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Marcom has changed
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Marcom has changed

Marketing
Account Manager
Director
. ) Project
Art Director Copywriter leader Marketing CRM
Coordinator Manager
Final art Gra'phic Production
designer leader
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Marcom has changed

Chief growth Chief
; revenue
Director of  Officer officer
Marketing
& Innovation
Marketing Chief
) Account Manager customer
Creative Director Strategic -
director Proj. leader
Content
producer .
. . Project
Art Director Copywriter leader Marketing CRM
Web editor . Coordinator Manager
Girilire Operatlve
qﬁ Creative Proj. leader
. writer Manager .
Final art gsaip::r UX Production Customer
9 designer ﬁontent leader Success
nager
Influencer anagy Manager
marketing Content
- Trade . Customer el
specialist Marrketing Motion Experience Marketing
M designer Specialist Coordinator Production )
anager coordinator Conversion
specialist GA specialist
Site Manager bl st
Digital )
: . Traffic Performance
Digital 5
strategist |gS;| al comm B Lisition marketing nsiaht Data Analyst SEO
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Global Marketing departments

Brand & Marketing - 6 FTE Brand & Marketing - 4 FTE Brand & Marketing - 6 FTE

* 1Global Customer Experience & * 1Global Customer Experience & Global Director Marketing & Customer
Marketing Director Marketing Director Experience

1 Global Brand Mgr * 1Global Brand and Communication Mgr Marketing Communication Mgr

1 Global Product Solutions Mktg Mgr * 1Product Communication Product Communicator

1 Product Communication Specialist * 1Product Solution Marketing Mgr Customer Activation & Partnership Mgr
1 Product Communicator PGE Project Mgr

1 Product Communicator Product Marketing Communicator

Senior Director - 1FTE

Brand & Com. Mgr - 1FTE Online team - 12 FTE Brand team - 5 FTE Content & projects - 4 FTE Next web program dir. - 1FTE
* Head of Online B&M « Direct End Customer * Global Brand Director * Director
* Global SoMe Manger Interaction * Marketing Communication * Project Mgr /coordinator
* SoMe Manager * Regional Trainer & Support * Brand & PR Manager * Content Marketing PM
 Sitecore Tester * Competence Development » Senior Customer Insights * Project Mgr
+ Digital Product Mgr * Project Leader * Senior Visual Brand Identity

+ Digital Project Mgr « Digital Marketing

1/2 Slutpresentation +++ Kundféretaget +++ NN manad, 20XX



Regional & Local marketing departments

2/2

Regional (26 FTE)
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WSE (6,3 FTE)
4 Countries

* 1RMM

* 3 Segment Mgr

* 1Reg. Mktg Coord,/PR
* 0,7 Reg. Dig. Manager*
» 0,3 Digital Systems*

» 0,3 Digital SoMe*

France (10,7 FTE)

* 1Marketing Manager

* 2 Product

+ 2P&A
2 Trade
0,3 Reg. Dig. Manager*
0,7 Digital Systems*
0,7 Digital SoMe*
Digital E-com

UK (5 FTE)

* 1Marketing Manager
* 2 Segm Mgr

» 2 Mark spec (trade/dig.)

Netherlands (2,8 FTE)

* 1Marketing Manager
* 0,8 Content Marketing
* 1 marketing event

NE (9 FTE)
9 Countries

* 1RMM

» 2 Regional. Marketing
Engagem, Mgr (PGE,
GSP&TP)

* 1Reg. Dig. Mktg Lead

* 1Dig & print prod. Mgr

* 1Content & SoMe Mgr

* 1Web & SEO Mgr

» 1Dig. Content spec.

* 1Reg. Tech. Web Mgr

* 1Reg. Trade Mktg Mgr

Sweden (3,3 FTE)

(1 Marketing Manager)
0,25 Marketing Ass.
1Trade & Event Mktg
1Online Marketing

Norway (1 FTE)
* 1Marketing Specialist

Lithuania (1 FTE)
* 1 Marketing Manager

Slutpresentation +++ Kundféretaget +++ NN mé&nad, 20XX

CE (4 FTE)
4 Countries

* 1RMM

+ 1Digital PR CE/Event
* 1PR

* 0,5BU:s online*

» 0,5 Digital & SoMe*

Germany (13 FTE)

* 0,5BU:s*
0,5 Digital & SoMe*
4 Prod Management
AM
3 Mktg mgrs
1Fairs & Events
(1 Spokesperson)
1 Marketing Coord.
1Verbande & Koops
1Pro Mktg

Switzerland (2,7 FTE)

* 1 Marketing Manager
* 2 Comm. planners

EE (1 FTE)
3 Countries

* 1RMM

Poland (2 FTE)

* (1 Marketing Manager)
* 1Marketing Coord.

NA (1FTE)
2 Countries

* 1RMM

US (19 FTE)

* 1Mgr Marketing Tech
2 Dig. Content and
Activation

1 Database/Tech. Supp.

1 Mgr Mkt Content
Excellence

1Gr. Design & Vis.
Content Spec.

1 Content/Copy Spec.
1Content/Trade Show
Spec.

18Sr. Brand Director
1Sr. Brand Mgr
1Social Comm./ABM
1Sr. Brand Mgr

1TBD Specialist /ABM
1Sr. Brand Mgr

1 Ass. Brand Manager
1 Marketing Direct to
Consumer

18r. Brand Dir.
1Brand Dir.

1 Marketing Manager

LATAM (4 FTE)

5 Countries

* 1RMM

* 1Brand and
communication

* 1G2M Distributors

 1Digital/CX projects

Brazil (4 FTE)

¢ 1E-com Brazil
* 1Apprentice

(Government program
Brazil) /Admin support

« 1Business Intelligence

* 1Trade marketing/Event

Pacific (O FTE)

Australia (7 FTE)
+ New zeeland

* 1 Marketing Manager
* 1Brand Mgr

* 1Trade Marketing Spec.
1 Marketing Admin
1Dig. Marketing Spec.
1Dig. Marketing Coord.

109

Different
roles

Japan (4 FTE)
+ Distribution in South
Korea & Taiwan

* 1Business dev. Mgr

» 1Store Profile

* 1Marcom Manager

* 1Print & Merchandise




An ecosystem of disagreement...
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..and frustrating processes




..and frustrating processes
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How did we end
up here?e




More channels = More activities = More content

Channels
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Too much content produced
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We created a Content monster




Ambitions feed the monster e bl

product in context

" Re- actlvatlon
How-to’s, Tutorials, Inspiration A ¢ Sustainability
Step-by-step guides & Trends <89 7
P ve o Product info ¢

News &
Launches el
- Itorial selling
Brandin .
g oA \ﬂ\‘ ., S_—— ~"’_7-_""“.
Educate/Inform

Turn the web into a
"Go-to-destination”

Avoid discounts

Attract competence
Employer branding Engage the

Product reviews community 7" e
/ Try-outs I ‘



250 new products

Product innovation feeds the monster




Channels and data feed the monster

Client example

* 15 products, 3-6 different offers .
=75 offers

* 4-6 channels per offer
= 375 different versions

« 5-7 versions and formats
customization per offer

1500-2500 ads
per campaign period



Channels & Reach

And most of our time is spent in the tall

0,2 kr 0,4 kr

3000000
2500000
2000000
1500000
0,3 kr
1000000 0,3 kr
( o . ey . \
90-95% of our activities and time
500000
2,2 kr
4,3 kr 5,0 kr o1k
. - X 0,1kr 0,3 kr 3,8 kr 10,2 kr 0,8 kr 1,1kr
0 - || — - ’ IR

Channel 1 Channel 2 Channel 3 Channel 4 . Channel 5 Channel 6 Channel 7 Channel 8 Channel 9 Channel 10 Channel 11 Channel 12 Channel 13 Channel 14 ‘

Reach




Production volumes — more or less?

e oz 02 202z | 2ozece-20200

129 <> We have lowered the numbers of units in Tactical boost by 80%
3696 é We have doubled the numbers of units in Tactical always-on

e Tactical boost 670
* Alwayson 1570

Number of campaigns per year 84 '1‘ 142
* Brand 8 \ll 6
» Tactical boost 18 18
+ Tactical Always on 58* ’1‘ 118* é We have doubled the number of campaigns in Tactical always-on
Number of campaign units per year 2337 ’1‘ 3930
* Brand 97 105
J
4)

products are communicated.
Sida 14 / 50

*Every months new offers are defined as a new
campaigns. There are more offers due to that more I :



Too many campaigns — budget spread thin

Media spend total

Total - - - - - 0%
Brand -9%
Tactical -14%

Always on 21%

Media spend per campaign Number of Campaigns
All o - - .- - -41% 84 142
Brand 22% 8 6
Tactical -14% 18 18

Always on -41% 58 18

21



Productivity — time spent on campaigns

Creative

Media Mgmt Marketing Mgmt

& Content

B2C

Row Labels z:?_gl:‘s)e EE]E ::I.?.El:se ST ::?g:;s Marketing Campaigns h/campaign*
(FTE h)

Brand 6 2,128

Tactical - 18 1,185

Always-on 118 152

I S e e I

*Includes internal resources only * h/campaign includes FTE for all.

Sida 33/49



Time spent — Inhouse Agency

Production Meetings Admin & Other
Tactical always-on | Sales/branding Other Cam;_nalgn Ongo_lng Othe': Admin Other Sum
Meetings Meetings Meetings
s A" : e e #
Cieemnogs Al f = hlls: : Mt £
i e E 8 s ol i s »
m w . > e 0 sl Al *
13.1 (16%) 13.6 (16%) 10.5(12%) | 8.3 (10%) 8.8 (10%) 12.9 (15%) 13.3(16%) | 3.6(4%) | 84.1(100%)
44% 36% 20%

Y
54% Occupancy rate (too low)

Sida50/67



Time spent — Editorial department

Production Meetings Admin & Other
Tactical always-on Sales/branding Other Cam;_)algn Ongqlng Other Admin Other Sum
Meetings Meetings Meetings

— —

- —

-

- ——

7.5 (13%) 4.5 (8%) 55(10%) | 8(14%) 8 (14%) 9 (16%) 35(6%) | 11(19%) | 57 (100%)

31% 44% 25%

\ J
Y

Low share of production, is automation the solution?

Sida 51/ 67



V4

This is a funnel




This Is a funnel

Resources Cost




This i1s not a funnel

See

Think

Resources

5FTE

6,5 FTE

16 FTE

17 FTE

Cost

RS NARUSRARA

NARUSRAR

Brand-campaigns
Bought SoMe

Direct mailing
Private-label campaigns
Product 13 collateral
Influencers

Monthly sales campaigns
SEM

Local advertising

SEO

Affiliate

E-com project

Loyalty mailings
Loyalty events
Loyalty magazine
Organic SoMe

L



The Effectiveness Car Crash

The declining effectiveness of all IPA campaigns

ALLIPA case studies

effects reported
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Six years ending

Source: IPA Databank, 1998-2018 for-profit cases




And what about the customer experience?

900M

Global ad-blocker users

800
700

600

500

400

63" 48"

of users installed an ad blocker of users installed an ad blocker
because of too many ads. because of annoying ads.

300
Ad-blockers in Sweden

« 32% (all ages)
100 « 50% (age 18-29)

200

0
2014 2015 2016 2017 2018 2019 2020 2021



We produce more content than ever
We use more channels than ever

We have more sgecialists than ever
But...

We lose reach
We don’t build brand

We don’t drive growth




What to do?

Let’s google that




Google Analytics

Where does the web traffic come from?<

#A Home Explorer

Summary Site Usage Goal Set1 Ecommerce

» a7 Customization
VS, S 2l ®
REPORTS Users ~ Select a metric Day Week = Month o4 e
» (O Realtime ® Users

2,000
» 2 Audience

~ 2+ Acquisition

R s

Overview
= All Traffic
Apr18 Apr19 Apr 20 Apr21 Apr22 Apr23 Apr 24 Apr 25 Apr 26 Apr 27 Apr 28 Apr29 Apr 30 May 1 May 2 May 3 May 4 May 5 May & May 7 May 8 May 9 May 10 May 11 May 12 May 13 May 14 May 15 May 16
Channels -
Treemaps Primary Dimension: Default Channel Grouping  Scurce / Medium  Scurce  Medium  Other
Source/Medium Secondary dimension ¥ | Sort Type: | Default ~ Q, | advanced HH | @B |Z HIll
Referrals s : 4
Acquisition Behavior Conversions | All Goals
» Google Ads Default Channel Grouping
Users + Mew Users Sessions Bounce Rate Pages / Session Avg. Session Duration Goal Conversion Rate Goal Completions Goal Value
» Search Console
» Social 30,678 26,795 4.91% 00:02:42 12.59%
% of Total & 6% Avg for View: 44.91% Avg for View: 00:02:42 Avg for View: 12.5'
10%) (0.0

» Campaigns

» M Behavior O 1. Paidsearch 14,803 (43.15%) 11,834 (24.16%) 26.22% 3.29 00:02:19 11.11% 2,323 (38.35%) LTL 0.00
A , 0O 2 Organic Search 13,565 (39.54%) 9,789 (36.53%) 19,703 (4 39.84% 3.20 00:03:15 15.81% 3115 (51.43%) LTL 0.00
» onversions
O 3 Social 1,950 (5.68%) 1,780 2286 60.19% 2.06 00:01:26 6.43% 147 (243%) LTL 0.00
0O 4 (Other) 1,580 (4.61%) 1,394 (520%) 1857 (3.86%) 65.59% 230 00:01:51 2.06% 55 LTL 0.00
0O 5 Direct 1,442 (4.20%) 1,346 2146 (445%) 30.47% 3.50 00:03:49 14.63% 34 (5184 LTL 0.00
%2, Attribution *™
0O & Referral 922 (2.69%) 618 (231%) 1,152 55.03% 241 00:02:02 7.47% 86 (142%) LTL 0.00
Q  Discover O 7. Email 42 (0.12%) 34 (013%) 60 31.67% 3.20 00:04:01 28.33% 17 LTL 0.00

£ Admin Showrows.Gum 1 1707 < | >



Google Analytics

Share of Traffic

— Organic Search

Non-brand

Brand
—- Paid Search

Non-brand

Facebook

Display




Google Analytics

Share of Traffic — a question of Brand

Google

Facebook Facebook

Display Display




Share of Conversions — a question of Brand

Traffic Conversions

Google

Facebook Facebook

Display Display




We need to look like this




And not like this

See




What happens if we do less?©

@ Channel1 | Channel2 | Channel3 | Channel 4

Content Media Content Media Content Media Content Media Content

Activity 1
Aware
Interest
Attract
Convert
S N N N O 7
Aware

Interest

ooooo
P N N I S T
Aware
Interest
Attract

Convert

T T T T | [5el 2]

=< One Channel less

< One Activity less

< Combine Aware/Interest
< Combine Attract/Convert



What happens if we do less?©

Channel 1 Channel2 | Channel 3 | Channel 4

Content Media Content Media Content Media Content Media Content Media

Activity 1

Aware

Interest

Attract

Convert

Activity 2

Aware

Interest

Attract

Convert

Activity 3

Aware

Interest

Attract

Convert

Total

N S B R O »

| [ [ [ [ [s8[122]

-67%

less on
content

+83% 3X 6Xx

more media
per activation

more on more media
media per activity

28 Channel 1 Channel 2 Channel 3

MSEK Media Media Media Media

Content Content Content

Content

Aware/interest

Attract/convert

Aware/interest

Attract/convert

Tota | [ [ [ [56]2a4]




We optimise the parts — but forget about the whole
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Why does David beat Goliat?
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The potential — improved efficiency and effectiveness

1. Volumes -

2. Processes -

3. Planning
& Steering |

Slutpresentation +++ Kundféretaget +++ NN manad, 20XX

Fewer campaigns

Fewer units
per campaign

Fewer people involved
Fewer roles

3 main process with dedicated teams

Clear mandates & assignors
Integrated Business and Marketing plan,
with business-oriented KPI:s and goals

Follow up and
learnings used

Less resources

Less resources

Less resources

Less resources

Less resources

Less resources

Less resources

More media
per campaign

More media
per unit

Communicating
the right things

Communicating
the right things



Where to start — 3 steps

”

Z|=
—
—l

Prioritise

Define

- main processes,

- budget, resources

aims and KPl:s and activities

L1
. e
12 A T S R
A icsa 1o | [ [ o] [ |
H I I I
i T I B ER N E
oo [ 1| [ [:]:]
=0 ’

Activities/Volumes - Stakeholders - Target groups — Channels — Budget — Resources — Communication focus I ‘

43



A little less
conversation

A little less conversation, a little more action, please
All this aggravation ain't satisfactioning me

A little more bite and a little less bark

A little less fight and a little more spark

Close your mouth and open up your heart

and, baby, satisfy me, satisfy me




I Insights #05 Strategy & Planning

How to make sure people can
really hear your marketing

message?

Do you tweak the
You need to optim
real power.

kkapero
Are you optimisit

marketing but n¢
whole picture?

°
oo T oo
I Insights #03 Organi

Is it too late
together agi

[/

kkapero

For more insights &
inspiration,
follow us!

Let’s re-engineer marketing

k hts #01 Strategy & Planning

kll Insights #02 Channels & Content k

an you achieve the 3keystoa = 00 many resources are spent
eat marketing departmentat ~ ©on ineffective channels
e same time? Reach per channel

~90 % of
taff resources

% & Content k

purce or switchboard?

garch traffic Actual drivers of
classified web traffic

Comm H
Marketing

kdpero Let’s re-engineer marketing

Icopero Let’s re-engineer marketing

kapero
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