










Multi-Channel Communication

+319, +35%
. i ' I
1 Channel 2 Channels 3 Channels 4 Channels 5 Channels
29% 31% 24% 8% 8%
ANALYTIC . o _plv



Different Catalytic Effects

- %% increase in average number of very large business effects from adding TV

29%

20%
17%
15%
10%
[+)
7% 6% 6%
. . . - -
TV Outdoor Radio Press DM Online Promos Sponsorship Cinema

think’

Source: Marketing Effectiveness in the Digital Era, 2016, Binet & Field / IPA Base: all IPA cases . UK









Choicefulness of Message




Choicefulness of Message

think’







System1 Slar Rating
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Does Wearout Happen?

N=50,000

100 to 149 15010199 20010249 25010299 30010 349 35010399 400 to 449 450 10499 50010549 55010599 600 10649 650 to 7000

Time between first air date and System1 tesling (days)
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Does Wearout Happen?

Campaign Wearout
51,232 Australian Campaigns Tested, April 2020

14
Creative Creative didn't
wore out wear out

A Analytic Partners

think’



Fixing Wearout for Marketers

4/5 new campaigns
Systemi

Client Wearout

Run the same ad

Run creative variants
Campaignability

think’



Cadtuny

Please watch the recording to view the videos.

2007 2017-2023






In It's Favour Against

- Reach * Relative Decline
* Signaling - Market Orientation
- Attention - “Traditional” tag
- Emotion * Price
- Creative

- Time spent
- Long Effects
- Catalytic Effects

"ROI think



THWANGO!L.COM

- Reach

* Signaling

- Attention
- Emotion
- Creative

- Time spent
- Long Effects
- Catalytic Effects

"ROI think
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