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l n 1983 the worl dos firs
1:1 network was born.

It was before the internet,

big data, social media, apps,

or mobile anything and é

It was simple.



The tfraditional path to
purchase was mostly linear.
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Just in time Shopping
Is the norm: Quick trips account
for 2/3rds of retail visits; 1/3 grocery spend

EVERY SHOPPER IS UNIQUE

No two bought the same basket
assortment in al2 mo. period

99.3%

Of instore product is
ignored by shoppers

y * Fragmented purchases across
g formats and channel
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1. CONTENTS AND ENGAGEMENT
Seamlessly Connecting with Shoppers Anytime, Anywhere

Engagement

Coupons E-commerce
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Build Loyalty, Engagement offline and online

DECOUVREZ DECOUVREZ ACIVI  pécouvrez
LA NOUVELLE GAMME LA NOUVELLE GAMME LA NOUVELLE GAMME
ACTIVIA CEREALES ACTIVIA CEREALES ACTIVIA CEREALES
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Welcome! You are here! B BB You reached

the goal!

17,50€ m ASK FOR MY PRIZE

—_— —— [l
B & = H &
-In-store targeted _ o i(s)trr]z:trilsn a2 - In-store coupons Challenge
communication chgallen e(s) & e-mail completion
of the challenge — a?i o reminders = reward
REACH ACTIVATION ENGAGEMENT SATISFACTION
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2. PERSONALIZATION

Provide
Relevant
Content
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Relevant content for each consumer

Jan & Steve
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