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Trust in a Digital World

Treading the fine line between data driven marketing and stalking
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The study consists of thousands of interviews with internet users in more than 50 countries



Wherever you are in the world, trust is a crucial component of brand success BRANDL

Source: Kantar Millward Brown BrandZ
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Trust + Recommendation
= Success
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As online behavior becomes more sophisticated,
digital marketing needs to evolve



Kenya is one of the most mobile-centric nations in the world — 91% of device time is mobile

Device centricity
% time spent on mobile and tablet daily
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Source: (D3New) Time spent on devices
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Despite this,

Kenyan daily ‘device time’ is well ahead of the Global average, especially for mobile

Global

B Mobile B PC Tablet
Share of time on devices: (%)

5.0

Daily device hours
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Sub-Saharan Countries Kenya
B Mobile W PC Tablet B Mobile B PC Tablet
Share of time on devices: (%) Share of time on devices: (%)

6.0 5.7

Daily device hours Daily device hours
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Source: Various — see notes for full definitions

Base: Global (72067) | Sub-Saharan (4177) | Kenya (1023)



Despite some of the lowest data charges on the continent, consumers remain
data hungry...



And these data limitations change the shape of what people do online

Weekly activity usage — Kenya vs USA
%

92 mUSA mKenya

Messaging Emails Post photos Social Online articles TV/movies (via TV/movies TV/movies Video clips  Video clips (on Internet
subscription)  (bought one- (free) (free) social) banking
time)

[CANTAR TNS- Base: USA (3037) | Kemya (1029)



But this is changing....

Time spent on key online activities — Kenya 2016 vs 2017

% change in daily usage

+11% +10%

+12%

+4%

>

Posting photos Watching free
video clips

Db

Watching free
video clips on
social media

ICANTAR TNS- Base: Kenya 2016 (1000)| Kenya 2017 (1023)
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When it comes to data, consumers give up a lot to get a little...

STREET WIFI
TERMS & CONDITIONS

| ACCEPT

“The user may be required, at
Purple’s discretion, to carry out
1,000 hours of community service.

This may include the following:
Cleansing local parks of animal
waste. Providing hugs to stray cats
and dogs. Manually relieving
sewer blockages. Cleaning portable
lavatories at local festivals and
events. Painting snail shells to
brighten up their existence. Scraping
chewing gum off the streets.”

ICANTAR TNS-

Over two weeks, 22,000 people

accepted the terms and conditions.

Only one person claimed the prize
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So what is the opportunity for digital marketing in this landscape?



Around the world social is fragmenting,
in Kenya Facebook and WhatsApp remain king

Global Kenya
Average time spent on social (hrs/day)

&1.5 2.5

Average number of social platforms used weekly

828.4 g24.7

Weekly Platform usage

/2% 64% 89% 85%
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The consumer response differs around the world

Consumers
who have
more trust in
products from
big global
brands...

57%

ICANTAR TNS+

Source

: Connected Life 2017/18: (E8) Attitudes to brands online
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Key question: how far are your customers willing to trust machines?

40%

Are happy how much information
companies know about them

37%

Are concerned how much information
companies know about them

48%

Like that social networks
} select information relevant to them

29%

Are concerned social networks
control what they see

ICANTAR TNS+

43%

Are happy with connected devices
gathering information on what they do

35%

Reject connected devices gathering
information on what they do




: "'imple mar |
fragmentatlon and trust chal at ‘digital’
normally brings...

A single online media channel (facebook) dominates




One size fits all digital marketing campaigns will not work...



Note that simple demographics can hide a diversity of online behaviours and attitudes

SUPER LEADERS " SUPER LEADERS
Within the leader segment — the most active and

q most social group of all. Likely to be the earliest of

OBSERVERS adopters, the influencers and the trend setters.
Spend a lot of time online, but are less open @ q

High

to engaging with brands in a social space. EJ) LEADERS_ ) _
= The most digitally, and socially active of all the segments.
%J OBSERVERS LEADERS They_may be pnline as much as thf_e Observers, but they
= are highly social, creating and sharing content, and
Z engaging with brands.
—
FUNCTIONALS |<£
Spend the least time online — either through o
choice, or lack of access. Will often use a) CONNECTORS
online where there is a tangible advantage, Spend a limited time online, but when they are,
but are the slowest to adopt new trends. they are heavily social.
The least social of all the groups.
FUNCTIONALS CONNECTORS
Low

Low SOCIAL ENGAGEMENT High
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But Kenya (like every market) is diverse and changing

Kenya
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|| FUNCTIONALS
H OBSERVERS

| CONNECTORS
H LEADERS

| SUPER LEADERS

% change vs 2016

-10%

-2%

+8%

+6%

-3%

Source: Connected Life segmentation
Base: Kenya (1023)
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Comparing Functionals and Super Leaders

Functionals Super Leaders Functionals Super Leaders
Consumers Consumers Connections Connections
Establish target connectivity Establish target connectivity Identify major reach platforms Identify major reach platforms
= They’re online = They’re online R No. of online activities R No. of online activities
0 every day for (hrs): 4.9 0 every day for (hrs): 7.8 % they’ll do per week: 7.1 k they’ll do per week: 13.2
Number of Number of The most popular online activities are: The most popular online activities are:
; . 1.2 ; . 1.6
_ devices they own: . devices they own: INSTANT MESSAGING/CHATTING INSTANT MESSAGING/CHATTING
ACCESS SOCIAL NETWORKS VIDEO CLIPS - ON SOCIAL NETWORK
And the devices they mostly use are: And the devices they mostly use are: VIDEO CLIPS - ON SOCIAL NETWORK UPLOAD PHOTOS, VIDEO OR MUSIC
And they’re combining TV and online video: And they’re combining TV and online video:
3% 24%
3% 19%
B Mobile W PC Tablet B Mobile W PC Tablet

ICANTAR TNS- 19



The majority of activity is still wasted
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Indeed, globally many are arguing that digital marketing is ‘broken’

Visibility of Ads Ad Fraud Cost transparency Inconsistency in metrics

Walled gardens preventing

true RO Questionable ROI Unethical use of data

ICANTAR TNS- 21
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THE FUTURE OF ADVERTISING

JOHN AN DERTON
HOW ARE YOUR " | -

HEMORRHOIDS 7 H =

100 V €PARATIO 1
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N STILL STRUGGLING

WITH INCONTINENCE,
JOHN ANDERTON?

JOHN ANDERTON,
ARE YOU READY
FOR THE NEXT

DANIELLE STEEL?

=)

|

60%

of consumers in the U.S are
concerned about the amount of
personal data that companies
know about them.

They feel bombarded and intruded
upon

Source: Connected Life 2017/18: (E8) Attitudes to brands online



r’
rol of their own destiny
lew of the Customer




How are they doing this?

-

- MT ]

Collecting 1st party data

ICANTAR TNS-

Retaining data around a
single profile

Developing a direct
relationship with their
customers
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Why is this so important?

Data = competitive advantage “intelligent” marketing

ICANTAR TNS- 25



But some brands are using very personal data to provide real value

ANDERSSON ANNA s A MI 1BFR m/n
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http://nordic.businessinsider.com/finnish-bank-launches-credit-card-that-tracks-that-lets-the-users-track-their-carbon-footprint-2016-6/

Creepiness

Data driven marketing
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RIGHT PERSON,
RIGHT MESSAGE,
WRONG TIME.
%%,’fﬁﬁwé%%%e Do they believe that you will
L SONCAR WORKTO PO. use their data well, or use it to
. {INSURANCE chase them around the
Internet?

TOM
FISH
BURNE

® marketoonist.com

Source: Connected Life 2017/18: (E8) Attitudes to brands online



Implication: respect and precision are key

ICANTAR TNS-

SPONSORED

LAST MINUTE
DEALS

v |;| SHOP NOW
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3 recommendations to leave you with

Build data advantage Measure everything Don’t be creepy!
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Thank you



