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Who's speaking?

“We are on a mission
to enable marketers
to prove the impact
of their work.”

CASPER NOREEN FRID
VP OF COMMERCIAL
ACCUTICS




Supporting global enterprises
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WE HAVE A CHALLENGE

80% of CEOs don’t trust marketing, or
their ability to demonstrate objective
commercial thinking.

Survey across 1200 CEOs

Source: Fournaise Marketing Group



ITS NOT A PERFORMANCE PROBLEM (“
Business impact disappears for 3 reasons

O << O

] I
MARKETING IS TRACKED IN SHEETS REPORTING IS SILOED IMPACT IS LOST IN TRANSLATION
Marketing rely on multiple sheets to Performance data can't be compared A lack of data foundation and ownership
ensure aligned data into Mar-tech. outside individual channels, partners and causes marketing scrutiny as marketing spend

Scattered, incomplete, and gibberish. teams. Objective reporting is impossible. can’t be connected to business outcomes.
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THE UNCOMFORTABLE TRUTH

Marketers operate on
<50% data accuracy on average, due
to a missing shared data language.

Survey across 150 Global Enterprises

Source: Accutics Trackcheck



The Framework



A WINDOW OF OPPORTUNITY
Beliefs are changing

BIG TECH

“Bring aligned data
before you invest money
in campaigns.”

AGENCIES

“Clients owning their
data is crucial for proving
real impact.”

@

ENTEPRISES

“Aligned data is the main
driver for impact, Al & any
data project to come.”



THE GOOGLE DATA FORMULA FOR SUCCESS
Three steps to accurate data

N

Map your objectives to Define your data
the data you collect points and align
across the business

Ensure continuous
data quality assurance

"\ Accutics



The Framework

Informed Activation

Scalable impact

s
(6]
U -
Q. Activated and : .
E understood rlighqualty
omm audiences for
The shared data language CDP
7 9ua9 Confident attribution 5 oreanalization
g across the full funnel, that performs,
— ) . actionable insights and Al models
‘g Aligned blueprint Cross-channel cost for optimization, and trained on
(2] One established, shared and conversion faSt.eT' more efficient trusted data.
data Ianguage, visibility, clean, decisions open for
consistent campaign connected customer use cases across the

entire business. On-

i i journeys, and reliable
tagging, and validated J \ and off-line.

tracking across reporting; confidence
channels and markets. in your data.

Aligned business goals
and data points across
teams.

Y

Marketing data maturity
(A\ Accutics
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What good looks like
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w \/
ju/0uteome:  45% to 2% reduction in UTM tracking
| TR ' errors across paid ads. .

8‘ Can Kerzner achleved a 98% tracking ' ‘

p 1 accuracy vylt in the flrst year of : o
m onboardlng slhared ata language. “

Roll-out: Stage;l: Fix spreadsheet misattribution ’ :

and n’aﬁ!ing-pack to dashboards. {

B S':age 2: Ensure continued data quality
consistency via data vali -

ct: Removing paid ads misattribution worth .
+$1,000,000 per month, regaining

reportn:'g J\curacy and the ability to act.
Global Taxonomy, L.oca control, feeding Al f

and first party data activation.

N




WHAT GOOD LOOKS LIKE

Aligned data doesn’t just fix
your tools, it 10x’s your impact
and your ability to prove it

/\



The Framework

< .
4 Impact 10X
B. Marketing can report objective
Commercial thinking across any campaign
Informed Activation
Scalable impact
- A. Data formula for success achieved
g Mar-tech starts working
Q. < Activated and . .
E High-quality
— understood audiences for
0 The shared data language CDPs,
» personalization
g Confident attribution that performs,
omm / . across the full funnel, and Al models
g Aligned blueprint Cross-channel cost actionable insights trained on
0 i and conversion for optimization, and trusted data.
One established, shared visibility, clean, faster, more efficient
data language, connected customer decisions open for
consistent campaign journeys, and reliable use cases across the
Aligned business goals tagging, and validated reporting; confidence entire business. On-
and data points across tracking across in your data. and off-line.
teams. channels and markets.

Marketing data maturity
’A\ Accutics
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Marketing Impact Ownership .

Accutics > Denmark > Workspace > Global health check v

Align marketing data with your business
Good morning, Rodriguez KPIs from a shared data language

Here’s what's happening in the project

Standardize and sync how performance is
tracked and named across every campaign

Data impact and quality

Impacted spend (est.) 2 Impacted impressions (est.) 2

Validate your data quality against spend

173,56 € 372,997 _
before it even reaches your mar-tech.

N 5,8% compared to last period N 5,8% compared

92%

Data quality

Impacted clicks (est.) =

8.756

2 §5,8% compared to last penod
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