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fits does not fit
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gecooe

What'’s the pre / post effect of a stimulus on the brand?

Exposure to touchpoint

("Priming")

Ad, pack design,

new

oroduct concept,

sponsorship idea, celebrity,
web page etc.



decode

Which brand signals the reward more strongly?

I - -Mobile- 02

dependable



Implicit Reward Model decpcje
To understand the category & role of products

What are the core rewards of the category?
Where is my brand?

Which specific rewards
are purchase drivers?

How do | optimise my position?

SEcuRITY



Implicit Reward Model deoer
Brand positioning

T_Mobile —

Competitor =

SEcyRITY




Implicit Reward Model dec,,pdkeg
Brand Fit - to de-risk NPD (case study)

SEcuRITY




Implicit Reward Model decode

implicit marketing
Understand the impact of different ads on the brand
Reward Reward Campaign  Campaign
Model Attribute A B
Security Xyz 49% 55%
Abc 60% 63%
123 55% 55%
57% 66%
.......... 49% 56%
75% 74%
57% 79%
........ 61% 63%
Discipline  .eeiiieen. 65% 75%
..... 52% 63%
........ 68% 71%
vy 73% 71%
B 56% 62%
Impactad A e 59% 62%
ImpactadB 46% 55%
Status Quo T-Mobile Enjoyment  ......... 55% 61%

73% 71%



decode

implicit marketing

How T-Mobile used this approach

eCorrelated explicit measures of ‘satisfaction’ (purchase intent, likelihood to
stay, NPS) with implicit goals => the implicit drivers to be associated with the

brand.

eUsed these implicit goals to create brand proposition and ‘look & feel’ (brand
code book) => to inform all brand work and to brief creative and media

agencies.

eUsed methodology to assess brand fit’ of ad-hoc activities and decode results
to learn ‘why’ (test & learn).



The result was ‘Dance’

http://www.youtube.com/watch?v=VQ3d3KigPQM



http://www.youtube.com/watch?v=VQ3d3KigPQM

decode
Did this work for T-Mobile?

In a fiercely competitive market, this neuro-psychological approach created a TV
ad that;

- increased sales by 49%

- increased market share by 6%

- trebled brand consideration from #4 to #2 in the market

- doubled footfall into the brand’s stores; with conversion up 20%
- halved the cost of customer acquisition

- out-paced market average revenue per user by 11%

- has 31.3 million YouTube views
- hasinspired 68 Facebook groups

Source: IPA



decode
Did this work for T-Mobile?

CMO decided this approach could be used;
- to unify brand positioning (common model)
- for ad-hoc testing
- for ongoing brand tracking
- as a management KPI
Natcos embraced this approach as it recognised their different cultures

Result:

- a differentiated and desired brand in 11 European countries



. . decooe
Renovation of Prepay portfolio

Brand Fit tests showed a gap in the portfolio

- What worked, what didn’t work

- What customers liked, and what they absolutely hated

- What drove calls into our customer service agents

- How customers like to be shown value, what value means to them

Went right back to the start and developed a set of principles that underpin
everything we do on PAYG

Result: \/

Have retained prepay revenues and out-performed
a declining market



The Key Principles behind the new portfolio
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- Designed with the customer at the heart, balancing commercial imperatives
with an excellent customer experience

- Used commercial and operational learnings combined with the latest
customer insights and market movements

Inclusive value
rather than
price points

Offers available

Portfolio
approach, not

Talk about
‘plans’ and
overall value
offering — not
rates

Simplicity

toall ‘one size fits all’
Choice of
Existing differentiated

customers have
access to the
same plans as

new customers

plans based on
core needs,
rather than
getting the
same as
everyone else

Smart Value

Plans are easy
to communicate
and understand
for customers &
frontline, with an

excellent
customer
experience

Best Value
available to
everyone, but
actively taken
by engaged
customers, not
given away to
all




Prepay portfolio refresh launched June 2011 deCOde

Starter Tariff
25p mins calls
12p texts

1. Customer connects
on starter tariff

2. Customer then has
option to choose

from one of the N4 N N

following tariffs, or

stays on starter / \ / \ / \
3. Customer has
option to change 20p min calls 25p min calls 25p min calls
12p texts 10p texts 12p texts

tariff 1/month

100 any
network voice Unlimited texts

60 international
minutes

minutes




Watford Store Refresh deCOde

PAYG or PM CURRENT NETWORK VISITED BEFORE WHY CHOSE THIS
STORE
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Findings post refresh

Floor vinyls

- 5 fold increase in customers
noticing the floor vinyls

-1in 5 could recall messages after
leaving the shop

Our Favourites

- Uplift in total customers visiting
area & also as first touch point

- The larger phone images catch
customer’s attention

decode

icit marketing

Demo area

- previously dead area of store
- now half of customers visited & could
recall key messages

Phone backing cards

- Over 60% of customers noticed & used
cards for information

- Aimed at usage rather than technology
features




Customer Satisfaction renovation deCOde

- CS historically driven by cost and call reduction
- Agents targeted to keep calls short
- Whilst efficient, customers weren’t satisfied

- Measures were implemented to shift agents towards brand fit

- Focus given to key attributes relevant to CS:
Reliable
Honest
Approachable

- Form letters and policies changed, agents retrained

Results
Highest CSAT performance beating Orange




The combination of these changes has halved deCOde

customer churn since the relaunch

30.0% - Dance
Singalong

25.0% - Josh

Night In

20.0% -

Welcome Home
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Source: T-Mobile published data



The implicit.....it's a no-brainer

phil@decodemarketing.co.uk



