IFORUM SHANGHAI

SEPTEMBER 2, 2016 * SHANGHAI
co-organized by MVDhouzé

bl e S W e e - O N
O
= .

. ' =3 o)
‘ B2l - - r':
o & 8 - = "

i~ H &o—-; = e -

- o
* %‘“ I‘;m;z

2 1.".,£ SRR

)

L - P T S IS
d - T Sy ms nrwt
srem e w
= T
o
=

-
I‘.k:'
A N
N Y s
11 | a
s [ .
3 ) o
¥ '; = l l r=
: igA:-' : e
." : & o
\
' g 1% &
Lé"v_l ) 4 <
- X K
118 _i‘a il L
e ' ([




Y ke
e

WHAT IS PERSONALIZATION AT SCALE?
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IN THE OLD WORLD FMCG BRANDS DIDN’T HAVE

DIRECT CONVERSATIONS WITH THEIR CUSTOMERS
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THIS LEVEL OF INFORMATION MAKES IT POSSIBLE . “ -~ - * = ', °
TO BE TRULY PERSONAL . |
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MEDRIA CAMPAIGN DATA
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DISCUSSION POINTS:

Explain on a scale of 1 to 10, what level of personalization your organization is doing.

What are key building blocks of “Personalization” — example Data, mobile, create a DATA as a business function
which works across businesses , Marketing role has fundamentally changed etc.

How is your organization adapting , give examples.

How do you think consumers will value this and benefit to the overall business.

What do you think we should do now and next

REDEFINING MM A

MEDIA CHINA R ERLE IR



