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Relaunched MMA - May 2014
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& Purpose: To accelerate the

¥ transformation and innovation of
\\ﬁfmarketing through mobile, driving

R business growth with closer and

- stronger consumer engagement.

BECOME A MEMBER IICASE STUDY HUB IIWATCH, READ, CONNECT ISMOX RESEARCH

Your partner for success! Download our i i Access MMA Newsletters, Groups
Top 10 Member Benefits today. ivi

Real world data on mobile’s impact on
the Marketing Mix.
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What do you expect from a channel that has this kind of influence?
HFAIBEEMN— N e "B BIFIREBETA ?
— S
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SELF-
ACTUALIZATION
Pursue Inner Talent
Creativity Fulfillment

SELF-ESTEEM
Achievement Mastery

The New

’ ar
Ma S 1 OW S Recognition Respect
. . BELONC_"JIING - LOVE
H lerarc hy Friends Family Spouse Lover

SAFETY
Security Stability Freedom from Fear

of Human Needs

PHYSIOLOGICAL
Food Water Shelter Warmth

SIS
AEFRIIE




competitive aﬁanhge

“If you don’t llave.a

"

don’t‘compete.

wgeadary (EO










SM X Update:

Does Mobile Improve Campaign Performance and Drive Sales?
New Insights from North America & China!

SM X &5 :

e AeiEIR E'_'E e asIASERFIEINHE ?

FBIENFE ﬁiiﬁﬂﬁﬂ—wﬁﬂm

Greg Stuart, Global CEO, MMA
Greg Stuart , £EkLEHEHIKA  BEHRITE
Tom Daly, Global Group Director, The Coca-Cola Co.
Tom Daly , B[O R , £EBaiEE I

S M x CHINA R EL&LEHEKE
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Jack Welch Once Said---
Jack Welch@& i i eeee--
There are only two sources of competitive advantage:
B ERERFESZE I :
the ability to learn more about our customers faster than the competition and;
HENTEIXS FRE IR THEE
the ability to turn that learning into action faster than the competition.

LEFATRIXT F 2 (RAT1F X EETEREFE L A 1T 5]

CHINA FERLEHEKE
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Which 1s why we built---.

AIFAIFFT ......

SMoX.me = Smart Mobile Cross Marketing Effectiveness Studies

CHINA HE L& EHERE
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What we know now as fact is--e

FAFTANERYEESEE. ...

Maobile advertising is highly effective.
BIEHERBN.

We now have proof.

ﬂE%E%Eﬁ]iiifﬁE:"o

And Brands are missing the opportunity.

R, T & EHE R R
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SMOX 1s Revolutionary

SMOXEEEGIEIEN

« REAL in-market testing

$2 million 2005%g, | FITANA \/
- Zg c%mpanles_Z/Q%{/_\E\l, . DraEA
_Trade Groups ="1"&7zH], . pery -
7 major marketers tkié%iﬁ mz%sﬁrﬁ,msog '1|§A!

- MERMERBO.1%H9F5aNim &5

Global Viewpoints:
SIKET

6 studies so far

Heusem MRS
10 more comin

BTN EEEH

CHINA FERLEHEKE
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The campaigns we researched in North America cover the entire purchase funnel

BAEA LSS X AR B =2 WLk

Awareness —

T BRE Gy
B = atat
Image

nnHEﬁ/%

Purchase Intent

qut Traffic
(| AR

Sales

tHE

CHINA tE L& EHEKE
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Summary: Mobile in mix proven to improve overall campaign & business

performance
B4 . B RE e as) PRI AR E B emH S
30% Bt
259 " Mobile Optimized
Purchase Intent
9 HSEE o Awareness
20% W32 il
15% T
15% Brand Image Sales %
7, N 0
mhE SR

10%

% mlm

0% - . Walmart >,
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Goal Allocation to Mobile of total Mix increases if Mobile is done well

ZaNimHYRINS NI AR S tHRER

20% —
it 16%

15% ™ Mobile Optimized

9%

10% 8%

5% -

0% -
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4 ways to make mobile work harder

2= tHAY TN AR

00006

Format =t Location & Time of Day BJ[& Creative gI&

CHINA tE L& EHEKE
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Optimizing within mobile, to increase ROI

B EIHIREROL

Optimization area {i{tAS ROI Upside ROI 1Zig
1. Optimize by Format 20%—-40%
i Szl

2. Leverage Location targeting 20%+
BRI EER

3. Leverage Context targeting 20%+
(EENNESAEE

4. Build on Creative 40%-60%
i StIE

Total 100%—-160%




FORUM SHANGHAI

AUGUST 14, 2015 * SHANGHAI

co-organized by MVDhouzé

ST PRACTICES for Mobile,

. . C i
it can be really powerful driver .peff';’fni;%'le
RIEREY , SEiEE SN increases +50%
0 +29% m EXEREm
30% . ™ Mobile Optimized \  50%-90%
@ Optimized with Best
20% +17% Practices
15%
10%
5% -
0% -
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Apply learnings: Getting to Appropriate Optimized Level is All is Takes
SEPRAAE - B SHIPUA R BIN FEKITAE

m Mobile Optimized
20% -
.Optimized with Best
Practices -15% -15% Mobile
15% - - optimized in
12% mix moves to
11% 15% to 20%
10% - Bt EEE
T A TP
15%-20% /
5% -
O(y — -...',.- 47 "
i Walmart -~ e i
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If you want marketing teams exposed to SMoX, let us know.

YIS HBIAE THESMOX | 1B 5HAJEER

greg@mmaglobal.com



The Coca-Cola Company: yom Bl

) . Global Group Director,
Chinese New Year Campalgn The Coca-Cola Company
A A N e Tom Daly
AIOA AR Tom Daly

RhFhEHIAEE]

SM X

SRR DS

MMA

CHINA FERLEHKE



Chinese New Year campaign details CcaGis.
ST 2T

Awareness MEASUREMENT
FRhEENReE PARAMETERS
N ErmE
TARGET:
Armage B
Purchase A
Intent T
Vs ol B
i I 1763 A
PN DLECTIC
Sales
HE

*OO0H includes Cinema. Mobile
includes Video and Display — no Social
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Mobile offered nearly double the ROI over TV &
was twice as efficient in driving sales vs. the campaign

FBENSCIN Y TVRR{EAIROLI

199

Estimated ROI Index by Medium Sales $H&5

January-February

S83 115 of sales
T & 8% ) ue
c (=]
£8o5
(7)) o=
oM
o X
3T 8
<cV

of budget
E

TV Overall:- OOH (incl Cinema)-- Digital Video-: Mobile:-

Overall index = 100
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Optimizing media to increase sales against A16 — 50 would shift 8%-15% into
mobile channels

PRI I REE S tH EFH AREalim 8 %- 1 5 %HIE UL

Mobile at 8% Mobile at 15%

Constraints were applied in terms No constraints in the

of deviation from historical spend optimization process

8% 15% (0) MOBILE
(<) DIGITAL

k © A
OOH
ZEBSEME S E AZAHETAE S bR

PREIAIEN HIRAAISRE
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Reallocation to mobile could generate double digit increase in PROFIT
generated from campaign

JEEE RS um TR RS e S A E o LA s

Profit Increase ¥l

Mobile at 8% Mobile at 15%

Constraints were applied in terms ~ ZRIFSEFESE  No constraints in the R HIFRES BIfR
of deviation from historical spend  FREIAIESL optimization process  HIRILITTE




FORUM SHANGHAI

AUGUST 14, 2015 * SHANGHAI
co-organized by MVDhouzé

A Deep Dive [ ZENBEN

Into Mobile Channels
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Display drove Purchase Intent lift and was highly Efficient
FH SERES 7T WXER

TaT%

® I -
LI rr
PR EEEE PR —
Mobile Display: artire | FrEEE PrER p.

— » (A LS
. (. doddiadia dadados
FiESR - peerrrerre B
ar aladal T Jadal e ~[ e
s FrrFrFrrre
V) PrrrFFrreerer

E ¥ s 7

0 T

Performance Lift: Purchase Intent
Ceatili Y SM=y =Tl
V/7{7/ 4

CHINA FERLEHEKE
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Video drove Purchase Intent slightly more

FHT

Mobile Video:
FHARSH

imi

TR E R E 2

“The Chinese New Year flavor
is just one Coke away.”

Ceetil
V7/(10// %

Performance Lift: Purchase Intent @
Y SH=y =) ]

CHINA tE L& EHEKE
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Mobile Video had significantly stronger potential to drive impact across
different frequencies

[FISTUR AR oIS T 18 E SN D RYE I A E

Frequency Analysis: Purchase Intent iR : MSLE[R

MOBILE VIDEO

@ MOBILE DISPLAY

% Influenced

(M'ﬁ%{ Frequency of
Exposure
V/7{7/ 4
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Mobile Video performed significantly better compared to TV and video

BaRHIER 2R R L T TVHIPC

Frequency Analysis: Purchase Intent SlUR3 %7 : WXEH

¥

() MOBILE VIDEO

(C3) OVERALL TV

% Influenced

(M) DIGITAL VIDEO

>

Ceatil
V/7{7/ 4

Frequency of Exposure
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Social engagement increased effectiveness for both KPIs
(purchase intent and image)
AR BN IR Em A EZAIKPI
( WSEERFMGRhEZSR )

Mobile Social
*gﬁ]*igé “Download Coke emoticons
and share with a friend”

Performance Lift: Purchase Intent @

== =
/@5@% A 5@

CeeGiti. Performance Lift: Brand | Love MM A
ZZ.ZJZ%/ sl EE S CHINA E X445 8
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Executive Summary H17/545 @\”73?

. Mobile advertising has emerged as a strong lower funnel driver. It
was nearly 2x as efficient compared to other media in driving
Purchase Intent & substantial conversion to actual sales

. Bl SEEMA T IREEHARIVERX]. NMESWLER

MAEIRERREHIPMEE | BalnRYRE S T EAE IR 2(E,

CHINA HEX&EHEE
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Optimizing media to increase sales against Adults 16 — 50 would
shift money out of the less effective OOH and Digital Video and
place into profit driving Mobile channels.

. BT BIRZAR (1625-50% ) BT SIRHURIR |, Begs1ERARY
[ STEMEIRERAIP MRS i’él‘ﬁ%ﬂuﬁuﬁﬁ’ﬁgﬂhﬁao

CHINA HEX&EHEE
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Executive Summary H{TR45

Mobile should be between 8% to 15% of the mix. This optimization
would improve results and profitability by up to 16%

ZaMimHYIR A G ENAERIEFIERI8 %RIL5% 28], IXHFRITILEE
U1 SEPRHEFIFERRS 16 %,

CHINA HEX&EHEE
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Thank You 5
If you want marketing teams exposed to SMoX, let us know.

NREHHIAEIAE T #ESMoX |, 1553 JERE

rohit.dadwal@mmaglobal.com



IIFORUM SHANGHAI

AUGUST 14, 2015 * SHANGHAI
co-organized by MVYDhouzé

= L e vl
Activating the » GREG STUART f=tDM DALY
" 3 = CEO & Group Director,
insights: = Mobile ! Global
- Marketing i Connections
The Coca-Cola

- Association

L T

S
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