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Why is it important for marketers like you to attend gatherings like the Incite 
Marketing Summit?     
Marketers will learn from each other on effective ways to drive consumer 
engagement.   I get inspired from hearing from large and small brands about 
successes they’ve had with winning over consumers and I can always apply that to 
my daily life. 
 

What are your top three priorities for 2020? Detail each priority by explaining why it 
is important now more than ever.    
We are focused on leveraging new consumer segmentation research and matching 
it to addressable audiences in Facebook and Google (and other emerging 
platforms) with our media buying partners.  And then, once the consumer becomes 
known applying behavioral segmentation (e.g., recency/frequency/monetary) and 
predictive modeling to serve up the best message to the consumer to replenish and 
drive cross-sell.   This requires connection of data across brick & mortar and online 
through a common consumer id, and working organizationally on rules of 
engagement about how each brand team member gets to drive the entire 
approach.   So my top 3 priorities are acquisition, retention and MarTech. 
 

“Can marketing be authentic?” is a prominent theme of the summit. What does this 
phrase mean to you?    
We think about this a lot and use data and analytics and machine learning to 
understand, through combing ratings & reviews sites, what types of products 
consumer want, for what benefit, and triangulate that with proprietary consumer 
research to improve our commercial innovation, meaning how we communicate the 
benefit to the consumer.   And we use consumer segmentation research to optimize 
the message of the benefit to the segment, so we can have different benefits.  Think 
about primers in makeup creating a perfect canvas for foundation, or being used for 
highlighter benefits, or driving skincare benefits.   All these benefits appeal to 
different audiences. 
 



 

The past decade was a learning curve for the next phase of marketing. What is does 
this next phase look like to you? 
This past decade was about moving from one message to all, to personalization at 
scale.   Now it’s about 1:1 personalization, so each individual will get the message 
that really reflects that the brand understands her needs, motivations, and how our 
products can solve for that. 

 

What are the most effective metrics to measure ROI in 2020?   
Estée Lauder Companies leverages a multi-stage marketing mix modeling approach 
that allows us to measure the impact of marketing efforts at each stage of the 
consumer funnel (desirability, consideration/traffic and conversion/sales) and linking 
all of the effects together.   This innovative approach allows us to understand what 
tactics in our brand budgets are most effective at driving top of the funnel and which 
are most effective to cascade down the funnel to conversion.   This technique allows 
us to optimize our spend depending on our objective.  We can have one budget 
allocation to drive upper funnel, and another one to drive bottom funnel. 

 


