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What We Will Cover Today 

1.  Digital in Perspective  
      

2.  Redefine Marketing      
 
3.  Consumer Centricity     
 
4.  Brand Relevance      
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From Byte to Bite! We live in a Digilog World.    

Digital Analog 
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Technology is Changing Our Lives 

Today is the slowest rate of change we will experience 

More data generated in last 3 years than all of history 

We receive 74GB Information a day… 5000 messages 
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Brand/Consumer relationship – consumer in control, co-creation 

Shopping – e-commerce, informed, accessible 

Business models – disruption, transformation, extinction 

The Business World is Changing… 

Food sectors is not immune!  
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The Big Picture?  

“The picture’s pretty 
bleak, gentlemen… The 
world’s climates are 
changing, the mammals 
are taking over, and we 
all have a brain about 
the size of a walnut.” 
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The Big Picture! 

OPPORTUNITY!  
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Tip #1… Digital is an Enabler 

Deliver the same things in a new, better way  

THE 
WHAT   

THE 
HOW 

Consumer Insight 
Brands w purpose 
Great products/services 
Value 
Experience 
Emotion 

Efficiency 
Effectiveness 
Impact 
Accessibility 
Convenience 
Insightful 
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Tip #2… Embrace Technology Today 

Don’t miss the boat! 
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Tip #3… Have Clear Objectives 

Clear Objectives   = Journey 
 
Unclear Objectives  = Odyssey 

It’s easy to get lost!  
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Tip #4…Create a Digital Roadmap – Why, What, How? 

Insight Experience Efficiency  

Deliverable 

Phase 1 

Phase 2 

Action better insights with  
data/fact-based approach  

Improve customer 
experience, brand 
relevance, and added 
value 

Get more bang for the 
buck ($) 

• Data ecosystem (DMP) 
• Next generation 

insights tools 

• Programatic Media 
• Content creation 

• ROI focus and tools 
• Process optimizations 

• Social listening 
• Search 
• Purchase history  
• Web and mobile 

analytics 
• Customer journey 

• A/B testing 
• New Social rules 
• Target optimization 
• Online/offline mix 
• CRM  

• Marketing mix 
optimization 

• Data and library share 
tools 

• Agile ways of working 

Improve customer experience and resource efficiency to create higher business value 
Example 
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Tip #5… Build Data and Analytics Capability to Deliver 
Example 
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Learning 

1.   Digital in Perspective  
       

2.   Redefine Marketing   
   

 
3.   Consumer Centricity  

   
 
4.  Brand Relevance 

     

 

Digital is an enabler.  Start the journey (not odyssey).  

Know your ambition. Put the market back in 
marketing. Kill the CMO (title). Break down the silo 
walls.  New skills required. Democratize leadership. 

Create an insights roadmap.  Link insights to action.  
Master the (consumption) moment.  Understand the 
whole human. Get a passport (global).  

Recognize your brand is fighting irrelevance.  
Strengthen brand proposition. Deliver great customer 
experience. Develop IMPACT brand identity.  
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CMO Unapproval Rating!*  

80% 
*Harvard Business Review Study 
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Tip #1a… Define Business Aspiration- Purpose 
Example 

‘‘To bring happiness to the world in every bite.’’ 
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Tip #1b…Define Business Aspiration…Values 

Goal 21  

Example 

GOYA = Get off your @$$ 
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Tip 1c…Define Business Aspiration- Strategic Framework 

MOVERS 

MONEY = Show me the Money 

Example 
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Tip #2… Focus on Business Drivers - Marketing Model 

Sell 

Understand People 

Build Brands Business Model 

Deliver Value  Learn/Adapt 

Growth 
(Ways of Working) 

(Consumer Centricity) 

(Brand Relevance) 
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Kill the CMO (term) –break silos, x-function 

Put Market in Marketing – CEO align, external focus, build demand  

Democratize Leadership -  unlock knowledge and ideas 

Tip #3… Re-define Ways of Working  

Build Capabilities -  Develop x AND y skills 
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Learning 

1.   Digital in Perspective  
       

2.   Redefine Marketing   
   

 
3.   Consumer Centricity  

   
 
4.  Brand Relevance 

     

 

Digital is an enabler.  Start the journey (not odyssey).  

Know your ambition. Put the market back in 
marketing. Kill the CMO (title). Break down the silo 
walls.  New skills required. Democratize leadership. 

Create an insights roadmap.  Link insights to action.  
Master the (consumption) moment.  Understand the 
whole human. Get a passport (global).  

Recognize your brand is fighting irrelevance.  
Strengthen brand proposition. Deliver great customer 
experience. Develop IMPACT brand identity.  
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Consumer Centricity 
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Consumer Insights Framework 

People 

Brands Product  
Innovation 

Performance 

World Shoppers 

Example 
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Snacking Trends 

Mega-trends 

Consumer Insights Framework 

Brand Tracking 

Ad Testing 

Idea  
Factory 

Product  
Test Volumetric 

Retail Audit /
Panel 

In-store  
Presence 

Promotion  
Effeciveness  

Performance 

Millenial Gen 

Community 

Culture  

Marketplace Analysis 

Competitive Review 

Macro/Econ/Pol/Soc  

Decision Tree 

Trip Missions 

Profile Segments 

Path to Purchase 

Concept 
Test 

Screen  -  Develop  - Qualify – Project – Prioritize - Learn 

Conjoint 

DQA 

Appeal/Potential 

BAV 

Customer Journey 

ROI MMM 

Price 
Elasticity 

Data 
Ecosystem 

6W’s 
Consumption 

Moments 

People 

Brands Product  
Innovation 

World Shoppers 

Example 
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Question 1 – Growth Map… 

How can we understand 
consumers’ snackfood 

behaviors, in order to generate a 
growth map with optimal 

product line-up? 

Example 
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6W’s analyze key drivers of consumption behavior 

WHERE 

WHEN 

WHAT 
 

WHY 
 

WHO  
 

WHY 
NOT 

Broad demographics plus attitudes 
to life, health, snackfood and 

shopping 

In-home, out-of-home, 
activity, who with, what with 

Functional and emotional needs, 
mood, product features 

Day, time, meal time 

Category, segment 
and brand plus format 

What would be the perfect snack 
on the occasion 

Example 
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The 6W framework is more robust and predictive 

Typologies Needstates 
Consumption Moment & 

Target Typology 

52% 

23% 

77% 
61% 

Key Driver analysis: % likelihood of predicting macro category choice 

Consumption  
Moments 

	
   

+ + 
(52%) Attitudes + 

demographics 

Understanding all the W’s allows us 
to target our moments better 

Demographics  
only 
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Key Findings of 6W study  
1.  We are not just a xyz company! We compete against many other products and categories.  
 
2.   Consumption drivers are a mix of global and local dynamics: Needstates are mostly global; Consumption moments    
are a mix of global and local (glocal); Typologies are mostly local  

3.  There are six basic snackfood needstates across markets –  
•  Vary by time of day – more functional early in day vs. more emotional later in day  
•  Sweet delivers more against emotional needs, while Savory delivers against functional needs 
•  Health is growing and prominent, but what defines health is different across markets 
•  Sustain (energy) is also a growing needstate and different product forms are used to address need 
•  There are similarities between US and UK and learning can be shared across markets 
•  KSA has an additional needstate of “boredom breaker” due to culture of afternoon downtime 

4.  There are 14 global Consumptions Moments.  Portfolio does well against x daypart, but not y daypart.  Similarly, 
opportunities against x, y, z consumption moments.  

 

Example 
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There are six fundamental needs that drive snack food 
consumption across core markets 

description description description description description description 
 description description 

Sweet Sustain Healthy Sustain 

WIND 
DOWN 

3 2 4 6 
REWARD 

1 
5 

Emotional Functional 

Example 
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Prioritized development initiatives n Hunger Fill 
n Nibble 
n Sustain 
n Eating for Health 
n Mood Shift 
n Social Connect 

2 

3 

1 6 7 4 

5 

Most attractive & 
attainable Attractive, but need to build capabilities 

Daytime / Grazing 
Rewarding or relaxing 

moment in the daytime, 
sometimes while relieving 

boredom 

Evening / Connect & 
Reward 

A moment later at night to 
reward myself or to help me 

wind down 

Health 
A healthy or natural snack 
that is better for you during 

the day 

Morning / Sustain 
Energy that will jump start 
the day and get your going 

G
LO

B
A

L 

Priority #1: US & KSA 
 

Global priorities: 
# 1: MDT (exc US) 
#2: OEU (and MEU by extension); HO 
#3: ODD 
 

Example 
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Sweet & Savory Product Portfolio*  
 
1 7 2 3 4 6 5 

EXAMPLE 

PRODUCT PORTFOLIO PLOTTED 
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Question 2 – Brand Portfolio… 

What is the ideal brand portfolio 
across markets and segments 

that will enable growth? 

Example 
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We Need to Segment Our Brands 

1. Global Brand 
 
 
 

Expand an iconic brand with full 
consistency into a global power 
brand 

2. Multi-Country (Harmonized) 
 
 

Expand a product with same 
positioning  
and “look & feel” 

3. Product/Platform Led 
 
 

ssss 

Expand the product only – all 
other elements can differ 

Example 
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We Mapped Yildiz Holding and Defined Criteria for Brand Segmentation 

Yildiz Holding Map – Geography, Brands 

One Global brand, mostly local and multi-country 

Several anchor markets, significant white space 

Segmentation Criteria 

Set criteria for products with multi-country potential 

Defined brand segments: What is a Global Brand? 

Example 
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Brands/Products with Potential for Expansion and Gaps 
3-5 POTENTIAL 

GLOBAL BRANDS 
17 PRODUCT/PLATFORMS 

W/ EXPANSION POTENTIAL  
GAPS IN OUR 
PORTFOLIO 

Segment 
 
 
 
 
 

Segment 
 
 
 
 
 

Segment 
 
 
 
 
 

Segment 
 
 
 
 
 

Example 

bBrand Options bProduct Options 
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         INSIGHT                               STRATEGY ACTIVATION 

12 

Tip #1… Link Insight to Actions 
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Tip #2… Enable faster and simpler insights tools 
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Leveraging a 
connected data 
ecosystem to see the 
‘Whole Human’, the 
individual behind 
each and every 
respondent 

14 

Tip #3… Whole Human 
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Tip #4 – Use Social to get deeper understanding 

38 

User-Generated Content  Micro-Moments Outcomes 

Digital Activati
on             and 
Personalization 

Innovation op
portunities 

SHARE 
BLOG 

POST 

NEW
S 

FRIEND 

PHOTO 

TWEET 

LIKE 

6W’s + 
Unmet needs 

Natural language 
Influencer 
network 

Channel +  
time of day 

Content  
(text and visual) 
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MODEL SERVE UPLIFT KPI 

Tip #5 – Leverage Insights Data for Execution 

39 

Model an up-scaled ‘LOOK-
A-LIKE’ AUDIENCE to target 
with uplift in incidence with 
sufficient reach 

Serve a DIGITAL CAMPAIGN 
to the look-a-like audience 
and control  

Survey both audiences with 
AdIndex to look for a 
measurable UPLIFT in brand 
and creative response 
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Learning 

1.   Digital in Perspective  
       

2.   Redefine Marketing   
   

 
3.   Consumer Centricity  

   
 
4.  Brand Relevance 

     

 

Digital is an enabler.  Start the journey (not odyssey).  

Know your ambition. Put the market back in 
marketing. Kill the CMO (title). Break down the silo 
walls.  New skills required. Democratize leadership. 

Create an insights roadmap and ecosystem.  Link 
insights to action.  Master the (consumption) moment.  
Understand the whole human. Get a passport (global).  

Recognize your brand is fighting irrelevance.  
Strengthen brand proposition. Deliver great customer 
experience. Develop IMPACT brand identity.  
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The Wisdom of Ignorance 

“The only true wisdom is 
knowing your ignorance” 
 
- Socrates 
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The Paradox of Brand Relevance 

Brands are mostly irrelevant… 

Consumers don’t need us… 

The brain is wired to filter out irrelevance… 
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Brand Relevance Defined 

A brand that understands consumers, delivers meaningful benefits, and 
adds value to people’s lives.  

A brand that provides positive customer experiences through right 
message x right time x right place x rights consumer  

A brand that is distinct where it matters, has emotional connections, and 
a memorable image  
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Brand Relevance 
Framework 

Consumer 
Centricity 

World  
Context 

Customer 
Experience 

Brand  
Proposition 

Brand  
Relevance 
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Godiva Brand Positioning  
Example 

The Ultimate Chocolate 
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Base: BAV USA 2013 General Pop.  

Godiva Brand Associations  
Example 
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Godiva Brand Relevance?   
Example 

Harvard Business Case, 2016 
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The “R Curve” for Maintaining Relevance  

Refresh  Rejuvenate Re-invent 

Minor updates to 
contemporize 

Medium change to 
stimulate brand 

Significant action to 
re-frame or change 

brand 
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Learning 

1.   Digital in Perspective  
       

2.   Redefine Marketing   
   

 
3.   Consumer Centricity  

   
 
4.  Brand Relevance 

     

 

Digital is an enabler.  Start the journey (not odyssey).  

Know your ambition. Put the market back in 
marketing. Kill the CMO (title). Break down the silo 
walls.  New skills required. Democratize leadership. 

Create an insights roadmap.  Link insights to action.  
Master the (consumption) moment.  Understand the 
whole human. Get a passport (global).  

Recognize your brand is fighting irrelevance.  
Strengthen brand proposition. Deliver great customer 
experience. Develop IMPACT brand identity.  


