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-Short history

1994: Coding and websites

2000: Branding and campaigns

2007: Digital platforms

2009: Digital campaigns and analytics

2013: Digital marketing strategy

2015: Digitalization of customer touchpoints
2019: Marketing in digital world




Posti helps customers grow their business
through the supply chain

Marketing

G

eCommerce /
Retail

> [BA

Warehousing

v

Logistics



Industry and marketing themes for Posti

Industry hot topics Marketing themes

. Corona / Ukraine - Brand building

- Acceleration in competition - Being the forerunner

- Growth of ecommerce - Customer journey

- Sustainability and environment - Marketing data

- Customer focus - Marketing automation
- Global economy - Agile ways of working

- Return on marketing investment



What is the between

traditional marketing

and

digital marketing?
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And build bet
creatives




So, what’s happening
in (digital) marketing?



COVID-19
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80%
70% Increase in usage - Worldwide

60%

50%

. . 40%
Covid-19 increased o« I I I I I I

20%

media use 0%

o 2
¢ &

0%
@ D 2
9 N J 3 . & &
£ & ¢° bl & & > € e o° & &
O > & ((,bo & 0 \)6\0 Q\e v\,&g \$9Q 4° QO
4 X . \
o A3 ¢ & o \ © o2 * g &6*'
s & & s ¥ & N & N
&£ o & & Q & & &
< . <& < (4 K¢ .
<& o o) > & & & )
' A @\e o oo 9\ (oe N
e 2 o @ of &) @06
<$ N e & o <& RS
S e’c\ 0 &N Y & N
o Q(o Oj& ) \(\Q ° . (\Q
((\‘9 QO L O > >
N N\ A\ 0 <O &
N >
9\ 12 . (\q <& o) N\
& & > <& \OQ
%(\O ® Qeo . 4@0 2
5) N e";’
c}

Source: Statista 2021


https://www.statista.com/statistics/1106498/home-media-consumption-coronavirus-worldwide-by-country/

eCommerce accelarated — for good.

“Going forward, | intend to shop more online than before COVID-19”

0] 10 20 30 40 50 60
Finland 2020
Estonia 2020

Latvia 2020

Lithuania 2020

Forerunners have increased their online purchases in Finland during COVID-19 significantly more than others

Forerunner 6

Basic user 4

|

Experimenter or doubter Wi

] Strongly agree I somewhat agree
Source: Bigecommerce survey 2020 by Posti

Qb How do you estimate the impacts of the coronavirus crisis on your own online shopping in the longer term? "~
To what extent do you agree with the following statements? '.JU)



Media usage is
changing
towads online

QE3 Could you tell me to what extent you...?

(% - EU - AT LEAST ONCE A WEEK)

100% 98 97 97 - 97 - S ;’gl’AL "WATCH TVON A TV
+
97 97 97 8 \WATCH TELEVISION ON A TV SET
90% 95 94 95 93 94 E
19
80% 76 HE 74 76 76 75
- 71 71 i LISTEN TO THE RADIO
70% i 75
Eails 65 5 60 READ THE WRITTEN PRESS
& USE ONLINE SOCIAL NETWORKS
50%
40%
30% 33 35 27 WATCH TELEVISION
20 21 i VIA THE INTERNET
20% 16 17 18
10%
0%
| | | | | |
2010 2011 2012 2013 2014 2015 2016 2017

Source: Media use in Europe, Office of Publications, 2018



Social media
usage keeps on
growing ...

SOCIAL MEDIA USER NUMBERS OVER TIME

THE NUMBER OF ACTIVE SOCIAL MEDIA USERS BY YEAR, WITH YEAR-ON-YEAR CHANGE

3,484

3,196
2,796
2307 '
+9 0%

2016 2017 2018 2019

Source: Digital 2020 Global Digital Overview
Hootsuite, Global web index, we are social.



... and live content
is the norm

THERE'S A GENERAL APPETITE FOR VIDEO AND LIVE CONTENT
% of each platform’'s visitors/users who have done the following in the last month

o On Facebook

Watched a video

Created or viewed a story

Watched something
on Facebook Live

Watched something
on Facebook Watch

@ On Instagram

Watched a video clip

Created or viewed a story

Watched something
on IGTV

Used the live feature

Source: Digital 2020 Global Digital Overview
Hootsuite, Global web index, we are social.




#powerpointnight

# 105.8M views

5 times Pete Duwdion was hot
and S times he was ugly

Digital content is
everywhere

Euteiminhasiamigas
decidimos fazerijumainoite
dos powerpoints




But digital
marketing
landscape is
complex

Gartner Digital Marketing Transit Map

The digital sphere is always evolving. Gartner for Marketing Leaders keeps the CMO and her team connected to
the research, so they can keep the competition guessing. For more information: gartner.com/dmtransitmap
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w .
¥ chiefmartec.com April 2020

Marketing Technology Landscape
The Martech 5000

Total Solutions 8,000
Advertising & Promotion 922
LJ Content & Experience 1936
A n d t h e re I S Social & Relationships 169
Commerce & Sales 1314

more than —

Access all the data of this landscape &
more at martech5000.com ;

enough toolsto

2019

7040 soiutions.

work it

2017

5381 solutions

2016

387 solutions 3

|

2015

1876 solutions

|

2014

947 solutions.

[

Copyright © 2020 Marketing Technology Media, LLC

ails and sources. Produced by Scott Brinker (@chiefmartec) and Blue Green Brands (@bl

greenbrands)



COOGLE ADWORDS INDUSTRY BENCHMARKs
AVERAGE CLICK THROUGH RATE

The average click-through rate (CTR) in AdWords across all industries
is 1.91% on the search network and 0.35% on the display network.

Digital advertising
returns are
diminishing

SEARCH
]
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0.75% ==

GOOGLE DISPLAY NETWORK (GDN)

1.00%

M ADVOCACY I AUTO " B2B I CONSUMER SERVICES Il DATING & PERSONALS Ml E-COMMERCE I EDUCATION WM EMPLOYMENT SERVICES
[ FINANCE & INSURANCE [ HEALTH & MEDICAL [l HOME GOODS [ INDUSTRIAL SERVICES I LEGAL MM REALESTATE = TECHNOLOGY I TRAVEL & HOSPITALITY
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Fashion & Lifestyle

SCience

Customers are
tuning out

Entertainment

Comics

Tech

Gaming




3rd party cookies
are phasing out




And its not only a
digital problem




% respondents who would
"love to try new things”

0,

8%

say they are firm
loyalists to a brand but

only some are eager to
try new

2%

Global
Average

Source: Nielsen Global Consumer Loyalty Survey, Q1 2019



So, how to build a successful digital
marketing strategy?



Know your
product/service
- Find your focus

STRENGTHS

OPPORTUNITIES

WEAKNESSES

THREATS




Know your
competition




Know your customer - Build
your own customer data
capabilities...




... and target to the
ones that matter...




...at the right channels at right time.

Search engine (e.g. Google)
Friends

Brick-and-mortar store and shopping centers

Personal advertising delivered to the home (e.g. loyal...

Unaddressed advertising delivered to the home

Social media (Facebook, Youtube, WhatsApp,...

Newspapers and magazines
Television

Local newspapers

Global e-commerce platforms (Amazon, Ebay,...

Radio
Podcasts, blogs

Finland 2020 (n=2,228)
?

six months? - "I have found at least occasionally %"
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How often have you received, found or searched for information to support your online shoppingin the following ways during t he past

100 %



How to create the plan

29 24/03/2022 Public | Internal | Confidential | Secret - Name



Build a story that engages the customer



Own the path to purchase

Purchase

I_—l



Own the path to purchase

Purchase

I_%l

Awareness



Own the path to purchase

Interest Purchase

I_;,___l

Awareness



Own the path to purchase

Interest Purchase

I_;,_;l

Awareness Consideration



Own the path to purchase

Interest Selection Purchase

I_;,_LI_l

Awareness Consideration



Don’t stop there...



Build lifetime value

Purchase

l_'_l_¥



Use the right tactics

Interest Selection Purchase Loyality

Awareness Consideration Interaction Support



Distribute efficiently

Customer
Brand marketing Direct marketing Sales process Support Customer relationship
< > < > > > < >
Purchase

P e T e



Set targets and measure

Customer
Brand marketing Direct marketing Sales process Support Customer relationship
< > < p p p < >
Interest Selection Purchase Loyality

Awareness Consideration Interaction Support



That’s not nearly all...



Be true to
who you are




Use data,
personalize,
optimize and
automate




Build VL,
insights and 9 @
test al J



And do it all over again.
And again.



Case studies
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“We explored different factors that influence
girls during the vulnerable time of puberty.
During this exploration, someone taped a
piece of paper to the board that read...

‘like a girl'.”



Results

« Over 70 million views in Youtube for the first Video

« Always’ brand equity showed a strong double digit
percentage increase during the course of the campaign
while most of its competitors saw slight declines.

 The story continues

www.zeelandfamily fi



Takeaways

Tap into emotions
Strong idea can take you far
Empower people



Maybeline live-
streaming







“For the launch of its new lipstick, Lip Flush Oill,
Maybelline New York went beyond its typical new
product launch by creating for
customers that gave them what they wanted, when
they wanted it (on mobile).”



Results

Live event was ran on taobao.com, an ecommerce platform
where the product was possible to buy directly.

« 50 influencer were involved in the launch to share teh
message to their fans

* Close to 6 million people watching the event (in China)
* Online store visits increased over 50%
* Over 10K lipsticks sold in one day (over 10x daily average)

» Instant feedback on the most popular shades 2 ability to
adjust strategy

www.zeelandfamily fi



Takeaways

Know where your audience Is
Make it interactive

Tie ecommerce Into your campaign
Use data to adjust your strategy
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Dollar shave club





https://youtu.be/ZUG9qYTJMsI

Delight the customer

A beautifully branded box

Playful welcome note

Shaving products

An explanation of the upgrade process
Occasionally free samples, and

“The Bathroom Minutes,” Dollar Shave Club's
monthly lifestyle newsletter




Delight the customer

-  Communicate with the customers
through social channels with a

consistent tone of voice.

- Respond to customer actions and

reward them.

>

Try s, Iree sample of Shave Borter. 1’ the st thing
<9 cae Pz 00 your ki Beborm you shave. Periad.

Dollar Shave Club
July 11 - Edited - @

Arash’s deconstruction #UnboxDSC just eamed him a
shirt.

Share yours. If we repost it you could be rocking a
shirt of your own.

7 Becca L Taylor, Michele Morroni, Most Relevant ~
QOdell Hill and 114 others like this.

& 28 shares

Brian Schaefer 'm a UPS driver and have to
s shave daily. | joined last month and will never
have to waste money on expensive blades
again. Thank you Dollar Shave Club! Y'all rock!
K57 - July 11 at6:20pm

< 1Reply

n Jared Elkins




Results

12000 new customersin the first 2 days after

Initial video launch (2013).

Revenue growth from 2013-2015

20 millionto 65 million to over 100 million.

Bought out by Unilever 2016 for 1 billion dollars.



Takeaways

Make a great first impression.
Be a brand with a distinct humor, culture, and lifestyle.

Know your customer. Tap into their frustration.

Design for the channel - Context matters.
Tell a story, don't just sell.
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Loreal:
Different content fo
different audien



STEP1

SWEEP SHADOW
7 FROM LASH
LINE TO CREASE

A
e n
COLOR#5 %

The Glam (branded ad 30sec) The Show (blogger tutorial 2:54) The Tell (UGC How-to 1:11sec)

https://www.thinkwithgoogle.com/articles/how-demographics-storytelling-style-affect-video-ad-effectiveness.html




Ad View-Through Rates (VTRs) Across Age Groups

. I I I I I I
@ Ages35-44

“The Glam”" “The Show" “The Tell"
Branded Ad (0:30) Blogger Tutorial (2:54) UGC How-To (1:11)

View-through rates were about 82% higher for “The Glam" vs. “The Tell."

™\
Source: Think with Google r.IUD



Ad Recall Across Age Groups

@ Ages18-24
@ Ages35-44 —
“The Glam" “The Tell"
Branded Ad (0:30) UGC How-To (1:11)

Ad Recall was 100% higher for "The Tell" among 18- to 24-year-olds (vs. "The Glam").

Source: Think with Google



“The Tell” (the everyday person
how-to video) generated more
than 2X the click-through rate of
“The Glam” (the traditional ad).

Source: Think with Google



Takeaways

Experiment
Deploy different content for different audiences

Make a connection with your audience



Thank you



