
“When customer engagement is 
effectively tracked and managed, firms 
will increase their profits

– Kumar, 2015
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Gaining More Value from Customer Relationships in the Digital Business Environment.
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1) The drivers of change in marketing

2) Fundaments for a digital marketer in 2019

3) The concept of customer value / value of customer

4) Towards superior customer experience (CEM) 

5) Customer Engagement value 

6) How to engage customers through digital marketing activities?
a) Mobile

b) Content Marketing

c) Programmatic

Agenda for the morning
: 
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”Gaining more value from customer relationships 
in the digital business environment”.

Thesis in short:

RQ1: How is the value of customer relationship 
perceived by the customer in online environment?

RQ2: How does the company gain value of its online 
customer relationships?

RQ3: How should customer relationships be 
managed based on their measured relationship 

value?

Elina Kukkonen 
SVP Comms & Brand of Alma
DBA Aalto /Aalto EE

Alma Media in short:

9 countries

Digital services for btoc and btob
customers

Digital and print media; news, lifestyle, 
biz.

2300 employees

total revenue (2017) EUR 367 million
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The drivers of change in marketing?
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Regulation

Technology 
& data

Consumer 
behaviour

Marketing



Regulation

Technology 
& data

Consumer 
behaviour

Marketing

Local➞
Global

Direct sales➞
Programmatic

Print➞
Digital

Desktop➞
Mobile

Mass➞
Targeted



91 % 77 % 26 %
daily several times over five times 

per day per day

♂ 84 % ♂ 34 %
♀ 71 % ♀ 18 %

Mobile news 
consumption is 

continuous…

62 %
bed

49 %
public transport

36 %
bathroom and 

toilet

… and happens 
(almost) everywhere

Source: Reuters Institute Digital News Report 2017



…therefore the future of marketing is digital

Mobile

More personalized 
creative advertising

Programmatic

Targeted advertising, 
video

Content marketing

Articles, blogs, 
native, video
production



2013
RTB
Agency  Trading Desks

2013 2014 2015 2016

Digital transformation of advertising

2014
Adfraud
Big Data

2015
Programmatic
Mobile marketing

2016
Rise of different 
technologies 
DMP
Content marketing

2018
GDPR
Video advertising  

2019
Contextual targeting
Privacy actions of 
browser data

20192018

2017
Adfraud , Adblockers
Transparency
Viewability 
Marketing Tech Consolidation

2017



Digital advertising market held by few players in 
Finland
Google and Facebook have 56% market share

Sources: IAB Finland, Kantar TNS

Media advertising in 1–9/2018 Digital advertising in 1–9/2018 Domestic market shares in 1–9/2018

308 M€
Search: 105 M€
Social: 68 M€
Other: 135 M€ Otavamedia

11 %

Others 11 % Sanoma 39 %

MTV Media 7 %
A-lehdet 2%

41 M€
Alma’s digital 

ad revenue

Alma Media 30 %Other advertising Search Social media Desktop + mobile

Native Instream Classified

815 M€



Ongoing transformation in digital advertising
Programmatic stabilizingContent marketing boomingMobile becoming more central

$0.99

$8.43

$12.92

$14.46

$69.52

$113.21

Directories**

Out-of-
home**

Print**

Radio**

TV**

Mobile*

US Ad Spending on Select Media, 2020

$16.73

$25.12

$32.90

$41.14

63.7%

50.1%

31.0%
25.1%

47.5%

54.0%

58.3% 61.4%

2016 2017 2018 2019
Native digital display ad spending

% change

% of digital display ad spending

US Native Digital Display Ad Spending, 2016–2019

$25.91

$36.31

$47.37

$57.35

$68.87

48.1%

40.2%

30.5%

21.1% 20.1%

73.0%
79.3%

82.5% 84.5%

86.3%

2016 2017 2018 2019 2020

Programmatic digital display ad spending

% change

% of total digital display ad spending*

billions, % change and % of digital display ad spendingbillions

US Program. Digital Display Ad Spending 2016–2020

billions, % change and % of digital display ad spending

Source: eMarketer



A-Lehdet
2 % (2%)

Alma Media
31 % (30 %)

MTV Media
6 % (7 %)

Otavamedia
11 % (10%)

Sanoma
37 % (38%)

Muut 
suomalaiset 

verkkomediat
13 % (13%)

n. 129
milj. euroa

Verkkomainonta 
mediataloittain
Q1/2017–Q3/2017 (H1/2017) 

Lähde: Kantar TNS

Polarisation of digital advertising in Finland





The fundaments of digital marketing
in 2019

Digital era

Customer data (and responsibility)

Socially networked customers

New rules of engagement set by online customers

Downshift of traditional business/ revenue models05/02/2019
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The emerging paradigm for marketing (Kumar, 2015

05/02/201
9

1) changes in media usage patterns
2) emphasized focus on marketing efficiency  

3) generating firm value through customer engagement
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Lusch and Vargo, 2014)

”Customer is an equal partner in the 
exchange of money, goods and 
services”

The sales game has changed – it is all about 
providing value.
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Customer Value
Value perceived by the customer

Value gained for the company
-> Customer engagement value
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Customer value

Customer Experience
Customer Engagement value

Value for the customer Value for the company



Superior customer 
experience

Continued use

Purchase Intent

Advocacy

= Loyalty
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Towards superior customer experience: measuring and 
managing at the right touchpoints.

Returning visits

Regular use of the
servive/site.

Intentions to buy

Purchase actions

Word-of-mouth

Referrals

5.2.2019 20

CONTINUED USE

PURCHASE 
INTENT

ADVOCACY

L
O
Y
A
L
T
Y
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Advertising
Comms, Social
Search
Own media

Advertising

Telesales

Own media
website

Advertising,
Webpage/campaign site

Newsletter Store
Customer service

Delivery

Purchase,
transaction

Advertising,
Blogs

Customer value is generated in every touchpoint on customer
journey. However, the customer journeys rarely is linear. 



Expectations vs. experience.

05/02/2019

Content factors
Functional factors

(UX)
Psychological

factors

❑ Information

• preferences

❑ Marketing

• products

• price

❑ Creativity

• visuals

• graphics

• design

❑ Findability

❑ Usability

• structure

• speed

• search

❑ Interactivity

• customer service

• networking

• personalisation

❑ Trust

• online security

• data safety

❑ Credibility

• brand

• cognition

❑ Emotions

• Affect

• ”FoMo”

The three cornerstones of  digital CEM.



• constantly fluctuating experience at different touch –points

• previous experience affects the  expectations of next experience

• Expectations change fast due to technological advancements

• direct  and in–direct effect on re-purchase via satisfaction.

• searching,  browsing, finding

• selecting, comparing, evaluating

• interacting with the firm and other customers

• transacting with the firm

• utilitarian (useful info and ideas) vs. hedonic (relaxation. amusement, 
escapism)

• Controllable elements (interface, athmosphere, assortment, price,  vs. 
outside of marketers ´s control (influence of others, purpose of shopping)

CEM recap: The nature of online customer 
experience
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Positive customer experience in online 
environment leads to higher customer 
engagement which leads to higher profits 
for the company.

(Picard,2011,  Holmberg, 2013)
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MANAGEMENT

CUSTOMER

ALUE



Customer engagement value forms the 
relationhsip value of the customer for the 
company.

05/02/2019

• the value of customer´s 
last purchase

• total value of all 
purchases made

• customer life-time value

• volume of use, browsing, 
page impressions, time 
on site

• frequency of visits on site

• recency of (last) visit

 referrals, sharing

 knowledge

 influencer value, network, 
size & quality

 co-creation value

26



Thus, engagement value goes beyond the 
transactions

Knowledge value

Influencer value

Co-creation value

Frequency of visits

Recency of visits
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The value of 
customer 
engagement (CEV)

• Concept of customer value

• Components of customer 
value

• Online user metrics to 
measure CEV
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The art of Customer Value Management (CVM)

CEM: customer perspective to 
relationship value
 How the product or service succeeds 

in fulfilling the expectations of a 
customer?

 from the perspective of content, 
functional and psychological factors.

- Manage the touchpoints of customer 
journey.

- Aim at: continued use, paying for the 
service and advocacy  

- Provide opportunities for interactivity,  
eWOM, trials and upsell/ cros-sell.

CEV: company perspective to 
relationship value
 How customer behaviour produces value 

in online environment?
 Has customer made 

purchases/transactions?
 What is the life-time value of a customer?
 Does he/she use the online product or 

service?
 How often? 
 volume of use?
 Does he/she share or recommend the 

service/content to others? 
 does he/she have a sizeable personal 

network?
 is he/she an influencer?
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Engaging consumers through 
creative advertising
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Unknown 
Soldier Film  

Playstation H&M



The missed opportunity

by not investing in creative



+

////////

Key Findings

Improving ad creative will
💊 remedy the ecosystem 
stalemate

Delivering poor ads comes 
at a 💸 cost

Brands are 😱 struggling 
to achieve their 
advertising objectives

1 2 3

Source: A commissioned study conducted by Forrester Consulting on behalf of Celtra, April 2016



//////

+

Top Ways In Which Mobile Ads Are 
Disruptive To Consumers

71%
Ads obscure 
screen content
😡

Ads are 
irrelevant
😑

Ads don’t load 
well
😵

69% 51% 48%

of consumers say that 
at least half of ads they 
see in a day 😤 disrupt 
their mobile experience

Base: 1,000 smartphone owners in North America who have seen a mobile advertisement in the past 30 days
Source: A commissioned study conducted by Forrester Consulting on behalf of Celtra, April 2016



//////

+

To Their Detriment, Advertisers Don’t 
Prioritize Creative

Only 24% of companies place 🚨 top priority on 
ad creative and content assembly when planning 
their advertising strategy.



+

////////

Give Creative It’s Due – 3 Tips

Engaging Content 😋Relevant messaging 😁Disruption-minimizing 
formats 😀

1 2 3



//////

+

Native Formats
Miniscroller



//////

Native Formats
Reactive Scrolling



+

Native Formats
Universal, Reactive Scroller



//////

+

Relevant Messaging

of consumers identified relevant 
messaging as very important. 
Tip for Advertisers – maximize the use of 
🤖 programmatic creative capabilities

42%



Creative needs to be

contextually engineered for the

personalized generation



+

The personalization curve

Personalization

En
ga

ge
m

e
n

t

Generic

Relevant

Creepy



+



//////

+

Engaging Content

of consumers report that 🎬 video ads 
are the No.1 type of mobile ad they would 
most prefer to see or engage with.

-Survey of 1,000 smartphone owners in North America

41%



Creative Recommendations: Food and Beverage
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Video 
Wall 
Paper
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Inter-
active
wallpaper
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Interactive video
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Vertical video 360 Reactive scroll
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//////

+

Key Recommendations

There is no doubt: Today’s ads don’t deliver on consumer or advertiser expectations. But the 
mandate for marketers is clear: Place strategic emphasis on creative to improve the customer 
experience. 

To deliver positive ad experiences, marketers must focus on the following:

The right medium

1 2 3

The right delivery The right moment



Engaging consumers through content marketing
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paid

earned

own media; 

company 

or campaign site

social media

Content Marketing is about the message, the 
target group, the delivery and measuring results

readership

comments

shares

clicks to 

campaign site

CONTENTMEDIA ENGAGEMENT
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video

text

image

quiz / 

competition

etc.



Most content and channels are measurable in a 
sophisticated way

data

Mobil & App

Digitalt Magazine

Social Media

Magazine

Internal 

communication

Newsletter

Pressrelease

Site/

Contenthub
Video

Podcast

SEO & SEM

54

Data for
measuring



How to measure content marketing?

Consumption:

What content 

are your 

recipients 

consuming, and 

in what way?

Sharing:

What kind of 

content are 

recipients 

sharing? When, 

where and how 

much are they 

sharing?

Lead 

generation:

How, when, and 

at what cost are 

recipients 

converted with 

the help of your 

content?

Sales:

How, when, and 

at what cost will 

your leads turn 

into paying 

customers?

Brand:

How and in what 

way does 

awareness and 

perception of your 

brand change 

over time with the 

help of your 

content?

55
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Example of tools and service providers for 
distribution and measuring content marketing
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Engaging consumers through 
programmatic marketing
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Marketplace

What is programmatic buying? 
How to buy ad impressions? 

side
DSP

Sell
Publisher

Buying through RTB-protocol (real time bidding)
price level & auction • targeting • sites • adformats
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What is reguired for programmatic buying?

Source: IAB Finland

Demand side platform (DSP): 
esim. AppNexus, Googlen DoubleClick Bid Manager , Adform

Three different practices for programmatic
buying:

1.
Brand Trading 
Desk

2.
Agency
Trading Desk

3.
Hybrid
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• From qualified marketing leads to gualified sales leads - >  ”readiness to buy”
• Delivered value vs. Perceived value
• Marketing as a service
• Customer vs. Customer relationship
• From transactions to nurturing relationships 
• From lead generation to nurturing long-term leads
• Message vs. engagement
• The power of networked customers: Interaction, Collaboration, Co-creation
• Content & marketing
• Value
• Data

Tips for winning the game through mutual value 
creation
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Thank you!

05/02/2019

“When customer engagement is effectively 
tracked and managed, firms will increase 
their profits” (Kumar, 2015)
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