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Speaker 1 (00:19):
So, hi everyone. Welcome to the brave new world session I'm van. And I work for new star, a TransUnion company. I work on the strategic accounts, helping our clients to grow their marketing analytics solutions. I'm here today with our two top marketing individuals from the retail industry, and we are here to discuss the future of marketing measurement in Europe. Uh, let me start by introducing you to our panelists RA, who is a marketing solutions expert for media mark Satton and Dennis, uh, is the VP of marketing at Pandora jewelry. Thank you so much for being with us here today. Uh, I'd like to start by saying that, you know, um, we all experienced it and know that in 2021, uh, it was another year of major shift within the industry from like third party cookies, you know, still going away and that's still on the agenda and then there's unpredictability in the pandemic as well. So, Dennis, I, I was wondering like what, from your perspective, uh, was the biggest challenge in your company in the last, 
Speaker 2 (01:23):
So, uh, of course it's, it's been the COVID situation stores, closing, opening, uh, you know, across all our markets, different situations, trying to predict, um, what would happen over the next couple of weeks, um, where to invest in media marketing, all of that, uh, combined. Right. So, so I think we have more than 8,000 places we are sold globally. So, so, you know, every week that was a bit of a hassle to figure out, you know, where we opened, where we closed, what's going on. 
Speaker 1 (01:52):
And Ralph, what about you? Were you experiencing similar situations or slightly different? 
Speaker 3 (01:57):
Well, of course, uh, our stores also are, uh, a major part of our omnichannel experience. And so that was a, a big job for our eCommerce to handle all that incoming, uh, traffic and, and, uh, doing their best to, to convert that. And yeah, so we made some shifts, for example, from, to ship from store, which we didn't have in place, uh, most of the times before. And so we could serve the customer in that time. 
Speaker 1 (02:25):
And I think your about right that retail was experiencing like a major change, right. Closing in stores due to COVID many customers were shifting, like to online or shopping online for the first time as well. And how do you feel raft that your business shifted its approach like to e-commerce in like the past year? 
Speaker 3 (02:43):
Well, it was a necess to more or less. So, uh, during times we were, uh, in, in areas acting like a pure player and of course we had to adapt the whole processes and also, yeah. Also the media to, to cover that. 
Speaker 1 (02:57):
And, uh, what about you Dennis? Like, did you have to do this differently for like the different markets or was your situation also quite different from what RAF is describing here? 
Speaker 2 (03:07):
Yes. So already before COVID we were working on projects to strengthen the e-com business and, and the online business as such. So we were rolling out a whole lot of different omnichannel features, uh, um, click and collect and so on, uh, all kinds of different things. So I think, uh, if anything, this, uh, this whole situation just speeded up those things, I was more focused on them. Uh, we also had, you know, a number of months where we ran only online business, uh, sent home all the store staff, everything was closed. Um, so, so I think that that's also changed that and we still see, you know, a huge change in the consumer behavior. Um, so I think it's, it's been accelerated that, that you could say the whole journey we were on already 
Speaker 1 (03:49):
And in terms of that acceleration, and that's a really good point, right? Like a lot of like retail business had to accelerate. Did you feel that this was a, like a slightly more challenging time accelerate that? Or were you already planning towards those changes? Well, in advance, 
Speaker 2 (04:05):
No, we were already planning most of them. So, so actually it was just to put more resources into, to driving that part of the business. Uh, so, so no, uh, of course there was some practical shifts and in where we ship our goods from and so on, but, but, but nothing that couldn't be handled 
Speaker 1 (04:21):
Sounds great. And, uh, so how have you like Dennis, you know, like used, uh, data or analytics during this time, perhaps to maybe shift your marketing strategy as well, uh, you know, to drive, uh, some of those changes or support some of those changes? 
Speaker 2 (04:38):
Yeah. So, so what we've done for a couple of years now is, is use econometric modeling to inform our decision making on, on media spend and investment, uh, across our markets. And I think what we did the first time COVID hit was actually to build a specific model that would take the whole COVID situation into account. So basically, uh, we saw a huge change in the performance of different channels, uh, also due to the shopping change. So in the beginning we had a hard time assessing what would be the right levels of investment into different media channels also when stores closed. So, so I think that was a bit of a learning experience, uh, and basically handling it day to day, uh, seeing if there was more opportunity in different channels and investing, and also seeing the performance from e-com. I think that was very hard in first, uh, instance to predict, but then, you know, when, when COVID hit the second time, especially in Europe, uh, we were super well prepared. We already had a model. We knew how to shift from between our channels. We also knew how to hit kind of the right investment level. So, so actually we saw much better performance during the kind of the second phase, um, based on learning from the first, but that was simply building out a specific econometric model that looked at COVID as well. 
Speaker 1 (05:48):
And RA for you, was that like a similar situation or slightly different, or what did you experience there with the role of brand shifting strategy to more of an e-commerce or the changes? 
Speaker 3 (06:01):
Indeed? Uh, I mean, the, the, the uncertainty at at least when, when the first wave hit was very high, so, um, uh, really we really appreciated, uh, north star building. Um, yeah, COVID, COVID, um, variables in to the models pretty quickly, although that was not sort of a, um, a, um, yeah, very well thorough, um, modeling approach, but it helped us to, yeah, well handle the situation and the data on the fly and at least get some, some benchmarks and where we should be and where we, where we, where we were. So that was good. 
Speaker 1 (06:37):
So from your perspective, you think that, you know, it's true that, you know, it was about creating like an omnichannel experience still, and then shifting some of that away from perhaps, maybe some of the offline, uh, some of the offline factors that you were using, but then also handling all of this with like agility. Now, if you bring agility into this consideration, uh, do you feel that at that time that you were getting the right level of agility to, uh, shift those and what impact did you feel that had in your, uh, marketing, you know, at that time? Right. 
Speaker 3 (07:10):
Well, of course it was hard for everyone and, uh, we felt support here. Um, however, I mean, it, it's really hard to when the organizational processes are turned on their, their heads. It's, it's really, uh, really hard, but at least we had some indications on where we should be going and, and that helped to, to steer us through the situation. 
Speaker 1 (07:30):
Sounds good. Um, so I think, uh, Dennis, what do you think are some of the questions that, uh, you are using like marketing analytics to answer besides like some of the COVID challenges that you were experiencing? 
Speaker 2 (07:45):
So I think, um, we are using it a lot to, to detect growth opportunities, basically, where can we grow our business through, uh, to marketing and media investment and, and how does that develop? And, and is there any new areas or new channels that are popping our, that we should explore more or, or do more with? So I think that that is the main use of, of the modeling. Uh, as, as of now, um, we use it quite a lot for, for setting budgets across markets and, and, you know, trying to get to an optimal level. So I think that whole part is, is the key focus area for the model. 
Speaker 1 (08:18):
Okay. And Ralph, for about yourself, like how you solving some of these, uh, key questions with like marketing analytics. 
Speaker 3 (08:26):
Yeah, of course. Uh, medium X, OB optimization is at the heart of everything. So that's our, our main, uh, use case, um, for analytics. Um, but more and more, um, we are seeing with the dynamic of the market, uh, interest in, in, in, well, the other marketing mixed drivers and, um, and external factors being evaluated to understand what is going on in the business and to act accordingly. 
Speaker 1 (08:50):
And I think you've raised a very important point here, like with like the impact from like COVID, and then also taking the external points into consideration. And that's also where the value of marketing comes in in terms of like separating, like what's the base sales versus like all the other impacts so that you can perhaps prove the value of marketing with incrementality. And, and that's like a really, really great point in terms of like how you're currently using, uh, marketing analytics today now, in terms of, uh, your experience, uh, Dennis, like, what are some of the most important KPIs that, you know, the business is currently using or evaluating at the moment versus the ones that you think might be slightly over hyped and sometimes market should really, really steer clear off. 
Speaker 2 (09:38):
So, so I think the key to metrics from, from our company is, uh, is driving brand and driving sales. That that is basically what we aim. Amen. And then there's a lot of metrics supporting those ones. I think if there's anything to steer clear off or where it can, you know, lead you to, to run decisions is if you get traffic numbers. So, so actually we've seen it quite a big development during the pandemic, uh, in traffic, of course, the online traffic exploded and we didn't see any people in store, but even afterwards we've seen, you know, that, uh, even though we have less traffic in store, they might shop more and, and the other way around on, on, on the parts. So I think, uh, you using, you know, traffic me metrics as, as the key for how marketing is doing is, is often leading to completely wrong conclusion. So I think, you know, if you are able to, to pinpoint it all the way down to brand effect or sales effect, that is much stronger 
Speaker 1 (10:32):
RA you agree with that? 
Speaker 3 (10:34):
Of course I do. When you already mentioned it in the introduction, incremental revenue, I think is, is the, the key to look at, and you, you only get this through, uh, marketing analytics and that's, that's the main benefit to separate what would already already happen from what you would drive with your marketing, um, regarding the, um, well vanity metrics, uh, uh, thing I hear a lot about is these days is, uh, click share. So Google click share, um, they provide you with sort of what, how your, your clicks are, uh, are doing versus, uh, the competitive set. And, um, I'm a bit, um, doubtful that this leads to clear recommendations or, or actions because, um, I mean, if you're like in the lower digit numbers, um, in, in, in this game, um, of course that creates the impression that, um, there is plenty to be gained, but, uh, people don't click on your ads for a reason. Um, and that's why you're not market leader usually, um, or you are, but, um, but still there's a considerable competition. Um, so it's a, it's, it's not really, um, uh, focus to, to think that you could, uh, address all that by spending more in this channel. 
Speaker 1 (11:45):
And I think that's a really, really great point as well, that you both raised here, right? In terms of, uh, like staying away from manity vanity metrics, such as like click shares or anything like that. And that's also because I think, you know, clicks, doesn't always lead to like the outcome that you want. And this also rings very true for new star, as well as we look at outcome as the key focus for us here. And we are also enabling our clients to move away from some of those siloed metrics that doesn't have anything to do with what the finance team might actually be interested in measuring. And this is also about providing, uh, credibility to like the marketing teams and to bring everyone closer to like the main bit business objectives. So that's like really great news that, you know, I hope that other, uh, retailers in the industry also taking the, into consideration some of the metrics that you are using as well. Um, Ralph, can you perhaps maybe like, uh, explain some of the ways that you feel that, you know, marketing analytics has actually improved, uh, some of your insights in terms of like, not just like the bottom funnel, but also like the top level funnel as well? 
Speaker 3 (12:52):
Well, that's always a, uh, uh, a strong argument to be had, uh, the upper funnel. Um, and, and, yeah, so if you are like coming from digital where, um, a lot of focus, um, given the, the last click metrics are on the, on the lower funnel, um, then, well, it's, it's good to have tools like marketing mix modeling, for example, that also takes all these upper funnel channels into, uh, account and gives a balance view on what, what is performing, how 
Speaker 1 (13:20):
Do you have anything to add Dennis on that point? 
Speaker 2 (13:23):
Yes. I think we, we, we saw a lot of issues with, uh, with the company using at least in the digital part of, of, uh, the e-com business, for instance, using a lot of time on, on, uh, last click attribution, basically. And, and for me, that's a very skewed way of, of defining how, where to invest and how to do that. We basically, when we tried to, to exemplify why we did thought it didn't work, we, we showed this slide where you had, you know, you had your ni last Saturday night out, so you would show all the drinks you had, right. You wake up on Sunday with a head hangover, and then you can see all the drinks, but the last you did before you went to bed was actually to have a glass of water. And then, you know, last click would say, you should never had that glass of water. Now you have a hangover. That's the reason why, so we used that analogy to try to, to kill off the, the use of last click in the organization, because we think, you know, it, it's leading to a number of wrong conclusions and the over investment in, in the completely wrong 10. So, so we are, we are working on, on providing a whole new set of tools that can be used on a weekly basis also to assist performance. 
Speaker 1 (14:24):
And I think that you're absolutely right. Both of you in terms of the fact that, you know, like it's important to have that mix of like brand building, uh, so that you're looking at what's happening in the long run as well, so that you can grow the is, and I guess, any good analytics should also pick up on the fact that, uh, this is about proving marketing, uh, for branding, uh, you know, across like a long term, and also justifying like the investment of both the direct response and the branding together, looking at the short and the long term together. Um, so RA, like in your opinion, like, uh, should marketing organiza, where should, do you think marketing organizations should like focus their resources in terms of like, uh, evaluating their performance? 
Speaker 3 (15:08):
Well, I, I, I think we have to start at the big beginning, so, um, to create a consistent and, and, uh, long term database, um, uh, data is the, the, the, the raw material that we use to, to do these analytics and, uh, if the, the data or the basis flawed, then, um, the analytic will be no good. So, I mean, I think that the first step any organization has to do is to care for, um, the data and, uh, how it's produced, how it's handled, how it's quality checked. So that would be my advice to start there. 
Speaker 1 (15:41):
And Dennis, what about you, like, what would you share with fellow marketers that are looking to get started with marketing analytics and what are some of the learnings or C that you might have experienced when you were onboarding a tool such as econometrics or marketing solutions in general? 
Speaker 2 (15:59):
So I think the first key point is, is the quality of the data you deliver. Uh, I mean, uh, simply to make sure you have quality data, not only from, from what you spend on your media channels and, and what your agency can provide you with, but also for all the internal metrics, uh, we put into the system, promo calendars, uh, numbers for where we open and close doors, uh, as many metrics as we can, you know, think of, uh, uh, and of course, very accurate, uh, weekly sales numbers as well. Uh, so I think, you know, the quality of the data, uh, and also the delivery system that you can actually deliver it without, you know, uh, it being an enormous task for the organization, but it can be automated. So I think those things, uh, are definitely key, uh, uh, also validating and, and securing the quality of the data you deliver. The analysis would only be as good as the data we, we latest. We added the, some of our brand metrics into the system. Um, we change provider on, on brand tracking. So we, we are only able to do it on, on either brand awareness so far, because we don't have data going, uh, enough back in time. But, but, but that is actually adding a lot of value to the model. Being able to see how different media lay lay downs would actually affect the, to spread metrics as well. 
Speaker 1 (17:16):
And I think, uh, Ralph, what about in the form of perhaps maybe like, you know, uh, when marketers are considering this and the challenges that they're experiencing, do you feel that perhaps maybe a cultural shift or like mindset shift might be one of those and how have you both perhaps, you know, maneuvered or move along to solve for those challenges in your organization? 
Speaker 3 (17:42):
Yeah, indeed. That is one of the biggest challenges. And, um, it still persists to be that, um, I mean, you also have a lot of, I mean, at least we tend to have a lot of organizational changes, so you need to onboard all the stakeholders and create, um, yeah. Excitement about it, create a buy-in of, of major stakeholders without over promising. So we also need to see that, um, you're managing the expectations of what any analytics tool can do. Um, so that's, that's the balance here and, um, um, yeah, you, you will learn the hard way if you don't have the buy-in, um, early then, um, that might, um, you need, you need engagement of other stakeholders as well. So they are, um, take care of that, their metrics that they want to see or in involved. And so, so you should be starting to, um, to get that involvement very early on to be successful. 
Speaker 2 (18:35):
I think we've been running our model since, uh, 17, and I think it's been reintroduced and relaunched in the organization maybe four times since then. So, so we, we have also changes in, in, in the teams and staff and, you know, new people coming who, uh, finance and so on. So we, we are reintroducing it all the time. 
Speaker 1 (18:54):
Uh, what do you think, you know, like for retail, exactly, uh, like the next big BES for like 20, 22 and beyond from your perspective. 
Speaker 2 (19:03):
So if I should go first, uh, I, um, so I think, um, for us is we've been building a OUS attribution model, uh, that we can actually use on a weekly level. Um, so, so this is feeding in data directly from the digital platforms. Uh, it's also feeding in learnings from, from marketing mix modeling. Uh, it's feeding in, you know, daily sales numbers and everything is, is automated. So actually we are able to on a weekly basis to do modeling, uh, of our channels and in our modeling and, and, uh, to inform our marketing decisions, basically based on, on that, we, we cannot only look at the online. We also have offline sales and modeling against offline sales in there. And we can also look at the specific, uh, tactics within channels. So, so with the marketing mix modeling we have in place, we, we look at, you know, channels over all, uh, uh, display or, or search and so on. And we get, we get kind of, uh, an overall number, but actually for the, um, for the new one, we are building, we, we, we get that into tactics so we can actually see what different tactics within a channel actually performs. And, and how is the return and so on. So a much more agile model, um, uh, and, and much more frequently updated. 
Speaker 1 (20:15):
And Rob, what about you? What do you feel are some of the big bits? 
Speaker 3 (20:19):
Hmm. Yeah. Well, I think one of the billion, billion, uh, Euro pound, whatever question will be how the legislation in, regarding tracking, um, and yeah, it will, will continue. And whether the, the tools that we are now building will be, will be able to be continued in the future. And I mean, to what extent, because, uh, yeah, there might, might be a lot of opting out. There might be a lot of restrictions re regarding data handling. So I'm, um, I'm really curious how all this plays out and whether we can rely on the same. Yeah. Um, the same, uh, good, um, um, tools, um, as we have at the moment. 
Speaker 1 (20:58):
And I think that you both raise a really good point, right? Because sure, like privacy and use of cookies have become like a challenge in the industry. And this is a already shifting away because, uh, consumers have a lack of trust in terms of like the fact that they're being tracked all the time and not being told about it. So, and I know that, uh, you're aware of this, that at new star, we launched like fabric about like a year ago and a aim was to use, uh, a replacement for third party case, which includes things like cohorts, uh, use of like Google privacy sandbox for like testing and tracking, um, meth, uh, tracking methodologies. And also like we are using ID based and data clean rooms as some of those approaches as well. So we will try and of course, make sure that, you know, we collaborate and innovate to continue to make sure that independent measurement is one of the key parts of, uh, things that you still have access to in the future. Uh, taking that also the next, uh, question that I have for you both is, uh, and perhaps, maybe, uh, RA can take this one first is, uh, what changes or trends do you foresee in like measurement and analytics in 2022? Or what are your aspirations about what else, like, you know, measurement and analytics might deliver for you? 
Speaker 3 (22:10):
Well, yeah, uh, apart from what I just mentioned, um, and of course we want to continue to, um, to have a good, uh, yeah. View of, uh, all that's going on to, to make the right decisions. Um, it might be leaning somewhat towards, again, towards, um, um, um, trade marketing. So, um, well with, with challenges in the market, we already see some, some of the consumption that we had in 2020, um, cooling off in 2021. So that might continue as well. So we need to also lean into other, um, sources of, of income. So I think trade marketing and of course supported by analytics will be one of the playing fields that we want to, um, yeah. Um, enlarge on. 
Speaker 2 (22:57):
Okay. So for, for our part, we are actually moving in two different directions. So one is that we are trying to get completely independent from tracking, uh, and, and, uh, and not based any of our campaigns or any of our setups on being able to track people. So, so basically doing all the modeling on a weekly basis, uh, being able to, to forecast, uh, how different things, uh, perform. So that's on the one side and the other side is that we then beefed up the, uh, efforts on data capture. So a lot more is happening now on getting permissions and people to sign up. Uh, and then we have a whole team of data scientists and data engineers that can work on, on all that data we have in our base, uh, and, and trying to, um, for instance, build audiences for us to use in marketing or to push different tools, uh, as prevent scores or, or customer lifetime value. 
Speaker 2 (23:45):
We can then add two bidding algorithms and so on to, to increase the efficiency. So we are moving on two fronts, uh, trying to be independent from, from the tracking part and, and cookies. And then on the other side to actually build out our basis of consumers, uh, to a much less like 10, you could shop with us before, without being asked any questions on, on signing up or becoming, uh, members of our club or whatever. Uh, and then just leave the store. And, uh, that's not the case anymore. Now everybody gets a chance to, um, to sign up. 
Speaker 1 (24:16):
And that's absolutely key to building like your own first particle key pools. Right. And getting the consent in terms of like getting all the privacy issue use out of the way with, with the customers. And, uh, I think that's, you know, brings me to, uh, the last question that I have, uh, for both of you is, uh, based on some of the things that you mentioned today and the changes that have come about in the industry, have you made any changes within your tech stack that, you know, might enable some of that and perhaps, uh, Dennis, you can go first and then RAF you can take. 
Speaker 2 (24:51):
Yeah. So I think that the latest things we've done is to, to, um, to get a lot of extra tools that can help us to do, uh, dynamic content based on, on data signals. Uh, so we actually a lot more agile and flexible in our campaigns also meets that a lot of the content and we produce is actually managed by feed feeds and we can, you know, change products. And if we're sold out, we can pull something out of, of the marketing efforts and so on. So, so that whole thing becomes a lot more agile and dynamic. Uh, and, and, uh, and that is probably the latest things we've done on the content side. So we also trying to bring a lot of the learnings and data into, to, into what content show people. 
Speaker 3 (25:29):
So within our organization, we had a lot of legacy systems. So what we did over the last years was to unify, uh, the, the whole tech stack, starting from the, the buying system, digital buying system, um, having a, a marketing platform, then moving everything, uh, in, into a cloud based data warehouse. And now we are working on, um, a marketing platform that is consumer focused. So this is all about the consumer data customer data, the management of the content, uh, giving recommendations and, and, uh, sort of having, uh, a campaigning, um, from, from one source. So that's, that's pretty much what we, or efforts to, to pull together, um, unified and, uh, yeah. Platforms that work across all countries. 
Speaker 1 (26:17):
Thank you so much. And circling back to like the topics we discussed today, right. While we know that changes are inevitable. I agree with you, both that, you know, marketers must adapt to new standards, utilize new rules and technologies that enable like agile decision making, and also to continue to prove the value of marketing while keeping a really well balanced long and short term KPIs to drive like the main business goal. And it's been a really interesting discussion, and I'd really like to thank you both for your valuable time today and your experience that you shared with, uh, us all today. Thank you so much.
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