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Effective Marketing in Lean Times:
Creative Approaches to Delivering
Value

When you have a really lean budget, learning how to speak the language of
your C-suite wilether stop your budget from getting cut more, o potentially

you back to earning  itte bit more of that bucge,”ssid Jessica Bryant, SVP

o Voyix. certainty,

in marketing.

panel discussion moderated by marketing ournalist Lisa Lacy at From Day
One's Atlanta marketing conference.

o show the distinct value of her teans work, Bryant has shifted her C-suite
reporting rom vanity metics like impressions and trafc o data tha

demonstratesrevenue impac. I took adiffeent tack and brought it down the
funnel 0 talk about the things marketing is doing that are atually driving your
pipeline,or increasing your sales vlacity, or increasing your cycles. And that

changed the conversation.” she said

Katie Conrad, general manager of customer performance and insights a Delt,

went o similr route. By “bein the experts in what we're doing,that changes
customer behavior” Conrad and team use data polts t focus on and ilustrate

hose cha

Since Covid and beyond, companies have responded to budget pressures in

evolves. Delta has leaned

areas, Conrad says,such as high-performing demographics and segments,as

hose are identified, from a channel perspective she asks, How do you ruly
‘make sure that whatever i driving that purchase, whether through social

commerce or paid search, i protected right beforethe purchase?”

an approach that Anya Dawkins Johnson, VP of marketing an
stratogy at TNT Sports, Warner Bros Discovery, has adopted. “Using tred and

rue partners is the way that we've fle

nto that. Knowing what works,

hatattached.

Johnson also ensures clear ROI reporting to reassure senior leaders and uses
hyper-targeted marketing o keep sports relevant to ts audience. “We live ina
world where consumption shifis arc happening i real-time she said."Its

go0d 1o advertise n the cable ecosystem, but also ouside of it And then, of

course,social s another way areand

remind them of what we have on ou suite of networks;

Innovation With inimal Risk

financialor business risk. Conrad suggests involving data teams up front and
using thei forecasting capabilities to estimate potential impact

Joh builtin

perks or data reporting, TNT Sports works with partners running beta

programs o experiment with new advertsing concepts. U

ome perks tha e first 2 And

usually there's a measurement study associated with It because they want o

see ifitworks and how we like it s well

Start small and o fast,”said Bryant, advocating or contained
experimentation. “Figure out what you want to measure, define it learly, and

measure that metric then ifyou don't see the change [you want), filfst. Try

something diferen

There's also more time n the day to be innovative i the age of AL Panclists
agreed that generative Al adds value by eliminating low-lovel tasks and

accelerating work on higher-value ones.

By sthe y Alto reduce < on agency pa

overuse or decision-making, Many team meetings sart with Al insights, which
she says i great, but ] also want that creativity and that authenticity from
humans as wel, a5 our brand is unique. Al dogsn't necessarily know everything.
aboutour brand yet, so we ned o be careful within that,

There are o primary use cases for Al at Delts, says Conrad: reative
’ etoclsto

insights for the everycay marketer” whilealso empowering the est of the
analytcs depart

through dashboard access

0 AL Ifyou astrateg
the brand, i shouldsit” Conrad said

Bryant cautions that “unirained marketers can] reate sameness" as well

are trained in prompt engincering, she agrees that
your prompt has nuanece, £t has originality, if it has that untapped framing
hat only your brand can have,then that sameness goes away 100%

Citing 2 600% year-over-year jump in the use of Al for Cyber Mo

and rip planning, content plans need (o expand from traditional

include gener fon (GEO), says Conrad i
ts paid search parameters o broader terms,she says,t allow for flexibilty in
Alinterpretation

Recansideing riorities fo Contnued Success.

NCR Voyix has reduced ts spend on arge-scale video production n the last 18
‘months,says Bryant, favoring shorter, more authenti content. This shift has

That has really worked very wellfor us, and actually outperformed alot of the

Fewer, more focused campaigns will be more effective, she says,than a larger

volume of ad-hoc campaigas, ensuring the impact of your media spend

Skillslke curiosit and lfelong learning are crucial o the future of marketing

ll never hurt you, whether s

as well said Johnson. “Being an eternallearn

abou her atmswer
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