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HE NEW. |
DISRURTO!

Marketing is in a state of {lux. Both vendor and customer
are seeking the new and the unexpected, while fresh
consumer habits, needs and trends have changed
the game. Disruption is no longer a goal, it’s a

constant reality. How, and where. should marketers
seize the initiative in changing times?
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Disrupt, ar be disruprecs, s the message wit large. Start-uns as diverse us Uber, Awrbab

and Dollar Shave Club have rranstovmed, respectively, the way many eonsumiers crder

thuir taxis, book accommodation andl buy their wiletries: Dollar $have Club turned she
michustry s trcitiona! business snodelon s head by alfering i low cons sulps npon
serview w0 suecesslully that Unitever Shoaght e tor a ceol $10n and s now looking

at Ly sueh new models cin be leveraged across its business. That's true aisruption

Bur bebund the headlines are a set ot drivers that are wansforming marketing in many
dhitterent types of business — from mobile moments and personalisation to customer-first
srrategy and a commirment 16 experience’” over “uge’. \Welcome to the changing world

Meet your customers in the mobile moment

Deleatte’s Seprember 2016 UK Mobile CGonsumer survey reveals that we are near
peak somartphune penetration, only nine years after the launch of the fivst full
wuchsereen device, "No other personal devize has had the same commercial

andd sucietal mopact as the simartphone, and no other deviee seerms likely ™

it states, Almost baliof 18-24-year-olds check their phone mthe nucdle of the
night. the repont lound, while 31 percent of smanphone users mace no tadinional
voiee calls in agiven week, up trom a quarter in 2015 and from just + per cent n
2012 Mobte is now the most popular way Brits get online, Most wraflic is through
mabile apps, hovever, rather thar the mobile weh  aned, increasingly, acherisers
need 1o reach new cusiomens v these plationns. Tts a game changer,
Next-generatiom bank Monze, for example, is nos only pusuing a mobile-tinsy
stategy. but anapp-fist one, as it looks to launch an intellivent banking solution.
Tintech firm ClearScore, meanwhule, repurts that 70 per cent of its users access
its services via mobile devices. Little wonder that Geogle says mobile has uterly
chunged what consumers expect ol hrands and anganisations, lractunng the
comsunwet Jouriey o huncrecs of real dme, isenn deven ricrossoments”
Each ot these delivers an apporunity tor saacketing to shape decisions an

preferences, and each can be targeted by marketars, Glabal figures om the

[arerner Adverising Bureau (LAB) show a third of purchases are now made on
mohile devices, while figunss from retargeting i Criteo show that 33 per cent of
all tashion ind! Taxury trans;

“rions in the TK rake place on mobile devices,
Burierry and Tom Tord smnounced in 2016 thie they would adap: i “see now,
buy now’ macdel, so conswmers watehing fashion shews ou ther phones eoulkd

- Showing a collection months betore it was available to

&L

buy items tnmediatel

buy. said Ford, was an “antiquated idea” that no longer isade sense. MceDonald's
15 also tuming t mobile to help disrupt its business, incomorating geotencing
wehnology to help ivoid quenes and keep tood ot Strbnicks s to rall cura

mobile orderand payinen: svsten, and Ws also incomoraing seolencing, Tn e
3 L3S Y

US, such lucation-tracking technology has been preneered by smaller restaurant
chams, such as Clucago's Eastman Egg Co, but has previously been consicered
oo complex to roll ouz 1o larger operations. Not any mere,

Armdstthe move to maobale, at ClearScore, chiclexecitive Tusin Basing has

saled 15 vital shat businesses know difference berween the “siomal versus the noise™

andd Mwhat's vahable versus what's ne vihaable”. Nost oiall, they must move fast.

Why it matters

The prevalence of mobile devices has generated ‘sec now, buy now
consumer demand. Combined with customer geolocation data,
brands must deliver in-the-moment opportunities for engagement

and purchines. »
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Commit to personalisation

The rise of mobile  that most personal of devices s linked

to anather trend that is a ploneering foree of dismption:
personalisation. [t has been triggered by the use of big dat and
enabling technologies such as the programmatic delivery of
adverts. Meanwhile, artificial intelligence (Al), or augmented
intelligence  where machine-leaming is coupled more closely to
humian endeavour and insights — will take 1 1o the nexic level.

Persomalisation and cata-diiven marketing are two ot the
top three crucial tends that marketers are priotitising in the year
ahead, according to a recent CIM survey. Yet, in the US ar least,
research from Boston Retail Partners {BRP) and Manhattan
Associates shows rhat, while 70 per cont of those surveyed
understond] the importance of personalisation, many didn'thave
any plans to be able to achieve it This must change.

Start-ups sometimes have the edge over established
competitors, with their legucy systems and hardwired practices.
At ClearScore, for example, personalisation has been central
from day one. Its dashbourd backgrounds are personalised
1o an individual's eredit score amd this has heen extended
into personalised procluct recommendations, chathots and
email marketing. More than two-thirds (70 per cent) of
users mteract with the site through a mubile device, so 1t was
imperative that experiences were optimised for mobile and took
aclvantage of the unique visual and interactive qualities of a
touchscreen environteni.

Personalisation and optimisaton are the pillars behind the
the success of platform-based business models such as Uber,
which leverages huge amounts of what might be termed ‘micro
data’, using behavioural and profile data to customise cach user's
experience. Spotify, meanwhile, has used its listener duta to

plisylel use m global out-of-home advertising campaigns. [na 2016

campaign, it highlighted some quirky user habits it
had noticed during the year. The campiaign ads used
agwregate and individual data to generate heacllines.
including: ‘Dear person who played Sorry 42 times on
Valentine's Day, what did you do?” and ‘Dear 3,714
people who strewned It's the End of the World as W
RKnow Tithe day of the Brexin vote, hang mvhere

Personalisation, then, has many uses, but at
ClearScore, Basini also adlvises marketers not
overlook traditional channels or the power of a more
broad-based marketing message “We're big behevers
in TV, he says, "and have used the medium from day
one La scle our proposition icross the nadon, The
risk has paid ofl. ancl has helped us reach 40 per cewn
awareness in a short space of time.”

David Billing, partner and chief creative officer
of agency Above+Beyond, concurs, saying marketers
must mind the apparent dichotarny between the need

o persoralise more and the need 1o be universal. " The

world is moving to truly customer-fivst strategies,”

he savs. "It's the age of the audience. The audience

is empowered as never before, and it's already
transformed industries such as music, publishing and
film.” These ecarly adoprers will be tollowed by many
more, and personalisation will be ong of the pillars

their suceess will be built on.

Why it matters

Personalised offerings and marketing messages are
a perfect fit for the mobile consumer, but the true
tuke-oul is the power of being customer-lirst. >

cim.co.uk/exehange
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Ensure your strategy is customer-first

We have, says rescarch firm Forvester, moved trom
the age ol informaio o the aye of the casiommer

brrancls wlky know and serve those customers the
Best st 1o gany the mesy, This s oarneadarly
appacent 1 the etail space, according to Tony Maile,
European retail leacler at IBM Cogninve Sotutions,
“Rerailers are uncer considerahle pressure tocay,
with new entranis particularly i diginal - and

an enviromment where the custorer his more

choltee than ever " Nany companies, he sag

e
still operazing under a "market trader’ model, and
many will be torced 1o re-evaluace that positien. The
disruption here is customer powered,

“Today, the customer s absohately at the cenure,”
he says. “And the customer is influenced not anly by
what people are doing i retatl, [or example, but also
by ather parts of their life. such as ordering a cab or
streaming entertainmient on demand. Retalers are
stmugaling to catch up and meer these cusromers
\"\'[,1\’\'_"\““\' WIS, HI | | h(' CUSLOMETS idre e |',']“l’ I(J.'\'('j\'
ancd selective han ever,”

Almost half (39 per cent) of the marketers
polled in the GIM survey said they were
uncler greater pressure this year to reinvent the
customr experienes as aresult of teeh dhisruptors,
such as Uberand Avnazon, rsing the bar on
customer expectation,

Coitee brand Pact was launched o solve a
‘problem’ that tounder Stephen Rapopart had
namiely, how to avoid ranning out of good-quality,
premium eoffec. e wanted to solve “thar pain” and
see mvone alse shared 1 " What Tneeded wis
subscrinuon ancl [ needed o be flexible, because of
I ran nut of ceftee T aceded th invest tme or maoney
to solve the problem ™

o Pact, flexibility is key. It allows its subscribers
total control over their accmnns - so they never
linve too much or wo itle cotfee on bane and
helps supeest the praducts and serviee best suited
to them and their lifestvle. "We are enabling people
to drink better cattee than they ever had betoee,”
says Rapopors, That's an aspirations:l owceome, but
placing the customoer ar the contre of the serviee

proposiion Das made it possible

Why it matters

Disruptors such as Uber and Spotify have handed
control to customers  and consumers now expect
it from other services and products, too. Flexibility

ol service is becoming a minimum requirement.

“Retailers are under
pressure. The customer has
more choice than ever”

TONY MAILE, EUROPEAN RETAIL LEADER, IBM COGNITIVE SOLUTIONS

Use bleeding-edge tech for real-world results

When Dunnbumby Ventures invested in a company called Msg ar in late
2015, it was ane of just a handful to have developed a bot tor the Facehook
Messengor platforrn, Billed ag an Al plattorm tor ‘conversational commerce’,
it was at the vinguard of how AT was being used i mirketing or cuslomer-

service applications, Now there are hundrees of companies emeraing into the

same Al-powered space. as brands look to leverage mtelligent sclunons o
otter better consumer oxperienees. Others are looxing at how they can catch
the new wive of voice echnologies, after the recent suceoss o Amazon Echo
and Google Tlone conmected deviees.

[t AL hasn't disruptec o business vet, ivs Likely that i seon will Previously,

1 was anted 1ol

ree corporationg with vast imoovaion budpets, Hut the aor

olaztorms, such as Amazon and Facebook, are opening up to developers.
Others. such as [BM, make their own tools available to companies in the

form of applicatian program intertaces (ADPTs; . which develapers can use to

ntegrate its Hagship natural-kmguage processivng deviee, Wasson, with their
owt soliware and apps.,
Start-up VineSicuth is one such example. It launched on the premise
that the way the wine market provides information to consumers is flawed
marketed by grape variety and regon, when all consumers want v know

15 how it tasies, VineSleuth is using data and machine leaming to debver a
better exprerienve, A panel ol expert wine Lislers assess ey ery nugor aspact ol
each wine's taste profile, and the results are fed into VineSieutl's proprietary
aleorithnis fo map cut the similarities and ditferences between wines, IBM
Watson cogritive technologies are then used to help communicate the
results to end user:  including winemakers, retailers and consumers  using
natural linguage. Here, the technaology is helping customers seek out new
and surprising products and experionees, an the bottom line s thati's the

customer service uiiered that counts

Why it matters
New technology is best harnessed for practical purpose, such as resolving
problems for customers. Marketers should ask *how would AT benefit our

customers?’, rather than 'when are we getting some?’ »
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