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BrandView

finfluencing The Long-Term ROI Of Marketing
And Messagingo

Over the past 10 years, many of the worldis largest companies have
adopted the use of advanced analytics to measure the short-term ROI

of marketing investments and used this information to optimize their
marketing mix. This work has provided tremendous value through rapid
improvements in the effectiveness and efficiency of marketing investments.
Senior executives are now challenging their organizations to take their
marketing to the next level and get the most value out of it. More and more,
marketers are looking for vehicles that deliver not only a short-term ROI,
but also the highest long-term ROI. Itis becoming increasingly important
for marketers to measure the long-term financial impact of changes in
consumer attitudes towards the brand, and to be able to influence these
metrics. To address these challenges, MMA has launched BrandView and
is now helping companies take the next step in marketing analytics by
providing a holistic view of the long-term value of marketing.

Brandview Helps Marketers Get The Right Message,
To The Right Person, At The Right Time To Drives
Sales At The Right Price.

This analysis provides companies the powerful ability to see into the
long-term cumulative impact of marketing on revenue and fibrand health.o
More importantly, the analysis provides recommendations on how to
influence this fibrand healthd through the appropriate messages and
marketing vehicles. In addition to uncovering the long-term ROI of
marketing vehicles and messages, MMAis analysis identifies the critical
relationships between brand health metrics and the financial value
(long-term ROI) of movements in these metrics.

Brandview Helps Marketers Take Action By:

A Helping marketers write a better agency brief.

A Identifying the most important drivers of long-term sales and brand health.

A Determining the ROI of each message and identifying opportunities to
drive more sales through a shift in messages.

A Quantifying the long-term ROI of each marketing and media vehicle.

A I1dentifying the most important drivers of long-term sales and brand health.

A Balancing long-term brand building with short-term ROI.

A Making insights from a brand health tracker actionable.

About Marketing Managem ent Analytics (MMA)

Since 1989, MMA has helped decision makers from some of the worldfs largest
companies, overcome the latest marketing challenges and improve the impact of
their working dollars through quantitatively-based consulting services. MMA has
advised businesses in more than 20 countries.

For more inform ation about MMA, visit http://mvww.mma.com

MMA Answers The
Critical Questions:

A What is the long-term ROI
associated with marketing
spend?

A What are the most effective
messages?

A What is the long-term ROI
of each marketing and media
vehicle?

A What is the financial value
associated with a change
in a consumeris attitude
toward a brand?

A How do marketers balance
investments in short-term
sales activities with long-term
brand building programs?
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