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This presentation was part
of a webinar Cognitive Creators hosted on data-driven marketing.
Check out the video for more details: youtu.be/r2CZHvq5lNk

Description:

Spending more and more on paid advertisement isn’t sustainable. Neither from a financial perspective or a data perspective. What are we planning to do when platforms like Google, Meta, or TikTok would suddenly stop providing any data? If you think about Google’s third-party cookie ban, this concept is not even as distant as first seen.
That’s why the time has come when we as leaders consider new ways of reaching our target audience and escape the dependency trap set by these mammoths.

In our webinar, we reveal a path we can step on to fill in the data gaps by ourselves: the path of sustainable digital marketing through mindful use of data.

Besides collecting just as much relevant information on our potential customers as needed, we aim to create value with the data at our disposal without spending more and more.

Because the essence of marketing should always be about building trust and lasting relationships with the customers.Read less

Read more
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	1. How to Get  Out of the Rat-Race of


Infinite Spending on Digital Marketing
Building The Legacy of Sustainable Data-Driven Marketing
 


	2. My name is


Attila  Tóth


Digital Strategist @ Cognitive Creators
17
First digital endeavour:
setting up a webshop
for my dad
18
Setting up my
first company
25 Today
Helping brands to transform into the
digital future:


> Grow brand equity


> Increase business valuation


> Find the fastest way to growth with digital


> Focus on positive ROI that is sustainable
21
My first
international
project


(HQ Germany)
Delivered digital strategy


5 industries


7 countries
30
My work reaches Japan


(total: 25 countries, 13 industries)
Age
 


	3. They say
advertisement is
the  villain from
 
the movies.
 


	4. Advertisement
doesn’t have to
be  evil.
We aim to broaden the
consciousness about the way we
look at data, and how we use it.
 


	5. Easy-to-digest insights
Reflecting the  current state
Based on available data
Converting insights into
actions
Minimising the human
factor
Easy-to-digest insights
Reflecting the current state
Based on available data
Business Intelligence
Converting insights into
actions
Minimising the human
factor
Data Centralisation
Data centralisation is related to BI, but takes it to the next level
 


	6. 1
Key learning points  of today
How can you readjust the
digital marketing practices to
create true value instead of
catching a train leaving for
infinite spending
2
The urgency of creating
relevant ads for building
trust on the long-term
 
while avoiding waste
3
What is the legacy we, as
leaders, want to leave
behind
 
where the customer-centric
mindset unfolds
 


	7. We don’t want  to
see more and
more ads.
We want to see
more relevant ads.
 


	8. Relevancy exercise
Scroll through
your  newsfeed
1 minute
How many sponsored
ads do you see?


How many of them are
relevant to you?
Note down
Time
Social Platforms
 


	9. Relevancy exercise The  aim is to maximise
this ratio.
46%
36%
18%
Total Ads


11
Relevant Ads


2
Almost Relevant Ads


4
Irrelevant Ads


5
 


	10. $4,6B, 142%


$209B, 42%


$28B,  46%


$118B, 37%


$11B, 37%


$5B, 37%
2021 - Total ad revenue and year over year growth
What do these numbers show?
Besides how rich
these tech giants
became?
 


	11. Noise without result.  Brands spend more and earn less
The return on ad
spend is decreasing
across multiple
industries.
 


	12. Looking for alternatives
to  advertising mammoths
that keep raising the bar.
 


	13. Advertise only as  much as
you need to and to those
who need it.
Change the game
 


	14. Advertise only as  much as
you need to and to those
who need it.
Change the game
Consider ways of reaching the target
audience without the complete
dependency on the mammoths.
 


	15. Today they all  collect and provide data…
But what if at some point they shut down the providing part?
 


	16. 41%


of UK marketers  fear of
inability to track the right data
We are already driving in that lane, if you think about
Google’s third-party cookie ban
44%


of UK marketers see further
increase in spending of up to 25%
 


	17. Replacing the gaps
with  mindful data centralisation
 


	18. 80%


of marketers believe  this is
the way forward*
Impersonalised marketing strategy
*Gartner
Caucasian Woman
Age between: 17-40
Blonde
 


	19. Hyper-personalised
marketing strategy
Age between


27-38
Using  both digital and
physical means
Style


simple and elegant
Career


creative industry
 



	21. Focusing on data


that  can make a difference
in relevancy
vs.
 


	22. Building trust and  loyalty within the target audience
 


	23. How does the  future look?
 


	24. Secure vault of  your
digital identity
The future of data sharing
 


	25. The future of  data sharing
Add data
you wish
to share
Secure vault of your
digital identity
 


	26. The future of  data sharing
Add data
you wish
to share
Choose who
to share it
with
Secure vault of your
digital identity
 


	27. The future of  data sharing
Add data
you wish
to share
Choose who
to share it
with
Receive only
relevant
content
Secure vault of your
digital identity
 


	28. What can you  do right now?
5 step strategic roadmap
¸
Step 1


Prioritise email data strategically
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Identify the touchpoints where data is (or can be
easily) generated but not yet explored
¸
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Centralise data (e.g. Email Management Engine)
 


	31. What can you  do right now?
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Step 1


Prioritise email data strategically
¸
Step 2


Identify the touchpoints where data is (or can be
easily) generated but not yet explored
Step 3


Centralise data (e.g. Email Management Engine)
Step 4


Use the captured data to fuel your campaigns, to
make your targeting, messaging, timing relevant
 


	32. What can you  do right now?
5 step strategic roadmap
¸
Step 1


Prioritise email data strategically
Step 2


Identify the touchpoints where data is (or can be
easily) generated but not yet explored
Step 3


Centralise data (e.g. Email Management Engine)
Step 4


Use the captured data to fuel your campaigns, to
make your targeting, messaging, timing relevant
Step 5


Measure & enrich
 


	33. • How can  we readjust the digital marketing practices to create true value
 
with the data we have instead of catching a train that leads nowhere


• Focusing on more relevant ads and avoiding waste, considering the
importance
 
of digital personas and hyper-personalisation for building trust on the long-
term


• The legacy we, as leaders, want to leave behind where the customer-centric
mindset unfolds. How do we need to shape the future of personal data
sharing in the context of digital marketing.
Major topics of today
 


	34. • getting started  on the road of data collection,


• deciding what data you need for your operations,


• analysing your raw data to gain meaningful insights,


• rethinking old strategies based on the data insights,


• and ultimately, reaching business growth.
It’s not a question of IF but WHEN are you
And the WHEN is NOW
 


	35. This presentation was  part
of a webinar we hosted.
Check out the video for
more details:
 
youtu.be/r2CZHvq5lNk
Follow us on: Cognitive Creators
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