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Marketers Must Focus on
Both Sides of Marketing

B
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Allocadia Helps Marketers
Run Marketing Like a Business

/-\Ilocadla
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Signify (formerly Philips Lighting) is the world leader in lighting
We provide high-quality energy efficient lighting products, systems and services

Light sources Luminaires Systems and Services

Conventional.
LED, Connected
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Marketing Excellence Mandate

Enable and orchestrate impactful & lasting change to
across the marketing function by

, driving meticulous
and

helping the company to
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S
©
(s
>
N

1 Year

ra
Yiv

%, Allocadia

®ignify



““Allocadia



Planning and Effectiveness 2016

® “We don't have a common way of planning and
tracking, aligned to the corporate strategy process” o 9 e
Planning Tracking Optimization
¢ “We a” measure effectiveneSS & KPIS “Unaligned” “Spreadsheet hell’ “Practically impossible”
differently”
® “Workbench does not provide actionable insights” @ e [ (o Lkt v e i R ot oS
® “We spend days on reporting, administration”
®  “Our marketing budget is an Excel and
PowerPoint HELL... and it never matches”
[ J

“We have limited visibility or comparability with

other markets”
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Planning and Effectiveness 2016
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Explanation of Purchase
Event storage and Utilties
Update design

3134 GBP Pound Sterfing

Trafming and Innovation Programme 00 GBP Pound Sterling

127.8 GBP Pound Sterling
$594.18 GBP Pound Sterling Light+Building

282.1 GBP Pound Sterling  sample storage -

700 GBP Pound Sterling

/ent storage and Utilities
LuxAwards Cards
Sample storage - January

Sample storage - January
Training and Infovation Programme Light+Building
BCD Sample storage - February and March

Product ACtivation Programme-
Product Activatin Programme

ruary and March
PO Process

Desig 0 last years catalogue Design edits to last years catalogue
PO Process 700 GBP Pound st Y Portfolio Product Guide 2015 ¢ mergency Portfolio Product Guide 2015
Training ane fnniovation Programade. PO Process 163.85 GBP Pound s Building Light+Building
BCD PO Process 165.8 GBP Pound Sample storage - April Sample storage - Apri)
Training and innovation Programmet P-Carg 2575.2 GBP Pound sterling  Technical Training Event Technical Training Event
Training and Innovation Programme BACS 3663.8 GBP Pound sterling  Technical Training Event
Traiiing and Innovation Programme Bacs

Technical Training Event
2465 GBP Pound terling

Technical Training event Technical Training Event
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W\

the money I spend on
advertising is ; the trouble is,
| half.”

John Wanamaker
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A Multi-Step Project — Data Strategy

Refined e Defined a global planning process, with
Approach tighter alignment between marketing &
PP corporate strategy

e Created consistent taxonomy and
a global ROI methodology

Standardization

e Received input from wider
organization to determine what
needed to be measured for success

Data Model
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A Multi-Step Project — Data Strategy

Refined e Defined a global planning process, with
Approach tighter alignment between marketing &
PP corporate strategy

e Created consistent taxonomy and

Standardization a global ROI methodology

e Received input from wider
organization to determine what
needed to be measured for success

Data Model
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1. Acknowledge that it's a big change

2. Approach the project from the marketer’s point of view

3. Balance the desire for /ots of metrics with the ability to
actually collect data
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A Connected Tech Stack
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Manual Entry
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Request Data
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Purchase

Order & <
Invoice Data

Manual Entry

AAAAAAAAAAA
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Analysis for Excel
Inquiry & Lead Management Dashboard
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*example data

Data as the Foundation

95.7M

MG Europe

Global MG Greater China

Planning

Instrument Family *

26%

.l {
43%
45%
10%,

Online advertising v

Instrument *

Banners v
Advertorials

Advertising at 3rd party retailers

Banners

Digital Mobile

Own website

Search Engine Advertising (SEA)

Social Media Advertising

Maintenance: social media

Content Marketing & Programmatic

24%

6%

0%

55%

MG Americas

25%

4%
"9%
7%
MG Growth

Content Creation  se——
Direct Marketing (1:1) ==

EVENiS e—

Infrastructure  se—

95%

Local Activation

9%

Local Content Creation

Program 3 - SVAL Initiative Tagging

2% 10%
10%

14%

1%

1%

13%
19%

%
8% 5% 1%

Advertising at 3rd party retailers  IEEEEG_—
Advertorials I

Banners

In-store / Shopper
Market Intelligence s
Offline advertising ==

Content Marketing &

Digital Mobile I

social media .

Online advertising
Public Relations

—

Sales Support Material —

Sponsorships & Partnerships s
—

TV and Radio advertising

Own website I

Search Ei dvertising (SEA)

Social Media Advertising

Baseline Revenue from Previous Year @

\ €29.800,000 EUR ~ }

Targeted Revenue Generation ®

| €39,500,000 EUR v }
140.0M 133.1M 134.4M

@ Planned Incremental Revenue

@ Actual Incremental Revenue
5:1 6:1

1

@ Planned ROI

Global CEB Benchmarks y Actual %

25%
21%
17%
12%
12%
7%
6%
100%

@ Actual ROI

Variance

37% +12%
29% +8%
10% %
2% -10%
1%
7%
3%
100%
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Giving marketers in
where they are spending their
time and resources
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Company is more confident in
marketing supporting the
business
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By The Numbers

Smarter

Marketing Mix

* 66% of campaigns have 3+ instrument-family types
* 65% reduction in sponsorships and partnerships
» 25% more invested in online advertising
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By The Numbers

Fewer

Initiatives Created

« More investment in fewer initiatives
« Teams working closer to create integrated campaigns
 Majority of spend invested in revenue-generating initiatives
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By The Numbers

30%

Increase in Marketing Program ROI

* 50% reduction in local content creation
* 50% improvement in our activation/creation ratio
« 10% more investment in Global Programs
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With MPM We Achieve

®  Alignment to strategic goals e

®  Transparency o

®  Right content for markets Planning Tracking

[
Common methodology of ROI , ) .

& “Unaligned” “Spreadsheet hell”’ “Practically impossible

®  Prioritization & guidance

®  Reduced admin time @, Inability to Align Lack of Visibility g'eﬁgg r:he Loop

° Marketing Plans to ﬁ into Marketing Marketing —
Increased return on Objectives Spend

Finance - Sales

investment

Single Source of Marketing Truth

74
LRSS
o
%
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Do With Data
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How Allocadia Can Help You

{s [Es5]
3 {;;:} COJ
Reduce Complexity of Alignment to Strategic Take Control of
Marketing Planning Goals Marketing’s Investment

' i

(o) (o)
] O olo
(o)
Create Efficiency From Connected Data for Measure and Optimize
Planning to Execution Actionable Insights Performance
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Questions?

Join us September 10 as we
continue the series!

MARKETER’S

ET Register Now

bit.ly/MarketersDataSet
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