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THE PARADOX S “
THE GOLDEN AGE OF DATA IS... ),
THE AGE OF THEG ST

4%  We know everything about our consumers.
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Y We have optimized every funnel and click-through rate.
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X So why does it feel like we have more tools, but less soul?

"THE BRANDIS \n THEBRAND."
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PATH TO THE REIGN OF DATA:
THE SEDUCTION OF EFFICIENCY

The Promise of ROI
(From cost center to profit driver)

The Power of Precision
(Right person, right time)

The Tyranny of Speed
(Clicks, Conversion, Quarterly Results)
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grtey WE STARTED TALKING TO DATA POINTS,
Siaialy NOT HUMAN BEINGS
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GG They buy better verS|ons of themselves.
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THE COUNTER-REVOLUTION:

THE DATA ON EMOTION

EMOTION IS THE REAL RO
Key Evidence:

Researchers - Purely emotional campaigns perform almost twice
as well as purely rational ones.

Neuroscience - Emotion is the primary driver of decision-making.

Economics - Emotional connection = Loyalty & Advocacy = Long-
Term Value.




ENDING THE FALSE BATTLE:

IT'S NOT DATA VS. EMOTIONS
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IT'S NOT DATA VS. EMOTIONS |
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Emotion is the Destination.
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THE ALLIANCE PATH STEP ¢

- USE DATA FOR HUMAN INSIGHT NOT JUST TARGETING

Shlft From >To: J
SEE= B A ¥ i BEol E=E
From "What did they buy
To: "Why did they buy?"
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Action: .
Uncover anxieties, asplratlons and joys. This | S your story fuel.
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THE ALLIANCE PATH STEP 3:

AMPLIFY EMOTION, DON'T JUST INTERRUPT

Shift From »> To:

From: Targeting "Runners" with a discount ad
To: Targeting "Resmence Seekers" with an |nsp|rat|onal story
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== Action:
: Use data to ﬂnd the context Where your emotlon WI|| resonate
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THE ALLIANCE PATH STEP 4: o

BUILD EMOTIONAL JOURNEYS, NOT JUST FUNNELS

The Emotional Loop (NEW):

The Funnel (OLD)
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THE NEW WAY IN ACTION: h‘

e FROM TRANSACTION TO TRANSFORMATION
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VS
The Old Way: The New Way:
Search: "Running Shoes" -> Insight: "Admires Resilience" ->
Ad: "Nike - 20% Off" Film: "Story of Overcoming" ->
CTA:"Share Your Story" ->
Product: Symbol of the Journey
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CONCLUSION: RESTORING THE SOUL
THE BATTLE IS OVER. THE WINNER IS THE ALLIANCE.
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- Data is the What. (The path the consumer walked)
- Emotion is the Why. (The reason they walked it)

USE DATA AS THE FOUNDATION FOR CREATIVITY
TO RESTORE EMOTION TO ITS RIGHTFUL PLACE.




THANK YOU.

IGOR MILETIC
CREATIVE PARTNER,
MULLENLOWE AND FRIENDS

IGCOR.MILETIC@MLB.RS

LINKEDIN



http://www.linkedin.com/in/igor-miletic-18830827

