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Who is the odd one out? 



Dionysys Larder 

1828 



Alan Sugar 

2005 



Robert Metcalfe 

1995 



Steve Ballmer 

2007 



Decca Records 

1962 



Michael Fish 

“Earlier on today a 

woman rang the BBC to 

say she'd heard there 

was a hurricane on the 

way.  

 

Well, if you're watching, 

don't worry there isn't." 



Thomas Watson 

“I think there is a world 

market for maybe five 

computers.” 1943 



The big question? 

 

 

 

WHAT  

HAPPENED? 

WHAT WILL  

HAPPEN NEXT? 

WHY IT  

HAPPENED? 



What is predictive analytics? 

Predictive analytics encompasses a variety of 

statistical techniques from modeling, machine 

learning, and data mining that analyze current and 

historical facts to make predictions about future, or 

otherwise unknown, events. 

RISK vs OPPORTUNITY = £? 



There is no reason to be surprised by 

people's behavior, unless of course 

you've failed to observe it… 



Factors affecting behaviour 

What influence does TV 

have on online marketing 

channels? 

What impact has promotional 

campaigns had on overall sales 

performance? 

What is the impact of weather 

on online sales? 

What value does online 

drive in delivering in-store 

sales? 



Weather to buy or not? 

Seasonal 

Pattern 

Extremes 

related to 

weather 



Weather to buy or not? 

• November to February 

• 4 years of weather data 

and sales collected 

• A 10°C drop in temperature 

against the seasonal norm 

gives a 100% uplift in sales 

conversion 



Sledging 
4°C or 
colder 

8cm of 
snow for 
sledging 

Search 
volume 

increases 
by 300% 

CTR 
increases 

by 1/3 

Conversion 
rate x2  



Paddling pools 
20°C or 
warmer 

 above the 
historical 
average 
search +   

CTR + 
1.2% with 
each 5°C 

100 + sales 
for every 

1°C 
increase 

Conversion 
rate x3 



1958 

1958 1958 



Heading  2013 



Effects of TV 
Customer Behaviour 

Before Ads During TV Ads After TV Ads 



Effects of TV 

Best uplift 

in the 

evening 



Effects of TV 

X Factor wins! 



10 minutes 
following a 

TV ad 
greatest 
search 

increase 

Greatest 
uplift is 

between 8pm 
- 9:30 pm 

30” ads 
increase 

search traffic 
by 11% more 
than 20” ads 

Brand sales 
increase by 
up to 180% 

during a week 
of TV ads 

One TV ad 
can buy 164 
more brand 
sales online 

Effects of TV 



Using Analytics 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

PPC Algorithm 

PLA Algorithm 

Display Algorithm 

SEO Algorithm 

Affiliate Algorithm 

Historical 

Performance 

Knowledge 

expertise 

Campaign 

Targets  

External 

Factors 

Merchandising 

INPUTS 

 
Forecasts 

 
 

Cross Channel 

Optimisation 

 

Diagnostic 

Reporting 

OUTPUTS 

MARKETING CHANNELS 



Learning 

Stage 

Evaluate 

media 

behaviour 

in different 

position 



Simulation 

Stage 

Simulate 

the media 

behaviour 

under 

different 

conditions 



Forecasting 

Stage 
Retail inputs 

Weather 

Margin 

Seasonality 

Stock Availability 

Offline Sales 

Attribution 

TV 

The ‘DNA’ 

of each 

media 

channel 



Budget 

Planning 

Maximise 

profit by 

understanding 

revenue vs 

marketing 

spend 





What results 

can you 

expect? 



Performance 

improves 

over time 



What can you do next? 

1. Ensure you are capturing the data that reveals how your 

customers are behaving – what signals are important? 

2. Ensure you understand the net margin profit contribution 

for each product – it’s more profitable than using ‘cost of sale’  

3. Find a marketing partner that understands and uses 

predictive analytics to help you evaluate the benefits and £££   



Thank you 

Hedley Aylott 

 

Summit: www.summit.co.uk 

 

http://www.summit.co.uk

