Owned Channels: the next frontier

for marketing effectiveness measurement

Fiona Blades, MESH Experience
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10 Challenges for Measurement

1. It's worthwhile measuring your business on how well it is harnessing Owned Channels.
When we asked our industry leaders this question on a score of 1-10, none scored very
highly, and all felt there was more work to do.

2. Ifyou are a brand owner, consider how well you have set up your agency partners to
successfully deliver solutions for you through Owned Channels. If you are an agency,
monitor how much of your work is currently delivered using your client's Owned Channels.

3. Everyone should be focusing on the customer/brand relationship, declining attention, and
grappling with how to engage people. Consider auditing your activity to understand
whether you are increasing the likelihood of people wanting to engage more with your
brand/your clients’ brands in future, or whether you are eroding future attention. Think
about the concept of monetising loss of attention.




10 Challenges for Measurement

4. Consider increasing the role of first-party data and Owned Channel data in your
measurement approach. This will facilitate deeper customer/brand relationships.

5. ldentify your data deserts, such as competitor Owned Channel metrics, and the proxies
you can create to make data lakes.

6. Call out your mirage metrics for what they are, comforting clicks and likes with little
meaning, and relegate them in your measurement ecosystem.

7. Embrace new Al tools to bring richness to your existing data sources.
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10 Challenges for Measurement

8. Build new metrics that enable comparison across every touchpoint and that incorporate

quality as well as quantity.
9. Ensure that your measurement is outcome focused and consider when you should be

focusing on ROI, when on brand impact, and when on customers’ relationship and their

future attention.
10. Ensure that your measurement ecosystem is built for evolution over time. This is the next

frontier. Expect rapid development.
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5 Key Learnings from Case Studies

1. Owned Channels across all three studies (retail banking, spofts .
betting, and beauty retail) have a more significant impact on
brand consideration than paid advertising, demonstrating
the importance for brand owners and agencies to incorporate
them into the media mix. However, to answer the email versus
TV question, we see email impacts on trust in retail banking, _ ;
while TV impacts more on brand consideration. Owned and ; S
Paid Channels have different roles to play. : ;
2. Historically the face-to-face experience in store was vital te.the 3 e e
customer experience. However, we are seeing the power of S M AR
apps and websites to build brands. They work in a different ey o
way to the face-to-face experience. Apps put people in control
and make their lives easier. Face-to-face experiences make
people feel cared for and people talk about the atmosphere.
Use a range of different Owned Channel
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5 Key Learnings from Case Studies

3. The purchase experience itself is an extremely important .
moment that encourages future brand consideration.
Marketers should remember that this is a moment of truth and
brand-building experience, not simply a “sa/e”or “transaction’.

4. There is a different hierarchy of needs for Owned Channels
versus Paid. For Owned Channels communication must first.be _ ‘
Relevant and then Positive and then Persuasive. Whereas for : .
Paid it should be Positive first, to capture attention, then ' '
Relevant, then Persuasive. Brands should focus on relevance > e e
first for Owned Channels. S M AR

5. Thereis a clear interaction of channels from a customer 'y 8
perspective and brands need to understand this omnichannel
perspective. People seamlessly move from seeing information
in the digital world to purchasing in the real world and vice ; :
versa.
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Conclusions

+ It's important for our industry to define Owned Channels, so we have a common
language

« Consider where your organisation is in the journey to harness Owned media and select
the frameworks and language that work for you
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elp Torware 3 organizations to ma

better marcoms, CX, and path to purchase
investment decisions through understanding the
whole customer experience. MESH Experience’s
unique Real-time Experience Tracking (RET) aims:
to help clients see the world through the z
customers’ eyes, The company collects and
analyses data rf‘ﬁé!al time across the full spectrum

of what people experience about a brand - all paid,

owned, and earned touchpoints — allowing brands
and campaigns to be set in their proper context.
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https://twitter.com/MESHExperience
https://www.linkedin.com/company/mesh-experience
https://www.facebook.com/MESHExperience
mailto:fleurevans@meshexperience.com
https://www.meshexperience.com/
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