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“How strong Marketing Content Management results in
consistent communication across channels and more sales”
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Marketing Content The Digital Innovation Summit 2014

DICITAS
CONSULTING

PARTNERS |

© 135 billion

78% CMOs think custom content
0 is the future of marketing.

In 2014, marketing teams will
spend $135 billion dollars on new

digital marketing collateral. Internet advertising will make
up nearly 25% of the entire ad
market by 2015.
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Waste The Digital Innovation Summit 2014

* How much time do marketers waste on searching
existing marketing content?

12 minutes per day
26 minutes per day
37 minutes per day
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Waste The Digital Innovation Summit 2014

37 minutes per day

more than 12 hours a month per employee

Pem Dorjee
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Cross touchpoint experience

Delivering cross-touchpoint customer experiences drives need for new capability
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Key omni-channel pressures The Digital Innovation Summit 2014

Customer expects similar experience
55%
regardless of channel
Need to increase revenue growth _ 33%

Lost sales opportunity costs 28%
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Percentage of Respondents, n=65
Source: Aberdeen Group, April 2013
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Multi channel abi|ity? The Digital Innovation Summit 20|14

Which of the following are inhibiting your ability to implement a multi channel approach?
58%

47%
47%

11%
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Source: Winterberry Group — June 2013
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Marketing Technology Landscape The Digital Innovation Summit 2014
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The Digital Innovation. Summit 20 |4

So... how to deal with this?
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The Movie The Digital Innovation Summit 2014

POS
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The Digital Innovation Summit 2014
<« e \

eCommerce Print
Publishing
CMS In-store
Campaign/
Marketing
Automation Social /
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Examples & Case Studies
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We The Digital Innovation Summit 2014

How to provide our channels with the right
marketing content?
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The Digital Innovation Summit 2014
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We The Digital Innovation Summit 2014
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ZA S Results
* Prompt and actual product information in multiple online channels

* Fast and efficient roll-out of POS materials

* More direct market response
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The Digital Innovation. Summit 2014

Case
How to deliver consistent marketing content to
various online and offline channels globally?
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Paccar The Digital Innovation Summit 2014
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eCommerce , i R S

TRP LED Lighting

The quaity alternative Lightag programme

Employees
and dealers
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Axa Marketing The Digital Innovation Summit 2014

Market developement
Multi-lingual communication

Case
How to reach our goals?

Support outlets
Relevant materials

More online channels
Customer touch points
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Axa Marketing The Digital Innovation Summit 2014

&
A XA vARKETING JLONTENT MANAGEMENT

i~
”
o

THE NEW STANDARD

%
AXA s AXA
uct information | materials Q identity

DICITAS

CONS

SUMMIT



Volvo The Digital Innovation Summit 2014

Case
How to assure a consistent brand experience in a
B-to-B market, with 1.700 dealers and 114 countries?
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The Digital Innovation Summit 2014

MARKETING TOOLBOX

Toolhox > Marketing Toolbox France

VOLVO TRUCKS MARKETING TOOLBOX

In FILM/DIGITAL SIGNAGES ¢ (S8 el SR 3

2T\ IMAGE BANK B

Solution

» Distributing information and creating
communication materials

» Local marketing communication by dealers
\__* Monitoring
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The Digital Innovation. Summit 20 |4

* Improved efficiency
« Enhanced brand image

» Reduced costs: agency costs,
sharing best-practices, time

* |ncreased communication activity
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De Bijenkorf The Digital Innovation Summit 2014

From a 4
Case deBijenkorf @)

traditional Signing, Promotion & Publication
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De Bijenkorf The Digital Innovation. Surmmit 2014

approach

de Bijenkorf @)
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The Digital Innovation Summit 2014

De Bijenkorf

Media

[ Flyer [ Advertentie [J Productmailing
[J Winkelsigning Magazine [] Boekje

[] Mobiele app [] deBijenkorf.nl

[] Alle selecteren

Results A
« Optimized store signage » Overview on promotions
« Brand complient » Automatic publications

\_* Significant cost reduction * Enhanced collaboration
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Impact PIM technology The Digital Innovation Summit 20|14

Key performance indicator With PIM Without PIM

Product Sales Growth 13% 8%

Improvement in data accuracy 17% 5%

Improvement in time-to-information 20% 8%

Improved customer retention 11% 3%

Improved customer satisfaction 8% 3%

Source: Aberdeen Group 2014
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eCommerce Performance The Digital Innovation Summit 20|14

eCommerce Performance

B without PIM B with PIM

90%
80%
80%

70%

60%

50%

40%

30%

20%

10%

0%
Increased conversion rates Increased margins Acquisition of new customers Increased sales per customer
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Results The Digital Innovation Summit 2014

-10% translation costs

reduce the
search time by as much as 20% reduction on campaign
development and roll-out costs

0
707% 9.®-C3-+(

save 75% time correcting errors in product
descriptions and 30% time updating a product

o

ON

DICITAS JIC -
CONSULTING NINCI VA
PR RS (N TR RORARTION SUMMIT



Lessons Learned The Digital Innovation Summit 2014

1. Content centralization

i n n . n n
N—" [
2. Step-based approach ]i %

3. Not just Marketing Technology
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Q&A The Digital Innovation Summit 2014

Paul Broersen
pbroersen@adnovate.com
+31 346 58 28 00

@AdnovateUpdate W

(Jdnovate
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