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MARKETING IS A LOT LIKE TABLE TENNIS THESE DAYS: RAPID AND 
ADAPTIVE, SOMETIMES CONDUCTED IN SHORT-BURSTS OR STEADY 

EXCHANGES BETWEEN BRAND AND CONSUMER, BUT ALWAYS FAST PACED 
AND EXCITING. DAVID OGILVY’S CONFESSIONS OF AN ADVERTISING MAN 

WAS A SEMINAL BOOK IN 1963, WRITTEN AT A TIME WHEN MAD MEN RULED 
AN ANALOGUE WORLD. FAST FORWARD FIFTY YEARS AND TODAY’S MOST 
INNOVATIVE WORK IS AT THE CROSSROADS OF MEDIA AND TECHNOLOGY, 

AND IT’S THE REALM OF GEEKS, DATA AND ALGORITHMS. IN THIS  
HYPER-CONNECTED WORLD, BRANDS CAN STICK WITH THE 1963 MODEL  

OR EMBRACE THE RAPID CONSUMER-DRIVEN, DATA-FUELLED MARKETING 
AND ADAPTIVE WORLD. IF YOU THINK THE FUTURE IS THE LATTER, THEN 

THIS BOOK IS FOR YOU. PICK UP A PADDLE AND JOIN THE GAME AND FEEL 
FREE TO ADD YOUR OWN CONFESSIONS AT #ADAPTIVEMARKETING

INTRODUCTION.

   INTRODUCTION      #1 SIZE ISN'T EVERYTHING   

   #3 TO IMPROVE IS TO CHANGE; TO BE PERFECT IS TO CHANGE OFTEN   #3 TO IMPROVE IS TO CHANGE; TO BE PERFECT IS TO CHANGE OFTEN         #4 THE FUTURE BELONGS TO THOSE WHO PREPARE FOR IT TODAY

   #2 STRENGTH LIES IN DIFFERENCES, NOT IN SIMILARITIES

   #5 EVERYBODY HAS A PRICE 

   CLICK TO NAVIGATE >



#1

SIZE ISN’T
EVERYTHING.
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#1

SIZE ISN’T EVERYTHING.
AT THIS VERY MOMENT ACROSS EUROPE THERE ARE TALENTED SCIENTISTS 

CONDUCTING HIGH-VELOCITY EXPERIMENTS TO PUSH THE BOUNDARIES OF HUMAN 
KNOWLEDGE. THIS ISN’T CERN. AND WE’RE NOT TALKING ATOM SMASHING, DARK 

MATTER AND SCIENTIFIC KNOWLEDGE. IT’S MINDSHARE. AND WE’RE TALKING ABOUT 
DATA MASHING, BRAND MATTER AND MARKETING KNOWLEDGE. WHILE THEY DON’T 
WEAR LAB GOGGLES (YET), OUR ADAPTIVE MARKETERS ARE CREATING ALL KINDS 
OF DIFFERENT DATA COLLISIONS AND DISCOVERING A WEALTH OF VALUABLE AND 

ACTIONABLE INSIGHT THAT WILL MAKE OUR CLIENTS’ MARKETING EFFORTS  
MUCH MORE EFFECTIVE. LET ME GIVE YOU ONE EXAMPLE.
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Everyone knows the Kleenex tissue 
brand. Our Mindshare UK team 
decided to experiment with data 
to see if we could make Kimberly-
Clark’s media investment work 
that much harder. By mixing 
publically-available Google 
search data and UK National 
Health Service (NHS) information, 
Mindshare was able to geo-
locate flu outbreaks in real time. 
Flu outbreaks mean a greater 
potential demand for Kleenex, so 
we adapted the media plan on a 
continuous basis to shift activity 
and investment to locations 
where we knew the flu was about 
to hit. In simple terms, if the flu 
was about to strike Manchester, 
Kleenex TV ads appeared in that 
city rather than London. At the end 
of the flu season, Kleenex sales 
were up by 40%, with an additional 
432,499 tissue boxes sold. The 
campaign went on to win Gold at 
Cannes Lions 2013.

Such Adaptive Marketing 
initiatives are being powered by 
the extraordinary proliferation in 
IP-enabled connections, everything 
from cars to vending machines to 
watches are now connected to the 
Internet and the data flow is getting 
richer. Digitally supercharged 
media is now everywhere and it is 
enabling increasingly innovative 
ideas to become reality; Coca-
Cola recently launched vending 
machines that enable you to buy a 
Coke for someone on the other side 
of the world.

Cisco and EMC predict that 
in the near future over a trillion 
devices will be connected to 
the Internet, producing over 35 
zetabytes of information, much 
more than today’s measly 2.8 
zetabytes. That’s a lot of data 
coming from a variety of sources.  

Some call it ‘big data’, but 
we don’t like that definition, as 
size isn’t everything. After all, 
it isn’t ‘big data’ that provides 

you with fantastic experiences, 
products and targeted media 
ideas. Assuming your ‘big data’ 
is valid – and it’s never good 
to assume, so check – the real 
science of marketing is the careful 
examination analysis of data, 
which provides the actionable 
insight on which great ideas are 
built. At Mindshare we’re not data 
geeks, we’re marketing geeks. 
We believe in the power of six 
S-Factors of data. 

Data is now Swift. In the old 
world, getting data was often 
a laborious process; anyone 
remember sifting through their 
Encyclopaedia Britannica? 
IP-enabled devices now give 
consumers instant access to all 
types of information. Saturday night 
dinner party debates over what 
year Elvis died (1977, supposedly) 
are no longer researched and 
concluded the following week, but 
resolved instantly via Google on a 
smart phone. 

THE LOCATION 
OF 87% OF 
U.S. ADULTS 
IS KNOWN BY 
THEIR MOBILE 
PHONE. 

“

”
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Swift data can be both 
dangerous and exciting. Not so 
long ago, a story swept through 
social networks that international 
Canadian superstar (how often 
do you get to say that), Justin 
Bieber, was battling cancer via 
chemotherapy and as a result 
had lost all of his hair. To show 
solidarity the #baldforbieber 
movement was started, and girls 
and boys across the world started 
shaving their heads to show 
support. In reality, Justin Bieber is 
actually perfectly fine; a fact that 
came too late for the legions of 
newly bald fans around the world. 
The lesson; be prepared to monitor 
Swift data and ensure you quickly 
set the record straight in real-
time before your customers start 
disappearing. Furthermore, if one 
of your colleagues suddenly goes 
bald, he or she may be a Justin 
Bieber fan. 

As #baldforbieber illustrated, 
data is now also Social. Facebook 

is the 1 billion pound gorilla in the 
room. Twitter has 500 million users 
and counting, while Sina Weibo has 
over 530 million users. Smaller (in 
relative terms), micro-blogging and 
niche community networks such 
as Tumblr (recently purchased 
by Yahoo) and SnapChat are also 
quickly gaining popularity. However, 
all of these social networks are  
increasingly embedded throughout 
the Internet via ‘Like’, ‘+’, and Tweet 
buttons, thus turning the Internet 
into one giant social network, with 
pretty much every piece of content 
and data instantly shareable with 
your friends. So, beyond the 2.5 
billion pieces of content and 500+ 
terabytes of data produced within 
Facebook every day, there are over 
one billion pieces of shared content 
socialized by Facebook ‘Like’ buttons 
dispersed outside its network and 
throughout the Internet.   

Coupled with monitoring 
tools, social data can provide an 
instant glimpse into what people 

and their friends are discussing, 
thinking, exploring, consuming… 
the list goes on. It’s like having 
the world’s largest always-on 
research panel at your fingertips, 
giving you the ability to constantly 
glean insights. It’s why Nestlé 
and other world-class digital 
marketing organizations have 
embraced swift and social data. 
Nestlé and Mindshare use Radian6 
listening technology around the 
globe to gain insight into target 
audiences, which is fed real-time 
into everything from the media 
planning process, to creative 
ideation, to product development, 
to customer service.

Data is also now Smart. We 
not only have a lot of swift and 
social data, but we also have a 
layer of intelligence in data that 
simply didn’t exist before. Some of 
this is due to ‘meta-tags’, words 
that are built into code and content 
that give an explanation of what it’s 
all about. Meta-data is now 

THERE ARE 
OVER ONE 
BILLION 
PIECES OF 
SHARED 
CONTENT 
SOCIALIZED 
BY FACEBOOK 
'LIKE' 
BUTTONS 
OUTSIDE ITS 
NETWORK.

“
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moving beyond the Web. RFID tags 
are also adding data into everyday 
objects. In Brazil, kids at some 
schools have RFID chips built into 
their clothes. These chips inform 
the kids’ parents when they have 
arrived at school, or when they 
haven’t arrived. Mobile phones 
are also providing additional 
location intelligence to marketers. 
According to IDC, the location of 
87% of U.S. adults is known by 
their mobile phone. We now know 
where people are and can adapt 
media to reflect their location. 
These smart data points can also 
be converged and configured by 
organizations to great effect. 

For example, Felix Soto 
recently robbed a bank in 
Connecticut. Felix managed to 
get away with a small fortune and 
quickly got out of the State before 
the police arrived. Unfortunately 
for Felix, he left his mobile phone 
on at the time of the bank robbery. 
Little did Felix know that the U.S. 

police can now contact telephone 
carriers to request records of what 
phones were active at particular 
times, in a particular location. 
Major U.S. mobile carriers now 
receive millions of such requests 
on a regular basis. Sure enough, 
Felix was one of 169 mobile phone 
users in the vicinity at the exact 
time of the robbery. A quick review 
of criminal records put Felix’s 
name on top of the suspect list 
and within a very short period he 
was tracked down and arrested 
through his phone. With such swift 
and smart data now available, 
the average time it takes a U.S. 
Federal Marshal to find a fugitive 
of the law has gone from 42 days 
to 2 days.

Data is now also Synchronous, 
rapidly flowing back and forth 
between entities. In the analogue 
marketing world, data is largely 
asynchronous; information 
generally goes one way. These 
days marketing is much closer 

to table tennis. Like a ping pong 
ball, data and dialogue goes back 
and forth, constantly adapting 
as conditions change. In an IP-
enabled world, marketing is a two-
way discussion full of implicit or 
explicit data streams. Implicit data 
streams consist of information 
exchanged without the user doing 
much of anything, e.g., cookie 
behavioural data. Explicit data is 
the type a consumer chooses to 
dictate, such as Facebook posts, 
emails, or tweets. Both data sets 
are essential to marketers.

Vodafone McLaren Mercedes 
Formula One racing team is a 
great example of synchronous, 
real-time data exchanges. McLaren 
driver Jenson Button is in constant 
communication with both his car 
and his pit crew, forming an always-
on triangulated data flow that keeps 
everyone informed of all aspects 
of the race. Each component of 
this synchronous data exchange is 
constantly adapted and calibrated as 

LIKE A PING 
PONG BALL, 
DATA AND 
DIALOGUE 
GOES BACK 
AND FORTH 
BETWEEN 
CONSUMER 
AND BRAND AT 
A RAPID PACE.

“
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conditions change during the race, 
ensuring optimal performance and 
an ever-increasing opportunity to 
win the race. As we demonstrated 
when we took to the stage together 
at Cannes Lions 2013, there are a lot 
of similarities in data flow, insight, 
application and teamwork between 
marketing and Formula One.

Data should also be Secure. 
It’s arguably one of the biggest 
topics currently facing the 
marketing industry and one that 
is only going to become bigger as 
we get more data. Marketers face 
a major challenge in the future to 
find the right and ethical balance 
between using data, while also 
protecting consumers who often 
unknowingly are creating a trail 
of unsecure information. For 
example, according to Consumer 
Reports, over 50% of Facebook 
users engage in risky behaviour 
on the social network. A recent 
AOL survey found that 84% of 
people say they have never given 

away personal information online, 
in reality 89% have. An analysis 
from the UK’s communicator's 
regulatory body, Ofcom, discovered 
that 60% of people have lost 
control of their data. Microsoft 
research found 84% of people in 
the UK are concerned about online 
privacy, with 30% of people very 
concerned. However, when they 
were asked what they were doing 
about it 49% said they were not 
doing anything. 

The common theme is that 
while consumers understand the 
need to secure their data, many 
either chose not to, or are blissfully 
unaware of what they are doing. 
Marketers know that even when they 
follow the industry’s self-regulation 
guidelines, they may still bump into 
some consumers who are simply 
doing some dumb things online that 
shouldn’t be used or exploited, even 
if legally ok. 

Finally, data should be Small. All 
the talk in the industry is of ‘big data’, 

but it’s a mirage. Big data doesn’t 
make you smarter and it doesn’t 
give you a better insight into your 
customer. Big data is only powerful 
when you have the right skills to 
make it small and actionable. Small 
is beautiful. 

At Mindshare we are investing 
in talent and technology to help our 
clients embrace all aspects of data 
to power Adaptive Marketing ideas. 
For example, our DRAW (Digital 
Reporting & Analytics Warehouse) 
system has been engineered 
specifically to ingest, manage, 
control, and convert ’big’ data across 
paid, owned and earned media 
into small, beautiful actionable 
data that can boost our clients’ 
marketing efforts. It’s the first step 
in harnessing data to supercharge 
our Adaptive Marketing efforts via the 
six S-Factors – swift, smart, social, 
synchronous, secure and small. 
Come join the experiment, we’ll even 
give you some purple Mindshare lab 
goggles to get you started.   

OVER 50% OF 
FACEBOOK 
USERS ENGAGE 
IN RISKY 
BEHAVIOUR ON 
THE SOCIAL 
NETWORK. 

“
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#2

STRENGTH LIES IN 
DIFFERENCES, NOT 

SIMILARITIES.
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#2

STRENGTH LIES IN DIFFERENCES, 
NOT SIMILARITIES.

BREAKING NEWS! WHILE THE U.S. CONSUMES MORE PAGES (428M) OF PORN 
THAN ANY OTHER COUNTRY, THE NETHERLANDS HAS THE HIGHEST PER CAPITA 

CONSUMPTION OF PORN IN THE WORLD (APPARENTLY 11 PAGES FOR EVERY 
DUTCH MAN AND WOMAN), ACCORDING TO A RECENT METACERT REPORT. THAT 

LEAVES FORMER PORN CHAMPION PAKISTAN FEELING RATHER LIMP.
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Sexting (sending sexual messages 
via mobile text) is equally as 
popular. In the U.S., about 25% 
of all respondents to a Time 
Mobility Poll have sent a sexually 
provocative picture to a partner 
or loved one (the majority being 
sent by 18-35 year old men, and 
of course, former Congressman 
Antony Weiner). Think it’s just 
the U.S. that’s horny? That’s 
nothing. 45% of South Africans, 
54% of Indians and the world 
leader Brazil, where roughly 64% 
regularly sext, top the league 
table. It’s going to be one hell  
of a World Cup in 2014. 

Meanwhile in the world of 
gambling, the ying to porn’s yang, 
Australians have established 
themselves as the biggest online 
risk takers per capita; perhaps 
not surprising given that Australia 
also has a fifth of all the gambling 
machines in the world (five times 
as many gaming machines as the 
U.S. on a per capita basis).  

So, why when everyone in the 
world has access to the same 
Internet (albeit in different ways), 
do the Dutch consume more porn 
than anyone else? The Brazilians 
go sext crazy? And the Australians 
love to gamble so much? And 
what does any of this have to do 
with marketing?   

One answer is that despite 
there being over two billion Internet 
users at the last count, there are 
still pretty significant infrastructure 
differences; notably bandwidth 
speed and costs, online devices 
used (particularly mobile vs. PC), 
and of course population and 
demographic penetration levels. In 
markets such as the Netherlands, 
nearly everyone has high-speed 
PC and smartphone access, while 
in countries like Kenya people 
tend to use old-fashioned second-
generation phones for more basic 
uses of the Internet.  

The impact of such 
infrastructure factors was one 

of the key pillars of Mindshare’s 
recent ground-breaking research, 
“Are You Digitally Normal?” 
Using our proprietary Mindreader 
planning survey, we were able 
to compare people’s online 
behaviour across 33 countries. The 
market-by-market comparisons 
illustrated a consistent “U-shaped” 
relationship between a country’s 
digital infrastructure and their 
behaviour. In simplistic terms, 
low infrastructure led to higher 
behaviour via early adopters, which 
then lowers and levels out during 
a maturity phase, only to increase 
to higher levels again once society 
overall adopts and fully embraces 
the Internet. Such patterns 
enabled us to generate behavioural 
benchmarks for countries with 
different infrastructure levels; an 
extremely useful model for any 
marketer adapting their activities 
and investments to make them 
more impactful on a market-by-
market basis.

25% OF ALL 
RESPONDENTS 
TO A TIME 
MOBILITY POLL 
HAVE SENT 
A SEXUALLY 
PROVOCATIVE 
PICTURE TO A 
PARTNER OR 
LOVED ONE.

“
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“Are You Digitally Normal?” 
actually digs a little deeper into 
the fundamental question of 
what really motivates people to 
go online and behave in certain 
ways. The Digitally Normal 
Index was developed to enable 
us to factor out the influence 
of infrastructure variables 
and thus identify motivational 
differences driven by culture 
against a “normal” benchmark. 
Four major motivational drivers – 
information, self-expression and 
communication, entertainment 
and transaction – were identified 
by analysing the frequency of up to 
30 different online activities. 

The research surfaced up 
some surprising results. For 
example, online banking in most 
countries is transaction motivated 
behaviour, e.g., moving funds 
around, paying bills via direct 
debit, making investments, etc. 
However, Americans and Italians 
are more motivated to do their 

online banking for information 
purposes rather than for making 
an actual transaction; in short, 
they simply want to check their 
account balance. For financial 
brands this information may not 
only lead to a different creative 
strategy, it may also shape their 
product development roadmap 
and roll-out based on different 
consumer needs and priorities.  

Given that it’s the birthplace 
of Facebook and Twitter, the U.S. 
scores lower than expected when 
it comes to self-expression and 
communication. That’s not to say 
Americans don’t use Facebook 
and Twitter; 65% of the U.S. 
Internet population – over 144m 
people – regularly use such social 
networks. However, compared 
to other markets, Americans’ 
motivation for using these social 
platforms is more driven by 
entertainment needs and the 
desire for down-time, rather than 
for self-expression. In others 

words; chilling out by checking out 
the latest video and photo postings 
in Facebook. It’s an interesting 
insight and one that should boost 
Facebook and Twitter’s desire 
to become the second-screen 
companions whenever someone 
is watching a TV program or an 
advertisement and wants to get a 
little more entertainment. It may 
also explain why the number one 
discussed topic on Facebook is  
TV programs. 

Russia scores unusually high 
on entertainment, perhaps driven 
by the vast quantities of free 
pirated content, including movies 
and TV shows, which streams 
through various Russian torrents 
rather than on Russian TV. 
Similar factors make Saudi Arabia 
the world’s biggest per capita 
consumer of YouTube content. 
With cinemas nowhere to be found 
and TV channels restricted, Saudis 
have gone elsewhere for their 
entertainment and now consume ”

“SAUDIS NOW 
CONSUME AN 
UNBELIEVABLE 
190 MILLION 
YOUTUBE 
VIEWS EVERY 
DAY, WHICH 
AMOUNTS TO 
ABOUT SIX 
VIEWS PER 
PERSON  
EACH DAY.
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an unbelievable 190 million YouTube 
views every day, which amounts to 
about six views per person each day. 
Roughly 50% of these views come 
from smartphones. 

China emerges from the 
research as the most highly 
motivated online users in the 
world, coming in first for both 
transactional uses of the Internet 
as well as self-expression. The 
self-expression motivation and 
behaviour is arguably the more 
interesting find and reinforces 
the universally held belief that 
while Chinese often hold back 
from vocalizing opinions in person 
due to historical and cultural 
reasons, they feel much more 
liberated to express themselves 
online (often with pseudonyms 
or anonymously). When it comes 
to transaction, anyone observing 
the staggering growth in Chinese 
e-commerce will not be shocked 
by their #1 rating; China’s Alibaba 
has become the world’s largest 

online retailer, selling more than 
$170bn in goods in 2012, more 
than eBay and Amazon combined. 
A powerful combination of high 
self-expression and transaction 
means anyone marketing in China 
should explore programs that 
build greater online advocacy as 
well as having a solid e-commerce 
strategy in place. 

When it comes to e-commerce 
our research discovered that 
infrastructure factors such as 
broadband play less of a role 
in determining our appetite to 
transact than say online security 
and physical delivery services. 
Consequently, marketers should 
not jump to the conclusion that 
infrastructure alone will make 
or break their e-commerce 
strategy. Kenya is a great example 
of a poor infrastructure market 
still excelling in transactions. 
Kenya’s M-PESA mobile financial 
transaction service is now used by 
over 17m Kenyans, equivalent to 

more than two-thirds of the adult 
population. In fact, around 25% 
of the country’s gross national 
product flows through it.

So, while “Are You Digitally 
Normal?” doesn’t tell us why the 
Dutch have such a big porn habit, it 
does provide some amazing insight 
into the motivations behind Internet 
behaviour around the world, 
enabling marketers to adapt their 
marketing efforts based on a better 
understanding of what makes 
their target audiences do things 
differently in various countries. 

One last league table: Which 
market do you think has the 
dubious distinction of having the 
highest per capita consumption of 
Justin Bieber videos in the world?  
Congratulations Denmark, you are 
Earth’s biggest ‘Beliebers’.

CHINA'S 
ALIBABA HAS 
BECOME THE 
WORLD'S 
LARGEST 
ONLINE 
RETAILER, 
SELLING MORE 
THAN EBAY 
AND AMAZON 
COMBINED.

“
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#3

TO IMPROVE IS  
TO CHANGE; TO BE 

PERFECT IS TO 
CHANGE OFTEN.
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#3

TO IMPROVE IS TO CHANGE; TO BE 
PERFECT IS TO CHANGE OFTEN.
ADAPTIVE MARKETING IS ABOUT BRANDS GETTING CLOSER TO CONSUMERS VIA MEDIA, 

PARTICULARLY DIGITAL MEDIA, AND THEN LEVERAGING THE DATA THOSE RELATIONSHIPS AND 
MEDIA GENERATE TO RAPIDLY ADAPT MARKETING ACTIVITY TO MAKE IT MORE COMPETITIVE, MORE 

RELEVANT AND FINALLY MORE PROFITABLE. IT COVERS ALL THE MARKETING P’S (PRODUCT, 
PRICE, PLACE, PROMOTION). NOW THAT’S A BIG SANDBOX TO PLAY IN – EVERYTHING FROM 

ADAPTIVE PRICING TO CUSTOMIZED PRODUCTS – SO FOR THE MOMENT LET’S JUST FOCUS ON 
HOW YOU CAN MAKE YOUR MEDIA AND CREATIVE MORE ADAPTIVE. HERE ARE FIVE SIMPLE  

BUT KEY ADAPTIVE PRINCIPLES TO HELP YOU GET STARTED. 
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#1: DELVE INTO DYNAMIC
CONSUMER JOURNEYS
The first principle is to grasp 
that the slow, linear journey of 
a single consumer segment has 
been replaced by multiple, faster, 
non-linear experiences. In short, 
the path to purchase for many 
products has become much more 
complex and variable. 

Several years ago, Google 
published its ground-breaking 
Research Online, Purchase 
Offline (ROPO) study, which 
factually proved what most had 
suspected for some time; many 
consumers used the Internet for 
extensive research but still made 
the actual purchase offline. This 
phenomenon was particularly valid 
for high-consideration purchases 
such as cars and white goods. 
However, over the years, the 
journey has continued to evolve, 
with a myriad of different paths 
to purchase that brands must 
anticipate and hopefully influence. 

For example, mobile shopping 
comparison technologies ranging 
from ShopSavvy to Amazon 
PriceCheck have led to a new 
trend called ‘showrooming’ where 
consumers do research online, 
then visit various shops in person 
to see or test out an item, only to 
then use a shopping comparison 
service to purchase the product 
for the best price on the Internet. 
Call it ROTOPO (research online, 
trial offline, purchase online). The 
permutations of this offline/online 
flip-flopping through the purchase 
process are endless. What’s a 
marketer to do?  

Adaptive brands like Nike are 
moving from a static, one-size fits 
all customer segmentation and 
journey model to niche segments 
and real-time creative messaging 
prompted by dynamic behaviour 
and data. Nike anticipates myriad 
relevant media touch points and 
then develops a library of creative 
messages and assets that speak to 

individuals based on their specific 
sporting interests, relationship to 
the Nike brand and stage within 
their own journey. The result: the 
Nike #FindYourGreatness initiative 
during the London Olympics 
served over 21,000 unique ads 
across multiple digital media sites, 
all deployed based on real-time 
data identifying niche audiences 
and their unique needs.

To help clients delve into such 
dynamic journeys, Mindshare uses 
proprietary tools such as M:Match, 
which can help migrate clients 
from the old static models to the 
new dynamic ones by combining 
offline segmentation models 
and insights with online niche 
audiences and behavioural data, 
resulting in an actual online media 
plan. As more devices become IP-
enabled (e.g. TV), so will a brand’s 
ability to scale such adaptive 
tactics across even more media.”

“THE PATH TO 
PURCHASE 
FOR MANY 
PRODUCTS 
HAS BECOME 
MUCH MORE 
COMPLEX AND 
VARIABLE.
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#2: EMBRACE A CONNECTED 
APPROACH TO MEDIA
Not surprisingly, the evolution 
in consumer journeys has been 
fuelled by a change in the way 
we consume media. We live in 
a multi-screen world where it’s 
common for people to use many 
different media simultaneously. 
For example, 86% of U.S. mobile 
Internet users now watch TV 
with their mobile devices in 
hand (Nielsen and Yahoo), while 
according to GroupM, 20% of the 
total response to a TV campaign is 
done online within 10 minutes of 
exposure. People read newspapers 
on tablets, watch television 
programs on PC’s, and use 
applications on TV… often at the 
same time. In short, we no longer 
consume media in silos. 

However, that’s just the 
tip of media interdependency. 
Paid, owned and earned media 
increasingly have algorithmic 
and/or statistically significant 

correlations. For example, a 
brand’s social influence (e.g. 
external links to its website) has 
a direct impact on its Google 
organic search ranking. TV ads can 
generate significant online word-of-
mouth or sudden spikes in online 
searches. Consequently, it’s more 
important than ever for marketers 
to understand this interdependent 
relationship between media 
channels and ensure they  
integrate and configure media 
activity and investment to generate 
better results.   

Companies like Nestlé are 
leading the charge when it comes 
to such a connected, multi-screen 
approach. Mindshare has worked 
with Nestlé’s global marketing 
teams to institutionalize an 
approach to media that ensures 
every brand campaign connects 
media together either via 
synchronized media activity or 
by using technology such as QR 
codes and Shazam. Furthermore, 

generating earned media has 
become a fundamental part of 
the Nestlé planning, optimization, 
and measurement process, rather 
than a last-minute add-on. It’s the 
reason why Nestlé China’s recent 
BenNaNa ice cream campaign 
generated over 50% of its 
impressions from earned media, 
a staggering figure that was 
the result of a tightly integrated 
multi-screen approach focused on 
building cost-effective and highly 
influential advocacy and word-of-
mouth on social networks.  

#3: DEVELOP “ALWAYS-ON” 
MARKETING RULES
If people increasingly consume 
media adaptively, why do most 
media plans and budgets remain 
so static? Many marketers still 
take a fairly fixed and inflexible 
approach: straightjacketed 
investments, allocations and 
activities duly plotted over the 
course of the campaign. Other 

”

“86% OF U.S. 
MOBILE 
INTERNET 
USERS NOW 
WATCH TV  
WITH THEIR 
MOBILE 
DEVICES IN 
HAND.

   INTRODUCTION      #1 SIZE ISN'T EVERYTHING   

   #5 EVERYBODY HAS A PRICE 

   #3 TO IMPROVE IS TO CHANGE; TO BE PERFECT IS TO CHANGE OFTEN   #3 TO IMPROVE IS TO CHANGE; TO BE PERFECT IS TO CHANGE OFTEN         #4 THE FUTURE BELONGS TO THOSE WHO PREPARE FOR IT TODAY

   #2 STRENGTH LIES IN DIFFERENCES, NOT IN SIMILARITIES   #2 STRENGTH LIES IN DIFFERENCES, NOT IN SIMILARITIES   CLICK TO NAVIGATE >



>

than some basic tinkering, 
particularly in online media, 
relatively little really changes on 
the media investment side.

We believe that in an 
increasingly fast-paced multi-
screen environment, marketers 
must embrace more dynamic 
and adaptable campaigns and 
media plans that are governed 
by rules aimed at achieving an 
over-arching objective. In short, 
we see media evolving to look a 
lot more like paid search, where 
clients and agencies agree on a 
strategic framework as well as 
governance and guidance rules 
and then let the media team move 
and reconfigure activity – budgets, 
creative messaging, destinations 
– based on what’s performing and 
best contributing to the ultimate 
aim of the campaign. 

Social networks are another 
example of such adaptive 
environments, where different 
marketing rules need to be 

developed to ensure real-
time publishing and posts are 
aligned against the brand’s voice 
and personality. These rules 
are particularly true around 
high-profile live-events, where 
marketers and their ‘mission 
controls’ can quickly respond to 
and capitalize on what’s trending 
or occurring at that very moment; 
the Oreo #dunkinthedark power-
outage tweet is a great example 
of such successful rules-based 
real-time tactics. In contrast, 
Kenneth-Coles’ efforts at adaptive 
advertising went disastrously 
wrong after an absence of rules 
led a misguided marketer to 
slip tweeted ads on their spring 
collection into a trending Arab 
Spring hashtag. Thus, marketing 
rules are not just about KPI’s, 
budgets and creative messaging, 
but also about how the brand 
behaves and adapts in an 
increasingly social world.    

#4: DEMAND REAL-TIME 
EXPERIMENTATION AND 
LEARNING
Digital has long been the daddy 
of optimization. Ever since the 
first banner launched in 1995, 
the digital industry has boasted 
of its ability to track and report 
on endless amounts of data, 
optimize media placement and 
mix creative messages and in 
doing so outperform offline 
channels. Fortunately, all of those 
analogue devices are slowly getting 
plugged into the Internet and as 
a consequence, gaining the same 
capabilities. According to Forbes, 
over 87m Smart TV’s will be sold 
in 2013. Companies ranging from 
the UK’s Sky to China’s CCTV 
are all laying the groundwork for 
adaptable TV experiences. 

However, until that IP-enabled 
nirvana arrives, savvy marketers 
are beginning to explore ways to 
adapt offline based on proxy data 
from online channels. For example, 

”
“WE SEE MEDIA 
EVOLVING TO 
LOOK A LOT 
MORE LIKE 
PAID SEARCH.
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many marketers are assessing 
the impact of social and search 
bounces on Twitter and Google 
and optimizing their TV advertising 
accordingly. Twitter recently 
acquired Bluefin, a company that 
specializes in measuring the social 
engagement of various TV shows, 
thus enabling marketers to adapt 
their media plans to advertise on TV 
programs that have more engaged 
and second-screen viewers. WPP 
recently announced a ground-
breaking partnership with Twitter 
to embed this technology into 
Kantar’s TV panels in the UK.  

In addition to optimization, 
adaptive marketers are also 
codifying an approach to constant 
experimentation; building an 
adaptive approach on a systemic 
basis. For example, Coca-Cola’s 
70/20/10 model establishes 
a consistent and mandatory 
budgeting approach across the 
organization. Coke believes that 
70% of any marketing investment 

should go to proven, low-risk 
activities; 20% to areas that have 
demonstrated success and are 
worthy of more exploration; and 
10% to high-risk, new initiatives. 
With such an approach, Coke not 
only encourages, but dictates that 
its marketers take a more adaptive 
and innovative approach. 

#5: ASSEMBLE THE TALENT 
TO COLLECTIVELY INTERPRET 
THE DATA
Key to all of this adaptation and 
experimentation is a manageable 
data solution. The data deluge 
is only just beginning. According 
to IBM, 90% of the world’s 
data has been created in the 
last two years alone. Expect a 
lot more in the coming years. 
Tools like Mindshare’s DRAW 
(Digital Reporting and Analytics 
Warehouse) are fundamental in 
helping clients to benefit from 
this revolution, taking the strain 
away from managing vast sums 

of bytes flowing in from multiple 
destinations. And certainly 
algorithms, attribution models 
and programmatic trading desks 
will help harness and apply this 
information at scale. However, with 
all the tools, data and algorithms 
in the world, there is still one 
component that is essential to 
making it all work, at least for the 
foreseeable future. People – yes, 
actual humans.

We believe there is an 
invaluable alchemy that arises 
when you get people with different 
skill sets and perspectives 
collaborating: right brain and 
left brain, mad men and meta 
women, TV planners and social 
community managers, creative 
art directors and paid search 
bidders, researchers and 
technologists. It’s that free-flowing 
discussion, guided by, but not 
constrained by, data that can 
lead to new and powerful insight 
or ideas. Mindshare brings all 

of these talents together in our 
Connections Boost meetings, 
which are designed to crowd 
source the best thinking from 
cross-discipline teams to adapt 
marketing programs and make 
them work that much harder.  

These five adaptive principles 
provide some guidance to becoming 
a true Adaptive Marketer. Not all of 
them are easy, and some of course 
require new technology, new talent, 
new processes and new partners. 
However, to become an Adaptive 
Marketer you simply need to 
develop and encourage an adaptive 
attitude and behaviour within your 
organization. Reward those with 
a restless desire to innovate and 
improve regardless of the barriers 
and obstacles your organization 
may face. It’s the same spirit that 
has led countless pioneers in small 
garages and university dorm rooms 
around the world to create some of 
today’s most valuable brands.
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THE FUTURE BELONGS
TO THOSE WHO PREPARE

FOR IT TODAY.
PEOPLE HAVE SPECULATED FOR YEARS WHETHER A FULL MOON LEADS TO A 

SLEEPLESS NIGHT. BLEARY-EYED EMPLOYEES WILL OFTEN ASK EACH OTHER ‘HOW DID 
YOU SLEEP?’, SEARCHING FOR VALIDATION THAT THERE IS INDEED SOME CORRELATION 

BETWEEN THE ILLUMINATION OF THE MOON AND SLEEP DEPRIVATION. WELL, MY 
JAWBONE UP CAN NOW PUT THE MATTER CONCLUSIVELY TO REST. 
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For those who don’t know the 
Jawbone Up it is an ingenious little 
device that keeps track of not only 
how many steps you’ve taken each 
day, but also your sleep patterns at 
night. Everything from motionless 
deep sleep to every toss and turn 
is recorded down to the minute. 
And yes, according to my Jawbone 
Up there is indeed a direct 
correlation between my sleepless 
nights and a full moon.

Of course, Jawbone Up is 
just one of many emerging digital 
fitness monitors. Thousands of 
fitness enthusiasts are wearing 
Nike+ Fuelbands, Fitbug Flexes 
and BodyMedia Links in an effort 
to get in better shape; calories 
are monitored, steps are counted 
and sleep patterns monitored. 
Fido can also join the new digital 
fitness craze: Tagg collars enable 
you to track your pet’s activities, 
ensuring your dog is meeting his 
daily exercise goals before getting 
his bone.

Even more elaborate health 
devices are emerging: Alivecor 
offers an iPhone case that 
monitors your heart rhythm and 
rate; Withings produces a snazzy 
wristband that sends your blood 
pressure to your smartphone; 
Hapifork monitors how fast 
you eat and vibrates when you 
need to slow-down to improve 
digestion and MIT Media Lab’s 
‘Cheers’ ice cubes detect your 
alcohol consumption based on an 
accelerometer that keeps track 
of the number of sips you’ve had 
and a timer which helps guess 
your level of intoxication based on 
the time elapsed. The ice cubes 
change colour based on your 
intake, with red indicating you’ve 
had too much, and green giving 
you the OK to party on. 

However, wearable technology 
is only just scratching the surface. 
i-Limb offers a sophisticated line 
of prostheses that gives people 
with missing limbs an advanced 

bionic version, which even 
connects to your smartphone. 
Such bionic technology has 
become so advanced that a recent 
UK Channel 4 documentary raised 
the ethical question as to whether 
some people would chose to 
have a bionic limb if it gave them 
superior speed or sensory powers. 

Our bodies are not the only 
things getting connected these 
days. The ‘Internet of Things’ 
includes a growing array of objects 
that are becoming IP-enabled. 
According to Cisco, over a trillion 
devices will be connected to the 
Internet over the next ten years. 
In the future, the Internet will 
be built into almost everything 
around you, the so-called ‘Inverted 
Cyberspace’ that author William 
Gibson predicted many years ago.

For example, homes will 
increasingly come with devices 
like Nest built into their structure. 
Nest is a new IP-enabled device 
that lets you remotely manage 

CALORIES ARE 
COUNTED, 
STEPS ARE 
ACCUMULATED 
AND SLEEP 
PATTERNS 
MONITORED.

“
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the temperature in your house. 
No more returning home from 
vacation to a cold house. Just use 
Nest to bump up the thermostat 
on the way home from the airport. 

Your kitchen will include white 
goods like LG’s Smart Fridge, 
which uses RFID technology to 
track and manage the foods it 
holds. Recipes will be suggested 
based on what ingredients 
you have and your weekly 
grocery shopping basket will 
be replenished based on what’s 
missing.  

Gardens will be peppered 
with devices like Parrot’s Flower 
Power, which monitors your plants 
and recommends specific actions 
to keep that particular species 
healthy based on temperature, soil 
conditions and hydration. 

This increasingly hyper-
connected world will bring new 
opportunities and challenges for 
marketers. There will be more 
media touch points and marketing 

opportunities than ever before. 
Many of these digital devices and 
services will offer an advertising 
opportunity for brands with highly 
relevant content or applications. 
In fact, relevance will be essential, 
particularly given the personal 
nature of many of these new media 
touch points. In short, brands that 
help, or even entertain, will be 
welcomed by consumers; annoying 
and interruptive ads will be filtered 
out of the ecosystem: Blood sugar 
levels too low? Why not take a break 
with KitKat?; Need to cook tonight 
using only your fridge’s contents? 
Here are some recipe suggestions 
from Unilever; Calorie count too 
high? Try this local running route 
suggested by Nike; Full moon 
tonight? Best take some Nytol 
before going to bed. And so on.

The challenge for many brands 
will be the sensitivity around much 
of this data. It’s highly personal 
information, much of it health-
related and confidential. Venture 

capitalist Kleiner Perkins Caufield 
& Byers (KPCB) predicts that 
health-related devices alone will 
be responsible for over 50m data 
requests in 2013. So, brands will 
need to ensure that ad targeting 
balances anonymity and relevance. 
In short, what you advertise needs 
to be valuable to the consumer 
without frightening them. 

The solution to this issue may 
lie with the consumer themselves. 
While still nascent, the concept of 
personal data lockers may gather 
momentum over the next few years. 
In essence, it’s a reversal of today’s 
model where large publishers like 
Facebook store your data and use it 
for marketing purposes. 

In the future consumers may 
store their own data and grant 
Facebook and brands permission 
to use their stored data and 
content for various purposes, 
including advertising. Consumers 
will create their own API’s that will 
distribute and share their data and 

RELEVANCE 
WILL BE 
ESSENTIAL, 
PARTICULARLY 
GIVEN THE 
PERSONAL 
NATURE OF 
MANY OF 
THESE NEW 
MEDIA TOUCH 
POINTS.
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content to various organizations, 
publishers and brands with 
accompanying rules around 
usage. Consumers will control 
who can advertise – content, 
services, applications – how, when, 
where, and on what destinations 
and devices in their personal 
connected ecosystem. The result: 
Brands will have to battle with 
each other to convince a consumer 
that their recipe finder can appear 
and connect with an individual’s 
Smart Fridge and its associated 
data set.

In this new hyper-connected 
ecosystem, brands will need to 
build or source sophisticated 
adaptive marketing technology 
systems. Such systems will need 
to deliver myriad advertising 
formats and functionalities 
across every media touch point, 
irrespective of device or object. 
They will be like today’s online 
advertising servers, but on 
steroids. Media plans will become 

increasingly programmatic, 
‘always-on’, rules-based, instantly 
adaptive, and built on consumer 
opt-in and pull marketing models. 

At Mindshare, we say that in an 
adaptive world, everything begins 
and ends in media. We really  
mean it. In a world where your 
body and house are increasingly 
connected to the Internet, 
media will become even more 
pervasive and more importantly 
transformative to our personal 
experiences. Brands can play an 
incredibly important role in this 
new ecosystem, but it will require 
them to become more adaptable 
than they are now to succeed. 

IN THE FUTURE 
CONSUMERS 
MAY STORE 
THEIR OWN 
DATA AND 
CREATE THEIR 
OWN API'S.
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#5

EVERYBODY HAS A PRICE.
MANY YEARS AGO A BRILLIANT RUSSIAN RESEARCHER NAMED IVAN PAVLOV RAN A 
SERIES OF EXPERIMENTS IN WHICH DOGS IMMEDIATELY BEGAN SALIVATING WHEN 

THEY HEARD A DINNER BELL RINGING. CALLED ‘CONDITIONED REFLEX’  
(OR PAVLOVIAN REFLEX), IT DESCRIBES A CONSISTENT INSTINCTIVE BEHAVIOUR  

FROM AN ANIMAL, INCLUDING HUMANS, THAT IS DIRECTLY CAUSED BY SOME  
SORT OF SENSORY STIMULI – TASTE, TOUCH, SMELL, SIGHT, SOUND, ETC. 
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Pavlov would be proud to know 
that ‘conditioned reflex’ lives 
on and has been embraced 
by the marketing world. Take 
Limon&Nada, a popular Coca-
Cola owned soft drink in Spain. 
Limon&Nada is particularly 
delicious when the weather warms 
up, but of course Spaniards have 
many different options to quench 
their thirst during a hot day. So, 
the Limon&Nada team decided 
to break through the clutter by 
pricing a bottle based on the 
temperature. So whenever the 
mercury in thermostat rises, the 
price of Limon&Nada declines, 
thus encouraging a Pavlovian 
reflex among consumers to go get 
a discounted bottle whenever they 
break a sweat. 

The Bull & Bear Steakhouse 
at the Waldorf-Astoria in New 
York City has a similar pricing 
model. The Steakhouse bar gives 
a discount of $1 on cocktails for 
every 1% that the market declines 

during that day. The worse the 
market performs, the bigger the 
discount on your cocktail, all the 
way up to a maximum of $5. Weary 
investors have thus developed a 
Pavlovian instinct to head to the 
Bull & Bear after a tough day of 
trading for they know they’ll get a 
discount on their drinks.

What do both of these 
examples have in common beyond 
‘conditioned reflex’? Both use 
real-time data to adapt the prices 
of products; LIMON&NADA with the 
temperature and the Bull & Bear 
with the stock price. Such real-time 
data is becoming more available 
as more devices and objects get 
plugged into the Internet, providing 
brands with an extraordinary 
amount of information that they 
can use to instantly adapt prices to 
encourage sales and align supply 
and demand. 

For example, in the U.S., 
sporting event tickets are now 
dynamically adapted based on 

various contributing factors. The 
St. Louis Cardinals baseball team 
monitors several data points, 
including the social buzz around 
upcoming games, the volume of 
Google searches, the weather 
forecast, and the player roster. If 
an upcoming Saturday afternoon 
baseball game is due to have sunny 
weather and consist of all-star 
players then the ticket prices go 
up. Alternatively, a dull cloudy day 
with the back bench playing means 
cheaper prices. The Cardinals 
continue to adapt the prices all the 
way up to game time to reflect any 
new real-time data that suggests a 
change in potential demand.   

Most of these adaptive pricing 
examples allow businesses to run 
efficiently and consumers to get 
a bargain. The travel industry has 
been operating under such adaptive 
models for years. However, some 
adaptive pricing models are proving 
to be a bit more complex, and 
potentially contentious.  

”
“LIMON&NADA'S 
PRICE IS 
BASED ON THE 
TEMPERATURE.
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For example, Swedish travel 
firm Orbitz uses proxy data for 
a person’s income to adapt its 
recommendations when a person 
searches for hotels. Orbitz detects 
the user’s mobile operating system 
and then suggests a cheaper hotel 
for Android and Windows users 
while Apple iOS customers get a 
more expensive recommendation. 
Why? According to Orbitz, they have 
found that Mac users on average 
spend $20 to $30 more a night on 
hotels than their PC counterparts, 
a significant difference given that 
a nightly hotel booking is around 
$100. Mac users are also 40% more 
likely to book a four or five-star 
hotel than PC users.

Other companies are looking 
at more than just your operating 
system. According to a Wall St. 
Journal investigation, several large 
online office supply companies 
like Office Depot and Staples 
are routinely adapting the price 
on the same product based on 

your location. In effect, your 
physical location determines the 
price you would get on the same 
exact stapler: those in lower-
income neighbourhoods received 
a discounted price of $14.29 
while those in more affluent 
neighbourhoods were charged 
$15.79. Other factors such as the 
proximity of a physical competitor 
store also impacted the price; 
the closer a competitor’s retail 
location to you, the cheaper the 
online price.   

Such adaptive pricing models 
are probably more common than 
most people realize. However, 
while discounts for loyalty or 
customer acquisition are common 
and accepted practice, changing 
the price based on income or 
other demographic information 
is more dangerous territory, one 
that could potentially backfire on 
a company if not handled properly. 
According to recent Annenberg 
Public Policy Centre research, 76% 

of Americans would be bothered 
to find out other people paid a 
lower price for the same product. 
Consequently, any adaptive pricing 
model needs to be carefully 
evaluated to determine the level 
of transparency and the exact 
parameters and rules around data 
usage and application. 

Nevertheless, as the world’s 
online population continues to 
grow, data will inevitably play an 
even greater role in determining 
prices, driven by the migration 
of sales from offline to online 
channels that are powered by 
algorithms tapping into fast-
moving, and variable information. 
Instant micro-economic alignment 
will take place not only on mobile 
phones, but across IP-enabled 
devices and media, everything 
from connected TVs to digital 
outdoor to Internet fridges. 

In fact, eMarketer forecasts 
that over 1 billion online users will 
spend more than $1.2 trillion in ”

“INSTANT 
MICRO-
ECONOMIC 
ALIGNMENT 
WILL TAKE 
PLACE NOT 
ONLY ON 
MOBILE 
PHONES, BUT 
ACROSS IP-
ENABLED 
DEVICES AND 
MEDIA.
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e-commerce purchases in 2013; 
a number which doesn’t even 
include B2B transactions. What’s 
more astounding is the projected 
double-digit growth rate in 
e-commerce through 2017 as the 
other 5 billion people in the world 
come online. 

Retailers and brands are 
taking notice and are exploring 
news ways for consumers to add 
to their baskets. Yihaodian, an 
Asian online retailer 51% owned 
by Wal-Mart, is opening up over 
1,000 virtual stores across Greater 
China allowing consumers to 
shop via a mobile phone. Rather 
than competing with Carrefour 
and Tesco, Yiahaodian has opted 
for inexpensive virtual stores 
on bus station posters, outdoor 
ads in parking lots, and pop-up 
shops in public squares – even in 
Tiananmen Square. Consumers 
get the ease of convenient 
shopping, home delivery, and 
cheaper prices while Yihaodian 

minimizes its inventory and 
infrastructure costs. Yiahoadian 
has seen a 17% increase in sales 
since launch of its virtual store 
initiative. With China and India 
about to overtake North America 
in e-commerce sales, such 
mobile-phone driven e-commerce 
approaches via media may become 
the norm in many parts of the 
world. Think about the Pavlovian 
role of media in that dynamic – 
media is the stimuli and mobile 
the transaction channel.

American Express and other 
credit cards are also supporting 
new e-commerce growth. American 
Express’ Sync service enables 
you to align your credit card to 
Facebook, Foursquare and Twitter 
and then get special offers from 
stores in your local area. Google, 
Apple, Square, PayPal, Mastercard 
and many others are also 
experimenting with various digital 
wallet and/or payment programs, 
some quickly scaling and others 

slowly expanding as each method 
is dependent on various payment 
infrastructures, particularly the 
NFC-based systems. 

All of these mobile-driven 
payment models will be able 
to factor in myriad real-time 
data, not just your location and 
personal profile, but everything 
from the local weather conditions 
to the length of the shopping 
line. In a mobile Internet world, 
adaptive pricing models will 
become an increasingly common 
phenomenon, perhaps even a 
‘conditioned reflex’ for many 
marketers as they think about 
ways to generate more sales and 
margin. Pavlov would be proud. 

 

”

“THINK ABOUT 
THE PAVLOVIAN 
ROLE OF MEDIA 
– MEDIA IS THE 
STIMULI AND 
MOBILE THE 
TRANSCATION 
CHANNEL.
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