The Four Principles of Data-Centric Marketing

Getting financial services to best-in-class measurement



The ultimate data-centric company

What best-in-class looks like

Omni-channel strategy

Loyalty & cross-sell strategy Audience engagement strategy

— Customer product data — Customer audience + — Non-digital data (ATL,
seamlessly integrated into a Google data powering BTL, retail, ATMs)
remarketing strategy targeting decisions integrated into targeting

Profitable acquisitions measuring lifetime value (LTV) across products & segments

— Having a clear view of digital's impact on bottom line & using this model to influence

budgeting across products, segments, and channels
clicks — conversions — (sales X LTV) - digital investment = profit

Source: Google Internal Data (Q2 2017, UK)



Case studies

Data-centric strategies in action

Loyalty & cross-sell
Insurance giant Allstate overhauled its digital strategy to focus on customer LTV.

“The real key is learning who your highest-value customers are, then assisting them in a way that cultivates lifetime
value—for them, and for you."—Pamela Moy, Marketing Vice President at Allstate

Audience engagement
ING Bank NL [aunched a YouTube channel to generate interest, interaction, and engagement among younger audiences.

‘Google has good knowledge of the financial industry, branding, and content. They've given us insights on how to make
more out of our channel and content."—Steven Sedee, Manager, Sport Sponsoring at ING NL

Omni-channel
Sephora used lovalty card data to determine whether its digital campaigns were influencing offline sales.

‘We decided to start sending our offline purchases to our Analytics 360 account to connect these purchases to existing
Journeys. This illuminated which online research pathways finally led to a sale, whether online or offline."—Adrien Eudes,
Head of Data at Sephora SEA


https://www.thinkwithgoogle.com/marketing-resources/data-measurement/digital-strategy-customer-lifetime-value/
https://www.thinkwithgoogle.com/intl/en-154/insights-inspiration/case-studies/media-investment-sees-ing-only-football-youtube-channel-score-big/
http://apac.thinkwithgoogle.com/intl/en/case-studies/digital-makeover-how-sephora-measured-offline-impact-online-ads-singapore.html

Challenge: Most information remains siloed across the company
Volume-based marketing/sales targets limit budgeting toward profit/ROAS

Marketing/digital sales: Product/business: Data to influence
Upper funnel Customer database budgeting/bidding

Product Clicks Conversions  Applications | | Approvals LTV Investment Profit ROAS
Cards 250,000 10,000 6,000 2,000 $500 $200K $800K 4

Deposits 100,000 2,000 1,200 I 900 $100 I $30K $6OK 2

Media agency/marketing:
AdWords/media buying platform

**mock numbers G



Challenge: Approved applications are still valued at cost

Budget decisions are based on historical and equal value across product types

Product Approvals | Ava. balance
Platinum
Card 1,000 $5,000

Rewards
Card

3,000 $2,000

**mock numbers

Avq. freq.
x lifetime

(months)

36

Gross
margin

25%

Call uplift

1.25

Brand uplift

1.50

I_
—
<

$92,812

$21,902




Challenge: Product complexity dictates final sale measurement

Three main channels exist for banks to connect with consumers & close a sale

Online Call center/Agent/RM In-branch
Research/ad ®
exposure | @ -—-—=--——---- -Q
phase \\
\
* ____________ -‘\
\ \ \\
Application/ —~— )
leadgen | T—~LSstorg, T T T -=—o___ \
phase SG, AU, JP only due
to country policy ‘|
1
1
Approval 1 \b ‘ Actual approval
phase Actual approval @
@ In-principle approval

Actual approval
Actual approval

@ Credit cards, personal loans, @ Savings, deposits, auto @ Mortgages, rest of
travel insurance, payments loans, auto insurance insurance, wealth



Challenge: Invaluable customer data not integrated into buying

End-to-end analysis, if any, is static and remains independent from digital ads

Website data
Digital buying &

J marketing platforms
C R M Business

intelligence Google Analytics A Google AdWords
o )\ DoubleClick
App data / L @ Jee
Salesdata = Agency data analytics x ¥ Bid Manager
DoubleClick

Consumer insights Campaign

Offline Manager
Call data ° DoubleClick

data th I n k Search

with Google



Beginning the journey: 4 principles of data-centric marketing

Unlocking silos Valuing LTV Measuring Smarter buys
Getting everyone on the Going beyond the a’[tribu’[ion Using CRM data to‘
same page moment of acquisition across channels feed machine learning
& Analyzing digital M : T lues t h
P it easuring LTV per Understanding consumer nPUTing vaiies 1o eac
Q ach|§|t|ons per product & oroduct & category to e S et conversion action on
) getting all stakeholders : - ehavior&testingtor ) ving platf ¢
C _ determine true return on store, call, & brand uplifts uying platrorms to
8 aligned on data needed ad spend Y differentiate impact
Cf) [N BC N ] LN U ) LN BN ) LN RO )
- Creating an automated Using Target ROAS o _ Connecting CRM and
= . . Shifting from last-click to .
O reporting system instead of Target CPA to datadr tributi other internal sources to
g integrating ad buying data . determine true conversion “ _a nveh al : u o — the stack through
c with bottom-line sales values with uplifts in mind Measurement Protocol
O
_I [ BUN ) [ B ) o0 o0 o0 o e



% Measuring the true impact of digital: Which level are you?

Level 1

Level 2

Level 3

Level 4

Sales

Definition/value of a conversion

Lead (submitted
application online),
volume

Approved application
online with approval data
from clients, volume

True value through usage,

LTV data from clients,
volume X value

Omni-channel value w/
non-digital multipliers
(offline, ATL, calls),
volume X value

Margins

[ X BCN ]
Measurement & attribution

- Brand & generic

differentiation

- Cross-device
- Last-click model

- Cross-platform: Search X

Display X YouTube

- Non-last click model

(static)

= Cross-product: cards X

loans X etc.

- Data-driven model

- Cross-channel: retail X

calls X digital X etc.

- Data-driven model

Investment

LN U

Budgeting & planning

Upfront planned budgets
eCPC, max CPA bidding

Upfront planned/uncapped
budgets

Target CPA bidding, uploading
approved application data into
Adwords

Uncapped budgets
Target ROAS bidding

Uncapped budgets
Target ROAS bidding



