Brand, Purpose & Growth

- Purpose Drives Growth

Mayur Gupta, Chief Marketing & Strategy Officer

@inspiremartech GANNETT
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Growth team at Facebook?

SEP 15,2014 @ 12:43PM 10,994 @ The Little Black Book of Billionaire Secrets

How The Growth Team Helped Facebook Reach
500 Million Users

0000

hires went through. Pretty standard stuff. The ,
Quora, conversation we had was standard though. I 1
Q FULL BIO Vv remembe; eyl going

Opinions expressed by Forbes Contributors are their own. aftep?
mafter?"” and he sternly responded "It's f***ing land-

Answer by Andy Johns, Former Product May 8P ¥g so getall of the f***ing land you can gg
G h Facebook. Twitter other words; thom ha Di b ext time.
rowth at Facebook, Twitter i ...ex, Quor Get the entire planet on Facebook. Clear enough, right!?

Entrepreneur-in-Residence at Greylock; and current
Director of Growth and Revenue at Wealthfront, on
Quora,




The LESSONS!



Moats & Speed?



Chaos!
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C u Itu re does eat Strategy!
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Marketing's

“Purpose is
Growth™



Marketing should apply

“Purpose to
Grow”




Grow
User Value

AN

Grow the
Brand

Grow
User Base

Inter-
twined



Stop Confusing

Outcomes from
Outputs




Brand has become a Stigma

Brand is an
OUTCOME




1.

From Perfection .
Experimentation



2. Measure Success
Against Outcomes
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Measurable
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Un-Measurable
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3. Organize Around
Outcomes



GROW THE
USER BASE

GROW THE GROW THE
BRAND USER VALUE

BRAND CREATIVE CONTENT
“ MAIL/EMAIL/PUSH BRAND PARTNERSHIPS
PR/SOCIAL GROWTH INSIGHTS MARKETING ANALYTICS

MARKETING TECHNOLOGY x MARKETING OPS






The Gannett Rhythm

Purpose & Vision

—

Company
Goals

North North North North North
Star Star Star Star Star
Objective Objective Objective Objective Objective




4. Build & Wire Parts of the
Engine



Build All Parts

“ MAIL/EMAIL/PUSH BRAND PARTNERSHIPS
PR/SOCIAL GROWTH INSIGHTS MARKETING ANALYTICS

MARKETING TECHNOLOGY x MARKETING OPS






5. Understand the
Why benind the What




User Obsession




From Campaigns to
Always-0On



Product’s Valley of Death

LAUNCH

FEATURE #2 FEATURE #3 FEATURE #4




Marketing’s Valley of Death

CAMPAIGN 1

CAMPAIGN 2 CAMPAIGN 3 CAMPAIGN 4




The Always-On Engine working in
tandem in key moments

INSIGHT

WHO

WHY

WHAT
WHERE
HOW MANY

L

\“ Maximize ,” CONTENT
" Reach ; EXPERIMENTS

Creating New
Demand

ALWAYS-ON

- ENGINE

Maximize

", Awareness,”

Capturing New
Demand

OUTCOME

Brand Growth
MAU

Streams
Engagement
Social Shares



Don’t let DATA destroy
your SOUL



Thank You

Mayur Gupta, Chief Marketing & Strategy Officer @ Gannett
@inspiremartech GANNETT




