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Leveraging Leading Indicators for Proactive Insights
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Rebuilding Trust
with OPSM
Luxottica

The Problem
When working wi

OPSM

A

Om junior team
akenotders, to build rapport and
eir needs comprehensively.

g Ownership: Assumed a leadership role,
overseeing the account's strategic direction and
client communication. This included leading regular
strategic and operational meetings to ensure
alignment and accountability.

. Guiding the Team: Provided clear guidance and
mentorship to the junior team, elevating their
capabilities and ensuring they could deliver the high
standard of work expected by the client.

anstormed tHee
e Garnered multiple globatamne
excellence in media and marketing.
e Secured a prestigious Cannes Lion award, a testament to
the groundbreaking and strategic approach.

This case exemplifies the power of strategic leadership,
client-centric collaboration, and innovation in media
performance. It hlghllghts the importance of not just
dellverlng results but also nurturing trust and ensuring all
stakeholders feel supported and empowered. Let me know if
you'd like to refine or expand this further! 5




Part 2: Leadership e
Success Planning , o

First 3 Months Approach: :
" Immersion & Leaming: '

Building Relationships:

Setting Expectations & Goals:
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Objectiv (J Building Expertiseand
To foster a shared understanding of the latest developments gﬁ”;ﬁ éﬁg%ﬁﬁ]‘ﬁdm
inmedia and technology, build cross-disciplinary expertise, Program

and enhance professional development, while positioning the

agency as aforward-thinking leader in the industry.

1. Champion Roles and Responsibilities

* Electing Champions: Each team member volunteers to be a “Champion” for a specific topic (e.g.,

cryptocurrency, blockchain, AT, Connected TV, programmatic, etc,).

* Broad Knowledge Emphasis: Champions are encouraged to select topics unrelated to their direct

client work fo broaden their understanding and expertise.

* Research & Presentation: Champions will research the latest weekly developments in their chosen

area, consolidating insights into 2-3 slides for the team discussion.
2. Weekly Meetings: WiseDays

Each meeting will cover updates from 2-3 Champions, focusing on the “So What”and “Why’,

how these developments impact clients and the agency.

Sessions will run for 45 minutes fo an hour, promoting concise and engaging discussions.
Key Questions:

“Why does this matter?”

“What are theimplications for our clients?”

‘How can we position ourselves as a leader in response to these changes?”

3. Knowledge Sharing and Amplification -Weekly Client
Newsletter

Purpose: Consolidate the key insights from the weekly meetings into a professionally
designed newsletter fo share with clients.

o Executive Summary

* Key Trends & Insights

* Implications for Clients

* Recommended Actions

4. Monthly Masterclass - Y-Days - the opposite of Pants!

Ewent Design: Host a monthly masterclass for clients and guests, highlighting the “What”
and “Why” belind industry developments:

Interactive presentations by Champions.

Guest speakers (e.g., industry leaders, technology innovators).

Case studies demonstrating the real-world applications of key trends.

Positioning: A thought leadership platform that reinforces the agency’s commitment fo staying
at the forefront of innovation.

Implementation Plan

5. Timeline

Weet. 1: Launch the program, select Champions, and finalize the schedule
(Wednesday/Friday).

Week 2: Kick off the first meeting with an introduction to the programs goals and structure.
Month 1: Begin publishing the weekly newsletter and plan the first masterclass.

Ongoing: Regularly assess the effectiveness of the program and seek feedback from the team
and clients.

6. Benefits to the Agency and Clients

For Smithfield

* Builds a culture of innovation and continuous learning.

o Develops team members'expertise in emerging trends, improving strategic capabilities.

o Positions the agency as a thought leader, enbancing its reputation in the industry.

For Partners

* Keeps clients informed about the latest industry developments and their potential impact.

* Provides actionable insights and recommendations, adding value beyond standard agency
serices.

* Establishes trust in the agencys ability to navigate and lead through industry changes.



Data-Driven Decision-Making:

Smithfield's focus on analytics and performance optimization
matches my expertise in creating transparent, insight-led
strategies. My ability to implement real-time dashboards and
attribution models will enhanceyour of ferings.

\ Expanding Client Portfolio:
\/ Their consultative approach to understanding client sectors

and competitors aligns with your experience in identifying
growth opportunities and tailoring strategies for diverse
industries.

Innovative Media Solutions:

Smithfield's emphasis on bespoke strategies and optimal
targeting reflects my track record of using innovative tactics,
such as guerrillamarketing and dynamic creative optimization.

Performance Marketing:

My focus on measurable ROI and efficient media planning
complements your "Planning for Performance" mantra,
ensuring campaigns deliver both immediate and long-term

results.
The At of e

Collaboration and Transparency:

My leadership and mentorship skills would strengthen your
collaborative culture, fostering alignment across teams and
enhancing client trust

" [T
Dem Hills bl oo PortlandiRockConsortium.com

Extended papers and books - Luxury Marketing | B2B
marketing Ideas for Marketeers | Media Top Trends for 2025



https://www.linkedin.com/in/danhills/
https://portlandrockconsortium.co.uk/
https://portlandrockconsortium.co.uk/client-area-2/
https://portlandrockconsortium.co.uk/b2b-marketing-for-marketeers/
https://portlandrockconsortium.co.uk/the-art-of-affluence/
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Revolutionizing Media and Subscription Strategy for
Sony Entertainment Network

The Problem

As EMEA Digital Director for Sony Entertainment Network (SEN) and PlayStation Network, you were tasked with
managing budget allocation and strategic planning across 15 diverse markets. While SEN’s offerings extended beyond
games to include movies, music, and box sets, competition from industry giants like iTunes, Google Play, and Netflix posed
a significant challenge. To differentiate SEN’s services and cut through the noise in a crowded market, you had to
maximize marketing efficiency and engagement on a closely scrutinized budget.

The Solution

To address these challenges, you developed and implemented an innovative approach anchored by a proprietary tool you

humorously named “Sony Alligator” (a typographical play on “Allocator”). This cutting-edge tool revolutionized the way"

budget planning and campaign strategies were executed:

Data-Driven Budget Allocation:

Comprehensive Analysis: Sony Alligator analyzed multiple data points from across the 15 markets, including:

PlayStation ownership metrics

Average basket values and subscription data

GDP per capita and personal entertainment usage

Brand awareness metrics and market potential

This robust analysis enabled precise, needbased allocation of marketing budgets, ensuring resources were directed to the markets with
the highest potential for growth and ROI.

Centralized and Localized Collaboration:

Collaborated with local Sony teams in each of the 15 markets to gather localized data, providing critical insights into market-specific trends
and audience behaviors.

Combined these insights with desk research from the centralized team to create a unified strategy that balanced global objectives with
local nuances.

Integration with Sony’s Ecosystem:
Embedded Alligator data into Sony’s CRM, Data M:
across markets.

Leveraged this integrated approach to identify opportunities for cross-selling and upselling within the Sony Entertainment Network.
Campaign Implementation and Continuous Optimization:

Transformed data into action by creating highly targeted campaigns on Google, Meta (Facebook and Instagram), and Amazon platforms,
ensuring messaging was relevant and impactful.

Continuously fed campaign performance data, such as brand awareness metrics, ad engagements, and e-<commerce sales, back into
Alligator to refine strategies and improve efficiency.

Retargeting and Loyalty Enhancement:

Utilized enhanced data planning to implement retargeting strategies, encouraging retum purchases and increasing customer lifetime

it, and CMS systs to str operations and ensure cohesive execution

" Focused on delivering a richer experience for existing subscribers, bolstering retention rates and promoting loyalty.

Sony
Entertainment
Network

PlayStation.
Network

The Results

Your innovative and data-driven approach yielded remarkable results:

Subscription Growth: Achieved a 12% improvement in new subscription acquisitions across the 15
markets within a year.

Enhanced Retention: Boosted retum purchases and customer loyalty through retargeting and
personalized campaigns.

Operational Efficiency: Enabled a more efficient and dynamic allocation of marketing budgets, ensuring
every euro spent contributed to measurable impact.

Award-Winning Campaigns: The innovative data planning campaigns gamered industry recognition,
eaming multiple awards for excellence in multimarket strategy and execution.

Higher Engagement: Delivered improved ad engagement rates and strengthened brand awareness
metrics, further solidifying SEN’s position in the market.

Key Leamings and Takeaways

This case study underscores the transformative power of combining innovative tools, centralized data
planning, and localized insights to compete effectively in a crowded market. By creating Sony Alligator
and embedding it within the broader organizational ecosystem, you established a data-driven approach
that delivered sustainable growth and measurable results. Your ability to adapt global strategies to
regional markets while maintaining efficiency is a blueprint for success in multinational marketing
operations.



Mentoring a Junior Team
Member at Shell
Intemational

The Problem

The Shell International account was a highly complex operation, with
numerous moving parts requiring meticulous coordination. It was being : i !
managed by a young and enthusiastic account manager (AM), eager to e o . 11 S
excel but lacking the experience to delegate effectively. Her desire to be : i : N
involved in every meeting and oversee all activities, though
well-intentioned, led to inefficiencies and mounting stress, both for her and
the team. This approach risked creating bottlenecks and fragmented team
efforts.

The Solution The Results

To address these challenges, a strategic mentorship approach was This mentorship approach delivered noticeable improvements across several dimensions:
adopted:

1. Establishing a Framework: Instead of focusing on micromanagement, a
clear strategic and operational framework was created for the team.

e Reduced Stress: The account manager became noticeably less stressed and was able
to focus on her passion for strategy development, enabling her to contribute at a

higher level.

This structure provided clarity on roles, responsibilities, and project . En%powered Team: Team members thrived under their new responsibilities, relishing
goals. the opportunity to manage client-facing projects and showcase their capabilities.

2. Empowering the Team: The account manager was encouraged to take a e Enhanced Collaboration: The new meeting format fostered alignment and unity among
step back, allowing team members to independently manage their the team, reducing tensions and internal politics.
projects and programs with light-touch oversight. This delegation e Client Satisfaction: The Global Marketing Director observed a significant improvement
fostered trust and accountability within the team. in the team'’s unified output, recognizing the positive impact of this collaborative and

3. Reinventing Meetings: Regular meetings were restructured as empowering approach.
alignment sessions rather than prescriptive or detailed implementation This case demonstrates the importance of thoughtful mentorship, structured delegation,
reviews. This shifted the focus to collaboration and support, ensuring and fostering a culture of empowerment. By guiding the account manager to lead more
the account manager maintained an overview without being strategically, the entire team, as well as the client, benefitted from improved performarf{{®

overwhelmed. and outcomes.



Launching Audible by Amazon in
Australia and New Zealand

The Problem Audible, Amazon's global audiobook platform, is a market leader in providing
access to audiobooks, podcasts, and spoken word entertainment. However, despite its
international success and footprint, Audible faced a significant challenge in entering the
Australian and New Zealand markets. The task was twofold: first, to adapt the globa media
strategy tolocal tastes, and second, to establish Audible as a recognizable and relatable
brandina highly active outdoor-oriented market with distinct cultural preferences, Adding
to the complexity was a heavily scrutinized budget, necessitating a high degree of
efficiency and strategic precision.

The Solution As the Head of Digital Media at Hearts & Science ANZ, | spearheaded the
successful media and marketing launch of Audible in the region. The campaign was buitt
onacombination of innovation, transparency, and a data-driven localized approach:

Winning the Pitch with Transparency and Data:

Presented an unbiased, data-led planning approach that demonstrated how each media

dollar would be optimized for maximumimpact. i i

Highlighted the importance of transparent media trading to ensure client trustand

accountability.

Localizing the Global Strategy. . ) i

Redirected the global strategy to cater to Australia and New Zealand's unique media

landscape, focusing heavily on outdoor advertising to reach audiences in active, outdoor

settings. Integrated the use of local celebrities, voice actors, and Australian and APAC book

titles to establish authenticity and relatability.

Maximizing Limited Budgets: o ) i ]

Developed simplistic yet effective attribution techniques to track media planning and

campaign performance.

Delivered insights that went beyond raw numbers to offer meaningful, actionable

recommendations for optimizing campaign effectiveness.

Multi-Channel Approach: ) . i ) i

Orchestrated a cohesive single point of truth across various media channels, including

t(3’:‘utd%or, digital, social, and audio platforms, ensuring consistent messaging and efficient
rgeting.

Employed dynamic creative optimization to tailor content for specific audience segments,

increasing resonance and effectiveness.

Collaborative Team Execution:

Marshalled cross-functional teams to align on strategic goals, ensuring insights were shared

1 4ollaboratively and execution was seamless.

audible

an amazon company

The Results The campaign delivered outstanding resuilts,
exceeding client expectations on multiple fronts:

o Increased Awareness and Engagement Audible’s prompted brand
recallimproved by 40%, while unprompted brand awareness rose by
30% witninthe firstsixmonths. ]

e Subscription Growth: Audible achieveda55%growthinnew
subscriptionsin its first 12 monthsin the region, far surpassing initial
forecasts. ] ]

o Client Satisfaction: Amazon's Audible team expressed high
satisfaction, praising the precision of media planning and the
effectiveness of localized creative execution.

e Award Recognition: The campaign was recognized for its innovative
media planning and data-led approach, earning awards including:

o BestUse of Datain Media (Australian Media Awards 2020)
o %%%I;ence in Marketing Effectiveness (APAC Marketing Awards

Key Leaminﬂ;.s and Takeaways This case study demonstrates howa

global brand like Audible can achieve localized success througha

combination of data-driven planning, cultural adaptation, and

collaborative execution. By focusing on delivering insights rather than

Justnumbers, and by employing transparentand accountable

grocesses, Audible’'s entry into Australia and New Zealand became a
enchmark for strategic and effective market launches.
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Transform
withthe

TheProblem

Retail Media
accasApp

McDonald's Australia sought to leverage its MyMacca's app as a powerful retail media tool to drive customer
engagement, predict consumer behavior, and promote tailored product offerings. Despite its potential, the app
faced challenges in optimizing its vast data resources to deliver personalized experiences and targeted
campaigns. With over 5 milion downloads, the app had a significant user base, but McDonald's needed amore
sophisticated approach to hamess its data and maximize its impact. The goal was to establish the app as the
market leader in retail media while setting the foundation for roling out similar methodologies across other

OmnicomMedia Group Australia partners, including Target Group and 7-Eleven.

The Solution

Asaclentconsultantworkingwith AnnalecteMIOMDAustrafls Tplayed a pivatagpiein bridging the gap between
data scientists nd-tearé to deliver a transformative strategy for the MyMacca's app. The solution
i ral key components:

Data-Driven Personalization:

« Utilized advanced statistical measurement methodologies to analyze individual consumption habrts,
peer group behaviors, and broader demographic trends.

+ Integrated geographical data to tailor day-part targeted offerings based on the location of individual
storesacross Australia.

« BehavioralInsights and Predictive Analytics:

» Developed predictive models to anticipate customer preferences and promote specific product
combinations, enhancing the relevance of app-based promotions.

* Leveraged first-party data to create hyper-targeted campaigns, ensuring maximum engagement and
conversionrates.

Collaborative Execution:

» Worked closely with McDonald's brand teams and OMD Australia to align campaign strategies with
business objectives.

* Acted as aliaison between data scientists and marketing teams, ensuring insights were actionable and
aligned with creative messaging.

Scalable Methodology:

-

DeS|gned a framework for rolling out the app's data-driven approach to other OmW

Target Groupand 7-Eleven.
» Focused on creatng a repllcable model that ceuld'Be‘aG(mr ed to Ment retail environments and
customerbases.

The Results Nt

Theimplementation of this strategy delivered exceptional resuits:
« Market Leadership: The MyMacca's app solidified its position as the market leader in retail media within
Australia, with engagement rates surpassing industry benchmarks.
+ Enhanced Customer Engagement: Personalized promotions and targeted offerings led to a significant
increaseinapp usage and customer satisfaction.
+ Revenue Growth: The app drove a measurable upilift in sales, particulary during targeted day-parts, by
promoting relevant product combinations.
Award Recognition: The campaign was recognized for its innovative use of data and retail media, eaming
accolades in Australianand APAC marketing awards.
Scalable Success: The methodology was successfully adapted for other Omnicom Media Group
Australia partners, demonstrating its versatility and effectiveness.

KeyLeamings and Takea®ays

This case study highlights the taﬁs?’ormatve potential of comblnlng data science with strategic marketing
{0 cusete’ arpowe%i retail media tool. By leveraging the MyMacca's app's extensive data resources,

—-—-—-_—-...-———

— McDonald's Australia was able to deliver personalized experiences, drive customer engagement, and

achieve measurable business outcomes. The success of this initiative underscores the importance of
collaboration, innovation, and a data-driven approachin today’s competitive retail andscape



ras al khaimah

Transforming Ras Al
Khaimah into a Premier
Tourism Destination

The Problem _ ; - — -
When taking over the Ras Al Khaimah Tourism Development Authori
account from one of the major global holding companies, it became clear that
anabundance of valuable data was being severely underutilized. The previous
agency had failed to analyze and leverage key insights from the wealth of data
they were sitting on—data that could have driven innovative, strategic
decisions to elevate the emirate's standing in a competitive tourism market.
This oversight left the marketing efforts lacking precision and the agility to
unlock Ras Al Khaimah's full potential as a unique destination.

‘The Solution

Toaddress the missed opportunities, a bold, data-led, and innovation-driven approach was adopted:
1. Data Discovery and Analysis: ) . '
o Conducted adeep dive into all existing data streams, including audience behavior analytics, past campaign
erformance, and market trend data. > ; \ 5

o ldentified untapped opportunities, such as targeting adventure-seekers and eco-tourists who were increasingly

looking for off-the-beaten-path travel experiences.
2. Innovative Data Centralization:

o Developed anintegrated data visualization platform to consolidate and analyze insights from disparate sources,
enabling actionable intelligence.

o Leveraged predictive analytics to identify emerging travel patterns and high-potential international markets.

3. Creative and Strategic Application of Insights:

o Developed aunique campaign concept that highlighted Ras Al Khaimah's distinct identity as "The UAE's Hidden
Gem", focusing onimmersive experiences, eco-tourism, and adventure activities like hiking Jebel Jais or exploring
the AlWadiDesert

o Personalized marketing strategies to resonate with key audience segments, including millennials, families, and
adventure enthusiasts. : ;

o Combined storytelling with data-backed creative decisions, such as prioritizing platforms popular among target
demographics (eg. Instagramand YouTube).

4. Innovative Partnerships and Campaign Activations: y -
o Collaborated with travel influencers and adventure-focused creators to generate authentic content, amplifying
16 reachandengagementorganically. y . & :
Employed real-time performance monitoring tools to fine-tune campaigns and maximize ROl dynamically.

ThingsTo Do Where To Stay PlanYour Trip About Ras /' Kh:

Thisinnovation-first strate
firmly establishing Ras Al
destination:

e 23% Increase in Arrivals: Within six months, intemational
touristarrivals rose significantly, outpacing initial campaign
projections.

¢ Digital Campaign Excellence: Paid media campaigns
achieved a 40% increase in click-throughrates (CTR), with
higher engagement metrics attributed to precisely targeted,
data-driven content. . _ :

e Global Recognition: Ras Al Khaimah gained accolades for its
innovative approach, being featured in global “Top Travel
Destinations” lists and shortlisted for prominent tourism
marketing awards. . 3 .

¢ Unified Brand Identity. The creative use of insights redefined

RAK as a must-visit destination, resonating deeply with

audiences and differentiating it from regional competitors.

Key Leamings and Takeaways This case study highlights the
transformative power of blending innovative thinking with.
data-driven st_raé%gles_. By uncovering and effectively utilizing
underappreciated insights, Ras Al Khaimah Tourism
Development Authority not only revitalized its marketing
strategy butalso pr%PeIIed its re;la_hutatjon asauniqueand
sought-after global destination. The strategi!c pivotshowcased
how innovation in data application, personalized tar%etmg, and
creative storytelling can deliver sustained, measurable
success.

yielded exceptional resuits,
aimah as a prominent tourism



EIevatirI:m)g Siteoore’%Brand and Market
Share Dunng MOI Global Engagement

The Problem

Sitecore, aleading CMS provider, faced ssignificant challenges in breaking out
of the shadow of Adobe's dominant CMS product Despité having robu
capabiliies and features, Sitecore struggled brand awareness and was
not considered top-of-mind by key decision-makers inthe market. The lack
of visibility and differentiation hindéred its ability to attract new leads and
convert market opportunities, leaving it underttilized inanincreasingly
competitive space.

The Solution

Atransformative, data-driven, and globally cohesive process was
dexge\}ggggandlmplemented’,toa ressthese challenges. This
innovative approachwas designed to elevate Sitecore's brand presence,
strar}(;e%cally tar%et Adobe's market share, and generate high-quality
marketing-qualitied leads (MQLs) through optimized mesSagingand
tactical execution:

Driving Brand Metrics:

o Focused onimproving brand recall (prompted and non-prompted) and
E)ranﬁ fa\_/r(])gbllrty by using consistent, compeliing storyteling across all
ouchpoi

o Imp[e_r%%nted programmatic adverﬁsin? campzzgi%nstargeting
decision-makers within enterprise-level organizations, ensuring brand
exposuretothemostrelevantaudiences. . -

o Utlized social proof, such as customer testimonials and award recognitions,
tofurther strengthen brand favorability.

Collaborative Sales Alignment:

o Fostered collaboration between marketing and sales teams toimprove lead
8%a| and ensure alignment of messaging across the buyer joumey.

o ucted training sessions for sales representatives to position Sitecore
effectively againstAdobe during clientengagements.

Global Data Planning;

o Conductedacomprehensive competitor analysis, focusing on Adobe's
S, weaknesses, mesr:‘iaégmg, andaudiencereach. .
o Leveragedinsights frommarketresearch toidentify untaj opportunities
and critical markets where Sitecore's offennfgs could stand out
o Centralized campaign data from regional offices to align global efforts and
improve analytics accuracy for measuring effectiveness.

Strategic Messaging to Build Brand Awareness:

o Refined Sitecore's core brand messaging to clearly communicate its
differentiators, such as its adaptable architecture and user-first

design.
o Laur?ched contentmarketing campaigns hi rrll'li:g%hﬁng customer

success stories, productinnovation, and a direct comparison to
Adobe's CMS capabilities.

Funneling MQLs with Optimized Media and
Creative:

o Designed and executed arobustlead-generation strategy, includi
ated content, webinars, and targeted émail marketing campaigns to
raw prospectsinto the funnel. _
o Worked closely with sales teams to ensure quality control of MQLs by
optimizing creative messaging and media sources. .
o Regularlyanalyzed lead conversionrates, a_dwshng camlpalgns
dynamically to maximize ROl and nurture high-potential leads.

Innovative and Guerrilla Marketing Tactics:

o Created disruptive guerrilla marketing campaigns to generate buzz
and capture the attention of key audiences. For example; . .
m | p Activations: Engaged potential customers at high-profile

%réa%stry events with live demonstrations of Sitecore's unique

res.
m Creative Stunts: Deployed attention-grabbing tactics, suchas
dramatic contrasts comparing Sitecore's agility to Adobe's
complexity through on-site visuals and promotional giveaways.
o Designed viral digitalcampaigns, incorporating gamification elements
todraw customersinto Sitecore's ecosystem.

The Results

Theimplementation of this process resulted ina measurable and
transformative impact on Sitecore’'s market position:

° Imgroved Brand Awareness: Prompted brand recallincreased by
45%, while non-prompted recall rose by 30% within 12 months.

e Enhanced Brand Favorability: Positive perceptions of Sitecore
among enterprise decision-makers w&proved significantly, with
brand rability levels growing by 50%. =i )

e MQL Growth: The funnel saw a Substantialincrease in high-quality

MQLs, with a 60% uptick in lead volumes and a 25% improvementin

lead-to-opportunity conversionrates. . .

Com ve Market Share Gains: The guerillamarketingand

tg&g ed dl%rtal campaigns successfully drew attention away from
obe, enabling Sitecore to capture new clients andincrease its

market share by 15%in key markets. .

e Streamlined Process; The Centralized, data-driven global approach
created a consistent framework that could be replicated across
campaigns, reducing inefficiencies and ensuring continued growth.

Key Leamings and Takeaways

iy ;'%gm Bt
: uﬁ%ﬁ% %@8@% e

irn
I
%il %,%arn eal generatontodm/esusll%nnec?grow%w.

®

Q
@)
c
o
-
v

O

@ sitec
Own the ex




