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Decoded

Fhe stendtio is'all'too familiar: You’'ve
ufchdsed a big-ticket, high-consideration

. S A g e A £
mmbﬁﬁdﬁ O@I avEa ID Iil(erh—'say, a riéw smatt TV. It’s something

EOxIBUA EGiRékE biEQOY DI
A IOfiydh OETHOTE T

WOOHEQOEE
NEhaQ/aldzie B OiRaEEH INIQ
E ﬁﬂﬁiﬂﬁ)ﬁ]@ﬁiﬁﬁ&m@l UEYIE O[)a start to tecelve targeted ads serving up

i@ EpedicEcadtEE OFOIA
UIAOCEO O &l igt GODBVEEAGEQ AF | o

Eiy AEA BEQdEIeifooochoar

~ 7 A

A aukdWNIO

as 7 o

B
DAY RREEOR EEhyaYUOO
BOOHOEADH E=DQIBAEETU
NebEI@EOCU

Neil Hoyne, Google's Chief Measurement
Strategist and Author of Converted
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you’ve §pent a l[dhg titne researching and
(hopefully) you wort’t heed to buy another one
fot'a feW yeal's. But days! weeks, even months
aftet tHe fact, you continue to be bombarded
wlth prdmdtional emaild'dffering post-purchase
upsells or discbuttts on other TV models. You

ther atternatives everywhere you go online,
uding sotial media.

“4fino\ling” are both
und&rstaf&meéntk;(Just ask the 89% of
consuiers who unsubscribe due to repetitive
offers.

siyvmregembyai\ap rixguoviNt igiuk\ Poce Y i\
PRIVENE, SMuNWRID i} NoxkINJETY KBSTTEIgM\
NvYMENDoMYP N ook vk WAN Y Tok i NFE kg B\
Xivoyak@ KAk rharketers sttive td create digital
dXxperiehces as nudncédiand engaging as high-
tolich, in-persoh service, they need to go
deeper an understdnd consumers on an
intrinsic léel. This is'tHe dnly way they can
ensure théy’re éngagini with people in the right
Way,!right!frdm the start, to form a strong long-
term'relationship, even'as they venture across
different cdmmeérte anld media channels. After
all, Bach colistimEr hashx dhique context that
ultlmately dirives tH&ir néeds, behaviors, and
preferehce’, and bfands need to tailor their
¢athpdigns and thteractions accordingly.
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To effectively serve customers in the moment
across channels and deliver true
personalization at scale, marketers need to
evolve from order-takers to relationship
builders. They need access to data and insights
that help them gain more context into customer
preferences and behaviors. Additionally, they
need robust tools that empower them to make
bold creative moves and rapidly launch and
evolve campaigns when new opportunities
strike across channels.

Leading-edge teams are circumventing the
static and assembly-line marketing structures
of the industrial efb by using AI-powered
technologies that empower them to achieve
hyper-execution? They’re not just keeping pace
and responding to new consumer behaviors
and expectations. With flexibility and
dynamism, they’re staying ahead of the curve
and proactively anticipating customer needs to
delight them in unexpected ways on their
branded eCommerce sites, mobile apps, social
media, and beyond.
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The goal of marketing, on its surface, seems
simple: connect with consumers in a
meaningful way. This premise has always been
easier said than done, but it is especially true
today as consumer behaviors are more
fragmented, spanning different channels, apps,
and touchpoints.

Because commerce is embedded into so many
new interfaces and experiences, the traditional
marketing funnel has collapsed and the once-
linear shgpping journey is now an endless cycle
of comerce. Customers can go from
inspiration to conversion in a snap, and they’re
looking for brands to provide the best offer,
message, and incenti\v@& in that moment. When
you couple this with the fact that many
org&nizations still operate marketing as siloed
and regimented assembly lines, marketers
simply are not empowered to move at the
speed shoppers now expect.

04



CRABROLP2R®EOIEHEI®|2 of
¥ @ daR-Y14Yi2880 e erank .

Brands need to interact with customers in real-
time and emulate a great salesperson—
something that’s impossible to achieve when
every step requires assistance or buy-in from
another department.

XeKGIMigaZ BkognvaBviSWik=QLitkgtGd W iIf
k@gZIhGkaziit+QK\Ved\krg@fi= IWN-IKMUFIAGVQTKG VI
\gQkIKIRYISIORZ narketers tan’t risk
entering a never-ending loop of internal
logistics that impedes@esponse times. In many
cades, & lack of swift action leaves brands
missing out on new opportunities to reach,
engdage, and conv@ért customers. After all, we're
living in a world where consumers’ minds
change in A second, whether it’s because they
saw a new influencer post or received a new
recommend&ion from Al

Waiting for layers/of insights, inputs, and
approvals from data ergineers, creatives,
campaign/managers, merchandising teams,
analysts, and*other stakeholders holds
marketérs back and leaves revenue up for
grabs.

59t’s really hard to get a campaign or promotion
out the door if you have to go through an
assembly line of pulling a list, sending it to
merchandising for & promo strategy, requesting
creative from thé design team, having a
developer catéhyour HTML templates, and then
waiting for an analysfsto skt up an A/B test,”
said SHai firask, SVP of Product and GM of the
Americas at Optimove, in a recent episode of
th€ DecodedPodcast. “If it’s that hard, you’ll
t&ke the path of least zesistance and just offer a
flat discount oxstandardized promotion that
doesn’t moverthe needle.”
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#h traditional Workflowls, marketers need to
wait for & green light fronh another department
Before moving forwartl. These static and linear
workflows are not dquipped to the new
customeplpournel, whicH spans channels and
haslmany!starts and stops. Rigid procedures
§nd aBsembly-line processes have their place
ih’hanuf&6tiring, but they have no place in a
creafivd, intekactivd, hnd continuously evolving
field like rharketinlg. Marketers need the power
tolunderstand &nd reach consumers at critical
moments in tHbexperience, whether they’re
resedrching product&at a High level, comparing
Brarfds, of finally adding items to their cart.
Along thé&b path, arketing needs to meet
customers with those right messages at the
right time.

Must take notés from BeaBy giant Sephora:
NESGNREB2>A3BPRQECSSHSE)VONQZYBEGS);:)S
v Z>S S5EG=LINZQS1IBIS) GSSQZ)r8SL)GQZ/S
d4sGE2)Y2E 8I=G1SZ+15)3CH1 ;1)S) i ZS »NUALY\:3S
VG\AL/ SV QGHZ YISGRSVESEINQIA¥SG>S);ZS
EZ216Q: SNGNE3LS. 2P 3GQSEZ Wh ) Z(813¥185:>S):.3GC
MWESZ4RZ QAL IS HEBQY. IMBA( &ustomers

leave th&store! they continue to receive hyper-
tailored offers and méssages that align with

their fav@ritedrands, p&6tlpurchases, and key
Behaviors.

#t’s that-260-degree view that helps deliver
petsanalizeld expeendes at scale: the new
manda$e for btand reldvance and resonance. To
replickte Sephora’s dtellar experience and
acquire equdly loyed brand fans, marketers
muBt be @arious,!fast-moving generalists who
chn takela mloment of ingight or inspiration, like
a timely sociall®tedia frend, and turn it into
thelr ngxt biglcampaign idea.

“Hyour kentire team is made up of deep
specialists rdther th&n more adaptable
generd@listS¥%r ‘Pbsitionl&ss’ Workers, then
flegibility and curiosity arén't baked into how
they oférategeshid Hoyne.
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EMBRACING THE
NEW MARKETING
MANDATE
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1Rotinfve’s Fr{®&alsp exfléined that'émbracing Positionless
Mdrketing doésr('t (Raké other departments redundant or
dbspleté. THe goal'ig to qlleiafe Hpinute or burdensome tasks
that&ypicélly bod dowisther teanf members. For instance,
“@re(re not Suggestifg f(ring all(degiBnefs, but there are mundane
tasks that they h§i@4&'ddq,” he#xpla{fed. “If I'm a marketer and
I'say, ‘I want to rn an §/B'te&t, sd'l feed this product image to
sit on fduf {lifferent Backgrounds) #hat sort of task isn’t fun for
designe(st They’'d niitich (agher dés(gn a new banner or more

cleati@&tperience.”

“eIE Sholead, 1R BcX%at%iatd st Jri ¥ omest| fi I set FiealreE %oy
Bahplifdsndivititais [ikvebedba frit-da Wi ajb (B be g%e1iR%o
pihp%eedse sndE |Yest@EMunr|opd)bosbpd,de ] p ain|@E% ahalr|t

s sinig he. e Stoelaxdbibn@EviH e- VB % put%s rEHERAPRS|

B rxP6b) Emaltri@E w ih ot il <E v Ld-exrt T%ie ¢wt ld-bxtak %earypk E~

e rta; leeus oxEM O @ES6s| @I EKNE

Peo¥icYeakuB 1,
Foueale PV Y- ZER 6% timove

A Posifior@&ss approach(cugq thilough red tape while

@& pBwelidgséarty meriber$with tie time and bandwidth they
r(éed todBheir bes&NdH(an&&apitdijze on opportunities to
éngagé drfd(infli(ence(dugtontérs in the moment. Freed from
Mmanual and ardup(s tasks, nf@rketers can in turn free their
tinds (an schedu&s) to"devié&ldp innovative campaigns and
stratégies'that (ill frive congurfiér attraction, engagement, and
cofwersion.

P&sitipnleég Matketlers britg ¢hd a¢t'and science of marketing
tog€thdr. Theydre strtegists andbreators. They drive big
fdedd bUt@do execute té @i lng*terfn optimization. They
can do"anytlfigg(and be egerytlfing. Because at the end of the
day, youHcugtmersarefi’ t{(waiting—so neither should you.
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THE THREE
POWERS OF
POSITIONLESS
MARKETING

B 18k $BHE & D BB)YRIIES S50 kISB)1s using
AP )& 05 AR&BIS @, 96AHSEH)BBEB;p &HA] today,
SULHBS Y dIBRHP) Ul 65;likeOSRatGPT, DALL-
E, B¥ii# 78/ M8or&89';,L kyP8fal't campaign
YHEYES N A A BY, A &I MG r&)Bata analysis,
AHd BHCR eS8 dsKH&Lr&dtib& B ut beyond
dErb&8. $0 &S$) PRLISH (s M teters can
aB& AY8ITHEIB2) et Wi dynamic,
F&IHI&GN B B&2I g A&z HPmer data

Blit& 7 & LIt ¥ ah$&at, customer
M)glEs' af the &eAt 'O evke#&hing they do.

Thehest' &y A Ia&eBIN)1s&%o use it to
SLEL)III@)$Y s Br&1IS$LH s 5 28 0h 1 &28Bf lows,
It I8t &Y ovetivayl18e#);) d&€cording to
W& te. #eally, %I k¥ inS2&ath $imuld use Al
‘& Brhbt&, A&7 D KD)SN Y existing
Val8:888ps &I $) 28N pd/ 656 CHAL&PT better or
& ftdduarith&ral) &$petitors.

THz Dost€z ¢z} 71 st e’ X Pbdy 2@ €11} xufit HX2{€ €zt podcast series:
DE et Hrzponr{eXs REHzu}, iOxdclhzc i€ 1x|6ge%dkkzten to the full
L} xzfSy ST \atE(E faygaidEls,ats;sz/ debtitjer}dz on Apple and

GpowiZdy h
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\(Vitvohn@chi'he leG&ning Wh(ick b bedon®rtd theYal&datibh(@f (mfodern marketing organizations,

the'@thary"pwkic of P&ifionless Marketing include:

1] DATA POWER

Bhttf is t(® lifelfood of
H&efing!st(ategies and
ess@ngial fot'stedlHr campaign
P86 atlcd—4(d a critical
Blctde in@:tering
pérsénatiz¥d éxperiences at
Skale. BOWeve(, (n traditional
téam 'strucaes, Marketers
Hré s@udi(waiting on
@é&rBurdéhed ddta engineers

AR SRIVESPOWER

to-ettract bnd analyze the
(Boemigtion@(d'insights
needed td¥uile campaign
d€'¢istor&nQing.

PO¢itioni&ss Marketers can
(ndependehttly'access and use
dy#(mic @s{dMmer]insights to
d¢sien(@nd%mplement the
hyi#r~péfsonalized

M&HKet(hE (s &n inherently
CretDive fielt] wBeB8 out-of-
th&-bok &nlhkers and
DEHEriet shin& They know
how t&$ctaft inesksaging that
Will Be(a bit with ‘€listomers at
&e\Wwaume(ts in the shopping
yurney. An&l they know how
to d&iVer théb&st messages
hAn@ ind@htive846 the most
(ebdast i@ airhbts and

W (cfidatidn Qannels.

b pqitiddEd-based
Struttuvei&madrketers need to
fitch ¢heiY idea’§ to a design
td%om !(vEit %or &S ck-ups,
PD(ick fde&lbdck on a
Propod&d Hraft,"and then run
through"th®e!$ocess a few
Podre(Yorieq unitit it'$ready for
lbungh.

But wheh@ndrletérs can turn
to géin@atbee NS Patforms as
th@ir'trusted"pattners in asset
¢re@tion, th8y( can rapidly

(te'tatd fpative 'doncepts and

expleriences tlistomers are
lo&kirg'{dr. The Agt9platform
Will algé erhp@aler teams to
précisély dreste and target
Specifiesegnoehts while also
ehdbllin&Srl-fine pattern
(de(dificatidi and responses,
50 they déb(dyngmically build
hnkyadjl9%t!¢dmpaigns
grour(ded ((redl insights.

hccllerdte Yesign processes.
Beyond thé sh$er speed of
these &% wotkflows, Al
pl&fepk caWsitp tharketers
ensurédlivérables align with
Specifici8tadelart(s, maintain
Btand(tondistency, and fully
d€Dver upo(tfieDgitial vision
they Ifa¥%(n $id"pr a project
ALl whilé tdiloring the
contenfcspecifically to each
prospéct &b Lustomer.
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Bnother laborious part of
modern niirkefdng workflows
is campaign analysis and
optimizddion. Mining through
data 204 KPIs to determine
Nh&’s resoating with the
target audidhc® and what’s
falling short of expectations
takes a lot af time. Time that
Would be better spent on
iterating and bMinging new
concepts ® market.

Blistorically, marketers have
had to depend on analyst
teams to conNnunicate how
campaigns aieé performing
and offer suggested
improvements.

But by ad®pmin AI-powered
technologyrhat self-
optimizes campaigns and
gpurneys through automated
testing, marketers can
fluickly identify performance
shant-comings and receive
suggedted tweaks, and then
fuickly augmemt customer-
facing campaigns to ensure
relevance. This frees
marketeito do what they do
beSt: drive the strategic
deployment of campaigns
and stratBgies, while
intelligent platforms handle
tactical optimization.

£Machine learning is
becoming the foundation of
modern marketing,
embedding intelligence into
every step of the process,”
said Bad&iinton. “What
excites me MNost is how it
alldws marketers to move
from reactive to proactive
strategles. Instead of
guestingNvhat works,
machine learning helps
brands predist tnends, fine-
tune campaigns in real-time,
and personalize interactions
at an incredime scale.”

By harnessing these three key levers, marketers can be more
agile, strategic players in their organization and serve up the
dynamic experiences customers crave. Rather than focusing on
singular campaigns and tactics, they can become holistic
thinkers and brand shepherds that design relevant, compelling

campaigns at scale.
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ACCELERATING THE

CAMPAIGN EXECUTION
FROM 6 WEEKS TO 24 HOURS
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TURN WASTE
INTO WINS

&9t e BU)BS (CalVF ot & (K&t &AM to
tifd&rstan'd%nc@sdnd'to their needs. If
G6r&e&t, garfpaighs(ahd'9&eriences aren’t
r'ele&a&% & v8h&t'tBe(y think, fe'eg, and expect,
&ed(vill se&k &ferh&iv&s faster than
tha’eters 'cn dévetbf a rigw campaign brief.

Evderh n&irkét&%&ed to transcend
&ad&(@bal foles ahthoecoOiet&(@er-execution
[96$/ WO US S MO/ & orkE tiah Bver, they need
&Rl &R ha&&ilena& k& (HATl impede
cr&(t(&ty ardd b&tk't0&¥R%*& Yb#Htcome
Hip€line.

Whertte okt PS6(&(Ed Ositidhless and embrace
AD-Y$Need %o nology ar&l%etta platforms,
&by cah'a&teBba&(In v &(B(Joptimize and
F&uith &'e'keYpoprocess€s, 'dnd&design relevant,
(#Hth€Isive&@hd Hnely&a8&npaigns that
Brf&(tivEly Ygdtte (o&s #U#'s&n the moment,
%6 th&&kL 1BV h&re they are.

Won6ld&r'the alVRRO(&(itloes&Marketing
asypdur tafeer'indepénténce day: When people
arx¥qli&pe ¥so &o(angthing; they can be

Ev& (thed%* YEU# & (e&XbSis now.
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It’s&ur $ope tha& thi$ghide gl as a useful DECOded

compani&n tay6us$ yowlisi®ned through our
fie-pBtBerfesDecoded.

Lisken to this seasonfand past ones at
fud bt ortindiercetcagim/decoded

PPSUNSIHQFSAMFCIBT HEUIF5S@ Ut USICI @@FBHO U QFBH K@ FNBHAI I EHBN@F
SHSNFAFCUNU»B>USI @FESERE8U6I 7EHSCI@ OF Wby JRIEHARNBHOHF A RSSIHE>SF
[6120>IEB JARNBHAXUI FB @9FUI@>BI»CAFBITEUITIRFHINEMESS @RS ICI@ @F
BHA> U FAB@F-HIERHSLAREFSFUNPHSIIF2BNRBLUL IEISSURE 11 d24F-4F, FQRBRCS3UNFing
NBHOIE>IBN@F +SF2HIBHENSHIEPHH @SIBCUHZE EBINERIU> AR @*W3:Eing
20@=>SNIH@/E

JSHFNSHIFUIZS HNB=USIQESFXSEFQITMRK G ARMD

Fucure
Commerce

JOHOHIEnSHINIE2tFRU @F BFNIZWUBF 23NPBI4F8S20@4 TF SIFAICRU I EHI=BE ClH @FBJiZF
HSNNH2IESP B2 SH@ FOITIEN@ = BITF A 8D>0IHIES8E2 S NINIH2 HRB 200G »DHIF .

PAHSOAF FHSSHUBCFUIA@ bhAS@ QE@-HE=I(U2FRBIBE4@ U@ QFBI1ESHU UIBCFHIRSE >UJ;QF
JOHOHIEnSHINIH2FAICP@ENSHEIE-HBI7EN BEO k- H@ E @ABPH A1 E8 =0 RS 8F> Al ikE
HESBUCFBI7 FOpNF0@ Ui @ KD /RS HIF¥ABIFBFBS72B@>QRJIZQ@ = H@ QFBI 7EEHIBSH> @ QF
JOEOHIEnSNNIE2 U @F BF 23C Ci2>tLME SBEIRSNNIHAES PHHB>SH@ E3ASFABLIEAICRI7E
HUCTF U I=SBCF2SNNIH2 - 2ABIHE @F SSHF @SNIFS8R4AIFBSHRY @RNS@ >ERI2S;IABICIF
HBIT@/FSF @0 @2HUd F-SFSOHRH3@GI =5 H@ FB1T FB22t@@ ESOHFH2 AB2S ECt2=SIESSF
283*KrOF LU@U>FSyS A XXk« [FlITF>SF6 PCS HIFSOHE; HS8U B EBHRALIAESBEVe of
PHUISQRLY@U=FwiehDtkd f R ZPhNAZ\hZ3dh .
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