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Insight is Crucial
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What type of business information is the most critical to your
company’s primary business strategy?

Select up to three.
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Specific finandal or ROI analysis

(]
&
=1
=
@
3
é}.

Research and development
15

Product/component/raw material costs

[ ¥ ]
=
=
=
=
(]
-
g.
-
=3
=,
n
=
]
i

Human resources/productivity measurements

Competitive intelligence

Other
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Source: Economist Intelligence Unit survey, 2009,
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Companies Don’t Use the Data Well

How would you rate your company’s use of business information to drive better and faster
executive decisions? (% respondents)

Beginner,/laggard 17
Some experience, need improvement 55
Advanced practitioner, some room for improvement 24
Expert, very little room for improvement 3

Source: Economist Intelligence Unit sunvey, 2009,
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Business Leaders Value Sales and Marketing Data
Most
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Which areas of your business produce the best business

(% respondents)

Sales and marketing

Strategic planning/strategy formulation

Finance
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Customer support and service

Research and product/service development

Supply chain management/logistics
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Source: Economist Intelligence Unit survey, 2009.
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Four Key Research Trends from an Agency POV

Online is winning because of lower cost and speed to market
Real-time insight is becoming the norm

Move from explicit to implicit data

®» © OO

Rise of the data analysts and dashboards

Page 5 © Banner Corporation plc, 2006



The Simple Life




Campaign Planning Insights

What content do
they consume? What do they think
of my brand?

What are my customers
interested in?
Which messages are
they most receptive to?

Who are my brand’s

Who is my
competition?

customers?

How much interest is
there for my products?

Who are their
customers?

What trends should How does their
| be responding to? online offer compare to ours?
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Campaign Planning Insights

TGl

Segmentation
Study

Usage & Awareness
Study

Market Report
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TGl

Focus Groups

Concept Testing

Usage Study

Usage Study

Competitor
Benchmarking






Shift from Research to Real Time Insight

What content do

they consume? What do they think
of my brand?

PeollBal REARIH ICISBETItES
also VI¥RERPFASCERUNNer,

DIYNot and BMW "' Which messages are

they most receptive to?

\CEPEARAX gk users at
60% male and 32% are _
custageds5+ Who is my
competition?
A
thé}% VD
Who are their
Searches for Digital customers?
tch ver

hasIV% Lﬂw How does their
e re% |ng online offer compare to ours?
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Shift from Research to Real Time Insight

What content do

they consume? What do they think
of my brand?

Google Ad Plannr%t; _

Which messages are
they most receptive to?

.....

The power of competitive intelligence

Google Ad Planng_ﬂ |
Who is my
competition?

Google

AdWords

Who are their
customers?

Google Insights for Search _
- How does their

online offer compare to ours?
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Shift from Research to Real Time Insight
Dﬁgeﬂge r communispace

niclsen - SRR IR -
facebook [JfSlelfelg
C_MSCORE.
&cymfuny

Google Ad PIannBeETl;

Resaarch and Analysis of Media

dguble
chck

The power of competitive intelligence

Dynamic Logic
A Millward Brown Company

Google Ad Planng;_
Google Ad Planng;

Google

AdWords

Google Insights for Search

The power of competitive intelligence
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Communities as Research Pools

« (Good for hard-to-reach, niche LinkadIn  PanalX
audiences Begnning mmple 1.E17 121K
. . Firal good mmple (i L3 122
Chegper ’Fhan traditional tactics 1t god compleses [ -
* Profiles give colour to the responses 1., « rasons sersaned outs . "
- Less chance of misinterpretation LT
. . . S Wrong job title  1d% 67
°® _ r
On-going relationships (3 party Wrorg job resporaibiity 130 L
managed) Motpaying atention  17% =

* Your own communities as an
opportunity (e.g. Facebook fans)
« Sample size is limited

* Not as representative as balanced
samples

Source: Forrester Research 2009
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Insight 2010

Using Digital Body Language as a Sales Tool

« Accumulate Digital Body Language

« Communicate Digital Body Language
« Evaluate Digital Body Language

» Accelerate the sales process

« Cultivate the Digital Body Language
« Validate marketing spend
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Campaign Performance

Parformance by mduckny Lalac Parformanos owsr Hims - Time to dateMonth Warch fo Mosth Juns (Eurce)

Indugiry nberected Faglciersd

Buliding 12345 BEET 2388 M Torget SAChe

Infrastnucture 2454 E520 5587

Manutacturing 3434 2234 4356 2554

Meda & Enfertain 23581 15345 4365 I35

Muitl § Cither 3434 2334 4386 2554

£1228 28570 21108 12132
Dashboards ' imdusdy Subdivisions have been grouped under the main divisian. { ] 2 3 4
]

Evant aAtisndenos by Indusiry - Goals Ewant Attendsnce by Indusiry - % of all Atisndsnos

Ingustry Aftend. QOAL o Tangst
1 Buliding for ArchEschare 1234 1034 -z2o0 00 N Addinonal Detail regarding Event Amendance:
2 Buliding Industry 3245 1224 -amtan Nuwia consecfetuer diam sed wma. Aenean
1 Bulldirg MEP 2654 5487 231300 — Interdum. Efam fempus. Mascenss malssuada,
4 Bullding Stnuctural 3248 2678 -acv.00 odio pon rUirum fewgial quam dodor lempus neque,
& Civll Enginessing =TS 7683 1531 00— Curabiiur slementum sem st amet nisi vuipuiaie
& Geospatal 2382 2008 -asv.o0 2000 gravids.
T M+E far Archiiachone 2485 1234 -z=31.00 D
& Manufacturing Electrical amss SETE JEE0.00 —
 ManUTACIUNNg iverdor 2435 1387 -34z.00 I

10 Mull Incustry 2654 3456 S02.00 E—

Soais wers st by bl mavketing fam for Wi region, & ST of this campaign.

Farformance oyverall Tor surrent mosts - Maroh Campalgn Performanae over tima - Tima fo dats Maroh to Juns

Infarmed —H— Inlerested —i— Registersd Amended
105008 = =
— i |
= &
] — = s iR —
0] -
Reglctered "
21108
1 T T T
OF aif nformed {ri)% were inderested, 1 2 3 P
Traffic Drivers
Inbournd L] Tuodal Inboumnd = Taotal
1 e0M 52 s212 [ ¢ 1 1 Extemai Banr 0 527 azm
2 oM Ell ERL] #1188 2 Action Box 20 3,180 i
2 Fress azz 3 Prome Eox 2 00 [
4 Teizmig. 3 a2e = 4 Homenzge = zoec [ : -+
10,252 15,512

Traftio Drivars fo the Campalgn pagec oy Inductry anag Stream

n--m Visual - industry oy Stream

e WCM ActenBx  Premsss
Buliding for Architecture 33 13 e 444 &88 a 444 o
Bullding Indusiry 234 -8 234 234 458 a 234 1]
Buliding MEP 233 B7E 233 233 466 a 233 o
Blullding Bfuctursl 444 ABE EX9Y 444 HBH a 444 o
CwiEnginesring 34 £BE 234 134 468 Q 234 o
Gecspabal 233 BEE 233 33 488 a 233 o
M=E for Architecture 444 BBE 457 b 210 Q 434 o
Maradacturing Elecidcal 444 T s 444 B8 a 34 o
Mararfacturing imventor 234 678 234 234 458 a ddd o
Muitl Indusiry 233 A48T 233 33 468 455 234 324
———— T T T | lnhobih |

Page 18 =~ © Banner Corpora +omms 3168 6312 31m 3080 prpe sz 3458 F




Insight 2010

Summary

« Insight crucial for business strategy but poorly exploited
* Four key shifts:

» More cost-effective, online research

» From research to real-time insight

» From explicit to implicit data

» And the rise of the data analysts and dashboards!
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Comscore
/Nielsen

Sentiment

Discussions Trends

. Issues
Community

research Buzz
monitoring
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Competitors

Ad server Web

Awareness
Research

/ Analytics
Marketing
Automation
\ tool

CRM Media
system Owner data

What?

How
much?

What's
working?



