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Volume of data is doubling every 2 years

Data in zettabytes (ZB)
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We help retailers and brands to acquire, retain and
maximize loyalty around the world
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Loyalty scheme are mainly fransactional

Points per £1 in
the
supermarket

What's a point worth

in store?

What do |
save per
£100
spent?

How many points will |
get from using the
card on other
services?

Tesco
Clubcard ] P
Sainsbury's
Nectar ] 0.5p
Morrisons
Match& 5 0.1
More
No points but Rewards include free tea and
My
. rewards coffee and money off when you
Waitrose .
instead buy newspapers

Source: which.co.uk

£1

50p

50p

n/a

It depends, but 0.5 for
Tesco fuel and 0.25 for
credit card spend

It depends, but
1 per litre of fuel at
Sainsbury's

10 for a litre of fuel
at Morrisons
petrol stations

n/a
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Targeting is a major way to stimulate loyalty scheme

ldentify an eligible audience selected by behavior, for a specific media
campaign based on a business need/objective.

Targeting Request

Retailer Request: Please
target shoppers who
have decreased
frequency in the last 3
months

Selection Criteria:

« Currently active across
store

+ Total Audience in
Target: 0.5MM

Shopper Selection

Available
Shoppers

Selected Shoppers

« TR®

Premium Shopper

during the last year

Lives close to the
store

O

O
Q
w

Offer Delivery

VALIDO
] 0 w DAL16/03/15
€ Al 25/03/15 l

Eligible shoppers receive
the targeted offer

Distribution reporting and
Control vs. control group
analysis, showing
incremental sales
generated
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Digital is opening
new
opportunitie s
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Introduction of real-time personalization’s model

Needs for flexible, contfinually adaptive models to predict consumer needs
and match them with personalized offer contents

Ad Pool Customer Interaction Models Personalized Delivery

Predicting overall quality In-store Emails
of an ad, within the ad pool, Great deals

. based on ad and product for YOU!
. . characteristics 2% W

Frozen Entree with
your loyalty card

2 for $15 for Dog Food
Low Cal, Dry, 4 |b. bag

. $4.00 for Pizza
Self-Rising Crust Frozen Pizza
" $1.67 for Snacks

. OH:er ')gg?é i ! Bag of Popcorn or Chips
Score =

Snack

Relevance Chips
Personal & o wl
4 Microwave

Score (. e
10/$20 ‘
H g
* New puppy Assessing specific, individual varieties

. e Eats prepared medls consumer shopping behaviors
® Loves junk food to predict what they want next Delivery of deeply relevant, highly

personalized offers across channels

1. Refailers provide . 2. We andlyze ' 3. Offers are scored on basis of quality . 4. Combined offer and personal scores

ool of ads shooper history data of deal while consumers are scored determine most relevant offers to communicate
P ' PP v ' based on what they may want next. to customers across many channels.
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Casel: Driving consumer to store
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Neil, because you have kids, we've selected

these deals just for you!
Deals valid October 2 —~October 9

$10FF ___ |Sale$6.49 $10F 2 | $0.750FF ;

Meijer ice Cream ‘_@ Coca-Cola m R m Onteiies "

Vanilta . 24/12 0z. cans Mix Cat Food b Scoopable

1.25 Gatlon [T [N And treats (Doens | Scented cat litter Doeren

Neil, because you like pets, we've selected

these deals just for you!
Deals valid October 2 —October 9

Pk - 27t

$0.75 OFF
w

2

by 3t 2 OFF g So 3 get 3 ]
free > ; free  ==| 99¢Ib
Gain Original it ; X
Cheetos Pylts liqluid lagtlmdry detergent - Whiskas Temptations @ Organic Tomatoes 8
Cheese, 8oz oo | 10002 Gt Cat treats — 302 On the Vine -
by &, et 3 by 3, et 1
free Sale $34.99 free $3 OFF
Pampers | o ‘ B

Large Jack-O-lantern Meijer Laundry T
Pumpkin Super Pack Large Jack-Q-Lantern Detergent 3

Pumpkin

Baby Dry 128 ct
Save even more across your Meijer store with mPerks
Coupons and rewards. This free program offers
exclusive savings, digital recelpts, a mobile app and more.
Get exclusive offers like these with mPerks!

Start Saving with mPerks

Free & Sensitive, 1000z

(iverns

Save even more across your Meijer store with mPerks
Coupons and rewards, This free program offers:
exclusive savings, digital receipts, a mobile app and more.

Get exclusive offers fike these with mPerks!

Start Saving with mPerks

©2016 Catalina Confidential 9




Case 2: Engage consumer with the brand

N 20 AM - Orange F & 20:03
Vidéo
Perrier
Le plaisir est un équilibre subtil de pleins de petites
choses, qui ne tient pas sans folie |
Venez découvrir 'ensemble de la gamme Pernier

aromatisée !

#ExtraordinairePerrier

10:48 w01 % .

Sondage

Quizz PERRIER

Quel est votre Perrier aromatisé préféré ?

PERRIER

0,80 € DE REDUCTION

Un pack PERRIER 6x33cl au choix dans la gamme
(nature ou aromatisée)

22 votre avis

Deécouy A Vidéo. Donfie?
CUMULEZ 0,40 € DE + CUMULEZ 0,40 € DE +

Pomme Verte

Citron

Citron Vert

Fraise

Agrumes

Cette offre est valable sur I'achat d’un nack PERRIER
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Case 3: Optimise ad’s efficiency

- f
Les fﬂendl;ac Fellx pour toufours
A plug de momemg de complicité
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Case 3: Optimise ad’s efficiency

PLANNING

leverage Cotalina’s shopper
and brand insights from

the siart ko identify desired
audienceas
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BuyerVision
oy OFFLINE TO
AUDIENCES ONIUNE MATCH

feereeeeee
TR
i
TeeReTeeAY
Define tarnget cudience for

Match offline data to online
cookies or mabile device ID
while protecfing consumer
privacy

SERVE ADS
IN REAL TIME

o0

Deskiop, video and mobile ads
are served up 1o buver audience

in real fime, across screens






