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Abstract
In the dynamic landscape of marketing, shifts in technology, business and behaviour occur that 

revolutionise how brands connect with consumers. One example is the concept of Reception Marketing. 

This paper examines the history of marketing strategies, exploring the consumer and marketplace 

contexts that catalysed the evolution from interruption-based methods to Permission Marketing, ultimately 

leading to the emergence of Reception Marketing. By examining the challenges with Interruption and 

Permission Marketing relative to reaching contemporary audiences, this paper highlights the need for a 

new approach that aligns with today’s empowered consumer who bridges the information and arti�cial 

intelligence (AI) age. The paper introduces and de�nes Reception Marketing as a strategy that leverages 

consumer signals to build authentic and consistent connections between brands and consumers, where 

each is de�ned relative to their ability to resonate, build brand equity and therefore make consumers 

more likely to convert. The paper goes on to discuss the important principles of Reception Marketing and 

its role in shaping the future of marketing strategies, brand-consumer relationships and the state of the 

Internet at large. The paper also explores how owned asset optimisation (OAO), along with AI and other 

technologies, enable brands to implement Reception Marketing at scale.
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INTRODUCTION

In the dynamic realm of marketing, shifts 

driven by technological advancements 

and market dynamics lead to changes in 

consumer behaviours and preferences, 

ultimately requiring transformative brand 

and marketing strategies that can connect 

brands with their audience and drive 

business outcomes.

An example of this kind of paradigm 

was the evolution from interruption-based 

marketing to more audience-centric, 

permission-based strategies. This 

shift occurred around the turn of the 
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21st century in response to a class of 

consumers who began to care more 

about trust and autonomy in their 

online interactions.1 In response to 

a post-pandemic world, consumers 

have continued to become more 

empowered,2 raising and shifting their 

expectations for digital experiences.3

Today, prospects spend the majority 

of their journey researching, where 

most consumers are not ready to make 

a decision to buy at any given time.4 

Consumers are in control, charting their 

own cross-platform and erratic paths, 

and navigate between what were once 

fairly sequential stages to conversion, 

transforming them into dynamic points 

of contact.5 They actively block ads 

— which they perceive as disruptive — 

and consume exponential amounts of 

content, making it innately more difficult 

for brands to catch attention.6

This paper aims to illustrate that 

consumers today prefer that their attention 

be received rather than caught or captured 

in the traditional sense. Their frustrations, 

expectations and standards have continued 

to rise, and they are more willing to 

convert with brands that build trust 

through authentic points of contact that 

resonate and compound in value over time.

In other words, consumers today want 

the power to seek and find authentic, 

helpful content that resonates and 

facilitates the rest of their journey, rather 

than overwhelm or disrupt it.

This paper introduces and positions 

Reception Marketing as the next 

paradigm shift in how brands aiming to 

reach today’s consumers are approaching 

their strategies and includes an 

examination of Reception Marketing’s 

fundamental principles: data-driven 

insights, authenticity and consistency. The 

paper also aims to illustrate how Owned 

Asset Optimisation (OAO) acts as an 

enabler for scaling Reception Marketing 

strategies and the implications it holds for 

brand management professionals.

Rather than manufacturing consumer 

problems, Reception Marketing aims to 

redefine the brand-consumer relationship 

into a reciprocal, consumer-driven 

model, built on consistent and authentic 

experiences or points of contact.

In Reception Marketing, brands use 

data that consumers leave behind on 

platforms and channels within the present-

day journey to develop insights around 

what consumers are actively looking for. 

These insights inform a content strategy 

that aims to receive consumers early 

in the extended research leg of today’s 

journey, and consistently throughout, with 

authentically helpful experiences.

In this way, marketing becomes more 

about providing helpful, reliable service 

and trustworthy education on the 

consumer’s terms.

By answering early, authentically and 

consistently when ‘called’, brands further 

empower consumers along their journey 

and connect in a manner that successfully 

establishes trust and resonance between the 

consumer and the brand. This makes it so 

that consumers will be more likely to 

convert with that brand when they reach 

the point of making a decision to buy.

By scrutinising historical trends and 

recent case studies, this paper strives to 

equip brand and marketing practitioners 

with a comprehensive understanding of 

Reception Marketing’s potential to reshape 

the brand-consumer relationship and 

reinvigorate digital marketing strategies.

EVOLUTION OF MARKETING 
STRATEGIES

Throughout history, shifts in consumer 

behaviour have catalysed the evolution 

of the types of strategies marketers and 
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brand professionals use to successfully 

connect with consumers.

Early on, interruption-based 

marketing reigned as brands sought to 

capture consumers’ attention through 

commercials, billboards and other intrusive 

methods. With the advent of permission-

based marketing, brands pivoted to 

seeking consumer consent before 

delivering messages, leveraging e-mail 

marketing and social media engagements.

A new era is dawning, however, 

where brands need to establish a deeper 

and more meaningful relationship 

with their audience to drive results. 

Reception Marketing stands at the 

forefront of this evolution, advocating for 

a consumer-driven relationship built on 

consistent and authentic connections.

From interruption to audience-centric 
marketing strategies

Interruption Marketing, as the term 

implies, is a broad category that 

encompasses marketing strategies where 

consumers receive messages they did not 

explicitly request. Interruption Marketing 

is essentially about actively capturing 

the audience’s attention by interrupting 

their activity with promotional content 

and is designed specifically to capitalise 

on the fact that the consumer is in the 

middle of or captivated by something 

else. It represents an attempt to redirect 

the audience’s focus towards a product 

or service, often through the use of 

paid advertising or other techniques 

designed to grab attention. These kinds of 

strategies also often generalise messages 

on a larger scale, making it difficult to 

cater messaging to specific and real-time 

consumer needs.

While advertising dates back to the Old 

World,7 the development of Interruption 

Marketing models can be traced most 

notably back to the development of 

mass-communication technologies. In the 

1930s, for instance, the introduction of 

daytime radio programming8 produced a 

groundbreaking shift for consumers and 

business alike, a shift that continued on 

through the advances of television and 

telemarketing.9 The primary objective of 

Interruption Marketing, which includes 

most traditional marketing, is to seize the 

audience’s attention and divert it towards 

a specific marketing message. It operates 

on the premise that exposure to a message, 

irrespective of the individual viewer’s 

interest, can lead to increased brand 

awareness and, ideally, higher sales.

One of the risks in employing 

interruptive methods today is their 

potential negative effects on consumer 

perception and willingness to transact.10 

Moreover, it tends to be capital-intensive, 

requiring significant financial investments 

to secure advertising space or time slots. 

In addition, it targets a wide and often 

unsegmented audience, leaving room 

for consumers to ignore or forget the 

intended message.

The digital and Internet age, which 

began to flourish around the late 1990s, 

brought about a fundamental shift in 

consumer behaviour and expectations. As 

consumers gained access to an abundance 

of information and digital tools, their 

preferences for how they engaged with 

brands evolved. Where consumers had 

only been able to be passive recipients 

before, they began to demand more 

autonomy in their experiences, and e-mail 

marketing became an early example 

of the next evolution — what became 

known as permission-based marketing.11

Permission-based marketing includes 

a majority of online marketing and is 

characterised by consumers granting 

explicit consent for brands to market 

to them. In this approach, individuals 
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choose to follow brands on social media, 

subscribe to e-mail lists or otherwise opt 

in to receive marketing communications, 

making them active participants in the 

marketing process. Permission-based 

marketing hinges on providing some 

form of value to consumers (that will 

entice them to give permission), and by 

focusing on engaging individuals who 

have willingly expressed interest, brands 

can create more relevant content. This 

approach was viewed as an opportunity 

to foster a sense of trust and reciprocity 

between brands and consumers.

As permission-based marketing 

gained traction, however, it too has 

faced challenges, including increasing 

intrusiveness12 and practices that can be 

perceived by consumers as deceptive, 

such as native advertising,13 which is 

technically intrusive marketing in disguise.

Consumers’ empowerment and the 
call for a new approach

The challenges of forging meaningful 

connections between consumers and 

brands have grown more complex in the 

wake of ongoing changes in consumer 

behaviour, particularly in a post-pandemic 

world. Today’s consumers have become 

increasingly empowered, leveraging 

multiple devices and tools to shape and 

even control their interactions with brands. 

These shifts in technology and other 

market factors are evident in various aspects 

of consumer behaviour and the customer 

journey, necessitating a re-evaluation of 

traditional marketing approaches.

One notable transformation is the 

extended journey. Consumers now 

engage in longer periods of research 

while they bounce between different 

points of contact along the journey.14 

This prolonged exploration means that 

they are usually not in a buying state of 

mind and emphasises the importance of 

providing value and connecting early 

and consistently throughout their entire 

journey (Figure 1).

Consumers have access to a wealth 

of information, granting them the 

power to make informed decisions. 

This information-rich environment, 

however, has also made consumers more 

frustrated and sceptical,15 emphasising the 

importance of authenticity and trust.

Another important consideration is 

the repetition or frequency required 

for a message to resonate with today’s 

empowered consumers. Individuals need 

to encounter a message seven times 

before it truly sinks in,16 underscoring 

the challenge brands face in establishing 

trustworthiness and convincing consumers 

to commit to online transactions.

These evolving dynamics have 

intensified the limitations of traditional and 

modern marketing methods, with a recent 

report revealing that nearly 50 per cent of 

consumers do not believe companies are 

trustworthy.17 This data illustrates the need 

for a more audience-centric, consumer-

driven strategy.

In response to these challenges, 

Reception Marketing emerges as the  

next evolution in the realm of effective  

marketing. Reception Marketing 

fundamentally transforms the brand- 

consumer relationship by positioning 

brands as valuable guides and resources 

throughout the consumer journey.

In Reception Marketing, brands 

assume a proactive but more passive role, 

empowering consumers to discover what 

they need, when and where they need 

it. Rather than attempting to capture, 

pull or otherwise force interactions 

at the wrong time or place, brands 

acknowledge and respect consumer 

autonomy, positioning themselves as 

guides throughout the journey.
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It is also essential to acknowledge 

that, in a dynamic marketing landscape, 

there are limitations to relying solely on 

a single approach. Reception Marketing 

champions cohesion among all marketing 

efforts, emphasising the need to create an 

authentic brand-consumer connection.

RECEPTION MARKETING: A NEW ERA 
OF CONSUMER CONNECTION

The essence of Reception Marketing 

lies in providing consistent and authentic 

interactions that extend beyond vague 

notions of value.

In Reception Marketing, brands 

serve and solve real consumer problems 

early and consistently throughout the 

journey. Authentic experiences resonate 

and build compounding trust over time, 

significantly increasing the likelihood that 

consumers will choose that brand when 

they are ready to make a decision to buy.

Reception Marketing, then, aims to 

turn down the noise and dial up the 

connection.

Concept

Reception Marketing, as a 

concept, redefines the dynamics 

of brand-consumer interactions, 

acknowledging the power consumers 

hold in today’s digital landscape. They 

have the ability to seek information, 

express their opinions and influence 

others as they curate their own path to 

buying.

Figure 1 The modern consumer journey
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In Reception Marketing, brands 

recognise this and work to create 

authentic points of contact by proactively 

aligning their marketing assets with 

consumer needs and preferences, aiming 

for resonance rather than interruption 

or mere permission. It is about curating 

a digital brand landscape that seamlessly 

meets consumers where they are in 

their buyer’s journey with content that 

responds to what they have asked for, 

when they have asked for it — nothing 

more nor less.

Reception Marketing encourages 

brands to embrace a consumer-centric 

ethos by investing in marketing and 

content that helps first and sells second. 

This strategy requires brands to genuinely 

acknowledge and invest in consumer 

needs and preferences.

While it may feel like brands are solely 

providing value for a longer timeline, this 

approach cultivates trust with a number 

of meaningful connections that resonate 

with consumers throughout their 

journey, compounding in overall value.

Brands must resist the temptation to 

rush into transaction-first marketing, as 

Reception Marketing ensures that when 

consumers are ready to convert, they do 

so willingly, resulting in more effective 

brand and performance marketing 

outcomes.

That’s not to say, however, that 

traditional marketing strategies cannot 

be made more effective when executed 

using Reception Marketing principles.18 

Rather than relegating paid or otherwise 

traditional tactics to a secondary role, 

Reception Marketing endeavours to 

amplify their efficacy by aligning them 

with authenticity and consumer-centric 

best practices.

Reception Marketing sees consumers as 

individuals and collaborators in a dynamic 

relationship. Their behaviour, signals and 

interactions guide how brands tailor 

their messaging and content, and brands 

then assume the role of helpful guides 

throughout their journey. The goal is a 

more balanced and trustworthy partnership 

where brands strive to understand and 

respond to consumers’ ever-changing 

demands, rather than fabricate problems or 

force unwanted solutions.

Essential principles

Reception Marketing hinges on aligning 

brand messaging with consumer needs 

and preferences consistently throughout 

the journey using data-derived 

insights, while strategically prioritising 

nontransactional points of contact as 

opportunities to serve and educate.

Ultimately, the goal of investing in 

this form of relationship-building is 

to generate the resonance and brand 

trust required to increase a consumer’s 

likelihood to convert at the end of their 

journey. So the formula becomes: help, 

help, help..., then convert.

Consumer data

In the digital age, data acts as a guiding 

compass for brands navigating the 

complex landscape of consumer 

preferences. In Reception Marketing, 

consumer data sourced across various 

channels can be used to provide a 

nuanced understanding of consumer 

behaviour, intent and preferences, 

informing when and where to 

respond and with what type of asset. 

It entails listening to and consistently 

acknowledging current consumer 

needs based on signals left during their 

multi-channel, multi-reality, research-

heavy journey.

Consumer data, like search intent, 

survey data, social media engagement 
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and web traffic behaviour, plays a pivotal 

role in understanding where and how 

consumers seek information within a 

brand’s industry. Through sophisticated 

analytics, brands can understand audience 

needs and create content that aligns with 

those insights, ensuring messages resonate 

with the changing needs of consumers, 

and the resulting dynamics of the 

consumer journey.

In Reception Marketing, a brand’s 

success depends largely on the quality 

of the data and the ability to derive 

actionable insights. By prioritising 

consumer data and intent, brands 

and marketing professionals become 

empowered to curate content that aligns 

with audience needs, mitigating the risk 

of generating unhelpful or potentially 

annoying experiences. This strategic focus 

ensures that every piece of content serves 

a purpose, resonating authentically with 

the audience and building lasting trust.

Authenticity

Reception Marketing recognises that 

digital experiences often lack meaningful 

connection for both consumers and 

brands. Many interactions are forced, 

lack value, or happen accidentally, leaving 

the meaning of connection up for 

interpretation. The focus of Reception 

Marketing is on achieving authentic 

consumer connections that resonate and 

compound to build trust over time.

The definition of ‘authentic’ can vary 

depending on the context. In Reception 

Marketing, authentic connections 

are defined as meaningful content or 

interactions where brands help consumers 

meet their needs and solve problems on 

their terms, especially early in the journey 

when needs are often nontransactional. 

In this way, authentic content is always 

driven by consumer data.

Put simply, authentic points of contact, 

connections or experiences are those that 

align with the consumer’s intent. Authentic 

content is genuinely helpful and needed.

In Reception Marketing, it is the 

marriage of consumer insights and brand 

messaging that allows brands to craft 

experiences that resonate deeply and 

authentically.

In addition to a commitment to 

listen to data in order to align assets 

with consumer intent, creating authentic 

points of contact requires a strong 

brand identity that reflects consumer 

values throughout their journey. By 

understanding where a brand’s value 

proposition intersects with audience 

preferences and needs, brands can deliver 

messages and experiences that resonate.

In other words, to enable authentic 

connections and experiences, Reception 

Marketing works to understand how a 

brand is or could be better positioned to 

respond to and solve specific consumer 

problems within their industry, thereby 

driving consumer outcomes throughout 

the entire journey, further empowering 

consumers based on what they have said 

they need.

Reception Marketing, by aiming for 

authentic connections, demonstrates a 

brand’s commitment to understanding 

and addressing the unique challenges 

of its audience and redefines 

brand-consumer interactions to build 

sustainable trust and equity.

Consistency

Today’s consumers engage with brands 

across various platforms and expect 

seamless transitions between these 

points of contact.19 A fundamental 

aspect of Reception Marketing is the 

ability to provide and reinforce not 

only authentic but also consistent 
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messages and experiences across 

multiple channels and asset types.

In Reception Marketing, consistency is 

not about appearing most frequently but 

about using consumer data to respond to 

consumer needs as often as asked and with 

consistent branding so as not to break 

trust. By aligning with and solving needs 

that have been signalled by consumers 

— and nothing more or less — brands 

avoid the risk of further overwhelming 

or frustrating their audience and instead 

curate a series of carefully built authentic 

points of contact that help facilitate the 

next leg, building trust.

Consistency, akin to authenticity, 

relies on a strong brand narrative and 

identity, reinforced through every 

interaction. Synchronising assets and 

reinforcing a cohesive brand identity 

over time demonstrates the brand’s 

reliability and commitment to serving 

consumers throughout the journey, 

cultivating the compounding trust 

necessary for conversion.

The goal of maintaining a seamless 

customer experience across all channels 

is similar in theory to omnichannel 

marketing. Unlike omnichannel 

marketing, which views the journey 

as a funnel and positions the brand 

as a controlling force, Reception 

Marketing sees the journey as dynamic 

and unpredictable points of contact. It 

positions the brand as a helpful guide, 

further empowering the next step.

Recognising that control lies with the 

consumer, Reception Marketing creates 

consistent experiences that improve the 

chances of conversion down the line.

Enabling execution

Through the paradigm shift of Reception 

Marketing, we have come to understand 

its fundamental principles and the 

compelling need for consumer-centric 

strategies. Transitioning from theory to 

effective execution, however, poses its 

own set of considerations.

The main challenges that define this 

new era include ethics in data collection 

and utilisation along with the ability 

to craft authentic messages at scale. 

In Reception Marketing, emerging 

technologies and strategies, such as 

artificial intelligence (AI) and owned asset 

optimisation (OAO), respectively, act as 

performance enablers and work to bridge 

the gap between theory and practice.

Leveraging technology and AI

In an era defined by digital 

transformation, technology serves as 

a catalyst for the implementation and 

success of Reception Marketing strategies. 

As empowered consumers interact 

with brands across various points of 

contact, technology enablers such as AI, 

machine learning (ML) and automation 

can be indispensable tools for tailoring 

experiences, maintaining consistency and 

optimising internal operations.

These technologies not only analyse 

vast amounts of data to decipher 

consumer preferences, behaviours and 

intent at scale but also play a pivotal 

role in streamlining a brand’s internal 

processes. By processing historical 

interactions, relying on strong, existing 

models and harnessing AI’s capabilities, 

brands can glean insights from consumer 

data and build even more sophisticated 

models that help scale their ability to 

execute on the principles of Reception 

Marketing.

Protecting privacy

Reception Marketing relies on acquiring 

and using consumer data to understand 
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their needs. This must, however, never 

compromise individual privacy rights 

or preferences. As marketers embrace 

data-driven strategies and cutting-edge 

technologies like AI and ML, the ethical 

management of consumer information 

should remain at the forefront.

Amidst the evolution from Permission 

to Reception Marketing, data privacy is 

increasingly important to consumers.20 

Brands must ensure that their data 

practices are not only effective but 

also transparent, secure and built on 

informed consent. This acknowledges the 

consumer as an individual and respects 

the dynamics of the brand-consumer 

relationship.21,22

Robust cybersecurity measures are 

equally important. In an era rife with data 

breaches, brands must invest in advanced 

security protocols to safeguard consumer 

data from potential threats, as well as 

protect the brand from reputational harm.

So while Reception Marketing 

harnesses the power of consumer data, 

it is imperative for brands to uphold the 

best practices of privacy, transparency 

and consent, whether that data be third 

party or proprietary. By doing so, they 

not only comply with legal mandates 

but also cultivate trust and credibility 

among consumers. This, along with other 

Reception Marketing practices, work 

to strengthen the reciprocal relationship 

with the brand and can motivate 

consumers to share more data in the 

future.23

Scaling with owned asset optimisation

In an industry that invests heavily in 

intrusive and permission-based strategies, 

the effective execution of Reception 

Marketing at scale presents a formidable 

challenge and change in prioritisation. 

While all channels are considered within 

the well-known PESO model,24 paid 

media engagements continue to be put 

first and prioritised.25 OAO emerges as 

an approach to Reception Marketing 

that aims to enable brand leaders to 

harmonise and scale their brand and 

marketing efforts around common 

business goals, while maximising value 

and control over their digital landscape.

As a strategic approach to Reception 

Marketing, OAO acknowledges the 

fact that there is a lot — market factors, 

changing technology, consumer preference 

and behaviour — out of a brand or 

marketing professional’s control. OAO 

aims to redirect attention to what is already 

in a brand’s control, while also increasing 

control over things like narrative, 

perception and growth performance.

As previously discussed, Reception 

Marketing lies essentially in effectively 

aligning consistent brand messaging with 

consumer insights to create and distribute 

assets that solve real problems. OAO 

reinforces this reciprocal relationship 

between brand and revenue growth by 

strategically optimising a brand’s digital 

landscape based not only on consumer 

data but according to the degree of control 

the brand has over each asset or channel.

In OAO, leading with owned assets 

means focusing on media that a brand 

directly owns and exercises control over, 

such as their blog or website, as opposed to 

managed or leveraged content. Initiating 

the optimisation process with owned assets 

ensures consistency across diverse channels 

and points of contact, even if a brand lacks 

control over that asset or channel, and that 

all paths are primed for seamless conversion.

As a result, OAO best practices 

encourage prioritising and leading with 

owned assets, but this can depend on the 

brand’s specific goals and circumstances 

and is not meant to be at the expense of 

leveraging other assets.
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Investing more heavily in owned 

assets also maximises brand equity while 

positively influencing performance across 

channels. OAO evaluates how each 

asset interacts with the next to facilitate 

authentic and consistent consumer 

experiences throughout the journey.

The 6-Level Marketing Asset Control 

Hierarchy (MACH-6) framework helps 

in organising and visualising a brand’s 

assets when developing an OAO strategy 

(Figure 2).

In essence, OAO focuses on 

optimising owned assets to authentically 

receive and serve consumers, regardless 

of the type or timing of their entry point 

or subsequent points of contact along the 

journey. OAO also aims to integrate and 

align with other asset types to maximise 

impact across channels.

RECEPTION MARKETING IN PRACTICE: 
AN OAO CASE STUDY

For several years, a prominent eyewear 

retailer had primarily invested in publisher 

outreach and technical search engine 

optimisation (SEO) to bolster the 

performance of their priority product 

landing pages. This strategy had served them 

well in a landscape dominated by traditional 

interruption-based marketing tactics.

As the digital environment evolved 

and consumer behaviour shifted, 

however, and after taking a look at the 

brand’s digital landscape through an 

OAO lens, it became evident that the 

retailer was missing out on opportunities 

to more consistently connect 

authentically with consumers, primarily 

early in their journey and within the 

organic channel.

Figure 2 6-Level Marketing Asset Control Hierarchy (MACH-6).
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The more authentic and consistent 

the connections, the more trust and value 

that compounds into brand equity and 

growth performance over time.

Challenge

Despite their previous success, the 

eyewear brand found itself facing a new 

challenge. Direct competitors, third-party 

content publishers, and affiliates were 

consistently outperforming them in terms 

of organic market share, where the top 

four competitors were bringing in 24.2 

per cent of the overall market share, while 

the retailer brand held only 4.4 per cent.26 

With most of their revenue rooted in 

online business, this translated into missed 

opportunities to engage with consumers 

effectively and more consistently 

throughout their extended research phase.

Solution

An OAO strategy aims to maximise 

control over the brand’s digital landscape 

while optimising growth performance. 

Recognising the need for a more authentic 

and consistent approach to consumer 

connections, the brand partnered with 

Terakeet to devise a tailored solution.

Together, the brand and Terakeet 

created an informational content hub 

that would be housed on the brand’s own 

domain. Instead of a more traditional 

approach that would typically host this 

type of content on a third-party publisher 

or platform, this strategic decision allowed 

the brand to retain complete creative 

control over its content while enabling 

consumers to move — on their terms — 

from Google directly to its website.

By investing in and optimising owned 

educational assets, the brand would be able 

to connect earlier and more consistently 

throughout the entire buyer’s journey, 

priming today’s consumers for conversion 

while maximising brand equity.

Approach

The initiative began with the publication 

of a diverse range of educational content. 

This content was carefully curated to 

resonate with consumers and provide 

valuable insights into eyewear and eye care, 

based primarily on nonbranded search data.

Analyses showed that consumers were 

searching, in high volume, for answers 

to queries like: ‘best glasses for face 

shapes’, ‘eye strain symptoms’, and ‘how 

to clean contacts’. The brand’s emphasis 

on educational content aimed to answer 

these kinds of questions and establish 

its authority and expertise within the 

eyewear industry.

From there, the content hub was 

strategically interlinked across the rest 

of the owned domain, while other 

integration efforts, such as Dynamic 

Search Ads and social media atomisation, 

were coordinated around the content 

within the hub itself. The brand’s 

well-established authority in the space, 

paired with the tailored, optimised 

content of the hub, helped launch the 

website’s visibility to new heights.

This OAO strategy focused on 

informing the connection between assets 

and strategically distributing them. In this 

way, OAO involves not just generating 

authentic content but also aligning assets 

in a way that consumers can navigate at 

their own pace.

This emphasised a more integrated 

and efficient approach to content 

distribution, creating an environment that 

encouraged consumers to choose to stay 

within the brand’s ecosystem and convert, 

regardless of their entry point.
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Outcomes

When launched, the content hub drove 

exponential growth in revenue and 

transactions that was sustained over 

the following months. After the hub’s 

initial growth, it drove the following 

performance within a 12-month period, 

not including supplementary paid efforts:

 ● 67.3 per cent increase in monthly non-

branded organic revenue
 ● 34.7 per cent increase in monthly non-

branded organic transactions

Furthermore, it contributed to a 

site-wide:

 ● 42.8 per cent decrease in nonbranded 

cost per acquisition (CPA)
 ● 114.8 per cent increase in monthly reve-

nue through nonbranded organic tra�c
 ● 105.8 per cent increase in monthly 

nonbranded organic transactions
 ● 8.6X Return on Investment (ROI) 

through nonbranded search queries, com-

pared with 3.5X ROI the previous year.

By prioritising authenticity and 

consistency, which naturally shifted the 

brand’s efforts more heavily towards 

educational content, this eyewear retailer 

was able to significantly enhance its online 

performance, reduce acquisition costs, and 

position itself as a trusted resource within 

its industry. And by choosing to publish 

on an owned domain, the brand was able 

to retain the majority of the equity built 

with each authentic connection.

Consumers were able to find better 

answers to their questions, and the retailer 

further fortified its place in the market.

These outcomes underscore the 

potential of Reception Marketing and 

OAO to reshape the brand-consumer 

relationship and drive substantial 

economic benefit.

Economic bene�t

Implementing Reception Marketing 

with an OAO strategy has proven to 

bolster a brand’s position in the digital 

marketplace and lead to both brand and 

consumer outcomes that translate into 

broader economic benefit. By optimising 

owned assets, brands can increase their 

Google market share, thereby expanding 

their online visibility and accessibility. 

This heightened visibility can reduce 

CPA and improve ROI. Moreover, OAO 

builds brand equity, a long-term asset27 

that can be translated into predictable 

and measurable business revenue.28 These 

results have been seen across industries, 

including B2B, finance, retail and health 

and wellness.

Enhanced brand-consumer relationships

One of the benefits of Reception 

Marketing is its potential to fortify the 

relationship between brands and their 

audiences. By prioritising authenticity 

and consistent interactions, brands can 

establish powerful connections with their 

consumers. These connections often 

translate into enduring brand loyalty, as 

consumers resonate with brands that 

truly understand and cater to their needs. 

The economic benefits of this loyalty 

include increased customer lifetime 

value (CLV), reduced churn and positive 

word-of-mouth recommendations.

Shaping the future of marketing strategies

Reception Marketing also stands to 

influence industry practices. As brands 

witness the tangible benefits of this 

approach, they are likely to adopt and 

adapt Reception Marketing principles 

into their strategies. This evolution has 

the potential to redefine marketing 

norms, with a growing emphasis on 
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authentic, consumer-driven experiences. 

In essence, Reception Marketing is 

poised to set the standard for marketing 

strategies in the years to come, ensuring 

that consumer needs remain at the 

forefront of brand initiatives.

A more consumer-driven Internet

Beyond its immediate economic 

benefits, Reception Marketing also 

holds promise for enhancing the overall 

quality and experience of the Internet 

for consumers. Through the integration 

of AI and technology, brands can deliver 

more relevant, valuable and nonintrusive 

content to consumers. Consequently, 

the Internet becomes a space where 

consumers find solutions, answers 

and experiences that align seamlessly 

with their needs, fostering a more 

consumer-friendly digital environment.

In summary, the economic benefit 

of Reception Marketing, especially 

when executed through OAO, extends 

to multiple dimensions. It enhances 

brand-audience relationships, influences 

industry practices and contributes to 

a more consumer-centric Internet. As 

Reception Marketing continues to evolve 

and gain prominence, its economic 

significance will only become more 

pronounced, shaping the future of brand-

consumer interactions and the digital 

landscape as a whole.

CONCLUSION

In the ever-evolving landscape of 

marketing, the journey from interruption 

to permission-based strategies and, finally, 

to the Reception Marketing paradigm, 

has been driven by the changing 

dynamics of consumer behaviour. The 

task of connecting with consumers on 

their terms, addressing their needs and 

respecting their preferences has propelled 

this transformative shift.

As marketers reflect on this 

evolution, it becomes evident that a 

traditional one-size-fits-all approach 

is no longer tenable in a world where 

consumers demand helpful, authentic 

interactions. Reception Marketing, with 

its fundamental tenets of data-driven 

consumer insights, authenticity and 

consistency, offers a compelling solution. 

It aligns brand and marketing strategies 

with the very essence of contemporary 

consumer needs, fostering genuine 

connections that resonate and improve 

business outcomes.

Reception Marketing underscores 

the importance of placing consumers 

at the heart of brand and performance 

marketing strategies. It acknowledges 

that today’s consumers are discerning, 

empowered and well informed and 

that their lengthening journey towards 

making a decision to buy is not linear. 

Instead, they engage with brands across 

diverse points of contact, seeking 

solutions, transparency and trust.

In this context, aligning strategies with 

consumer needs becomes paramount. 

Reception Marketing calls on brands 

to become resources throughout the 

consumer journey, consistently offering 

solutions to their problems and needs. It is 

about building authentic relationships that 

extend beyond the transactional, resonating 

with consumers on a level that transcends 

the digital/physical barrier. In this way, 

brands set themselves up for longer-term, 

more successful business outcomes when 

the consumer is ready to buy, leading to 

higher ROI, improved brand equity and 

lowered cost per acquisition.

As the marketing industry moves 

forward, several avenues emerge for 

further research and exploration. Firstly, 

the quest to advance the execution 
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of Reception Marketing should drive 

marketers to improve data sourcing 

and management practices along with 

their understanding of how advancing 

technology and other marketplace 

evolutions influence consumer 

psychology and resulting journey 

and willingness to convert. A deeper 

understanding of the factors that shape 

consumer reception will lead to even 

more effective strategies.

Lastly, technology’s role in refining 

strategies should also remain of primary 

interest. With AI, ML and automation 

becoming integral, marketers should 

continuously advance capabilities 

relative to upholding the standards set by 

Reception Marketing principles.

In conclusion, Reception Marketing 

represents a pivotal shift in marketing 

paradigms, resonating with today’s 

empowered consumers. It emphasises 

the importance of consumer-centric 

strategies, data-driven insights and 

authenticity as it relates to building brand 

trust and a willingness to convert.

As the marketing landscape continues 

to evolve, Reception Marketing stands 

out as a beacon of consumer-focused 

innovation, aiming to shape the future of 

brand-consumer connections.
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