MERKLE.

TRUTH IN DATA
PROOF IN PERFORMANCE

Building the Empathy machine




Personalization

* Asabusiness strategy or vision

« Enabled by Learning from data

« Performed using Artificial intelligence
« Always-on, ideally

» Delivers optimal message or experiences at
every moment

e Focuses on the individual customer
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Artificial Intelligence Machine Learning Deep Learning
* Any technique that enables computers to * Ability to learn without programming *  Mimic human thought-process Ability
mimic human processing * Models that use audience and to train itself to perform human-like
content data processing, by accessing vast amounts

of data
Can use artificial neural networks
Cognitive processing

1950’s 1960'’s 1970'’s 1980’s 1990’s 2000’s 2010’s
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 Machine Learning and Al’s role in
driving marketing outcomes

* Building the Machine

4 Keys to Creating Experiences with
Empathy

MERKLE.
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Social

Customer centricity is...
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Knowing the Moments

A ‘moment’ is a point in time when consumer engages
with a company.

UNKNOWN / UNMANAGED

KNOWN / UNMANAGED

KNOWN / MANAGED

7 MERKLE.



Owning those Known / Manageable Moments

An ‘owned moment’ is a point in time when consumer
engages with a company, and a company has the
opportunity to engage / respond to the interaction

‘ UNKNOWN / UNMANAGED
. KNOWN / UNMANAGED

‘ KNOWN / MANAGED

8 MERKLE.



Effectiveness

[ ]
RULES-BASED

Leverage business
defined rules in
decisioning

o0
SEGMENT

Develops
audience
segments for
decisioning

[
PREDICTIVE

Automated
algorithmic
decisioning
engine selects
next best offer

oveo
PRESCRIPTIVE

Detailed
interactive data
provides
customer intent

00000
COGNITIVE

Al understands
customer intent /

manages conversation

Cognitive
Prescriptive

Predicative

Segment

Rules-Based

Amount of Data

»
>

One-to-One

One-to-Few

One-to-Some

One-to-Many

120%
60%
20%

ROI

MERKLE.



“invisible” 1
7 One-to-One 1209%
complexity
One-to-Few 60% |ROI
human manageable complexity One-to-Some 20%
One-to-Many

ChiefMartech.com
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Al and the Marketing Industry

4
“T?chiefmartec.com Marketing Technology Landscape (“Martech 5000")
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Understanding and Delivering

Primary Advantage of Using Artificial Intelligence at
Their Company According to Marketers Worldwide,

Feb 2018
% of respondents

Better understanding of the customer 31.4% R
More productivity and time savings 27.4%

Better performing content 14.7% <=
ower —— [tE®

Note: numbers may not add up to 100% due to rounding
Source: BrightEdge Research, "2018 Future of Marketing
March 12, 2018

and Al Survey,"

Biggest Ohstacle with Integrating Artificial
Intelligence (Al) at Their Company According to
Marketers Worldwide, Feb 2018

% of respondents

236778

www.eMarketer.com

Applying Al in current role and workflow

Confusion on what is/is not Al

Limited budget 28.5%
other XM

Note: numbers may not add up to 100% due to rounding
Source: BrightEdge Research, "2018 Future of Marketing and Al Survey,"
March 12, 2018

236779 www.eMarketer.com
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MERKLE. Building the Machine



People &
Processes

Personalization
Content &

crosses traditional Creative
silos

Insight &
Analysis

MERKLE.




A progression toward Personal Experiences

RULES-BASED
MARKETING

Home | About | Contact

SAMPLE TEXT

A/B
TESTING

SAMPLE TEXT SAMPLE TEXT

Vioma | toar | Cormer

SAMPLE TEXT

MULTIVARIATE MACHINE
TESTING LEARNING
o080

Home | About | Contact

Home | About | Contact

e

(XX

Home | About | Contact

(XX
Home | About | Contact

LX)
Home | About | Contact

Home | About | Contact

Home | About | Contact

Home | About | Contact Home | About | Contact

SAMPLE TEXT SAMPLE TEXT

I

Personal Experiences

15
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Rigor vs. Rocket Science

Operate

STAGE 1 STAGE 2 STAGE 3 STAGE 4 STAGE 5

Static Rules Based Model Based Customer Centric Customer Centric
Campaign Campaign Campaign Interactions Conversation
e ® o Ideate

S @b ann S -G

+ Brand focused + Campaign focused CX * Campaign focused CX * Interaction focused CX * In the Moment CX

* Prescriptive / Cognitive (Al)

* Batch Orchestration * Rules Orchestration * Segment Orchestration * Predictive Orchestration .
Orchestration

* Rules defined * Demographic

* No personalization R R
personalization personalization

* Best experience * Personalized Experience

Campaign Management Moment Management

One to Some One to Few One to Moment

Building up our Omni-channel maturity Practicing consistent test and learn

16 MERKLE.



Optimization Impact

INDUSTRY:
Life Insurance Company

CHALLENGE:
Develop responsive landing page to
support paid media channels

15%

LIFT IN CONVERSION ON ALL PRODUCTS

98%

INCREASE IN CUSTOMER ENGAGEMENT

62%

REDUCTION IN MOBILE BOUNCE RATES

INDUSTRY:
Major Financial Company

CHALLENGE:
Develop a testing program aligning to
business growth and personalization.

10.3%

SINGLE TEST: LIFT IN DESKTOP ECC

5.85%

SINGLE TEST: LIFT IN DESKTOP ACR

177

SINGLE TEST: INCREMENTAL ACCOUNT OPENS

17
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Formula for Personal Experiences

Experience

AUDIENCE CONTENT ORCHESTRATION ACTIVATION elivery

) @ -

How and when

PERSONALIZED
EXPERIENCE

Who you are haying What you have What conversations e
the Conyersatlon to say you want to have .
with conversation

MEASUREMENT AND ATTRIBUTION
What we learn so that we can adjust, plan, and invest

MERKLE.



Formula for Personal Experiences

Experience

AUDIENCE CONTENT ORCHESTRATION ACTIVATION elivery

) @ -

Customer Data Platform Decisioning Platform

PERSONALIZED
EXPERIENCE

0, =

0@ @Q

ization

Channel Delivery

Recommendations ] platforms

[Data Management Platform
[

Database Campaign Platforms

Analysis Event Stream Reporting

19 MERKLE.



Align your tools in the right way to deliver

Site
Mobile Apps Partner Proprietary
Technology Technology

Search

Activation * Launch and optimize addressable campaigns
across channels through seamless integration
with DSPs, search, site personalization, email,
social, and publisher platforms

Display

Call Center

POS .
( 3 sitecore

(@)

)
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[

<
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Paid Social

Email / Direct Mail

Orchestration * Enable marketers to personalize and orchestrate Tag Management
people-based audiences across media and
channels Campaign Management

* Facilitate identification of the best technology Decision Management

and media platforms to execute campaigns
Audience Management Content Management

»
[ 31 ]
Connected
Recognition

Insights * Facilitate deep exploration/segmentation e T ST

Google

* Provide both historical (reporting and attribution)
and forward-looking (scenario planning) insights

[

Measurement Analytic Tools -
Data Bridge

Data Management * Enhance marketers’ first-party data by hundreds Cia
of second- and third-party data sources
Onboarding

* Synthesize customer and prospect data across

media and channels into a single view of Data Enhancement [l Marketing Database Data Sourcing
audiences

Identity Management

20 MERKLE.




Plug in Al to Scale Efforts

Activation

Orchestration

Insights

Data Management

21

Site

Display
Paid Social

Email / Direct Mail

Launch and optimize addressable campaigns
across channels through seamless integration
with DSPs, search, site personalization, email,
social, and publisher platforms

Mobile Apps

Call Center

POS

Enable marketers to personalize and orchestrate Tag Management

people-based audiences across media and

channels Campaign Management
Facilitate identification of the best technology Decision Management
and media platforms to execute campaigns
Audience Management Content Management

Facilitate deep exploration/segmentation Reporting & Insights Planning

Provide both historical (reporting and attribution)

. . . .. M t Analytic Tool
and forward-looking (scenario planning) insights codremen aync 095

Enhance marketers’ first-party data by hundreds

of second- and third-party data sources
Onboarding
Synthesize customer and prospect data across

media and channels into a single view of Data Enhancement [l Marketing Database Data Sourcing
audiences

Identity Management

STRATEGY & WORKFLOW

Partner Proprietary
Technology Technology

Connected
Recognition

Google

[

Data Bridge

Cia

MERKLE.



MERKLE 4 Keys to Creating Experiences
with Empathy



Often, we envision this:

BAU Offer
N

& DONATE

s &

Symptoms &
Diagnosis

What Is MS? Treating MS Living Well with MS Research

Resource:
Support

(o .

Treating MS

Symptoms &
Diagnosis

NOW MS Research

Research

Audience A
Audience B
Audience C

Audience D

Audience A
Audience B
Audience C

Audience D

Audience A
Audience B
Audience C

Audience D

3%
1%
9%
3%

6%
1%
4%
3%

3%
1%
7%
15%

23
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p | PERSONALIZATION ISEASY | 4

But it’s the

THAT IS HARD




The crucial mindset change

AUDIENCE

How can we inspire Brand Storytellers to think about
Audience and Content

1NdLNOD

26
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Audience Data

AUDIENCE

Demographic

Interaction

Motivational

Moment

The ability to parse descriptions of
your audience, recognize their
interactions

The ability to assign data about
motivation of your audience and their
personal context with you

27
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Content Data

The Message you are trying to send

The Treatment of content in a
“moment” — How it appears, the
words and visuals used, the product
and offer included

Campaign ﬁ

1INdLINOD

28
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Personalization requires us to effectively connect audience data to content data

AUDIENCE

Aligning the audience
to content machine can
properly manage the
journey.

1INdLINOD

29
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TEACH CREATIVES
THE DIFFERENCES
YOU UNCOVER



Personas

Aspirational
Decision Maker

Awareness
Phase

Smartphone

L

Multiple
r Situation -1

\

PERSONA & ROLE Preventative

Influencer

THE OCCASION

Consideration
Phase

Tablet

Complex

v AR J

Common Ground

Overall positioning, functionality, media & channel priority,

31

content & asset prioritization, offer & incentive
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In Practice

HEADLINE

Aspirational
Decision Maker

Hearwhythe T _ ' = _Sis

r

“the first tablet that's really
serious about enterprise”

Preventative
Influencer

Learnhowthe C. .., T__ 3
is “making jobs easier”
across industries

CONTENT
MODULE

IT experts discover how
Samsung tablets can help
oplimize productivity

The ... .
proving recl employees con work

, - SS0ri0s s

In now ways with a highly versatio

fable! that offers enterprse-level
processng. Imagine what those p——

- ———— . b —

Innovative devices could do

satene
for your business,

Report I_ i
Read the proof » Optimizes Productivity in the Entorprise

IT experts are relying on the
power and flexibility of

Samsung tablets to excel

e — ey e 3 SO00S I8 PrOviIng
QCross incusires thot recl employees
con tockie challenges ond streamiine
productivity with o ightweight! lable!
that delivers enterprise-grode

processng power. See how it con
help bring confidence and ease to
your business.

Read the proof

Report: S~ R
Optimizes Productivity in the Entorprise

32
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KNOW WHAT YOUR
CUSTOMERS DO SO
CREATIVE CAN IMAGINE
WHAT: 18 BOSSIBBLE:

XCZ




Transition point from Low Maturity to Mid Maturity — erasing Accidental Experiences

-
-
-

-, FUNNEL DATA
DECISION WﬁGHT e —-=>
-
s
s- " L/ searcH pamA
= - - o 7’
= MEDIA USAGE
-
= N
- i HEURISTICS
= ~
== —— - =~ -~ — _>
—y -~ -
SITE ANALYTICS \\ MaQL/saL
~ -~y
—y
SOCIAL DATA = = = —
= = = — - o
—y _—
_____ >

SALES INSIGHTS
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“no man’s land”

land that is unoccupied
or is under dispute
between parties

CREATES
ACCIDENTAL
EXPERIENCE
ARCHITECTURE

—_— e o
=
—
—

—_— e e
—
—
—

“LANDING
-y -~
sociAL @ T ——_—— -2
______ -0
-~ o - —
~ y SEARCH
== T 7 Tsem S~ CQNTENT
€-=~__. T Tm==- -
S o SEO
S ~ -— - =
DISPLAY ~o ="
e T T
PERSONALIZATION -
— =
-7
— - - - /7
= / SITE
DM /
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Our new Treasure map

SOCIAL  LANDING
= = - <_ _——— —_— =g
.-—-_--1 N 0 e emmmem——= ~\\ _——;'-"_—-—_-‘
=X _ -~ ~ TUNNELDATA _-=y -~
-—-=-=-=-- -~ ==X searcH DATA_ _ — S ORI
MEDIA USAGE \~\ - == T~ —aa
INSIGI:ITS“\____ <--Execution
————— -e
MQL / SQL TRANSLATES N \ -
- INSIGHTS INTO HOW s = - == EMAL
e — — = = 7 7 STEANALYTICS -=="" THE EXPERIENCE LS
_ ~ ~ SOCIAL DATA MUST WORK FOR DM e
4 BOTH THE BUYER & <—=-=-=-=--" = SITE
SALES INSIGIiTé / THE BRAND PERSONALIZATION
-

—’

- —---"
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A Marketing machine evolution

insights activation optimization
” ' “ JourRNEY 6900 glxoéééb
Al | (_,0/5/ & LEARN
PERSONAS  JOURNEYS PLAYBOOKs  DEPLOY
& LEARN

Inspiration Execution
36 ERKLE



Mapping more than a “journey”

POST-STAY/REFLECTION

LOYALTY

TRIP RESEARCH SHOPPING/BOOKING PRE-STAY HOTEL STAY
L cus ok rramecwreen

Micro-conversion event g
triggers

Wide breadth Communications
of digital asset versions g o e Test and learn
and Metadata

Validate &
Socialize insights

MERKLE.



When you can deliver and measure

Granular Content
INSPIRE THEM

GRANULAR IDEAS

THAT FEED THE EMPATHY
MACHINE




Omni-Experience is not about message repetition

Give your little

PRINCESS

a lifetime of protection.

oL Ty

Understanding Life Insurance Customer Service

Start here. It's easy!

Don't forget about
getting me a policy!

Get a free quote

39

MERKLE.



Maturity mid-point: Audience based personalization in Insurance

Data & Measurement Plan
+

Product Offer and Creative
+

Deploy and test

Persona
+

Motivational mindset

Journey position
+

Targeting data

Identification
Execution

40 MERKLE.



Omni-Experience is not about repetition

Motherhood — today and tomorrow

)

today &
tomorrow

Bl Oblckai

Adult Lifo Insurance.

|

Child Life Insuranco Saving for College Understanding Life Insuranco Customor Sorvico

al

KK KT 4.4/5 o o Recommanted oy 25 o

t pennies a protection.

maxymiser

Start here. It's easy!

41
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Omni-Experience is not about message repetition

Lowest cost per acquisition (by a lot)

Top Campaign in volume of new customers

42
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Putting It All Together

Orchestration Details

@ Onboard known customer data into the DMP

ACTIVATION Q Generate audience for targeting

e Onboard each Audience to DSPs, ESP & Social
Platforms

Log response activity back to optimize next
interaction

ORCHESTRATION o Target informs the CMS on which Headline and
' Image creative to present if user clicks through to
site

User’s browsing activity is captured by Analytics
and sent to DMP

INSIGHTS

DATA

1%t Party
MANAGEMENT

Marketing Database

MERKLE.




Key Takeaways

« Map the Experience and manage the moments
you can

« Align tools and workflow across functional
groups (Playbooks)

« Plug in Artificial intelligence to operationalize
personalization

« Inspire creatives to show empathy in the
moment

MERKLE




