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You are not able to be seen or heard by the panelists or other participants

Please be respectful of the speakers and of each other when using the
communication features

Please use the Q&A function to ask any questions and we will do our best to
answer as many as we can

Please use the Polling function when directed to by the Speakers
Please use captions if you need to

This session will be recorded and uploaded to the login site following the session
- so don’t worry if you miss anything!
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Data volume in zettabytes

181,000,000,
180 000,000,000

HOW MUGH?

(Maybe no one really knows)
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"THAT'S THE END OF MY PRESENTATION. ANY QUESTIONS?"
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BRING US TOGETHER
b

Exchanging stories
connects storyteller and |,
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STORIES ARE TEN TIMES MORE MEMORABLE

Fact as stafistic Fact as story

Made to stick, Stanford
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USING DATA TO MAKE YOUR
BUSINESS BETTER IS NOT
SOMEONE ELSE’S JOB,
IT’S YOURS!




1.
TO INTERROGATE,
UNDERSTAND AND EXTRACT
MEANING FROM DATA.

2.
TO USE THESE FINDINGS
AND INSIGHTS TO INSPIRE
AGTION.
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HOW?






PICK

THE RIGHT
DAIA






Selecting the ‘right’ data for your problem

Collecting and preparing the ‘right’ data

Putting together something relatively crude

Siffing and sorting until you have something powerful




« - C H https://www.google.co.uk

Gggg|e sustainabi 4

sustainability
sustainability definition
sustainability centre
sustainability jobs

Press Enter to search.




Recycling
Eco-Friendly
Ethical
Corporate Social Responsibility

CSR

Climate change

Sustainability

Upcycle
Freecycle
Green communities
Global warming
Sustainable living

Environment



“Environment” e Q Q 2005 2007 2009
1%,866‘91{21 00 Global Warming
+20%

2011 2013 2015
44,350 - 44,410
+0%

Green Communities
96,670 - 103,970
+8%

Sustainable Living
590

Climate Change QMMM”\/‘

2006 2007 2009 2011 2013 2015

Upcycle / Upcycling  Upcycle Furniture
9,000 - 7,800 8,460- 7,730
-13% -9%

L O 6 Recycling

k 27,100
Sustainability
18,100 i
Eco Friendly
2,400

2005 2007 2009 2011 2013 2015

Freecycling
465,930 - 364,640 2005 2007 2009 2011 2013 2015
- 29%
$5 [e]e) 00O
Ethical Corporate Social Responsibilty CSR
5,400 - 6,600 8,100 - 9,900 8,100 - 9,900 e a2 CUNE SR
+22% +29%

+22%

2005 2007 2009 2011 2013 2015



FOR EVERY “SUSTAINABILITY’ SEARCH,
THERE ARE 26 SEARGHES FOR ‘REGYCLING’




Lagom idea
repurpose your
cupcake tray

Lagom idea
reuse a bottle

Lagom idea
repurpose

' Lagom idea
upcycie bags to
a picnic blanket

0

r

4,500+
‘Lagomers’

IN an active
Facebook
Clgellle

60% savea
on gas bills &

90% on
electricity

Shifted
perceptions
on the
affordability
of sustainable
living from
25% 10 63%

Reached
26m+ people
& inspired o

‘new’
products.







WRITEA
STRATEGY
STORY



THE

HERO'S JOURNEY
N 6 POPULAR MOVIES

--HEI [Ty F‘fll fer Harry Potter lives in the cupboard under the stairs at 4 Privet Drive.
ﬁrnn& Luke Skywalker lives on moisture farm on Tatooine.
MATFRIX o
f?’ﬂ[&\‘(‘\‘\ Peter Parker is a nerdy student who is bullied by his classmates.

LION KIN( 1994
ijRD ||IPJM(S ggg;

ORDINARY WORLD ™

THE CALL
TO ADVENTURE




Reflection

Where we are today

Ambition

The tomorrow
we could have

Hope
The insight that
gives us a way

through

Solution

The idea
that unlocks this

The challenge
we must overcome
- the need for
action/change

Jeopardy

Martin Weigel, 2019.



Reflection

Where we are today

Crowded market +
loved brand losing

relevance + loyalty
scheme one of the
least engaging

Ambition

The tomorrow
we could have

Large market
share growth,

transformed
prospects, leading

loyalty app

A mere 27 cups of
coffee (£78.20) to
get one free

coffee- an
ungenerous and
complex loyalty
scheme

Hope
The insight that
gives us a way

through

Solution

The idea
that unlocks this

The challenge
we must overcome
- the need for
action/change

Jeopardy

See generosity as
an investment,
rather than a cost.

Give first, more
likely to receive in
return.

Simpler -
replacing points
with ‘Beans’, +
easy redemption +

more generous.
Free drink after 8
coffees, or 4 with
a reusable cup.

Martin Weigel, 2019.



£1.2M INCREMENTAL SALES/MONTH
98" JUMP IN SUSTAINABLE GUP USE
HALF OF ALL SALES







MEMORABLE

NUMBERS

M&C Saatchi Group



Let's take back control




t’s simple
t's big
't doesn’t show working out
t's a compound variable
t's understandable
t’s easily repeatable



It avoids an inconvenient context

UK government budget spend by category

Pensions Health
R&D
tertiary education n.e.c. Education
Defence Transport Protection
_
Old age
Medical
) R&D
Sickness Public health health n.e.c. Health







BE AS
SIMPLE AS
POSSIBLE



Ae = Amc?

Energy and mass are equivalent

Albert Einstein

Popular culture



BE AS
SIMPLE AS
POSSIBI.E

simpler
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Flesch-Kincaid

'he shorter your sentences and fewer long words, the higher your score.

'ypically 0-100

Moby Dick

-142

Insurance Policy

-9

32

ltfunes T&Cs

o4

Guardian

85

Harry Potter 1

96

BuzzFeed




Never use a long word if a short one will do.
f it's possible to cut a word out, always cut it out.

Never use an industry phrase, technical word,
or jargon if you can think of an everyday equivalent.



Converts
clicks at
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‘ - Lowers cost
g of
s acquisition

5%

Ad - https/'www_popsa.com! -
Popsa — Fast Easy Photobooks from

¥ Ad - https:/fwww_popsa.com/ -

Popsa — Photobooks in 5 minutes

Create a photobook in minutes from your phone. With Popsa, it's never been easier. Send a
little love without leaving your home. Effortless Design. Instant Personalisation. Write Captions

Create a photobook in minutes from your phone. With Popsa, it's never been easier. Send a

| - - _ little love without leaving your home. Effortless Design. Instant Personalisation. Write Captions
Available. Benefits: Intuitive Personalisation, Instant Layouts, Effortless Design. wvailable. Benefits: Intuitive Personalisation, Instant Layouts, Effortless Desi




PICK
THE RIGHT

DATA

M&C Saatchi Group

DATA ANALYTICS

+

STORYTELLING

PERSUASION

WRITE A USE
STRATEGY MEMORABLE

STORY NUMBERS

BE AS
SIMPLE AS

POSSIBLE

(But no simpler)




LET"S GET PRACTICAL
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MAKING DATA USEFUL

Organise Analyse Act
Diverse Persuasive Better
Data. Insight. Decisions.

MECSAATGHI

OPEN HOUSE



COSTA

COFFEE

M&GSAATGHI
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HOW DATA & INSIGHT CHANGE (ALMOST) EVERYTHING

Organise

Diverse
Data.

MECSAATGHI

OPEN HOUSE



Zero-Party Data First-Party Data
Data that a customer Information a company
intentionally and collects directly from its
proactively shares with a customers and owns
brand

Second-Party Data

Data that is essentially
someone else's first-party
data

Third-Party Data

Any information collected
by an entity that does not
have a direct relationship
with the user the data is
being collected on
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HOW DATA & INSIGHT CHANGE (ALMOST) EVERYTHING

Analyse

Persuasive
Insight.
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OPEN HOUSE
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- People who frequently buy lattes, are more likely to respond positively to personalised seasonal drink offers

- Costa Club members who engage with promotions in their first month are 2x as likely to remain active.

- People who buy coffee and pastries together are more likely to try new food items when bundled with their favourite drink.
- People who buy coffee after 3pm are also more likely to buy indulgent treats.

- People who are “morning rush” personas, are more likely fo respond to offers focused on speed and convenience.
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HOW DATA & INSIGHT CHANGE (ALMOST) EVERYTHING

Act

Better
Decisions.
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OPEN HOUSE



DIFFEREN]
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Buy a drink, get a bean. Collect 10 and
your next drink’s on us.

Updated just now

Emily; Jack;
Flat-whites and spends time in-store. Morning espresso and Americano at Express
Woo0-hoo, you've reached 10 beans! Your next coffee is on us. Congrats on reaching 10 beans! Your next coffee is on us.
How about a perfect pause with a Flat White, you've earned a Perhaps enjoy a power shot Espresso, a bold moment of pure

well-deserved moment of calm. energy to fuel your day

MECSAATGHI

OPEN HOUSE







1. PICK A BRAND

Spend 5 minutes to think about this.
Pick one. Don’t overthink it.

Some questions to prompt your decision.
The last brand of snack you bought?

A brand you've always wanted to try
but haven't yet?

A brand you recommended to a friend
or family member?

A brand you've seen an advertisement
for that caught your eye?

A brand that you feel emotionally
connected to?

TASK FOR THIS WEEK

2. FIND SOME NUMBERS

Spend about 20 minutes on this.
Aim for 10 numbers.

Your numbers don’t need to come from
rigorous data analysis. There will already
be lots of published numbers.

You could try looking at:

YouGov | What the world thinks

News sites (BBC, Sky, Sun, DailyMail)
The brand website

Advanced Google search ((‘Brand you
picked” AND (statistics OR "annual
report" OR percentage OR "market
share" OR data OR "financial report”
OR survey)) filetype:pdf | filetype:doc |
filetype:xls

3. MAKE IT MEMORABLE

Spend about 15 minutes on this.
Reframe one or two to make
memorable.

Some questions to guide you:

Round fo zero without losing meaning?
Drop the decimal points?

s it big enough to deserve attention?
Can it be scaled (up or down)?

Does it ‘feel’ relatable? (but not
suspicious)

Are the units easy to grasp?

s it catchy? Can it use alliteration,
rhyme, repetition, or confrast so it
becomes a 'soundbite' that sticks in
people's memory?

MECSAATGHI

OPEN HOUSE






WHAT'S NEXT

18 SEPT: BRAND EXPERIENGE

How strategists, designers & innovators work together with clients to
create compelling brands, transformative customer experiences and
innovative products and services.

Allison Zelby, Clear Strategy US, Tom Hume and Fraser Donaldson,
Re Design UK
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