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WHAT IS MMA’S MISSION?
MMA is focused on advancing the future of Marketing 

We are here to lead a total transformation by architecting the future of marketing, 
significantly improving Marketing’s contribution to business and customers, thereby 
raising the stature & gravitas of CMOs and Marketers

A. Our focus is uncovering revolutionary ideas that empower marketers to 
deliver on their company’s growth agenda.

B. We support data-driven decision-making by maintaining tracking studies 
& developing benchmark datasets.

C. MMA brings the industry together to drive change through research 
consortiums and execute in-market experiments to prove step-function 
improvements.
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Join MMA Through The Rest of 2023

5

Decision Series

Insights from our 
proprietary market 
research and tracking 
studies.

5 Sessions

Revolution Series

Groundbreaking concepts that 
will transform the practice of 
marketing, such as Brand as 
Performance, Moveable 
Middles, & AI-driven 
Personalization

7 Sessions

Great Debate Series

Lively conversations around 
Marketing Measurement, AI in 
Marketing, and Marketing 
Organizational Strategy

11 Sessions

www.mmaglobal.com/webinars
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Today’s session is from MMA’s Data and CX Think Tank

7

Empower marketers to build & execute 

winning data & customer strategies that will 
ultimately increase the value of their company

Supported by our Partners

- The Trade Desk (logo)
- Snowflake (logo)

- LiveRamp (logo)
- Zeta (logo)

https://www.mmaglobal.com/think-tanks/datt

Upcoming webinars from DATT

- Great AI in Marketing Debates [dates – 
7/19, 8/30, 10/4, 11/15]

- Consortium for AI Personalization [6/29]
- Data Maturity [7/12]
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Q&A
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TODAY’S SPEAKER
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Movable Middle Growth 
Framework (MMGF)
Profitable Growth by Targeting Consumers 
in the Movable Middle
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“We’re going to be card counters at 

the blackjack table and we’re 

turning the odds on the casino.”
Brad Pitt as Billy Bean, Moneyball

11
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The organizing principle: brand preference

High Loyals

2%* of category buyers

80% – 100% likely to purchase

Low Unresponsives

82%* of category buyers

0% – 20% likely to purchase

Movable Middles 

16%* of category buyers

20% – 80% likely to purchase

All Consumers

* For a 10% share brand
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The math and science behind the 
Movable Middle Framework
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Most consumers are in the low Unresponsive segment (follows a Beta 
Distribution)

Initial Purchase Probability

Ad response by initial probability 
of brand purchase

Movable Middles High

Loyals

Low 

Unresponsives
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Movable Middles Have 5X Ad Responsiveness (Logit Model, the 
workhorse of MTA)
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Ad response by initial probability 
of brand purchase

Movable Middles
High

Loyals

Low 

Unresponsives



16

Combining the two models reveals the case for targeting the Movable 
Middle

-1.0%

1.0%

3.0%

5.0%

7.0%

9.0%

11.0%

13.0%

15.0%

Initial Purchase Probability

Ad response by initial probability 
of brand purchase

Movable Middles High

Loyals

Low 

Unresponsives

Avoidable 

ad waste
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Movable Middles Growth Framework (MMGF) From principle 

to operationalizing…

$6.70 ROAS

$1.84 ROAS$1.38 ROAS

Academic Advisors Marketer AdvisorsA
d

vi
so

rs

Data Partner

• Designing targeting around 
brand propensity led to the 
discovery of the hyper-
responsive Movable Middle

• Should increase campaign 
ROAS by 50-100%

• MMGF offers a trifecta of 
benefits: higher ROAS, 
improved customer 
acquisition, and increased 
customer retention

• This is ‘Moneyball’ for 
marketing

5X
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MMGF from theory to in-market proof

Limited spots 
available

Studies under way or planned

Movable 
Middle ROAS 
multiplier

8.3x 

Expected improvement 
in campaign 
performance*

23x** 

2.2x 

20%

28%

44%

3 CPG Companies 

Apparel Retailer

Frozen Pizza

5x 

14x 

5x 

50% 

81%

50% 

Expected improvement 
in campaign 
performance*

Movable 
Middle ROAS 
multiplier

*Expected increase due to shifting spend from non-Movable Middles to Movable 

Middles

**Increase in account openings
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A customer lifetime value lens…Deliver long-term business 
growth with MMGF

Increased 
Purchases

+5.2%

Increased 
Retention

 +5.3%

Reduced 
CAC

-43.3%
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Best audiences + best tactics…a home run
Allocate your media to the combination of audiences and media that maximize the overall 
ROAS for your media plan
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Channels/publishers/tactics

$7.00

$4.50

$1.50

$0.00

OPTIMIZE
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Evaluate all your audiences with the Movable Middle

Audience 
taxonomy

Existing 
Audiences

Created 
Audiences

Media
Followers and fans, 

shopper, geo
1st Party

Audiences
2nd and 3rd Party 

Audiences

AdTech 
partners

Media partners

PLAN
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Reminder:  Q&A

2
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Movable Middles

Study Population

Customers 8%

Moveable 
Middles
10%

• The Movables Middles were 

identified as part of Ally’s Brand 

as Performance (BaP) study

• 66% of the Movable Middles 

were non-customers



Movable Middles: Planning Multipliers

23x 
Effectiveness

• For exposed Movable 
Middles, 182 were 
activated vs. only 8 
among Non-Movable 
Middles, a multiplier of 
23x 

0.08%*

1.82%

Lift in Activation Rate

23x

28%
Expected 
improvement in 
campaign 
performance

When re-allocating 10% of 
spend from non- Movable 
Middles to Movable Middles



Where we are going next

Key Takeaways
➢50% Campaign Performance: Shifting spend from non Movable Middles to 

Movable Middles resulted in a 28% improvement in campaign performance

➢23X Effectiveness: Movable Middles were activated at a rate of 23 times  the 
rate of Non-Movable Middles

Next Steps to Move Forward
➢ Identify segments rich in Movable Middles by analyzing converted Movable 

Middles

➢ Incorporate knowledge of which tactics are particularly effective at 
converting Movable Middles





In evaluating responsiveness, we identified the 
Movable Middle and found it is 2X more responsive

20 19 18 17 16 15 14 13 12 11 10 9 8 7 6 5 4 3 2 1
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Consumer Propensity Segment (Likelihood to Buy)

2X
Lift



Targeting the Movable Middles reflected a 
significant shift from previous approaches

Previous 
Approach

Consumer Propensity Segment

MMGF Execution

Samples & Coupons

Samples & Coupons

Consumer Propensity Segment



Promotional Materials

Re-designed and enhanced value of  
sample boxes sent to Movable 
Middles

Acquisition Mix

Improved acquisition mix by shifting 
creative and ad strategy to target 
Movable Middles

Reward Program

Revamped loyalty program 
to increase Movable 
Middles engagement

A shift in strategic priorities to reach and target 
the Movable Middles



The share of Movable Middles has significantly 
grown and outpaced all other segments

Feb-22 Mar-22 Apr-22 May-22 Jun-22 Jul-22 Aug-22 Sep-22 Oct-22 Nov-22 Dec-22 Jan-23 Feb-23

Postnatal Share
Loyal: DD 1-2

High: DD 3-6

Middle: DD 7-12

Low: DD 13-20 Movable Middles 
share grew 

20% faster YoY 
(1.6 points) 

than Loyal & Low 
segments

+7.4pp

+8.1pp

+9.1pp

+7.6pp

Competitor recall



32

Reminder:  Q&A
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Today’s session is from MMA’s Data and CX 
Think Tank

34

Empower marketers to build & execute 

winning data & customer strategies that will 
ultimately increase the value of their company

Supported by our Partners

- The Trade Desk (logo)
- Snowflake (logo)

- LiveRamp (logo)
- Zeta (logo)

https://www.mmaglobal.com/think-tanks/datt

Upcoming webinars from DATT

- Great AI in Marketing Debates [dates – 
7/19, 8/30, 10/4, 11/15]

- Consortium for AI Personalization [6/29]
- Data Maturity [7/12]
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THANK YOU
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