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Nothing New

Under The
Sun






BUY NOW

Online

Retail

Traffic
Conversion to sale

Average order
value

Repeat

Lifetime wvalue
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“There 1s only one
profit centre 1n
busilness.

| b
€t 1s your customer




3 Types of Buyer

mh

SOONS

/




* et more customers

* Get them to buy
more

* Keep them longer









How Much 1Is
YOUr

customer
Worth?



What Do You Consider To Be Important Ad Spending Optimization Metrics?

Customer Lifetime Value

27%

Impressions / Web Traffic 19%

Brand Recognition & Lift 18%

Closed-Won Business 15%

Last-Click Attribution

13%

Multi-touch Attribution 8%

Salesforce Digital Marketing 2020 Report



Pay To Play



New Google Parent Company Drops
‘Don’t Be Evil’ Motto

= 1+ oo Jin

The motto has had a
tumultuous history within
the company

{ Alphabet, which took over as e
| Google’s new holding y (

| company on Friday, has
Idropped the tech giant’s
1“Don’t Be Evil” mantra from

)
O

bits code of conduct.

“Employees of Alphabet and

its subsidiaries and controlled

affiliates should do the right

thing—follow the law, act honorably, and treat each other
with respect,” the new code reads, noticeably dropping the
famous motto.






Facebook Annualized Revenue per Daily User

$16

Kleiner Perkins Internet Trends 2018



2. What
Should We

Care
About?



I

“In god we ftrust,
all others must
bring data”

- W. Edwards Deming




Big Data
Big
Bullshit
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Train staff on use of POS

capture

First name:
Chenay (pronounced She-nay)

CASE: 4% of 16,000 entries had
corruptions
= 640 LOST customers



From: 1 x

Subject: (CUSTOMERS SECOND VEHICLE) 1i there, All-New Corolla Hatch takes safety to a new level
Date: 2 N U T e T DT AR S T —

To: s f—arr At

Reply-To: customerexperience@toyota.com.au

' -

From: Nomesir e et e

Subject: (CUSTOMERS SECOND VEHICLE) 1i there, All-!
Date: 24 TN 20 TE 7 S B T T RS T

To: e ' AT

Reply-To: customerexperience@toyota.com.au

It looks smart. Because it is.
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58% of marketers think
“TLikes” “Clicks” %“Click-
through rate” “Followers”
and “re-tweets” are their

top aims.

Source: Fournaise 2015



Resisting the Siren Call of Popular Digital Media Measures:
Facebook Research Shows No Link between Trendy Online
Measures and Ad Effectiveness

Source: Journal of Advertising Research, Vol. 56, No. 2, June 2016 rtismn

Downloaded from warc.com

This article describes how marketers need to ignore simply using eye-catching metrics and focus on reorganising their
organisation around an impact-led analysis of the data available. The biggest change in the marketing landscape in the last
generation has been the dramatic increase in the amount of data and information available to marketers. Sometimes the
measurement of this immense amount of data comes at the expense of what is actually important, however, and marketers
must work harder than ever to determine which metrics are truly useful. Facebook research uses data to establish
generalizable marketing best practices and prove the value of digital advertising &ndash; itis also trying to help weed out
unhelpful metrics. Marketers must focus on elevating the role of analytics, connecting dots in the da

forward with the market; most importantly, marketers need to make sure the right questions are bei

useful answers. 3 —=
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Brad Smallwood leads Facebook's Marketing Science team, which captures insights on peoplese | 2 =
across generations, geographies, devices, and time. The team also measures the value of digital 5 28
methods and partnerships that, Facebook believes, provide value for marketers. In this article, Sm
Facebook's early struggles with assessing the value of popular metrics—such as building a brand _50
topic data—that Facebook's own research eventually found to have no impact on brands’ performe o 1 2 3 4 " A 7

is diminishing the stature of “shiny"metrics, such as users'‘Likes," “Shares,” and message posts, )
in the spread of “some that still litter your dashboards.” The details of this cautionary tale offer imp

who, Smallvood says, will succeed only if they empower their organizations to become more data- | =04 et s '
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of analytics in the decision-making prrx:ess;1

Click-Through Rate (%)

Figure 2 Absence of Correlation between Purchase Intent
And Click-Through Rates
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generation has been the dramatic increase in the amount of data and information available to marketers. Sometimes the
measurement of this immense amount of data comes at the expense of what is actually important, however, and marketers
must work harder than ever to determine which metrics are truly useful. Facebook research uses data to establish
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mpleted in 247 sessions | 25.86% funnel conversion rate

(entrance)
!

Iproducts(

leollections/sale-shop-all?page=2
leollections/tops ?page=3

(entrance)
Icheckout/processing
Icheckout/payment

!

T Y

Cart
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/
18 Jpagesft:
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Omnichannel
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Tails



Enter your email address to continue
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o ‘ 1.866.800.0004 Sales Chat Login SEE PRODUCT VIDEO
Infusions
Small i n Sales & Market

About Us Product Stories Learn Partners Support

The easiest way to grow sales and save time.

Sales and marketing software built for small business.

“Infusionsoft is now the backbone of our

It's time to thrive . ‘

operations.”

See Product Video




’ ‘ (1 1.866.800.0004 Sales Chat Login
Infusionsc

About Us Product Stories Learn Partners Support

The easiest way to grow sales and save time.

Sales and marketing software built for small business.

It's time to thrive

“Infusionsoft is now the backbone of our

operations.”

Watch Demo
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s SUZUKI Version francaise

Home Modellen Verdelers Financiering & verzekering Fleet Contact

Kies uw Suzuki

ALE 21T by sl

Prijs
€5000 tot  €35000

Koetswerktype

™ 3 deurs

O 5 deurs D\ ONTDEK DE
® Ale ‘ NIEUWE SWIFT
: KLIK HIER!

Aandrijving
) Tweewielaandrijving De Swift heeft een nieuwe look. Kom hem nu testen |
() 4x4
@ Alle

Modellen
Versnellingsbak

]Alle v\

Gl e . N W "I‘A
Brandstof =] A O== L= 0§ B~ b=

IAIIe v} Alto 5 deurs Splash 5 deurs Swift 3 deurs Swift 5 deurs Swift 5 deurs 4x4




Home

Kies uw Suzuki

Prijs

€ 5000 tot € 3F

Koetswerktype
J deurs
5 deurs

e Alle

Aandrijving

Tweewielaandrijving
4 x4

o Alle

Versnellingsbak

Alle

Brandstof

Alle

$ suzuxi

Modellen

Verdelers

ONTDEK 00K

DE 5-DEURS VERSIE!

EEN TESTRIT!

BOEK NU

Financiering & verzekering

Fleet

RESERVEER ONLINE !

Contact

V-

// “ ’

WS

Version francaise

(
,4
8

ONTDEKT HIER!




Microsoft

Mei 2014

Nu de Surface Pro met 128GB
bundel vanaf € 579 -*

Koop nu een Surface Pro 128GB bundel vanaf €579,00”
Deze Surface Pro’s worden nu geleverd met type cover en Extended Hardware

Service (3 jaar garantie en geavanceerde omruilregeling).

Bekijk aanbieding

*Genoemde prijzen zijn exclusief BTW.




Mei 2014

Koop nu een Surface Pro 128GB bundel vanaf €579,00*
)eze Surface Pro’s worden nu geleverd met type cover en Extended Hardware
Service (3 jaar garantie en geavanceerde omruilregeling)

prijzen zijn exclusief BTV
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Votre sejour

308 € 4o
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Studio Confort 4/5 personnes
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Spar 30% nar du '\ \
praver DHL Express!

Fyll ut skiema for a fa din rabattkode og spar 30% 3 O A
pa dine online forsendeiser til 1. februar 2011 3
]

KREV DIN RABATTKODE




Spar 30% nar du ‘v‘
prever DHL Express!

Fyll ut skjema for a fa din rabattkode og spar 30% 3 0 A

pa dine online forsendelser til 1. februar 2011

KREV DIN RABATTKODE
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SHOES

SHOP SHOP

WOMENS MENS
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Shop by

SHOES

= k{r; - 4
SHOP SHOP SHOP SHOP
WOMENS MENS GIRLS BOYS

SHOP SHOP SHOP
WOMENS B \II \.S KIDS

4 £ MeaSure & Fit




= BlazeMeter-

THE JMETER CLOUD

~ MR
63,095 859 Virual Users Simulates

Guided Tour | Features | Pricing | Partners | JMeter Cloud Blog | Help | About

JMETER CLOUD=

3

WHAT IS BLAZEMETER?

BlazeMeter is a 100% Apache JMeter™
compatible, self-service, load & performance
testing cloud. Instantly generate massive

BLAZECLUSTER™ T

ECHNOLOGY |-

stress tests with comprehensive reporting &
analysis tools. Try it now - it's free to start. SELF-SERVICE

Our BlazeCluster™ technology generates
realistic simulations of an unlimited number
of users from multi-geo locations on demand.
30K, 50K, 80K or more concurrent users? No

- it's free too.

Problem! Take a Tour

DO IT YOURSELF!

108

Upload your JMeter Script @ | or Enter URL: http://www.yoururlhere.com

WHYUS | 2

o

WHO'S BLAZING IT

1| ©

JMeter as a ServiCe  interaivereal-time reporting
on-Demand  Individual testing environments  payasyouto
Multi-geo options Reduce time-to-test $8/mm

itv losico @TOYOTA Citi ..

-
-

—

GET 10 FREE TESTS!

ASFEATURED IN | vatornews | NETWORKWORLD | @ | Busnesseoce | The A Register




i'- BlazeMeter : PRICING FEATURES TOUR HELP & COMMUNITY SIGNUP  LOGIN

THE LOAD TESTING CLOUD

The Load Testing
Platform for Developers

Instant load testing platform that lets developers focus on
developing. Start testing right away.

Simulate any user scenario for webapps, websites, mobile
apps or web services. 100% Apache JMeter™ compatible.

Scalable from 1,000 to 100,000 concurrent users.

Sign Up for a Free Account (l)

Run a test right now

Wi use Blasetteter?

100% JMeter Scalable and Start Testing in 2 Intuitive Pay only for
Compatible Realistic Minutes Reporting what you need

Read more Read more Read more Read more Read more

BlazeMeter Is Trusted By

NN Massachusetts - o
IlIHI Institute of herOkU ‘w
Toarhnalarw -
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LAYER
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PIECES IN THIS LOOK GET A TRULY FREE PEOPLE LOOK



‘ R / b | | Bldg 253 ‘ f 3 3 Zearch:
, | oG my stuff shopping basket: o T
"/f:W &0 F \ 3 BLOC “ Litsns eheskout Enter Keywords or Style #
/
3 What's New Clothes Accessories Shaoes Intimately FP VINTAGE LOVES Swim YSale® o}
YOU CAN WEAR A PERFECT SHEER
SLIP AS A STATEMENT ON ITS
OWN, PILE ONrLAYEj\’S FOR THE
\A
4
() (+) !
N

PIECES

N THIS LOOK

MAXIMUM FASHION EFFECT, OR GO
FOGR SOMETHING IN THE MIDDLE
SEE QUR HOW-TO-LAYER SHQP TO
GET AFTRULY: FREE PEQRLE LOOK






T'hings
T'o Test



Fmail



Tech MM Chart of the Day

Preferred Method For Receiving Personalized Offers/Coupons

In-store offers, 13%

- Text messages , 4%
Location-based
promotions, 3%

. Social media, 3%

Offers via retailer's
app, 3%

I Other, 1%

Source: Accenture; US consumers responding to September 2014 survey

BUSINESS INSIDER

Print mail, 29%

E-mail, 44%

Bl INTELLIGENCE
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Brookvale Bike Factory OWNER OPERATED

*EST. 1993 %

SHOWROOM: 02 9907 3500

Bike Accessories Home » City Bikes > Trek Dual Sport 3

City Bikes

rek Dual Sport 3

Gift Vouchers
$999.00

Kid's Bikes = Size Color

Ladies Retro Bikes S ~ Quicksilver v

1 l‘ -
\ ‘\,
\ \\
Mountain Bikes / \
o \ P o ADD TO CART
/N
)

NN NS

e

DT Road Bikes
SPECS / VOUCHER
Servicing EMAIL
Accessories 8585585
Events LIFETIME

.. Your Next Bikes VALUE
Initial Sale
IN STORE * Data at POS * Family Bikes * $$$5$5$
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Facebook ee S 8:58 pm

{ Home (9) Heineken Australia :

61% W

Hi Matthew

Watch this video and let me know when you

are ready to start.
I'm Ready

Before we continue | need to see some ID.
How old are you?

Ah, the sophisticated type.

I've got 5 VIP experiences to Heineken
Saturday on 24th March up for grabs,
including flights, accommodation & VIP
tickets and much more for you and 3 friends.

Just accept the T&Cs and we'll get started.
https://www.heineken.com/au/heinekensaturd

ay.

Heineken Saturday is one of the hottest
tickets at the Formula 1® 2018 Rolex
Australian Grand Prix in Melbourne.



A Black Eyed Peas DJ set feat. Taboo &
Apl.de.ap of the Black Eyed Peas will get the
crowd going with an epic performance.

There’'ll be great vibes
Delicious food £
And, of course, ice cold Heineken

Which state do you live in?

NSW. You're a stone’s throw away.

Now | need to make sure you know what
Heineken Saturday is all about.

Who is headlining with a DJ set this year?

Pete Tong




You know your 90s classics. Not the right
answer, though.

g Who is headlining with a DJ set this year?

Taboo & Apl.de.ap




That's correct and I've got a feeling you're
going to have a good, good night!

OK, down to business. In order to win 1 of the
5 VIP experiences to Heineken Saturday,
you'll need to talk your way in.

Tell me why you deserve to win a VIP
Heineken Saturday Experience

Nice. Bet you'll love Heineken Saturday too.

Thanks. | can’t let you in just yet but you're
on the list and I'll see if | can put in a good
word with the boss. If you’re one of the lucky
winners we'll let you know by phone on Friday
16 March 2018.

What's your phone number? Don’t worry -
we'll only call if you're successful.
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OR
Email me!
matt@turning-leaf.com.au



Matt Braithwaite-Young
Principal, Turning Leaf

matt@turning-leaf.com.au

0410 598 538
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