DIGGING FOR GOLD
Harnessing First-Party Data
for Growth
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WHY 15t PARTY DATA?

Companies who use 1°t Party Data have gained benefits.

29X 15X

Revenue Cost
Uplift Savings

Source: Sustainable first-party data strategy - Think with Google ¥ TREASURE DATA Odo



https://www.thinkwithgoogle.com/future-of-marketing/digital-transformation/sustainable-first-party-data-strategy/

WHY 15t PARTY DATA?

The race for first party data has never been more critical.
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Paid Media Walled User Data
Garden Privacy

Super App
Ecosystems
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THE DATA GOLD MINE
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EXPLORING THE GOLD MINE
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3rd Party Data

Data that is collected from
multiple sources and
packaged together.

*  Social Listening (Talkwalker)

*  Similar Web (Competitive Analysis)
*  ADA Customer Insight Explorer

*  Facebook Ad Manager

*  Google Trends

2nd Party Data

Someone else’s 1t party
data you can purchase or
enrich your own

Government Published Stats
Weather Data

Market Report

Google Mobility

Brand Partner’s Data

Data Enrichment e.g ADA XACT

15t Party Data

Information you collect
directly from your
audience or customers

Website Data (Google Analytics)
App Journey Data

Mobile Attribution

Personal Data

Sales Data (Brand POS System)
Call Centre CRM Data

Marketing Automation
Marketplace Sales Data

Location Data (from App Tracking)

FORRESTER
Zero Party Data

Data that a customer
intentionally and
proactively shares with a
brand.

. Communication Preference
*  Purchase Intent Data

e Purchase Period

e Additional Personal Data

*  Brand Preference
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DATA-DRIVEN
CUSTOMER EXPERIENCE
BY DESIGN [
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DATA-DRIVEN CUSTOMER EXPERIENCE BY DESIGN

The biggest growth gear is the
customer experience, you are not
pitching against yourself but against
the best industry customer
experience. We help you design that
experience for growth.

CUSTOMER
EXPERIENCE

SEAMLESS UX THAT DRIVES GROWTH

The data you collect, measure and activate is
most important for personalised
communication. We help you build the single
customer view and pipe the data for
actionable growth.

DATA

FUEL PERSONALISED EXPERIENCE

Technology is the last gear, where
we need to find the right sized for
your business. Have your own tech
stack already? Let us help you utilise
it more or work alongside your team
to grow the skillset.

TECHNOLOGY

DELIVERS THE EXPERIENCE FOR GROWTH
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DATA POINTS

TECHNOLOGY

INSURANCE CUSTOMER LIFECYCLE

)

Discuss with
friends
Visit
View Campaign
Ads Page

Comparison -X
sites n
X E () igns up .
.. Insurance Log in to
i check on
Review . !
existing Talk to Pay f!rst policy
coverage Agent premium

Ale.
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[ ] |
SIS (PRIl Personalised Login to
. Install and r'edeem Content check policy
Fitness App gifts updates
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.ﬂ New Insurance
.‘ Purchased
\WEIES
Claims
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Retarget based on
browsed content

Awareness
and Search

Dlgltal Touchpoints
Desktop Device
Browser Cookie
IP Address
Ad Response

Target and Track
Ad serving platform to
target the right ads
Web Analytics to track
landings for attribution

|
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Agent
Messages

Lead Data
Name
Mobile Phone
Interest Category
Family Members

Shared Audiences
DMP/CDP : Working with 2" party
platform like comparison sites and
also agent portal to share audience
for better targeting

Pll Data and
Consent

I
B 4 O

Welcome Agent
Email Messages

Web Behavior
Log-Ins
Email Open/Click

Customer Data
Name
Mobile Phone
Email
Policy Type

Marketmg CRM Automation
Tracks web behavior and ingest
other required offline data
Send out automated flow of
welcome emails based on insurance
type

| |
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Regular Personalised Personalised Change in
Newsletter Offers and Agent  Policy Terms
Comms /Ads Messages

App Data
App ID
Wifi Tracking
Geolocation
Reward Category

Act|V|ty
Responses to Ads
Web browsing
Response to Whatsapp
Personalised content clicks
SMS click through

Mobile Track and Message

T
Gz ©

Personalised  Personalised
Offers and Agent
Comms / Ads Messages

Offer
Next best product
Preferred Channel
Response rate

Claim
Claim Type
Premium
Adjustment

Mobile measurement platform to understand install and also provide deeplinking
Mobile messaging platform to orchestrate messages to the right user at the right time

App wifi tracking to understand daily patterns




THERE’S GOLD IN MOBILE PHONE iccraiy

In the mobile first Asia markets, the mobile phone provides different data

Mobile
Browser

Chat

Native
Brand

richness at different interaction level.

Cookie Level

Browsing Behaviour

Login Data

QR Code Scan Location
User Heatmap / Recording

Mobile Phone Number (through Whatsapp Chat)
Interaction Time
Chat Flow Data inserted into CRM

IFA (Identifier for Advertiser) + Data Enrichment from ADA
XACT

GPS Location

Wifi Tracking powered by ADA Mobility Analytics

App Usage Behavior

Push Notification Response
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1t PARTY DATA CAPTURE BY DESIGN

How do you capture data in the offline customer journey?
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ACHIEVING ZERO PARTY DATA

With the right design, your customer will give you data willingly for
the right value exchange.

And here’s exclusive preview of our
product. Only for you.

Here’s my number. And what | like.
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STEPS TO OWN YOUR 15t PARTY DATA SOURCES

Map the customer Design data capture Show strong value
journey to find the within the customer exchange to get
data points. journey. 15t Party Data.
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HOW DO YOU ENABLE THE
1:1 CUSTOMER EXPERIENCE?
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CONNECTING THE DOTS
WITH CDP

Sean’s Section
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EXTRACTING ACTIONABLE INSIGHTS

SHAPING BUSINESS STRATEGY
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1. RETAIL 02020 SINGLE CUSTOMER VIEW

As retail pivoted quickly in the pandemic, their struggle is to ensure data is connected across additional channels as to
personalize the experience for their customers.

Y

Collect : Activate

Segmentation for

Segmentation 1:1 Personalised ( )

Marketing » Paid Media

y

\_ Y,
Connecting - N

' Data Sources SMS / Instant

> »  Messaging /

CDP Activation to App Push
A . Y,
Destination
\ N e a
> Email
\ 4 ~ o
""""" Business Intelligence
Feedback

¥ TREASURE DATA Qdo



1. RETAIL 02020 SINGLE CUSTOMER VIEW

European Car Dealer

Connected data across entire customer
lifecycle from test drive to servicing.

+70%

Customer Contractability

+280%

Engagement on Paid Media
and CRM

+16%

Sales

Japanese Lifestyle Chain
Connected online and 650 store’s offline
data, drive personalized offers.

+46%

In-Store Revenue

+100%

App Coupon Redemption

Global Fast Food Chain

Connected restaurant delivery
capacity + inventory + geolocation
paid targeting

-48%

Paid Media Wastage

+121%

Delivery Sales

¥ TREASURE DATA QdQ



2. RETAIL DISTRIBUTORS DATA DEMOCRATISATION

Distributor or retail mall owner can utilize a CDP to aggregate data from their dealers or tenants to help drive better insights and
create a shared audience pool for better marketing efficiency.

Y

Collect Activate

Segmentation for 1:1

( ) Personalised 4 ™
Marketing . .

Dealer A » Paid Media
\ J . J
CDP trackers
4 )\ on dealer’s e N

SMS / Instant

website. /
Dealer B —‘ ‘ Messaging
CDP Activation to App Push
\_ Y, Destination N

A\ 4

A 4

s N 4 e N

Dealer C > Email

Feedback
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3. ESTABLISHED CORPORATE ORCHESTRATOR

Established corporates in Telco, Banking, Finance and Insurance are usually ahead of the curve investing in technology. The
challenges are usually unifying data across business units and technology stack building a seamless customer experience.

Y

Collect : Activate

Segmentation for 1:1

é A Segmentation Personalised

Websites / Marketing

App y
- J
e ~N Connecting Data
Sources
E-commerce .

CD P I Activation to
Destination
e a \ 1

POS

Business Intelligence

Feedback

¥ TREASURE DATA Qdo



3. ESTABLISHED CORPORATE ORCHESTRATOR

CHANNEL |
BU Units

ANALYTICS |
Team sees
analytics for all
campaigns in real-
time

MARKETING
MESSAGES |
Messages sent as
part of media
campaigns at
request of each
BU

D ——
D ——

D ——
D ——

l l l l l
WRROURNTOMENT MM

Each BU’s work independently pushing messages to meet their own KPI’s. This overwhelms the end customer driving down conversion / media
impact. With a CDP we can better time messages and use improved segmentation to support this and empower the analytics team to help this

process.

€ TREASURE DATA OdO

analytics - data - advertising



3. ESTABLISHED CORPORATE ORCHESTRATOR

Asia Telco Asia Insurance
Connected data across different Single customer view with tracking
business units. across all digital touch points.
+200% +3X
Profit from digital channel Personalised Email Open Rate
sales

+50%
+2;000% Email engagement from
Profit from targeted returning customers tracked
personalized direct sales across channels.
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STARTING WITH 1%t PARTY DATA

y

Define goals and use Design quick wins to Test, learn and
cases win confidence optimize.
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HARNESSING 15t PARTY DATA BY DESIGN

CUSTOMER
EXPERIENCE

Design the Value Exchange

DATA

15t & Zero Party Data

TECHNOLOGY

Customer Data Platform + Marketing Automation
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1.4
HARNESS THE 15 PARTY DATA GOLD MIN

POWERED BY CUSTOMER DATA PLATFORM.

ACTIVATE YOUR DATA.

TEST, LEARN & OPTIMISE.
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THANK YOU.

WwwWw.ada-asia.com

W TREASURE DATA ndn



€ TREASURE DATA

Digging for Gold:
Harnessing First Party Data for Growth

Sean Valencia — Marketing Strategist

© 2021 Treasure Data, Inc ¥ TREASURE DATA



W TREASURE DATA The most trusted enterprise CDP used by leading brands

Serving enterprises since 2011

Built for the Enterprise Quick Data to Value 450+ Customers Safeguarding your brand
reputation
G Stanle
G ABInBev p
Leader Named as a Leader Decker NN/ \ N '
2021 in the G2 Summer 2021 e
ts for CDP ®
e wISh @ gﬁ% (" TrustArc E
the new TRUSTe \'--,‘ =
- ! Strong Performer in 9 Global by dESign
| - The Forrester Wave™ - Accelerate value by plugging into existing SUBARU NATs/NAL
'_:"7 for Customer Analytics, 2020 infrastructure —DEBT RELIEF—
- Deploy our use case best practices for quick @ LG
MARUTI SUZUKI
value
Recognized as the .
Best CDP + Increase relevance with each use case to grow
Martech Awards 2019 the value from your investment heighborlg 69 aS|anpa|nt5

Funded by SoftBank
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Give millions

of customers

the feeling that each
Is the one and only




Omni-Channel Experiences are

Customers raise
the bar on Relevance




Delivering great customer experiences can be elusive

CUSTOMER EXPERIENCE

Ads

INSIGHT

8

DATA

Mobile
INSIGHT

ISIRS|

Social
INSIGHT

DATA Web

INSIGHT

g

DATA

Email
DATA INSIGHT

~

(H),

DATA

In-store

INSIGHT
Sales

INSIGHT

DATA

TECHNOLOGY STACK

58

Operations
Retargeting INSIGHT
INSIGHT Loyalty
E - INSIGHT
/ @
DATA
. Support
DATA Service PP
INSIGHT Inventory . '?ATA INSIGHT
NSIGHT Logistics
Advocacy ~ . INSIGHT
INSIGHT \@/ DATA
DATA
“ DATA
DATA

DATA
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Delivering great customer experiences can be elusive

CUSTOMER EXPERIENCE

The more you optimize each channel individually, the worse the overall
customer experience gets.

Great brand experience utilizes insights from across all channels

W TREASURE DATA



A .
SdGS In-store Retargeting Support
INSIGHT . ; .
Web Mobile Email INSIGHT Sales INSIGHT Loyalty INSIGHT g arvices
‘“‘%/ Social INSIGHT INSIGHT _ INSIGHT INSIGHT Advocacy | INSIGHT INSIGHT
/ . p——
INSIGHT —1 = . N INSIGHT |/ =
PATA \u._.- s DATA DATA
DATA —. ——
DATA e DATA DATA Ay ~—

DATA

Connecting all key
systems in One
Customer Foundation
to create “data gravity”
gives team across the GOVERNANG
organization real, live,
data-driven power...

UNIFICATION
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... that turns what you know into a unique customer

experience with purposeful activations

Ads Sales
INSIGHT
INSIGHT p—

Social PATA

INSIGHT

DATA  Advocacy
INSIGHT
g INSIGHT & ML @
DATA
Web

DATA
Inventory
pecnT GOVERNANCE —
N |~
DATA DATA
_ UNIFICATION Loyalty
Mobile INSIGHT
INSIGHT
|/ ~ ..__..4/
CONSENT —
DATA _ Support PATA
Email
INSIGHT

INSIGHT
In-store

INSIGHT

Actionable Customer Foundation

o]
DATA

Logistics
DATA
INSIGHT

L/

DATA

DATA
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GREAT CUSTOMER EXPERIENCE

ALIGNED TECHNOLOGY STACKS

Logistics Operations  Call Center

Ads Mobile Email In-Store Sales Advocacy Loyalty Services  Support  Inventory
INSIGHT INSIGHT INSIGHT INSIGHT INSIGHT INSIGHT INSIGHT INSIGHT INSIGHT INSIGHT INSIGHT INSIGHT
L |/ |

N N

L/ L ( PN Sy R e PR v SN v SN Sevw PO Seve

p——
—
S’
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Great Customer Experience
Continuous conversation on all channels.
Right time, Right tone, Right offer.
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The Customer Data Platform sits at the center of the Tech Stack and
makes Customer Data usable across it

Customer

Social
support

Web/ Adtech
Mobile

Product Loyalty
program
CRM DMP
loT In-store
systems

POS Billing

@ TREASURE DATA



CDP Customer Data Platform

Accelerate growth with
customer-centric
Integrate everything you know capabilities

DATA about your customer

Contact Center

<
N3

&

Mobile

- |

Web
an
a

In-store

y

INSIGHTS

Gain insight into your customer with

-||g’ Al, ML & best-in-class data science

-‘bu

Other

© 2021 Treasure Data, Inc

ACTIVATION CHANNELS

Q

Ai’ ENGAGEMENT
N | —
’ . Look-alike modeling

[ ] [
] °
° .')'. °
Real-time personalization
—© T
s
Optimized ad spend

_30

Increased customer loyalty
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CDP Customer Data Platform

COLLECT > UNIFY > ANALYZE > ACTIVATE >
Audience Studio . .
: Treasure Insights . Pre-built
Pre-built Inputs Integration Treasure Workflow Se‘iﬂnlegtn;ﬁider Outputs Integration

SEGMENTATION &

C%Q P%% JOURNEY [>

ORCHESTRATION
DATA INTEGRATION DATA PIPELINE ACTIVATION
Online & Offline Data D DYNAMIC SEGMENT — . L —/
INSIGHTS & Personalized Communication
B GEES Weblogs Mobile DECISIONING Social media Loyalty apps

W ebsite

app logs
O @ Advertising platforms
~ PREDICTIVE & Recommendations
@ LOOKALIKE MODELING
Business

Customer e commerce User PROFILE MANAGEMENT Q :
Survey BETETET S NEXT BEST ACTION Messaging apps intelligence
. J - J

ADVANCED BIG DATA PLATFORM

Cloud-based | Secure | Scalable | Persistent | Schemaless




Subaru Omnichannel Experience

Comprehensive mer Journey Management

Ad ROI Optimizations Website Personalization / Optimization Journey-based Personalized Campaign & Relationship Management

Awareness Research & Compare Visit Dealership Decision Post-purchase

CDP
Use Case

Journey
Stage

r— Car media —_— s OFganic visits e e DeAlErShip e,
Search

Dealerships

NS

"
150 |
1
[
' N - [

- Visit/test drive
appointment
« Inventory search

r— Ad placement —_—
' facebook. Google
YasHoO! O Tube}

. ' « Visits
~=  Mass media, Auto shows == . Purchases
- Brand awareness e .
j + Model awareness ' \ | - WiFi sign-ins
m @ - Campaign announcement

\ 4

Loyalty program
Subaru ownership club

Newsletters

Exclusive event promotions

.

.

Purchase!

Access Logs

I I 1
_._._._._._._._._._._.I_..l.._._._1._._.1_._._._._1._._.

- Customer Data Platform
CDP Data n ' - (Journey Analytics & Personalization) \ @ @ )
EIE Ay marketing cloud

Flo
= Social Media T R EAS U R E Wifi Access Log Dealership CRM

@ I | s

DATA € I I ®»  Subaru ID

Ad Placement Logs I @ @
@ Marketing campaign data Car magazine websites @
Public DMP

Offline Data Panel Data

\ 4

\ 4
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Key Considerations when Choosing a CDP

Data & Identity at massive scale:
Managing and combining
millions/billions of data points daily

Vendor agnostic: g
Able to integrate with all technologies,
schemaless

Pre-built connectors, templates
and project accelerators

Fast time to value: @

Audience builder and Journey

orchestration:
Create a contact strategy for audiences
recommended by ML and smart

User-friendly for key roles: _
attributes

Marketing, Sales, Support, Data ==
Scientists, IT, and more [_|

Analytics & Reporting:

Analytics at the segment / campaign /
customer level to measure continuously
and optimize next steps

Privacy & security focus: ‘
Consent, permissions, L
secure data management
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TREASURE DATA

The power to use every bit of data to serve
with relevance.
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Thank you

TreasureData.com



