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. \/ Consumer (rjevolution

Oppoﬂunities for Future Marketeers




What are the most important technological changes,
for the consumer, in the near future ?

Your INPUT

Answer

Natural User Interface on every device (PC, Smartaphone, TV, ...)
Digitalisation of everyling (Music, Picture, ...)

Explosion of Social Media Network

Information available from different devices, thanks to Software / Application on the WEB (Cloud Computing)

Augmented Reality (as in Minority Report)

Other (see below)




Consumer behaviour
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Consumer (R)evolution

Personalized
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~ Video NATAL
You are the Controler



http://www.youtube.com/watch?v=p2qlHoxPioM
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Two strong drivers for change

Technology Business
The revolution of The race for
“fast and cheep” “a free long tail”
Comptiting Power Storage Price _ T T Aok Al Dy o Ko 4 Wi

Long Tail

Why the Future of Business



http://www.longtail.com/the_long_tail/WindowsLiveWriter/cover.LO.jpg

Yesterday's big Debate




Microsofts Strategy:
Best of both worlds




Business Models on iimited o m

® $228B today, growing to ﬂ‘

$305B by 2010




Microsoft moving to the cloud

£7 Windows Live

500M Active Windows
Live IDs!

Z2zune

Over 6M Songs
In The Catalog

,,@’ Windaws Live~

‘Hotmail
369M People
Using Hotmail!

Ny
msn¥
Over 600M
Unique Users

CLOUD SERVICES

MOBILE

XBOX LIVE
20M People On Xbox Live!

oINg

Over 3B WW Queries
Each Month!

TV/HOME



A GLIMPSE AHEAD...



http://www.youtube.com/watch?v=jkTsZUzCkcI
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What are the Marketeer's Top Priorities?
Your Input.

. Insight 18%
. Efficiency & Effectiveness 11%
. Unique Products 9%
. Integrate On-line & traditional Media 9%
. Quantify & Measure 8%

Answer

o bk wpdh Pk

Growing customer knowledge, insight & conversations.

Upgrading the efficiency & effectiveness of the marketing organization.
Transform the business by developping remarkable and unigue products,
Developing marketing programs that integrate online and traditional media.
Quantify & measure the value of marketing investments,

Translating brand experience across different touchpoints,

Cutting marketing budgets without cutting performance.

Optimizing portfolio of brands.

Develop engaged compain for the consumer.

Have strong campaign that interrupts the consumers, in order to have impact,

Keep a control on the brand. Don't take the risk to engage dialogue with the consumer.

Launch product thru broadcast / single platform in order to Increase impact.

Other (see below)




Top Decision takers Challenges in 2010
_ 1. Quantify & measure the value of
53% marketing investments

2. Grow customer knowledge, insight &
conversations

3. Upgrading the efficiency &
effectiveness of the marketing
organization
Source: CMO Council Marketing Outlook 2009



Content, Advertlsers & Consumers
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The opportunity...

Marketers need to tra

ure
reaCt as never before.

T0CON t
ntegrate
marketing across all media



.... The Solution

Customer
Insight & Agility
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3 Screens and the cloud
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Biggest mistakes
In Social Marketing




5 fatal mistakes of

Social Marketing

Believing That a Facebook Page or Twitter Account Will Attract
Prospects

Underestimating Time, Energy and Resources Needed
Creating Online Content That's All About You
Viewing a Launch Date is the Finish Line

No measurement

2.
3.
4.
5.

~ Microsoft:
Advertising



Best practices
for success with

social media




1. Don't think Social Media L
Think Social marketing P
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eMarketer : 10 best practices for success with social media ™ Microsoft
Advertising



2. Know your objectives First

PN =

e e

The concept
must fit with
the objective

eMarketer : 10 best practices for success with social media ™) Microsoft:
Advertising



3. Trust, trustable, trusted

ersations about brands,
oducts and services are
Increasingly woven into the
Interactions of social networks as a

Advertising Tactics/Media Trusted* by Internet Users

means to connect with others, and Worldwide, April 2009 (% of respondents)
these conversations have great

influence even though people aren’t 70%
consciously asking about brand %
opinions.” o

Search is only at 41%
Shiv Singh, vice president and
global social media lead, Razorfish,

eMarketer : 10 best practices for success with social media ™= Microsoft

Advertising



4. Listening comes first
5. Adopt a Long-Term/Real-Ti

oooooo

Adweek NY => http://www.youtube.com/watch?v=kSGO6SfaFRQ

eMarketer : 10 best practices for success with social media =) Microsoft:
Advertising



6. Add value in the conversation

facabook seEn  [KEA Catalogue

Le catalogue IKEA 2010 : ou, quand et surtout comment ?

Vous aussi vous atkendez impatiemment le nouvesu catalogue TKES
2010 7 Cliquez ici pour savoir comment Faire partie des premiers 3 e
recevolr, Profitez-en pour vous plonger dans |a lecture de (histoire
du catalogue TIKE

MU
SIC

Suggest to Friends

BOZAR MUSIC - Centre for Fine Arts l'.’}l 113 personen vinden dit leulk.
in Brussels - offidal fanpage....
for everyone who dream_s of
Soors e keneipamt L. Bekijk alla 27 reacties
Information Cyrielle Jacquemin J'dois v aller trés prochainement! =) Me
Location: réjouis de I'avoir dans ma bate aux letres! Quel livre de
RO chewvet! Auront-il ajouté des pages 'bonus' pour nous avoir Fait
Evsssels; Beighu; B1000 attendre 1 mois de plus? ;)
Phone: A a2
4322 5078200 03 augustus om 1944 * Rapporkeren
Fans | Nora Shtrezi Rexha bon choix ....bon prix. . .. IKEA the best
frof L e el bl Gisteren om 12:38 * Rapporteren
@
Daniel Janice Ines Van
Vandevan Tucker Lautem

del Rhoda Dre e s . _ o
' &]] Mon at 7:46pm * Share Advermmg
e 3 BB BT



/. Be authentic, transparent

& humble

Wank Word Bingo

How to play: Simply tick off five Wank Words in one meeting and shout BINGO!

AT THE END OF THE DAY

HIT THE GROUND RUNMNING

REINVENT THE WHEEL

BALL FARK KNOCK-ON EFFECT RESULTS-DRIVEN
BANDWIDTH KNOWLEDGE-BASED REVISIT

BENCHMARK LES50MS LEARNT SLIFFERY 5SLIDE

BEST FRACTICE LOOKING AHEAD STRATEGIC FIT

BLUE SKY THINKING MAJOR 155UE STRETCH THE ENVELOPE
BOIL THE G:CEAN MINDSET SYNERGY

CLIENT-FO:CUSED

MOVE THE GOAL POSTS

TAKE THAT OFFLINE

CLOSE OF PLAY

MOVERS AND SHAKERS

THE BIGGER PICTURE

CORE BUSINESS

NO BLAME

THE BOTTOM LINE

EMPOWER EMPLOYEES

OUT OF THE LOOP

THINK QGUTSIDE THE BOX

FAST TRACK FER 5E TICKS IN BOXES
GAME PLAN FROACTIVE TOTAL QUALITY
GAF AMALY 515 FUT THI§ ONE TO BED TOUCHING BASE

G0 THE EXTRA MILE

RADAR

VALUE-ADDED

eMarketer : 10 best practices for success with social media

HARDBALL

REACTIVE

WINAVIN SITUATION




8. Recruit from your core

Let your fans speak
for you

Most of them have at
least 130 friends they
influence

eMarketer : 10 best practices for success with social media ™=\ Microsoft

Advertising



9. Target the Coveted

Influentials

ome consumers have more clout than others
« These so-called influentials, representing about 10%

« They have an undue influence because of their extensive
digital networks and perceived expertise

eMarketer : 10 best practices for success with social media ™= Microsoft

Advertising



10. Integrate Social Media

Other Online and Offline

Communications

i .
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eMarketer : 10 best practices for success with social media
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BMW X1 Launch

Joy is what you make of it

= Microsoft:
Advertising
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