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FORBES-MASB PARTNERSHIP

[ Project }

The Forbes Marketing
Accountability Initiative Powered
by MASB

Strategy
Partner with Forbes CMO
Practice to jointly develop
and promote research,
standards and fully
participating membership
services to CMOs of
Global 5000 organizations
and raise the profile of
MASB standard setting,
metrics and research in
the marketing community
overall.

Issye Broader Adoption of Marketing
Addressed Accountability S_tandards and
Practices
) Improve Awareness, Reach,
P'fOJeFt Membership, and Impact of
Objective MASB with CMOs and the
Marketing Community
Expected Greater Awareness, Adoption,
Outcome and Participation in MASB
Membership by Marketers
When | 2017-2018
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FORBES-MASB MILESTONES (July 2017 to Present)
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Develop Execute Future
Launch

Partnership* Agreement Research the Market Outreach Offerings and

& Offerings & Research Programs

Certification Program

Joint Publication of
Research/Papers

Define Formal

Forbes CMO Summit

Marketing

Accountability Report Presentation

Forbes Powered by
MASB Partnership

Forbes -MASB NY
CMO Event

Forbes Powered by
MASB Web Site

The Marketing May CMO Event in

NYC

Articles in Forbes.com (SAM, MASB)
Joint Social Media

Press Announcement

Accountability Journey

CMO Outreach, Engagement, Memberships
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THE PROBLEM WE SOLVE: MAKE MARKETING MORE ACCOUNTABLE

“Most marketers lack the externally validated
standards for measurement of media, brand and

“Developing a collective understanding of
how business functions work together to

contribute to growth is important
because growth has become a team
sport. Thinking like a shareholder
requires teamwork. You need to partner

attribution needed to better connect marketing

investment to business outcomes. “There are

many layers to marketing performance. It takes
a complex portfolio of measures. Leadership

Growth - Support big growth strategy, trade-off, and
growth investment decisions with facts vs. gut

tends to be overly obsessed with sales intuition with IT, sales, compliance, service and
attribution and cost of acquisition without rodué:t o dr’ive sustainak;le rowth—
factoring important factors like brand P uality relationshi sg
perceptions, brand preference, or trust.” Denisqe Ka:{(os CMO TpD Ameri trade

David Edelman, CMO Aetna

Teamwork - Collaborate with other business
units to allocate capital, investment and budget
to optimize growth and RO|

Financial Viability - Communicate and quantify
how marketing investment contributes to
enterprise value and growth investment

“Metrics create value because they
facilitate teamwork and help us define
collective goals. Only when we have
commonly agreed upon and externally
validated metrics for marketing’s
contribution to enterprise value will we
be able to work with the marketing
services supply chain as a team, not
suppliers.”

Elissa Fink, CMO Tableau

create, CMOs face big credibility gaps and
enterprise value creation suffers. MASB
research found that most organizations fail to

achieve these growth results because they fail Transparency - Data and metrics to provide staff

to agree on a set of clearly defined, common , , ) .
sense, externally validated standards for solution providers and the marketing services supply

measuring marketing performance. The linkage chain clear criteria, incentives and performance goals

between marketing metrics and financial
outcomes needs further development”
Deborah Wahl, the Vice Chair of the Association

of National Advertisers

CMOPRACTICE CONFIDENTIAL Lot A
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ABOUT THE MARKETING
ACCOUNTABILITY INITIATIVE

Powered by M ASB Contact us

By phone
(203) 912-8172
The Forbes CMO Practice is sponsoring a membership organization to help
marketing leaders measure, prove, and grow the contribution of marketing to By email
enterprise value and inform critical growth investment decisions sdiorio@forbes.com
Marketers are under increased pressure to prove the value of their marketing
investments in a rapidly changing marketplace where economic growth is slowing, Become a member
customers are moving to digital channels. and marketing investment is rising to
keep up. In 2017 marketers will spend over $1 Trillion globally and over 11% of Meet the Steering Committee

total sales for the average organization.

But despite years of vetting and advances in media measurement, analytics, and
marketing technology, Forbes research—with over 850 CMOs and 50 subject
matter experts—revealed that most CMOs still struggle to quantify and
communicate the value marketing creates to their leadership, peers and partners.
Without common standards for measuring how marketing investments contribute
to enterprise value — Boards, CEOs, CFOs and CMOs are unable to make the

CONFIDENTIAL 6 MASB

Markaieg Accesrtatiny Standarce eard
©f e Warkwing Accartabity Foanibon




MEDIA AMPLIFICATION: FORBES.COM

NOV 15, 2017 (0 05:40 AM 1259

Proving The Contribution Of Marketing Investments And Assets To

Enterprise Value

000

Thought Leaders
nrehg FULL BIO W
DOpawcrs exgewsant] Ly Forlies Tordrilaton ae ihe -
. Stephen Diorio, Contmbutor

The role and importance of marketing has grown significantly in aj
experience is king and “intangible assets” make up over 80% of cor

New research from the Forbes CMO Practice reveals that the retur:
investments and assets has a major impact on enterprise value. Th
contribute over 50% of firm value when brand, customer, and digit
impact of marketing performance, collaboration, and perceptions ¢
measured.

These findings explain why marketing accountability—the ability
contribution of marketing investments and assets to enterprise val
Js.

FEB g, 2018 (@ ooy AM BE @

Taking the Risk Out Of The High Stakes Sponsorship Game
000

@ Thought Leaders
gk s by Prorbins Connl rilnstirs dri thssiir’ o

. Stephen Diorio, Contributor

In the wake of compelling Super Bowl and GRAMMY Award performances - and with the Olympics and
Oscars on the way — most of the conversation in the marketing community has been what’s wrong with
sponsorships - the poor quality of the ads, waning TV audiences, and focus on political statements. Nobody
is talking about what's right about sponsorships. There is a large untapped opportunity for marketers to
unlock the full potential of these unique properties with better program designs. And progressive marketers
that leverage technology, content, and digital channels in their sponsorship program designs are creating
significantly more business value from them.

The reason is the marketing industry lacks a financial vocabulary to describe and measure the value of these
things. Traditional marketing measures understate the value of sponsorships and create unnecessary risks
for marketers that bet on them. The failure to measure the unique value of these high-profile sponsorship
programs - in terms of sales, customer equity, and brand asset building — leads to poorly constructed and
sub optimal program returns. This puts future funding and credibility at risk, and leaves significant value on

the table. MASB

Marnaieg Accosntatiny Standarce Beard
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THE MARKETING ACCOUNTABILITY JOURNEY

TEAMWORK
TOWARDS
COLLECTIVE
GROWTH
GOALS

®
ANl
1-BUY-IN

GAIN EXECUTIVE
BUY-IN ON THE
FINANCIAL IMPACT

o}

2-BENCHMARK

BENCHMARK
WHERE YOUR
ORGANIZATION

STANDS AGAINST
PEERS AND BEST-
IN-CLASS

OF MARKETING ON

FIRM VALUE

228

4-IMPROVE

E PURSUE INCREMENTAL
GAINS SUPPORTED BY
3-ROADMAP PEER VALIDATION,
COACHING AND
DEFINE SPECIFIC PRACTICES

PERFORMANCE

IMPROVEMENT
PRIORITIES AND
QUANTIFIABLE GOALS

»

5-MEASURE

ONGOING TRACKING
OF FINANCIAL
IMPROVEMENT AND
RISING THRESHOLDS
OF PERFORMANCE

CONTINUOUS IMPROVEMENT IN MARKETING PERFORMANCE

CONFIDENTIAL

MASB

Marwadeg Accoentatdny Gtaviarcs Beard
of e Mk ring Accaartabity Foevdeton



AGENDA

Forbes |
« ABOUT THE FORBES MARKETING

ACCOUNTABILITY INITATIVE POWERED BY MASB m:lc\c%ﬁsglﬁg

, A b1
Ql\*ﬂ : o
. KEY FINDINGS FROM THE MARKETING A% \> 5
ACCOUNTABILITY REPORT !
AL

@)

« CALL TO ACTION TO THE INDUSTRY

A CEQO BLUEPRINT
For Driving Entorpeiss Value Ly Manarmizin Furbes
CMO PRACTICE

CONFIDENTIAL M‘ \85



CORE FINDINGS FROM THE MARKETING ACCOUNTABILITY RESEARCH

1. MARKETING INVESTMENTS AND ASSETS MAKE A SIGNIFICANT CONTRIBUTION TO ENTERPRISE VALUE -
IN MANY CASES OVER 50%

2. THERE ARE 18 WAYS MARKETING ASSETS DRIVE ENTEPRISE VALUE

3. THE COMPLEXITY AND COMPOSITION OF THE MARKETING INVESTMENT AND ASSET PORTFOLIO HAS
EXPANDED TO 20 CATEGORIES

4. CMOS PERCEIVE THEIR INVESTMENTS IN SOCIAL, MOBILE AND DIGITAL MEDIA ARE OUT PERFORMING
TRADITIONAL MARKETING CHANNELS

5. MARKETING HAS BECOME A TEAM SPORT - CMOS MUST TAKE ON SIX SPECIFIC ROLES TO EFFECTIVELY
MEASURE, MANAGE AND GROW ENTEPRISE VALUE

6. MARKETERS THAT INVEST MORE IN MEASURING AND MANAGING MARKETING PERFORMANCE ARE
CREATING MORE VALUE

7. HIGHLY ACCOUNTABLE MARKETING ORGANIZATIONS ARE BUILDING 12 ORGANIZATIONAL
COMPETENCIES

8. WITHOUT CONSENSUS MEASURES OF THE VALUE THEY CREATE CMOS FACE BIG CREDIBILITY GAPS AND
GROWTH SUFFERS

E%BCSRACTI CE CONFIDENTIAL MASB 10
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FINDING 1: MARKETING INVESTMENTS AND ASSETS MAKE A SIGNIFICANT
CONTRIBUTION TO ENTERPRISE VALUE - IN MANY CASES OVER 50%

THE FINANCIAL CONTRIBUTION OF MARKETING TO ENTERPRISE VALUE

COMPONENTS OF S&P500 MARKET VALUE SIX WAYS MARKETING
CREATES VALUE

100% -

INTANGIBLE
ASSETS

- BRAND VALUE

CUSTOMER EQUITY

60% INTANGIBLE MARKETING
ASSETS STRATEGIES,
INVESTMENT AND

40% - TANGIBLE ASSETS ACTIONS

20%

TANGIBLE ASSETS

0% -
1975 2015

Ocean Tomo LLC, Annual Study of Intangible Asset Market Value 2015, Forbes Marketing Accountability Report, 2017

Foes MASB
CONFIDENTIAL ol 2L
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FINDING 2: THERE ARE 18 WAYS MARKETING ASSETS DRIVE
ENTEPRISE VALUE

THE FINANCIAL CONTRIBUTION OF MARKETING TO THE ENTERPRISE

CUSTOMER ORGANIZATIONAL INVESTMENT GROWTH QUALITY AND
EQUITY COMPETENCE EFFECTIVENESS PLATFORMS INNOVATION

e®

STRATEGIC VALUE DRIVERS

ORGANIZATIONAL
KNOWLEDGE
SHARING

MARKET EMPLOYEE TALENT,
INTELLIGENCE AND LEADERSHIP AND
ANALYTICS CULTURE

CUSTOMER
SATISFACTION

MARKETING
CAPABILITY

SUPERIOR INTER -
CUSTOMER DEPARTMENTAL
EXPERIENCE CONNECTEDNESS

MARKETING
EFFECTIVENESS

DIGITAL CHANNEL PERCEPTIONS OF
PERFORMANCE INNOVATION

ORGANIZATIONAL
MEASUREMENT
CAPABILITIES

CHANNEL PRODUCT &
INVESTMENT SERVICE
PERFORMANCE QUALITY

STRONG CUSTOMER
RELATIONSHPS

SALES AND SERVICE

EFFECTIVENES

CONFIDENTIAL 12




FINDING 3: THE COMPLEXITY AND COMPOSITION OF THE MARKETING
INVESTMENT AND ASSET PORTFOLIO HAS EXPANDED TO 20 CATEGORIES

+ THE MARKETING INVESTMENT PORTFOLIO HAS EXPANDEDTO e Modern Marketing Investment Portfolio
Traditional Advertising

20 PRIMARY MEDIA, MARKETING, CHANNEL & TECHNOLOGY St biopl
CATEGORIES Search
Promotion & Incentives

« UNDERSTANDING WHERE TO REALLOCATE INVESTMENT Events IR
RESOURCES AND HOW AGGRESSIVELY TO SHIFT TO e
EMERGING DIGITAL INVESTMENTS HAVE EMERGED AS THE el po—

TOP SHORT TERM CMO PRIORITIES Influencer NG
Digital Media [ INEEECET

* PROVIDING FACTS TO HELP CEOS AND BOARDS UNDERSTAND Content Marketing
Analytics

WHAT BETS TO MAKE TO SUPPORT DIGITAL |
Sales & Service Support

TRANSFORMATION AND INNOVATION STRATEGIES IS THEIR Programmatic Ad Buying

TOP LONG TERM CHALLENGE Marketing Technology Platforms
web [T

Retail Merchandising

» MANAGING THIS PORTFOLIO REQUIRES HIGH DEGREES OF
i

MARKETING ACCOUNTABILITY AND A DEEPER e
UNDERSTANDING OF THE ECONOMIC CONTRIBUTION OF Direct Mail/Catalog

MARKETING INVESTMENT TO ENTERPRISE VALUE. 20% 40% 60% 80%

Invest Type

B Emerging Digital
® Traditional MA B
13
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FINDING 4. CMOS PERCEIVE THEIR INVESTMENTS IN SOCIAL, MOBILE AND
DIGITAL MEDIA ARE OUT PERFORMING TRADITIONAL MARKETING CHANNELS

The Relative Effectiveness of Brand Awareness Marketing Investments

Social Media

Digital Media

Traditional Advertising
Promotion & Incentives
Mobile Media and Applica..
Content Marketing

Search

Out-of-Home Media

Public Relations
Influencer

Events

-4% -2% 0% 2% 4% 6%

Performance Relative to Average

Source: Forbes benchmarks from 300 Global CMOs, 2017
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FINDING 4. CMOS PERCEIVE THEIR INVESTMENTS IN SOCIAL, MOBILE AND
DIGITAL MEDIA ARE OUT PERFORMING TRADITIONAL MARKETING CHANNELS

CMO Perceptions of Media Performance vs. Investment Growth Rate

- . ‘ Social Media
Content Marketing Digital Media
. Mobile Media and Applications

Influencer Events
E
o
£
o
-
&
R . lic Relations
@ Out-of-Home Med =)

Media Performance (Relative to Overall Average)
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FINDING 5: MARKETING HAS BECOEM A TEAM SPORT - CMOS MUST TAKE ON SIX
ROLES TO EFFECTIVELY MEASURE, MANAGE AND GROW ENTEPRISE VALUE

SIXROLES THE CMO PLAYS IN CREATING ENTERPRISE VALUE

Director of the Innovation
Digital Roadmap Megaphone

Voice of the Cross-Functional
Customer Orchestrator

Brand Steward Portfolio Manager

E%BQSRACTI CE CONFIDENTIAL MASB 16

-‘nv mon -a»n




FINDING 6: MARKETERS THAT INVEST MORE IN MEASURING AND MANAGING
MARKETING PERFORMANCE ARE CREATING MORE VALUE

The research revealed that high-performing marketers that invest in marketing accountability and data-driven
marketing approaches are achieving better returns on marketing investments and superior levels of growth

performance. Marketers who pursu er levels of marketing accountability are achieving 5% better returns on
marketing investments and over r levels of growth performance.

5% 7.5%

5% higher levels of performance 7.5% better growth outcomes
from their marketing across 27 measures of business

investments across 11 performance at every stage of
categories of investment the journey

17



5% HIGHER LEVELS OF PERFORMANCE FROM THEIR MARKETING
INVESTMENTS ACROSS 11 CATEGORIES OF INVESTMENT

Marketing Investment Performance by Media Type

High-Performing Marketers vs. Total Sample

HIGH PERFORMANCE: 3, AVERAGE PERFORMANCE: 2, LOW PERFORMANCE: 1

Social Media 2.37

2.36

Mobile Media and Applications

Digital Media 2.35

2.34

Promotion & incentives

Public Relations 2.34

Content Marketing 2.29

2.27

nN

s N

5 N
N

Events
2.26

Influencer

Traditional Advertising 2.23

Search

Qut-of-Home Media
Powered by

drtableau

Source: Forbes benchmarks from 300 Global CMOs, 2017

W w0t Periormers Averane | Total Sample Average

MASB

CONFIDENTIAL
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7.5% BETTER GROWTH OUTCOMES ACROSS 27 MEASURES OF BUSINESS

PERFORMANCE AT EVERY STAGE OF THE JOURNEY

Relative Business Outcomes By Stage of the Customer Journey High
Performing Marketers vs. Total Sample

Brand
Awareness

Customer
Engagement

Demand
Generation

Sales

Social followers, impressions, retweets
Brand preference

Conversions/site visits

Media iImpressions

Rank (organic, paid search)

Brand awareness

Registrations to events and webinars
Engagement in sales and sarvicecalls
nquiries and Responses to campaigns
Downloads, opt-ins and profiles

Time spent engaging with the website
Referrals

Owned media traffic

Qutbound campaign open and response rate
Leads

Offer response rate

Shopping activity

Product demonstrations

nbounc calls and inguiries
Face-to-face meetings or store visits
Reauests for proposals

Net Promoter Score (NPS)

Usage & adoption

Ticket or bas«es size

Margins

Cross-sell penetration

Win rate on proposals

Sales transactions

11.0%

10.6%
|
1, S S0k
. 2705
I 2 50
I 0.6%

00% 10% 2.0% 3.0% 40% 5.0% €.0% 7.0% 8.0% 9.0% 10,09 110 12.0%

Performance Relative to Total Sample

CONFIDENTIAL

19



FINDING 7: HIGHLY ACCOUNTABLE MARKETING ORGANIZATIONS ARE
BUILDING 12 ORGANIZATIONAL COMPETENCIES

. e 1. Cross-Functional Organizational Structures: Growth is a “team sport” that requires high degrees of
Th € researc h 'd € ntlﬂ ed 12 collaboration across business units and functions.
common organ Izationa | 2. Measurement Skills and Competencies: Marketing accountability requires superior “below the line” skills in
capa bilities that hi g h analytics, modeling and financial integration.

3. Functional and Role Alignment: Marketing must be functionally aligned with the growth strategy and

pe rfo rmance ma rkete rs are enabled, partnered and resourced tc achieve company growth goals.

developing to leverage the

data, systems and marketing

. . . 4. Common Funding Processes: Centralized funding of short-term, long-term and strategic marketing
Services pa rtner relatlonsh IPS investment maximizes ROMI and facilitates trade-offs.

th ey have to evolve their 5. Common Planning Processes: Common planning processes that are data-driven, frequently updated and
marketin g pe rformance forecastable improve financial outcomes.

- 6. Information-Sharing Processes: Documenting, sharing and leveraging information and learnings across
measurement SySte ms to a the organization directly impacts enterprise value.

best-in-class model and
improve marketing
accountability.

7. A Common Economic Purpose for Marketing: Leadership must agree upon the economic purpose and
contribution of marketing investments and actions to grow enterprise value.

TIVES

8. Collective Growth Rewards and Incentive: Executive stakeholders must share growth incentives to foster
collaboration and achieve collective growth outcomes.

9. Common Enterprise Measures and KPI: Company growth performance requires connecting the dots
across many data sources to fuel reliable and externally validated measures of the financial impact of
marketing investments.

10. Common Customer ID and Profiles: Customer profiles are the foundation of marketing mix and attribution
n models that span investments, channels and stages of the customer journey.

11. Planning, Attribution and Forecasting Models: Measurement models must incorporate a wide range of
detailed performance data to support strategic CMO decision-making and investment trade-offs.

12. Broad Data Sources and Degrees of Integration: The mare internal and external data sources integrated

into marketing planning models, the more robust performance measurement models become. M ASB

Marnaieg Accosntatiny Standarce Beard
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FINDING 8: WITHOUT CONSENSUS MEASURES OF THE VALUE THEY CREATE
CMOS FACE BIG CREDIBILITY GAPS AND GROWTH SUFFERS

The Consequences of Not Having Consensus Measures of Marketing’s Value

How the inability to communicate, quantify and measure marketing value impacts CMOs

NO SEAT AT THE CEO PRESSURE TO LACK OF CREDIBILITY WITH
BOARDROOM TABLE DEMONSTRATE VALUE PEERS AND PARTNERS
0 0
of boards do not have of CMOs are under pressure of CMOs feel the inability to
CMO representation’ from the CEO to prove the communicate, quantify and optimize the
value of marketing? value marketing creates hurts them

personally and professionally*

Sources: 1) Forbes CMO Research, 2) How Board Level Marketing Experience Improves Firm Value, Whitler, Krause, Lehman 2015, 3 0 Duke Fuqua CMO Survey 2017

CONFIDENTIAL !.Y..'Ing 21
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SIX QUESTIONS EVERY CEO NEEDS TO ASK ABOUT GROWTH

The Financial Contribution of Marketing to Enterprise Value

: Organizational Marketin Digital Growth :
Brand Value Customer Equity Cgmpetence Effectivengss %Iatforms
® ® (& ¢

v v | v v
Six Questions Every CEO Needs to Ask About Growth

0 What is the Q Are we doing How 4 ) Are we 9 How G How
contribution enough to ready is our getting more aggressively important
of brand leverage, organization than $9 of should we IS innovation
to current protect and to support top-line growth reallocate to growth
and future expand the growth? for every dollar resources in our
enterprise value of our we allocate to digital industry and
value? customer to marketing channels to competitive

relationships? investments keep up with set?
and activities? customers,
competition

and the cost
of acquisition?

g(;'ll'gelgRA CTICE CONFIDENTIAL MASB
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