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Changing Role of Marketing
Leading the Marketing Team
Measurement of Marketing
Looking to the Future



In the Old Days...

« Marketing was:
— Business development/sales
— Brochures
— Website
— Tradeshows
— Event management
— Advertising
— Public relations
— Direct mall
Viewed as:

cost center, afterthought, order taker, not critical,
second class support citizenship




Timeline of Events...

> % Early 1990s:
Jmm The Internet

went public
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1995: Number of

email ads sent out

more than number
of regular mail

1997: “Viral
Marketing”
popularized

Dot-com bubble

(1995-2000) \

1997: 24/7
customer
service

1997: Email reaches
10 million users,
simplifying email
management for

businesses

2003:

Myspace

created

2004:
Facebook
created

2004:
Bid-rigging
scandal

2008: Facebook
surpasses Myspace,
becoming most
popular social

2006: networking site

Twitte
created

Financial Crisis

SR (2007-2009)

Youtube
created




Implication of Events

Need for:
.~ * Transparency
M & * Strategic communications strategy

Crisis management / PR
Branding

Rebuilding of trust and loyalty




Today Marketing Is

e At the Executive table

~_e Strategic, Communicators,
/< Researchers, Sales Support,
Innovators




Leading the Team

e Hierarchy of customer(s)
— Opportunities and problems
— “Want” versus “need”
— Level of engagement

B - Build the plan
j:-' — Budget and resources

— Three elements
e Goals
 Measures
o Accountabilities




Leading the Team

e Cross-functional nature
— Communication
— Collaboration
— “Surprise mitigation”

* Prioritize
— Business impact
— Visibility
— Is there a problem?




One Structural Approach

Chief Marketing Officer

Research &
Market Development

Provides the data and
analytical fact base for
market tactics and

programs )

Planning &
Strategy Development

Targeting segments,
developing action
plans, identifies
strategic issues,
facilitates development
of initiatives, guides
implementation and
manages strategic
business change

=)

Marketing
Communications

Performs all of the
functions of an
advertising agency, the
creative messaging,
and relevant public
relations activities.




Placement 3
(Distribution Mix)

Customer

Target
Audience(s)

I

Promotion
(Marketing
Communications)




Leading the Team

c ? In practical terms:

Executive support is critical

It takes time

Educate, educate, educate

Patience and resilience are required
ldeas In lots of places

“Borrow” brains by asking questions

Out of sight, out of mind?
Measurable results matter most




Measuring Marketing

» Everything is measurable. Really.




Measuring Marketing

o Quantify the Objective Is the goal...

- awareness?
- Wh_a_t IS the goa_ll of the Conversion?
aCtIVIty, campaign or usage?
project?
— How would you define

success (or failure)? By how much?

: e At what cost?
— “Flexible Specificity Over what time

period?

Who is the target?




Measuring Marketing

Is the goal...

awareness?

conversion?
usage?

Who is the target?

By how much?
At what cost?
Over what time
period?

e Decide what to measure

— What current
measurements does your
CEO track?

— How does your company
describe things?

— Perfection vs. practicality

— Manage the commitment-
phobe

* Ask the skeptics




Measuring Marketing

e Collect the data

— Perfection may not exist
— Simple works!

— Facts on the table

— Proportional to scope




Measuring Marketing

e Establish a
baseline

— First is first, not
Worst

— Provide meaning

e Committo a
measurement
plan




One Company’s Scorecard

Marketing Metrics

Measurement
Agent Awareness of AMIG

Average AMIG Casualty Product Awareness
Mobile Home - PIF
Site Built, Homeowners - PIF

Motorcycle - PIF
Watercraft - PIF
Recreational Vehicle - PIF
Snowmobile - PIF

Collector Car - PIF
Total - PIF

Retention Rate (previous month R-12 expiration period)

modemLINK Quote Growth vs Previous Year

Alternative Marketing Premium

Number of Agent Email Addresses

April 2008

YE Goal Actual

- 4800 --------
635,302 700,000 710,000 71,00: --------

60,000)

55,1 00
60,000)
60,000) 600,01

1,313,44¢ 1,324,149 1,335,73! 1,343, '--------

88.6% --------

69 19

-- --------- $_ 14,000,000 $_6,760,000 -

$ 1,100,000 $ 880,000 |[$ 2,190,000

000
46.030 46,030 49,089 ------

Data changed for illustrative
purposes!




Scorecard Deciphered

From the prior slide:

Agent awareness

Policies in-force by line/type December 2007

Total Policies in-force December 2008

Retention Rate (previous month R12) Actual by month

Renewal Rate (previous month R12) 2009 YE Goal

Total Quotes Actuals — monthly, YTD, R12
Quote Growth versus prior year

Alternative Marketing Premium

Number of Agent Email Addresses

Other i1deas:

Premium per employee No. of Agent Visits No. of Calls Escalated
By state or territory No. of Media Impressions Advertising Expense
Mail pieces Web site Traffic Print clicks

Avg. Premium by Policy = New Agents Appointed Database of “x” growth
Quality measures Overall Call Volume Coupon/offer redemption

Match the measurement to the objective.




Measuring Marketing

Everything Is measurable. Really.

Measure what matters
Common language
Precision versus accuracy




How are your customers receiving
iInformation?

Are you engaged with your customers or
simply pushing them information?

Are you receliving both positive and

negative feedback on a regular basis?

Are you effectively measuring your efforts?
Are your customers advocates?

Do you think social media is just a

trend...?
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Social Media Benefits

Engages your customers and brokers
Promotes your brand
Generates leads

Strengthens relationships
Builds a community

Tells your story

Develops advocates




Social Media

Simply setting up a Facebook or LinkedIn page
A “marketing only” function

Tuning out complainers

Blocking employee access

To be feared or shunned

Listening and treating people with respect
Responding to feedback: Good and Bad
Educating

Community building

Conversation

Engagement

Promoting and defending your brand




Socilal Media ROI

Broker satisfaction
Customer retention
Increased “open rate”
Opportunity creation
PR & Market exposure

Product education
Building trust and loyalty
Perception shifting
Network growth

Brand association

P3P




Social Media: Next Steps

Benchmark current on-line presence;
search internal and external activity,
competitive analysis

Create a strategic plan

Develop guidelines and training to
guide employees

Engage legal counsel early on!
Every department should play a role
Monitor and measure your efforts




The Future...

“It Is not the strongest of
species that survives,
nor the most intelligent
that survives.

It IS the one that IS most

NEXT EXIT Lol R adaptable to change.”

-Charles Darwin




In Summary

Changing Role of Marketing
Leading the Marketing Team
Measurement of Marketing
Looking to the Future

Thank you.




