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Remember the time an electric vehicle
startup took the luxury vehicle
category over?

Then promptly moved the
whole thing downmarket?






We are all early adopters now.
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Time for Swiss Watchmakers to Take Apple Seriously

Apple Watch sales will probably exceed all Swiss electronic-watch exports this year
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Meanwhile, in the world of
advertising and marketing...
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Marketing at risk in the age of the

customer

Consumers have grown ' Marketers are frustrated
weary of interruptions. - with digital ads.

People aren’t engaging with ads.

38% E 0.35%
of US online adults have ' is the average display

——ssssssw  installed an ad blocker.” : ad click-through rate.’
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Marketing at risk in the age of the

customer

In fact, they are flat out ignoring them.

50 0/ of US online adults
(0] actively avoid ads

on websites.*

(0) of US online adults
47 / O Aactively avoid

mobile in-app ads.?
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GE, P&G, Sears, and other
major advertisers are
auditing digital buys.

Havas Media Group UK has
frozen spending on
Google and YouTube.



What is NOT happening

This is not just about forcing Google and
Facebook to be better partners

It's not just about turning to alternative
technologies like VR to reach consumers instead

It is NOT the death of advertising...it's a call to
make advertising, the brand, and the brand
experience more relevant to customers



Digital disruption is creating a
fundamental change in the
relationship between brands and
consumers
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Consumers have too many options



We predict: Consumers will seek
more meaningful relationships
with key brands as guiding
lights



This is the
ultimate

relationship
platform
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“Play Filthy by Justin Timberlake”

e Spotify: o

&'
“What's the weather?”

b

“Tell me a joke

“Alexa, ask Uber for a ride.”






You don’t have to be
in the luxury market

to get intelligent,
thoughtful service
anymore




What matters in the future —
luxury or not — is:

High-frequency,
emotion-rich, convenient
relationships



But what is emotion?
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The number one cause of childhood deaths
is preventable acgidents... . L ——
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Nationwide’
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The science of emotion has been turned
upside down in the past 5 years

. Emotion and rationality are not separate processes

. Emotions are not just switches that marketers flip to
the “on” position

. It's not just the strength of the emotion that matters

Marketers must use emotion in a more targeted manner —
and must establish an emotion strategy across the
perception-experience continuum
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Emotions contribute to almost half of Brand

E n e rgy CONTRIBUTION TO BRAND ENERGY (%)
Retail 49% 30% 21%
Emotion Salience Fit
Banking 43% 38% 19%

Note: Customer data only



Brand Energy drives the things marketers
care abOUt Correlation with ...

Preference
Advocacy

Purchase Willingness to 72% 73%

intent Pay Premium
(o]
| ‘ I I




What’s a marketer to do?

' automation
0
cloud ‘

chatbots mm

machine learning



SUBJECT LINES TO TEST CONTENT OVERVIEW

WHEEL OF EMOTIONS SUBJECT LINE LENGTH

Your Premium Content Test is designed to explore a wide Maximum character count
spectrum of emotions in a balanced way and detect the ones
{fl.:f/u.." customers respond to The h Ull' UP:YP(J' emotions Minimum character count

below are represented in your test with different phrases.
Average character count

Average word count

The emotional phrases in your

EXCLUSIVITY

experiment nave peen tested

61,235,674 times

MESSAGE ELEMENTS
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$287.455 307.051.878 1,180,248 22,531 $12.8

Cost - Impressions 80% 4 Clicks 7% & Conversions 16% ¢ eCPA
Campaign Activity

Impressions  Clicks  Conversions  Revenue Competitor Identified
Channel Opportunity

Ad Term Identified

Site & Social Activity

Sessions  Bounce Rate New Visitors Pages per Session Session Duration Post Likes  Page Likes ... Bing Potential
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0000 ATAT & 2:16 PM 2100% -

Mastercard KAl >

( Home Manage

How much did | spend on
Uber in September?

Let's see. You spent
$343.30. | searched for:
Merchant: Uber

Date: between 09/01/2016
and 09/30/2016

Shall | break that down?

How about October

Let’s see. You spent $197.32.
| searched for:

Merchant: Uber

Date: between 10/01/2016
and 10/31/2016

Want to see the
transactions?

‘ mastercard
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0000 ATAT & 2:16 PM 3 100% -

< Home Mastercard KAl > Manage

How much did | spend on
restaurants in Sept

Let's see. You spent
$649.32. | searched for:
Category: restaurants
Date: between 09/01/2016
and 09/30/2016

Want to see the
transactions?

Show my offers

A

Go Greek with a Three-Course
Lunch for Two at Kefi

Savor flavors of the Mediterranean
with a 3 course lunch at Manhattan's
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POWERED BY

Kasisto

0000 ATET & 2:16 PM % 100% -

Mastercard KAl >

< Home Manage

What benefits do | get with
my MasterCard

Price Protection Zero:

If you find the same thing at a lower Have g
price, Price Protection reimburses financt
price differe. card.

LEARN MORE

What is Masterpass

Let’s see. MasterPass by
MasterCard is a digital wallet
service. In other words,
instead of taking out your
card, you can tap your phone
to pay. For online shopping,
AMMAactatnace etarnec vnir
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Seize the luxury marketing opportunity
using digital disruption

Your products and services got you this far

But it is the experiences you craft to extend those
products and services...

...and the relationships you build to increase
frequency, deepen emotional connection, and
create (exclusive) convenient access

© 2017 Forrester Research, Inc. Reproduction Prohibited



Thank you
&
Questions



Thank you n N
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A James McQuivey, Ph.D. Y
VP, Principal Analyst
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