data driven
must-wins for your
2020 ai¢

I

Avaus, Stockholm [ 1st of October

Emma Storbacka
Ola Ottosson

avaus



“Being Agile” is a
hon-cdacceptable excuse
for lacking a strategy
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Data driven must-win?
Getting the equation right,
at scale:

[ Dato X Algo x Action ]



Recommendation engines

Becoming data driven requires both focus on the long term
strategic capabilities, as well as short term tactical wins!

Speedboats
30-90 days to
value % =




Recommendation engines

Becoming data driven requires both focus on the long term
strategic capabilities, as well as short term tactical wins!

Decroose covt 4o serve

Machine Learning and
Al in Marketing

ocalponcn of smple rocpes for oonhknwng

Duminass recults with doan and clgonthums

For every executive struggling with how to turn data into For every organization that has the “Ferrari in the garage”
results, at scale

Business objectives and required capabilities (data - algo -
action)

>> Business workshops

Recipe book of low hanging fruits for data-driven results
Selected and described per channel
Launch party 11th of Nov - join us!



10 data driven must-wins for your 2020 agenda
From lowest hanging fruits to strategic capabilities

»

Personalized
communication
Product and content
recommendations for
increased conversion

CDP - Customer Data

Platform

Unified customer
data as the
foundation for being
data driven

Going
omnichannel 1:1
Increasing activation

| channels available

improves results - also
without a DMP
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KPI Frqmework A PR
Stakeholder tailored

follow-up towards
strategic objectives

L Attribution Moglelin .
Creatingamore

Predictive Modeling
Predicting the future
and creating smarter
actions based on
predicted outcomes

vAgency-z
colluboratlon

Data as a facilitator for
efficiency, decision
making,

wData & Al Strategy
Forming a vision for how
you will use data and
algorithms to deliver
business results

granular understanding
of marketing’s impact
onsales

‘
The Algo LeuJo

Getting your
organization and
processes ready for the
age of algorithms
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iaditd Lol T
Machine ITeqrnlng
Library}

Ensuring scalability and
efficiency in your
Machine Learning
production




Personalized

commuhnication

Product and content
recommendations for
increased conversion




Recommendation engines

Non-personalized communication is costing you 20% in

lost conversions, every year

Timing Content

“but |
don’t eat

‘I just
ordered

that.”

Channel

‘I hate
emails, but
the app is

auauz



Out of box recommendation

Salesforce Einstein recommendation engine for fashion

retailer

e Email metric predictions for
improved steering

Open rates
+2%-units

G Easy setup of algorithmic product
recommendations

Incremental
sales
+11%

Conversion
+14%

to emaiils or cloud

nt

auauz
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Going
omnichannel 1:1
Increasing activation channels

available improves results -
also without a DMP
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Omnichannel marketing

Using your Ist party data to improve ROAS in bought media
AND/OR improve reach for CRM treatment

Multiply ROAS by using Ist party datain
audience management without DMP

e  DMP allows for activating in several channels
simultaneously + improved exclusion

Multiply reach of most effective CRM
treatment models
e  CRM models typically have high ROI - extend to
bought and other own channels (eg. website
personalization) for increased effect

Increase sophistication for results
e  Treatment uplift modeling
e CRM /Segmentations
e  Personalization of media with dynamic content
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Omnichannel marketing

Insurance company achieved 30% improvement in ROAS

Starting by extending CRM dialogues...

e Large set of manual, semi-manual and fully
automated omni-channel campaigns

..led to a customer centric media buying
strategy

e Using CRM and 1st party data to improve

lIOO"/O all media buying audiences systematically
e |edto DMP purchase and inhousing of
o
30%

Increase in Click

Through Rates audience management after 2 years

Increase on Learnings
ROAS e  Manual work can also have big ROI
e Media agencies do not want to do this
work

e  Great first step before going DMP
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Agency
collaboration
Data as a facilitator for

efficiency, decision making,
collaboration and alignment




Agency alignment

auvaus

Misalignment and channel siloes is one of the biggest

challenges in becoming data driven
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PARTNER

Trend towards centralization both
internally, as well as in vendor
landscape

Key benefits include:

° Strategic alignment possible without
sub-optimization

° Sharing of data and everyone using
same metrics

° Better utilization of technology / data
investments

° Less “ad-hoc” collaboration and more
focus on transparent feedback and
development of joint operating
models

Requires:
° Defined vision for marketing operating
model and ecosystem
° Strong leadership
° Finding the right partners for the
ecosystem - without old lock-ins that
enforce wrong operating principles
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Agency alignment

At McDonald’s Sweden, all agencies are collaborating
around developing capabilities and improving results

Define a shared set of
business objectives

STRATEGIC
BUSINESS

OBJECTIVE(S)

Bi-weekly meetings to

(1) align & prioritize activities,
& (2) review/discuss
follow-up reporting (CAR).

coee

KPI
#4

o

Deliver of
prioritized activities.

Results from Cross
Agency way of
working:

+28%
above KPI
targets YTD



auvaus

Read more on www.avaus.com

STRATEQY TECH, SALESFORCE, ANALYTICS

Digital transformation
partner for McDonald's
Sweden |
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Predictive
modelling

Predicting the future and
creating smarter actions
based on predicted
outcomes




auauz

Predictive modeling

In order to proceed on the analytical maturity ladder, the first step is
typically to apply machine learning for predictive analytics

A Prescriptive
analytics

Value

How can we make it happen?

Predictive
analytics

Is your

Diagnostic
When will it happen? data

Descriptive analytics
analytics

passive or
active?

Why did it happen?

What
happened?

Sophistication



L . avaus
Predictive analytics

Combining 3rd party firmographics and Ist party web and transaction
data allowed Postnord to predict churn and up/cross sell potential

Customer
Nutichannsl and sreaminegd customes
Actorraied nnd data-chwnn syimges cpenencs achisved 1 four ure caem by
g Rmmeieg Sepported Uy predictive mirovsd sffeciveness maketog &
mocelng targeting speclic customer

sales automanon solutions
segmams and sales coatiamant fanctions

NEW CUSTOMER
ACQUgI!lON

/

A Ll

Gsas L Markels
' o CHURN PREVENTION
v-) SR

UP AND CROSS-SELL

AUTOMION

SERVICE




Read more on www.avaus.com

RKETO, SALESFORCE, B2B ANALYTICS

- PSstnord: Predictive
“analytics for B2B

Avaus was appointed as a strategsc partner to unlock potential
revenue and enable intelligent business growth for Postnord
across the Nordics. This was done by developing and
implementing new data driven business processes, predictive
madeling for custamer preferences and buying behavior and new
way of working.



°

Taking the
Algo Leap

Getting your organization
and processes ready for
the age of algorithms
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Managing change

Marketers and business people dlike are facing the biggest
challenges - changing the way we work

US CMOs' Biggest Challenge As A Marketing Leader ::.:: Marketing
oriving growtt || :

Dolivering s pawerful brand that breake through the clutter

Securing marketing budget

A maijority (64%) of CMOs
believe that one of their
primary roles is delivering
business growth but it's also
seen as the main challenge in
top 10 challenges.

Internal resources was a

challenge for 38% and

9in 10 (92%) B2B companies
are flndlng it difficult to find : g Source: Marketing Charts, The CMO survey
good marketing talent

Source: Marketing Charts, 2019

> Managing change and transformation is the key must win for marketing leadership
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New ways-of-working

For a Finnish teleoperator, a hew way-of-working model was
created to enable more clarity and efficiency across
departments

Key solutions delivered:
Key challenges: ==
> Air traffic control -forum mm—— iz i —

> ol Lack of alignment

"$ "Jl between departments > Operating model

Low utilization level of > Resourcing model
data & technology

> Tools & templates
Traditional processes,
long lead times

> Internal enablement

> Growth hacking pilot




Avaus Algo Leap -

managing the transition to Al

Al At Arlanda today

JSER SCOPED TEMP DATA orca

2-845530

paulabruneheim - 7 o
On my way towards my Alge-Leap but n

image png

auauz

emmastorbacka 137 94
Cangrats to @dehman for completing his algo leap, 3

delivers! Breaklast demos coming up with DATA-ALG
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CDP - Customer
Data Platform
Unified customer data as

the foundation for being
data driven




CPD
How do you know you need a CDP?

No source of real time data?

(|
&

Do you have to get information
from multiple sources?

Do you have to rely on another
department to get you the
information?

Does you request compete with
other deliveries?

(@ N ol

Is it straightforward to set up
regular feeds of information?

ao ] (Ro °l’\o i

=2

Hardship working with data
from 2nd and 3rd party
sources?

Once you get the information
do you have to further process
it to assemble it for your
needs?

Do you often have to repeat the
same processes?

Is the quality of data an issue?

Do you have to spend a lot of time
reconciling differences in numbers
between different systems?
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Customer Data Strategy & Platform

Future-proofing architecture for a European hotel chain to
enable personalization at scale

High-level architecture Build or buy?
E— e 3 ——o i et T -'\
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auvaus
Outcomes [ Results

The customer now has an internal alignment and a clear
roadmap for developing future-proofed capabilities

e New opportunities to improve S —

within data, analytics and tools
e (Quick start of data platform ot . "
development I syl

and business use
cases

and personalize the customer _.__ = n‘ ._mm_'_____.” A
Company aligned on experience identified and detailed = B gt
strategic priorities e  Clear prioritization of use cases = @ s
and focus areas, aligning — e — =
business functions and IT
e Commonly prioritized use cases ..; e
Roadmapforboth — * e copabiltes necded I.-='_ —
. ege, o [TET)
technical capabilities s e e
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KPI Frameworks

There is a “fiscal immaturity” within Marketing - with a
recession around the corner this is a must-win

CMOs Top Supperters and Inhibltors
a Top Supporters
T T Ogarizason | .
Sotes and Busirwss
teacpres T 15
cxteocen | .
A Top whibilors
rrance oo | '+
Lot vscance |
curo e | +

A e
n e 3N Amenca UK Respondonis

20%

Recession coming - will need to be able
to credibly argue (and smartly allocate)
budgets

Which marketing messages and
channels are most powerful in driving
conversions?

How do various channels and strategies
work in combination?

How to leverage customer journey
insight to build more holistic, integrated
and impactful campaigns?



KPI Frameworks

Marketing and sales organizations cannot afford NOT to have
proper KPIs and measurement in place

CMOs Gravitate to Volume Rather Than Value Metrics
Are you following the metrics
Metrics Trackad on CMO Dashboard that allow you to
Vary'Cricaly repoctant Paccent Shown . .
course-correct in time?

res .
I e
Value metrics
o o I 7+ o .
S Encincy oo ovee. N - for optimizing against (lag)
s -~
Cormaren e I Lead metrics
P v [ < to pick up future

changes at an early stage

o % 0%

RS R Gartner



KPI Framework

For a retailer, CLV was implemented as the foundation for
measuring marketing activities

From control of data to control of ROI:

1. Control of data: mig | RO!Pe! !J
a.  All communication/marketing activities Ry g ey
per customer Retertion |

b. Target or control group m,,,,,,—
c. Customer transaction history paadel
d. Costs per activity ot St e S
2. Measure added value target group vs control
Reporting on business progress need to cover
group the following areas:
3. Measure ROI
4. Review activities based on ROI. Cancel or snapshot
. . . results/Torecadsts
adjust unprofitable activities (keeping a
continuous test-and-learn approach) rend S —
ren detail on ex segments
ch How is each program
ange impacting key metrics?
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Attribution
modelling

Creating a more granular
understanding of
marketing’s impact on
sales




Attribution modeling

auauz

Wartsilé's diligent work has ensured the ability to track and measure the impact
of marketing activities on sales - even in a complex B2B business

Marketing Automation at scale

Accoun! bazed marteting to
win now gdoads In Toxos

4

e A multi-channel content strategy to reach and
influence identified target groups

e Personalizing value proposition in each channel
and scoring of behavior to validate lead quality and
handover to sales

e |ead lifecycle management process
e Defined metrics and KPIs

Attribution model 1.0

Mot rg 300 Enit 00 e Mg Uhe Cakad 300 bened i

Y

——— e e e o e
_— e e et e
-
L= T e

Vs P co— ¢ o (O aoaa e S8
o — rhemen

__.‘::q—m‘dmumbm
Tt s | s A N — w i———
- ——

Attribution model to measures the impact of
different touchpoints

Marketing attribution modeling use cases and
benefits

Attribution model diagnostics - Model accuracy at
good level and the measured contribution of
marketing statistically very significant —
marketing attribution can be measured reliably

Attribution model 2.0

uovmﬁq attribution modeling M Or e
for 0 complex 020 seltng
Y 8

B T

- MM TR Pradirms Of (o Lo OO0 SEaTir ¥y
e rrartm -y

e Measurable business results of marketing were
proven

e Atool for measuring and predicting marketing
contribution to revenue (MROI) was developed

e Asaresult, mROI was taken into use as a factor in
calculation of marketing bonuses
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Data & Al
strategy

Forming a vision for how
you will use data and
algorithms to deliver
business results




auauz
Data & Al Strategy

How will Data - Algo - Action create business results for
your organization on a 3 year horizon?

The big picture must-win?
Getting the equation right, at scale:

In the

past 3 Yea r S How big share of its
[ Data

X data did you
Algo ‘ generctcyin the

o past 3 years?
o Tiamaactional dats
o  CFM dute
/o e Vb A App Sehavcur
e Seonor s

of the world’s data :
was created o Speech




Envisio From PoCs...
mMdad rketi - Data initiatives owned and

driven by IT / Data org

- Separate PoC and modeling
initiatives

- No aligned future view for
how Al will change
Marketing's way of working

..to a structured plan for
data & Al initiatives in
marketing

- Usecases

- Strategic initiatives

- Prioritization

- High-level business case
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Machine Learning
Framework

Build your library of
self-learning and
automated analytical

models
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Machine Learning Framework

auauz

Scaling Machine Learning is hot easy unless structure has

been created

Monitor
performance

Business Need

- —Data preparation

Operationalize

Model
development

Typical problems with Machine Learning
at scale:

Difficult to maintain analytical products
Way of working different by user
Heavily dependent on IT

Slow process

Limited control of performance
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The Framework

Processes for all stages of model development and
deployment as well as preferred use of tools for specific tasks

Development environment Deployment component

— LA

Modelling component
N . e
> <> Monitoring <> Websi
o ebsite
7

API
Data Data Feature Model Model v— CRM Feedback
source cleaning engineering selection versioning "““"““" collector

@

Presentation

My pages

Data cleansing Feature engineering Model selection Model versioning Feedback collector

Creation of useful

» Automated procedures which

wrap routine tasks into
easy-to-use functions

Gives data scientists more
time to concentrate on model
development

variables/properties to be fed
into models

Algorithm selection

Fine tuning of constraints,
weights or learning rates so
that the model can optimally
solve the ML-problem

Integrating a system to
manage machine learning
experiments

Storing of models,
performance metrics etc.

Collection of feedback from
customers when using the
trained models

Models should be
reconsidered after a
pre-defined monitoring cycle
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Results

Independency, control and ability to scale

{\(:5} AUTOMATION

Data cleansing
Model training
Model selection

Feedback collection . ;
-Shorter time to market of analytical models

-Minimized IT dependencies

-Lower maintenance

-Increased output

-Right focus for data science competences

Qy STANDARDISATION

Naming convention
Usage of tools
Model versioning
Process

N & e e e e e e e e o o e e e e e L.

_______________________________________



auauz
Sign up your entire team to the recipe book launch party!

Channel specific recipes for web, app, marketing automation, paid media

QU@L

Welcome to our recipe book Sign me up!
release party: Turning data * Pt Narma
into results

Stockholm 06.11.2019

Avaus Expert Talks afterwork

ot caerace o o1ir roscnticonl



“We have enough data”
“We are good enough at using
our data”

Said no future-proof company, ever.



