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People
don’t trust
marketeers -



AI]W[EH4( NEWS EVENTS WEBINARS CONNECT YOUR CAREER

BRAND MARKETING

Consumers’ Trust in Brands Has
Fallen to a New Low. Surprised?
Probably Not

59% of consumers 54% of consumers
worry their don’t think
personal companies

information is operate with
vulnerable to their best
security breaches interests in mind

Source: ADWEEK — September 2019



Ccustomers
have
changed







WARROM WILLEN WE
ACTIE

Omdat we het verschuldigd zijn aan alle jonge
mensen in dit land en omdat het kansen biedt voor
ons vandaag. Als we de uitstoot van
broeikasgassen niet onmiddellijk en voor 2050 naar
nul terugdringen, dan komt onze toekomst in het
gedrang. Daar moeten we iets aan doen. Want de
oplossingen zijn er. We weten wat er moet
gebeuren. Nu is het aan de politiek om in actie te

schieten.

LEES VERDER




Shareholder Value Is No
Longer Everything, Top
C.E.O.s Say

Chief executives from the Business Roundtable,
including the leaders of Apple and JPMorgan Chase,
argued that companies must also invest in
employees and deliver value to customers.

Capitalism. Time for a reset.

FROM THE EDITOR

Lionel Barber

Businesses must reconnect company success
with social progress. Shared value is not
social responsibility, philanthropy, or even
sustainability, but a new way to achieve
economic success. It is not on the margin of
what companies do but at the center. We
believe that it can give rise to the next major
transformation of business thinking.

Michael Porter

AZQUQOTES

Consumers become SMART:
they challenge the balance
between value and money and
they expect EXPLICIT ADDED
VALUE
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Brands failed
to succeed

to change and
deliver added value
because they became
Irrelevant




—THe CuSTOMER.

e cusToMeR.

e CUSTOMER.
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THe CuSTOMER.
THe cusToMeR.

THE cusToMeER.
THe CUSTOMeR.
THe cusTOMeR.

THe cusToMeR. Welcome to the
THe cusToMeR.

The cusToMeR. customer centric
THE cusToMeR. economy
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Customers expect
personal and relevant
experiences




Brands need to have
a point of view,

a reason to exist
and

behave authentically







Products & services
lack relevance



CHANGE



/ BAM exists to re-engineer the marketing

practice into a meaningful marketing practice.



/ Meaningful Marketing ?

What do we mean with Meaningful Marketing ?
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PURPOSE

A set of goals which RS
@ guides the business for ! -’.‘,‘,
a positive impact R
on society
COLLABORATION HOLISTIC

An "open organisation” The ability to engage
that drives a customer all parts of its broader
centric value proposition ecosystem with

its purpose

MEANINGFUL
MARKETING =
FRAMEWORK <®>

SHARED VALUE

A business strategy that
links economic, societal
and individual value

TRUST

The ability to be fully
transparent and deserve
the customer’s confidence
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PURPOSE
O,

PURPOSE

A purpose Is a set of goals ® &

a positive impact

which gu_lqles _the business COLLARORATION oLierc
for a positive impact on s
S O C i ety. . : ecosystem with

centric value propaosition .
its purpose

MEANINGFUL
MARKETING

FRAMEWORK <®>
SHARED VALUE

A business strategy that
links ecanamic, societal
@ and individual value

The ability to be fully
transparent and deserve
the customer’s canfidence
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HOLISTIC

Holistic is the ability to @
engage all parts of its COLLABORATION

broader ecosystem with its sy
purpose.

O

PURPOSE

A set of goals which
guides the business for
a positive impact
an society

MEANINGFUL
MARKETING
FRAMEWORK

©

TRUST

The ability to be fully
transparent and deserve
the customer’s canfidence

e s
.
HOLISTIC
The ability to engage
all parts of its broader

ecosystem with
its purpose

A
<®>
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SHARED VALUE

A business strategy that
links ecanornic, sacietal
and individual value
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SHARED VALUE

Creating shared value is a
business strategy in which
companies link economic value
for the organization, societal
value and individual values.

®

COLLABORATION

An "open arganisation”
that drives a customer
centric value propaosition

O

PURPOSE

A set of goals which
guides the business for
a positive impact
an society

MEANINGFUL
MARKETING
FRAMEWORK

©

TRUST

The ability to be fully
transparent and deserve
the customer’s canfidence

e s
.
HOLISTIC
The ability to engage
all parts of its broader

ecosystem with
its purpose

A
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SHARED VALUE

A business strategy that
links ecanornic, sacietal
and individual value
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TRUST 3

PURPOSE

| I DA an
®
a positive impact Ylaev
an society

organization to deserve the COLLABORATION HOLISTIC

The ability to engage

confidence of the customer. R

centric value proposition ecosystem with
its purpose

MEANINGFUL

MARKETING =
FRAMEWORK <®>

SHARED VALUE
A business strategy that
links ecanornic, sacietal
@ and individual value
TRUST

The ability to be fully
transparent and deserve
the customer’s canfidence
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PERSONAL ®

PURPOSE

organization to deliver

The capability of your @ \ Ekvesw [
COLLABORATION HOLISTIC
. The ability to engage
solutions based on needs of sy
. . . . its purpose
single individuals. MEANINGFUL
MARKETING

FRAMEWORK <®>
SHARED VALUE

A business strategy that
links ecanamic, societal
@ and individual value

The ability to be fully
transparent and deserve
the customer’s canfidence
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COLLABORATION

Collaboration Is the ability to
open its processes and way of
doing to internal and external
parties for delivering a superior
customer centric value
proposition.

®

COLLABORATION

An "open arganisation”
that drives a customer
centric value propaosition

O

PURPOSE

A set of goals which
guides the business for
a positive impact
an society

MEANINGFUL
MARKETING
FRAMEWORK

©

TRUST

The ability to be fully
transparent and deserve

the customer’s confidence

e s
.
HOLISTIC
The ability to engage
all parts of its broader

ecosystem with
its purpose

A
<®>
v

SHARED VALUE

A business strategy that
links ecanornic, sacietal
and individual value




/ Next step



I H E PURPOSE
A set of goals which
MEANINGFUL
for a positive impact
on society
MAI zKE I lNG COLLABORATION

An "open organisation”
that drives a customer
centric value proposition

HOLISTIC

The ability to engage
all parts of its broader
ecosystem with its purpose

SHARED VALUE

A business strategy that
links economic, societal
and individual value

The capability to deliver
solutions based upon
single individual needs

TRUST

The ability to be fully

k& BELGIAN transparent and deserve
B = A/ M I ASSOCIATION the customer's confidence
B m OF MARKETING
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Be part of the story
www.marketing.be



