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FINDING DATA VS USE OF DATA MMA AMMP
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Data is a garbage unless we know what we do with it




FROM VALUE TO VALUATION OF DATA
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Knowledge

Weaker brand equity
leads to share erosion

Number of weeks on
air has an impact on
salience

Product quality impact
loss of share
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Insight

Mothers feel uncertain
when children step out

But they want freedom
for their children to
grow and experience
the world

They need assurance
from a brand that it
will take care of their
kids when they are out

of sight
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Data not as a fuel is enough we need to turn them into gasoline ]







4 PILLARS OF BUILDING A DATA CULTURE
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Organisation

Technology
Infrastructure

Data at the heart of organisation strategy

Data as an enterprise asset

Data representation at leadership

Thought leadership on data integrity & ethics
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1.0 DATA ACROSS THE ORGANISATION

Data as Silo Breaking the Silo

Data as an Ecosystem and Platform




2.0 DATA FOR BUSINESS IMPACT MA | AMMP

COMMUNITY
ELERATING MODERN MARKETING PRACTICES
MARTECH COUNCIL INITIATIVE

Understand Business Need

External Data Environment (i.e., Cookie less World)

Define the need and Relevance of Data
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* Value Exchange Brand Basket * Enrich Data
*  Progressive Profiling Consumer Journey * Consumer Experience
*  Manage Well Funnel Integration * Unlock Power

Business Impact




3.0 PEOPLE FOR DATA: THE SCIENCE AND ART OF IT MMA AMNMF
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. Collaboration
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Getting under the skin of ‘small data’




4.0 TECH INFRASTRUCTRE FOR DATA MMA /AMMP
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External Data Ecosystem Enterprise Data Lake

Traffic Data
Government Spending
Weather Data l

Mobility Data
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BUILDING A DATA CULTURE: A COMPETITIVE ADVANTAGE

Data as a Competitive Advantage \

An organization's ability to
learn, and translate that

Organisation learning into action rapidly,
Is the ultimate competitive
advantage.

Technology
Infrastructure

JACK WELCH
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