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3 increasing trends have put brands under pressure

Demand volatility Personalisation Privacy regulations driven
. Consumer expectations by consumer expectations
Massive numbers of .
consumers have moved regarding People want an open and
online personalization are affordable digital world, and
rising that requires relevant ads

that respect their privacy
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Today’s marketing success equation for business growth

People &
Processes

Technology

Customer value & trust
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The digital marketing maturity race
belongs to the swift



2019: Google first
partnered with BCG to
define the digital
marketing maturity of
brands

The BCG-Google framework

SeEhEEIR VA EEE according to their

digital marketing maturity.

Source: Boston Consulting Group, The Dividends of Digital Marketing Maturity, 2019.
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Multi-moment
Dynamic customer journeys toward business outcomes

Connected
Data integrated and activated across channels

Emerging
Some use of owned data in automated bidding and buying

Nascent
Simple campaign-based execution
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Confidential & Proprietary

2021: Many brands have increased maturity, but relatively
few are are capturing the full potential

Digital Marketing
Maturity Survey

47% 42% 48% 2019 221

36%

—@— Allindustries median
Surveys in 2019 DMM

. Surveys in 2021

Maturity Nascent Emerging Connected Multi-moment

- Low maturity High maturity

6. Boston Consulting Group, The Fast Track to Digital Marketing Maturity, 2021.
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How are travel brands in EMEA

elellsleRWViiislDigital Marketing

Transformation?
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Confidential & Proprietary

2021: Travel brands have increased maturity but slower
than average

Digital Marketing
Maturity Survey

48%

429 2019 2021
(o] 5
34% ®

30%

16% 16% -.- All industries median

Surveys in 2019 DMM

6% . Surveys in 2021

Maturity Nascent Emerging Connected Multi-moment

- Low maturity High maturity — .

6. Boston Consulting Group, The Fast Track to Digital Marketing Maturity, 2021 EMEA, Travel only Google



Confidential & Proprietary

..and travel is no longer ahead of the all industries median
In maturity

All industries median EMEA Travel

48%
42%
34%
30%
16% 16%
6% %
- . o -8 .
@: s @ - srrssras @ -rccaaan ®
Maturity Nascent Emerging Connected Multi-moment Maturity Nascent Emerging Connected Multi-moment
[ Low maturity S — High maturity —_— [ Low maturity —_— — High maturity "N

6. Boston Consulting Group, The Fast Track to Digital Marketing Maturity, 2021
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Brands with multi-moment maturity see outstanding results

4

Likelihood of market Cost savings Revenue increase

share growth
29 points. 18 points

Multi-moment brands vs. less digitally mature brands

Source: Boston Consulting Group, The Fast Track to Digital Marketing Maturity, 2021. GOC)gle



Brands should focus on 4 digital marketing
accelerators to become future-proof

End-to-end
Virtuous cycle around measurement
first-party data @ —————————————————
Strategic
data
-
A \\ .
' Customer New skills and
Technical accelerators = VElE R, .
two-thirds maturity impact trust partnerships
o Virtuous cycle around 1P data Automation
9 End-to-end measurement & integrated
measurement
- tech
Organisational accelerators =
one-third maturity impact Agile teaming Agile
New skills and partnerships & fail-fast culture 4 performance loops
Q Agile performanceloops (N @S
%
- j

Source: Boston Consulting Group, The Fast Track to Digital Marketing Maturity, 2021. GO‘( ‘:gle



“70% of digital transformation
initiatives fail to meet their
objectives because the
programmes don't take into

account hownda Rl fSET =
involvedy
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80% +

of the most digitally mature
brands say they have CEO
sponsorship for data-driven
marketing initiatives.™

15. Boston Consulting Group, The Fast Track to Digital Marketing Maturity, 2021.
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Moving forward

As new technologies disrupt the market
and consumer habits change, the
influences on digital marketing maturity
will evolve with time. C-suite sponsorship
is critical, especially to move into upper
levels of maturity where organisational
coordination is vital.
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How Is your business?



Available publicly

Digital Maturity Benchmark

Google’s diagnostic tool to understand & progress
digital marketing maturity

m g%gs?;!mo https://digitalmaturitybenchmark.withgoogle.com/
Vi



The 5 A’'s and an O of digital marketing excellence

Audience Assets Attribution Automation Access Organization
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Your roadmap to digital marketing maturity

Google Digital Maturity Benchmark

Based on responses to an online
assessment, the Digital Maturity D 6 925 < 2 3

Groat attribution means accurately Measuring and ascribing vakue 1o all Consumer touch:
POINtS, 5O yOu Make INfOrmed IMestmaent decsions and Create even better, even more:

Benchmark generates rbton
personalised interactive report °

to benchmark your digital

impactful experiences.

marketing maturity, and helps Emerging i e
1.6/4
you level up.

BOSTON
CONSULTING
GROUP



Thank you!
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