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Continuous Improvement
requires more than Science

Document elements of
Science & Governance for
CIR, then measure success
& revise Roadmap

Expected

Outcome

Roadmap for all involved in
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Journey

Strategy
Document “what is
known” about the
Science and the
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for continuous
improvement in
return, then create
roadmap and
measurel/track
success (revising
map over time)
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MASB CIR

A science- and governance-based system for marketers and

their colleagues to “CIR” i.e. continuously improve financial
returns

Based on:
In-depth interviews with 23 CIR experts
Roadmap and MASB Marketing Value Chain
Definitions of 13 critical science and governance capabilities
Assessment tools and guided interviews
Provides progress over time

Available to all MASB Marketer members and for a fee to non-
members

MASB



MASB CIR Key Terms & Definitions

1 Measurement
Development

2 Integrated Data Bases

3 Research-on-Research/
Analytics

4Knowledge

Science

5 Better Practice/
Continuous Learning

% Forecasting Models

MASB

Process of improving measurement reliability, predictive validity, sensitivity & calibration

A method for managing data from multiple sources and combining it around some type of
single ID (e.g. a single customer). Integrated databases provide marketers and other
decision-makers with a unified view of these multiple, sometimes disparate, data sources.

Process of explaining variancelidentifying the causal drivers of the business or human
behavior.

Profound understanding (of the business process or human & customer behavior) that yield a
clear prioritization of action; Learning or principles that yield true predictions with unvarying
uniformity (MR Vision 2003).

Documented method of operating that yields higher level of performance than other operating
behaviors (BID); Process of applying Knowledge to the operating process for improved
performance.

Analytical techniques that represent causal relationships among various conditions & actions
taken to achieve specific business results and forecast future outcomes of various potential
actions & conditions (IBID).



MASB CIR Key Terms & Definitions

7Cross-Functional Team X-Functional Team w/Cl Orientation, Common Purpose & Rewards, Central Funding &
with CIR Orientation Thresholds

8 Common Financial Metric A financial metric that can be applied to most or all marketing, which is easily understood by
non-financial people, (e.g., long-term profit/cash flow).

Q© °Common Purpose All or most marketing personnel and suppliers focused on improving against the common
g financial metric (i.e. definition #8).

g 10 Common Rewards Rewards for marketing personnel and their suppliers — including pay, promotions,

B recognition — based heavily upon success against common financial metric.

> 1 Central Funding All marketing investments funded from a single source, which releases funding based

8 primarily upon the likelihood of success against the common financial metric.

12 CIR Planning Process A method of planning for marketing funding, based upon the principles of CIR, most notably:
teams compete for funding for their respective brands and vehicles based upon proven (or
at least plausible) ability to help hit overall financial metrics.

13 Ever-rising Thresholds A minimum threshold of financial return is required to receive marketing funds, and this

threshold is typically raised year over year.

MASB



Here’s how CIR works at © willercoors
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ACTIONS AND
INVESTMENTS

MILLER COORS EXAMPLE

KEY DRIVERS

CUSTOMER

THE MASB MARKETING VALUE CHAINSM

BUSINESS

FIRM FINANCIAL

PAID, OWNED AND
EARNED MEDIA

OWNED MARKETING
INFRASTRUCTURE

PROMOTION ACTIONS

PLACE-DISTRIBUTION
ACTIONS

PRODUCT ACTIONS

PRICING ACTIONS

CAPABILITY
DEVELOPMENT

COMPETITIVE, BRAND, &
ACQUISITION STRATEGY

MASB

OF VALUE BEHAVIOR OUTCOMES PERFORMANCE
BRAND VALUE PURCHASE DECISIONS VOLUME ENTERPRISE VALUE
RELA'ﬁg?l;?lI:ILEEQUITY USAGI(E:égEEBSUYING Sl HEELIE
T e
VOLATILITY CASH FLOW
DE;;:E.;';:L’;%‘;M |SHARE OF TRANSACTIONSl VELOCITY GROWTH RATE
QUALLTJDO:EZT._,?_EUCTS c OT‘EISE?)STSS QZTPES PROFIT MARGINS BRAND ASSET VALUE

REFERRALS AND WOM

LOYALTY

PRICE SENSITIVITY

CUSTOMER ECONOMICS

FUTURE OPTION VALUE

COST OF SALES

COST OF CAPITAL




Here are the improving returns
MAINTAINING MARKETPLACE PRESSURE WITH ‘ @ .
SMARTER, MORE EFFICIENT MARKETING INVESTMENT Mi | |EfCOOI'S'

YR3 Benefit

. . o

YR1 Benefit

2015 2016 2017

Cumulative % o o
EBITDA benefit 2% 5% 7%

MASB ©2019 MASB 8




Note: these were not through cost reduction

USE LESS, INVEST WISELY
REDUCING COSTS WHILE MAINTAINING MARKETPLACE PRESSURE

MOLSONTC

MAINTAINING MARKETPLACE PRESSURE WITH
REDUCING MG&A m SMARTER, MORE EFFICIENT MARKETING INVESTMENT m

MG&A Expense

YR2 Benefit
2015 Pro forma 2016 Pro forma 2017 2015 2016 2017
Cumulative %
EBITDA benefit 270 5% 7%

Source: MillerCoors Finance; MMA

MASB



New version now available!

MASB

Marketing Accountability Standards Board
Confinuous Improvement in Return

Evaluating and enhancing a company’s performance in generafing

Measurement Development Process of improving measurer liability, pred
1. What is your company's history of developing measurements of marketing effectiveness?

2. What s your company’s frend in markefing measurement expenditures?

3. What steps have you iaken fo improve reliability and sensitivity of markefing measures?

4. How much has your company'’s data and analyses been integrated across multiple systems?
5. How would you grade your company on having an agreed-upon “single source of truth?

6. What are your key measures revolving around brand, customers, and prospects?

fture outcomes of various potential actions & conditions.

Forecasting Models Anaf

1. When you make marketing investment decisions, how often do they rely upon judgment alone? Analyses of historical results?
Forecasts of future results?

2. When you forecast financial results and delivery requirements, is marketing considered?

3. How much precision do you expectin your forecasts? Looking out one week, one quarter, one year?

ies that predict fi

Commeon Finaneial Metric Can be applied to most or all mark easily understood by m cial people (e.g. cash flow).
1. Do you use analyses that ink marketing to financial retums? (2.g. marketing mix modeling). If 50, how many? How much of the
marketing spectrum is covered?

Do you reguire any financial threshold before approving funds?

Do you manage marketing based upon financial measures? (2.9. revenue, gross margin, net margin, time-to-payout, etc.)

How many types of financial measures are used? Do they come together at any paint?

o

Central Funding Sources of marketing funding
1. Isthere a central planning, budgeting, reparfing and forecasfing process for marketing funding?

2. 15 funding available outside of the mainstream?

3. Are there employees or suppliers who manage large perceniages? (e.g. media agencies, sponsorship teams, efc.)
4. What have been the recent trends in marketing investment? (by business unit, brand, vehicle, etc.)

eria for approving these funds.

CIR Planning Process Teams make cases for funding for their respective brands and vehickes based upon financi
Describe relafionships between Marketing and other functions, especially Finance and Analytics.

What's the frequency (e.g. annual, quarterly) and cadence (e g. series of meetings) for markefing planning?
Which groups make requests for markefing funds? When and how? Separately or together?

How is marketing investment sef and fracked? (by business unit, brand, vehicle, efc )

What are the processes to re-allocate funding throughout the year?

g

Marketing Accountability Standards Board
of the Marketing Accountability Foundation

Based on feedback from last
summit we have created a ‘lite’
version of CIR

Named ‘CIR Benchmarking’ it
uses subset of full CIR based on
marketer’s need

First one launching with major
marketer in coming month

Quick three step process to
give immediate, actionable
information



1. Kickoff

One-hour meeting, which can be conducted virtually

MASB experts brief executives from the marketer and tighten the
scope of the project including:

Define which business unit(s) & customer types
Understand business model

Establish timeline

Confirm key cross-functional participants

We also provide a set of questions for company executives to
consider before the next (Q&A) meeting

MASB



Q&A Meeting

A half-day meeting
Ideally held in-person on premises

MASB experts guide benchmark participants as they answer
the previously provided questions

Interactive session:
Conversation
Hand-outs, reports, etc.

White boards & projection

MASB



Read-out

A one-hour meeting
Conducted virtually or in-person
MASB experts provide:
Scoring of progress against the CIR capabilities
Comparison against anonymized others
Guidance from MASB marketer, academic, & measurement experts
A point-of-view on the highest-potential improvement areas

A written report to share with your colleagues

MASB



What MASB Needs from Marketer

Participation from Marketing, Finance, and Analytics leaders

Candor in providing information and answering questions

Very low resource commitment

for the value received!

MASB



For More Information, Please Contact Us

Marketing Accountability Standards Board We W' l l p rov l d e a 1 - pag e
Continuous Improvement in Return

Evaluating and enhancing a company's Ove rv i ew fo r reVi ew

performance in generating confinuous
improvements in refurn on marketing investments

What is CIR? MASB is a visionary inifiative by indusfry professionals and academics who see an opportunity fo S et u p 3 0- m i n u te c a | l to p rov i d e

increase the contribution of the marketing function through the development of standards. The question for MASB leaders

L3 L3
was how to help execufives evaluate and enhance marketing accountability over time. The answer is CIR, Continuous d eta l l S a n d a n S W e r u e S tl o n S
Improvement in Return, a series of purpaseful decisions and actions taken over multiple cycles that steer a company toward q

ever-growing financial retums.

The Best Practices Benchmark is an objective analysis of a company’s performance against five core capabilities leveraged
by best-practice companies. A full assessment adds an addifional eight capabilities.

Best Practices Benchmark Best Practices Benchmark — 5 Capabiiifies

This is an efficient, limited-scope consulting project conducted by MASB

experts over three meetings: Mﬁ:ﬁ;ﬁﬁgg’“
1. Kick-off: One hour, can be conducted remotely. We brief you on the Common Financial Metric
CIR approach and tighten the project scope—identifying relevant Ceniral Funding
business units, customer types, timing, and your Marketing, Finance CIR Planning Process

and Analytics pamcwpgm.s for this project. We also provide questions E ® —
for your team to consider.

2 Q&A: Half day, ideally in person and on premises. We guide
benchmark participants through the previously provided questions. Integrated Databases
Answers can be given vetbally, with hand-outs, on white boards, etc. Research-on-Research/Analytics

X i Knowledge
3. Read-out: One hour, conducted remotely or in person. We provide: Beter PractcelConfinuous Leaming
= Scoring of company progress against the capabilities

= Comparison of your company against anonymous others. Gross-functional Team with CIR rientation
« Guidance from MASB experis.

= Apoint of view on the highest-potential improvement areas. Common Purpose

«  Awritten report to share with your colleagues. Common Rewards

What MASB Needs from You
1. Participation from your Marketing, Finance, and Analylics leaders. Ever-rising Thresholds
2. Candor in providing information and answering questions.

MASB

For more information or to arrange for your assessment, contact:
Frank Findley, Executive Director  frankfindley@themasb.org



CIR Team Members

I Team Leaders I

I Team Heroes I

Staff

MASB

At Large

A ® |

Kelly Johnson Rick Abens
ESPN Foresight ROI

Frank Findley
MASB ED
Sponsor

Greg Banks

™
Z

Tony Pace
MAF/MASB

Jim Meier*
MillerCoors(ret)

Erich Decker-Hoppen
Communication

Art Klein
MSW.ARS

*Interim Co-Lead



Thank-you!

Marketing Accountability Standards Board
of the Marketing Accountability Foundation




