


Connected

Learn faster
together:

De-siloed Teams are 28% more likely to
achieve the highest levels of revenue growth

Source: The life centricity playbook, 2022

What you’ve seen so far

Connected

Efficiency and effectiveness
across the consumer journey:

26% more likely to top customer satisfaction

Allianz@ | OMG

Connected

Applying
Intelligence:

Infrastructure efficiencies of 15% in
first year
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Meet the Team

Blake Cuthbert Akguen Karakas Miles Pritchard Nitya Varma Tom Wilson
Global Executive Lead Global Business Lead Global Data & Tech Lead Global Operations Lead Global OmniLead

| WL

Dominika Wynne Clare Ritchie Alex Hyndman Andrew Raymond David Thimann
Global Performance Lead Global Programmatic & In- UK Search Lead Global Strategy Lead German Strategy Lead

Housing Consultant
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How we Plan to Use Our Time Today

A Data-Driven
Approach

10m

Global Data Platform

Integrating Allianz Data

Global Enablement
Framework

10m

Consistent Planning Process

Global Data Maturity

Connected Measurement

Campaign Process -
Strategic Planning

25m

Portfolio Investment

Global Media & Data Ops

Cross-Channel Budget
Allocation

Campaign Process -
Set-Up & Activation

60m

Campaign Process

Audience Insights &
Activation

Inventory Curation

Campaign Set-Up & QA

Campaign Optimisation

Performance Reporting



A Data-Driven
Approach
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A Platform Built to Deliver a
Connected Consumer Experience

+1B

Consumer IDs

+10K

Attributes
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The Forrester wave

Global Media Management Services

FORRESTER

“Omnicom Media Group has
the strongest current offering
score in this evaluation. It leads
in retail and commerce media,
audience intelligence
capabilities, optimization,
operations automation and
their innovation roadmap.”

Q3 2022

Source: Forrester Research, Inc.

Current Offering

Retail media

Commerce media

Intelligence
and insights

Optimisation

Operations

Innovation
Roadmap

Dentsu Media
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3.00

3.00

5.00

3.00

3.00

1.00

Omnicom
MediaGroup
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Publicis Media
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Co-Created Infrastructure for Connected Impact

Omni App Layer

N4 A

Allianz Data Environment AR 0%

Personalisation

Customer Audiences
ROMI | Data | Models

OMNI REPORTING
SUITE
Clean Rooms

COMPLIANCE REPORTING

A g ﬁ TAXONOMY REPORTING

PERFORMANCE REPORTING

INVESTMENT REPORTING

COMPETITIVE REPORTING

ELT AUTOMATION

DATA CONNECTION

Allianz@ | OMG

Web
Analytics

CLOUD STORAGE
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Completely Customisable to Meet Allianz Needs

A unique fused 15t party data set with a I I D E

) . DECISION ENGINE
tailor-made global panel and real-time

audience insights

Conversion
11.6% Percentage of Consideration Prospects by Car Ownership
Propensity models that predict the — B —
likelihood to consider and purchase < ——
Conquest Testa
. . . 27.9% Existing ::: }
Simulations to enhance creative 55.8% : ‘
recommendations 5 - e pe

First Time Buyer
4.65%
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Unlock Global

Specialist Talent

@ TA\ @l TA\ @ TA @ TA\

2\ Tk

Platinum Partner Boasting over 300 Awarded by Adobe for Proven global service
Status. The only Adobe Certifications Customer Success, model with over 12
Adobe Partner across 200+ Implementation years delivery Adobe
Specialised across the Specidalists, including Proficiency, and solutions for worlds
entire Adobe Adobe Experience Technical Expertise best known brands

Experience Cloud Platform (CDP)




Global Enablement
Framework



A Global
Enablement

Framework

© AN

Globally Connected Unified Media
Consistent Measurement & & Data Ops
Planning Reporting Infrastructure
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Globally Consistent Planning

Growth Mapping

6 of 6 steps completed

Allianz @)

Allianz Hub
Audience ...
Planning

Activation...

Allianz Global Response @ Growth Mapping Hub

01/12/2023 - 10/02/2024

. Design Brief
OBJECTIVE &

Pitch response

BUDGET

€10,000,000 Growth Mapping

PROGRESS
(7

. Investment Planning
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Connected Measurement & Reporting

Planning Insights Campaign Insights
Campaign
Sales q optimization Performance Pacing Competitive
Forecasting ehehnellal Dashboard Dashboard Dashboard
A“ianz @ Campaign Hame l:amn
AV ANV
€ 7.86M
Impact Analysis Measurement Test & Learn
> > :
MMM Attribution Lift KRl q Benchmarks Te§t Eesining Resu'lts
< Analysis < Design Agenda Sharing
ANV

Data Infrastucture

Media Investment API Cloud Storage &

Campaign Taxonomy Repository Connectivity ELT

Compliance & QA
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A Unified Media
& Data Ops
Infrastructure

PlanIT Taxonomy Builder
A global media plan template and central reporting A universal taxonomy building tool for media and
system capturing planned, booked and actualised analytics taxonomy generation, with in-built data

investment at market, campaign, and placement level validation and cascading logic
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Clean and Accurate Data with Global Compliance

Address Gaps Flagged

GOVERNANCE

INVESTMENT ‘|‘

A

MEDIA OPERATIONS

Validate & Report

Taxonomy

Create & Approve Builder & Campaign

QC, Review,

PI\CI'Vnog?Igw;ql Trafficking Set Up Activate

Sheets

WORKFLOW

Governance Check-in

Automated Governance Alerts

A 4
A

Governance Report

Allianz@ OMG

DATA OPERATIONS

98% Data Accuracy
45 countries
5 channels

99% Global Data Accuracy
60+ countries

18+ Data Sources
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omni

Campaign Reporting Compliance

Omni Global ‘ Taxonomy




Campaign Planning &
Activation Process
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Campaign Planning

& Activation

Strategic Planning Campaign Activation

& 9 &

Campaign Campaign Campaign
Set-Up Optimisation Reporting

Channel
Planning

Audience
Insights

Investment
Scenario
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Market Leading,
Full Funnel

Allianz@ | OMG

Capability

Strategic Planning

©

Audience
Insights

&

Investment
Scenario

@

Channel
Planning
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Investment &
Portfolio Planning

How should we be
investing our budget to
maximise our revenue and

return on investment?

Investment Total Units Sold
&
£10,000,000 432,591

Investment Planner

Plan media investment across markets, product portfolio and
strategy based on tailored category response curves

Allianz@ | OMG
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Audience
Segmentation &
Insights

Which audiences should ,
we be looking to reach to III I :
drive the greatest impact?

Audience Explorer

Leverage best in class Identity and Audience partners to create
audiences and understand their composition and preferences



ALLIANZ CAPABILITY DEMONSTRATION

Channel Budget
Allocation

What Channels should
we use to maximise our
media and business

performance?

Channel Planner

Generate the optimal media mix using channel response curves
from thousands of studies world-wide

Allianz@ | OMG
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omni

Investment Audience Channel
Planner Explorer Planner
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Precision Audience
Activation

@

Q

Omni ID

@ >

omni

Direct integration of
hashed IDs to media
activation platforms

2|

£l
[T

Clean Room
Activation

Working with neutral clean
rooms for data integration
and activation with known
partners

@

Audience
Fusion

An NLP translation of
audience definitions to the
data dictionaries of media
activation platforms

Allianz@ | OMG

Owned

Paid
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Driving Performance

Omni ID Activation Audience Fusion

The Challenge The Challenge

Levi’s were looking to be more data-driven in their Mercedes-Benz were looking to target globally defined
targeting approach, using past purchase data (online and brand personas within their activation platforms, across
offline) to deliver targeted messaging, and to suppress programmatic and social channels

recent purchase activity

The Approach The Approach

We integrated 1st party customer data, creating We leveraged machine learning and NLP techniques to
segmentation for offline and online purchase at a product convert brand persona definitions into in-platform
category level to create an audience layer within our audiences and contextual-based targets, driving upper-
search targeting strategy funnel prospecting

1.25 X roasupiitt A 0%  ReductioninCost-Per-User
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Campaign Planning

& Activation

Strategic Planning Campaign Activation

& o &

Campaign Campaign Campaign
Set-Up Optimisation Reporting

Channel
Planning

Audience
Insights

Investment
Scenario




BREAK
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Welcome Back!
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Campaign Planning

& Activation

Strategic Planning

Channel
Planning

Audience
Insights

Investment
Scenario

&

Campaign Set-Up & Activation

®

Allianz@ | OMG

Campaign Campaign Campaign
Optimisation Reporting

Set-Up
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Focusing on the
Digital Process

Campaign Set-Up & Activation

&

Digital
Campaign Set-
Up and QA




D 17. Tactical Recommendation

D 18. Implementation & Optimisation

Allianz@ OMG

Globally consistent campaign go live framework incorporated
into your OMNI instances

19. Reporting
& Learnings

. . Inventory & Form AT nn
Audience Curation ento y&. ormat Governance & Q&A Optimisation co 'ected
Curation Intelligence

>
>

Audience Targeting

Audience translation
in buying platforms
& sizing

Audience Custom
Bidding Set Up

Data Partnerships &
Integrations

>

>
>

Partners & inventory
curation

OMG Investment
Solutions

Format choices and
creatives specs

Benchmarking
of KPIs

Media plans shared
for sign off

> Ad tech set-up

Website tagging &
tracking templates
set-up

Brand safety
> implementation

> Campaign builds

Creative & audience
> assignments

> Post-Modern Search

> Trafficking

> Bidding checks
> Taxonomy checks
> Budget checks
> Audience checks

> Brand safety checks

PPC & SEO
Integration

Cross channel
> optimisation

> Investment reshuffles

Targeting
> optimisation

> Creative optimisation

>
>
>
>

Test & Learn Data &
Insights Capture

Live APl dashboard
connection

Weekly / Bi-weekly

performance
meetings scheduled

PCA scheduled

MBR / QBR results
sharing
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Complemented by clear process workflow

GROWTH AUDIENCE PLANNING
bl EVPATEY SETUP GO LIVE POST-LAUNCH IN FLIGHT POST-CAMPAIGN
QA OPTIMISATIONS REPORTING
w ﬂ " " % . digital hub B
ianz completes Allianz approves initia B lanz provides y reviews Allianz attends
u campaion brief n O Fateg Nhﬂ;-m :?Zir:w confirmed creative e proied optimisation logs Alianz digital hub post-campaign
rec at e assels . - It
& ecommendation or h o prowk e, priorto receivesPCA eview call
E Min ﬁw:a!h;wfxln provides feedback Min.2 5 " b performance calls report
¢ I Min_ 4 prior 1o "L-a ngogg o Min. 2 weeks prior to ion Start Date Scheduled as
campaign go-live hd campaign go-live Campaigr As required requred
 — ry ry | L3 Iy ry
v
jd OMG receives campaign briefing ; I l
€ Min. 6 weeks priorto campaign Lacal OMG briefs Tocal OMG receives 3 ] 5 Tocal OUG provdes ] 10 12 i 14
£ g0.ve activation teamio confirmed creaive Local QMG Local QNG leads O perormance Local OMG creates
begin setup via and supplies to sct - e -
z m———— e e peomancecats | | v ek iy > Ak [ POAMwe || Local OMG appies
™ M uces iniial i W i I Freq: Bi Weekly ! 0 Allianz to Allianz > . »
8 stralegrc recommendation o ——E e Fron Bty or Monthly (Bacedon Freq B or schedules review Max_3weeksafter Max_ 3weeksafter any leamings for
5 Min. 4 weekspror o o ‘Monthly Tier) Monthly (Basedon call (if apphicable) cal call future campaigns
ive 5] Tier) Post Campaign
Local OMG produces detailed X . A A
£ implementation plan (Wedia Plan) Hive Hive T Hive Hive
8 Min_ 3 weeks prior lo campagn v L] 1 ¥
= Activalion & Activation team f [2]
§ qu’:‘s‘;";lEﬂ ) eceives creatives, 1] pctvation team [ actiaton team R ctvalion tear st Activation team Activation team 8
k] selup based on and briefs offshore completes recees crealve campagns live in monitors initial implement any Actvation & Activation team
3 ; hubto complete |- cameamnsetup |} and upioads fo b > delvery and any || COPUMISaton bgsto required aan tearm inputs into PCA
£ “Farg"a'g”ga”. rafficking check platforms T »  buing ?'”'“5'2: recuired power discussion in optimisations based B 't“s"i Optimisation =¥ " oorting and
in. 2 wesl
2 - rior Min. 10 days prior Min. 1 weekprar o Min, 3 dayspriorto Campaan traubleshooting ”e"““;’"a”“ cals on performance 0 for campaign commentary
= ampagn go-ve - requred
g |
p . v
o Hive Hive
E] v ]
® -
5 .
2
. 5 CaysproTis Min. 5 days prior to o o
0 campaign go-ive " p, Ongomg
o
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Our Digital Activation Process

19. Reporting
& Learnings

. . Inventory & Form AT nn
Audience Curation ento y&. ormat Governance & Q&A Optimisation co 'ected
Curation Intelligence

PPC & SEO Test & Learn Data &
Integration Insights Capture

D 17. Tactical Recommendation D 18. Implementation & Optimisation

> Audience Targeting > :3:::;2: AL L

> Ad tech set-up > Bidding checks

Audience translation Website tagging &
. . OMG Investment .
> in buying platforms Solutions tracking templates > Taxonomy checks

> Cross channel > Live APl dashboard
& sizing set-up

optimisation connection

Weekly / Bi-weekly
> Budget checks > Investment reshuffles performance

Audience Custom > Format choices and > Brand safety
meetings scheduled

Bidding Set Up creatives specs implementation

Data Partnerships & > Benchmarking

. . . Targeting
Integrations of KPls > Campaign builds > Audience checks > > PCA scheduled

optimisation

Media plans shared > Creative & audience

. . Brand safety checks Creative optimisation el el
for sign off assignments

sharing

> Post-Modern Search

> Trafficking
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Our Digital Activation Process

19. Reporting
& Learnings

Inventor Form NPT nn
ento y&. ormat Governance & Q&A Optimisation co 'ected
Curation Intelligence

PPC & SEO Test & Learn Data &
Integration Insights Capture

D 17. Tactical Recommendation D 18. Implementation & Optimisation

Partners & inventory
> curation

> Ad tech set-up > Bidding checks

Website tagging &
tracking templates > Taxonomy checks
set-up

OMG Investment

Cross channel Live APl dashboard
Solutions > >

optimisation connection

Weekly / Bi-weekly
> Budget checks > Investment reshuffles performance

> Format choices and > Brand safety
meetings scheduled

creatives specs implementation

Benchmarking
> of KPIs

> Campaign builds > Audience checks > IS;?;:Z%OH > PCA scheduled

Media plans shared > Creative & audience

. . Brand safety checks Creative optimisation el el
for sign off assignments

sharing

> Post-Modern Search

> Trafficking
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An approach to Inventory Curation to maximise
leads and protect the brand

Global Enablement Local Execution

D 17. Tactical
Recommendation

Inventory & Format
Curation

OMG DIGITAL best practice OMG Inventory tools OMG SERVICES
> Partners & inventory
i
Accountability & transparency Performance inventory list Trusted Vendor List cHration
framework - Best performing and scaling - Scoring and vetting data vendors OMG Investment
- Code of conduct and best inventory for driving actions for risk/benefit evaluation Solutions
practices for digital partners
OMG Marketplaces > E:’;‘:‘t‘l’:e"sh:;‘e’zz G
Upholding Industry accreditations - Connecting with publishers
- IAB 2.0 Transparency & Consent directly in our Supply platform S Benchmarking
Framework and TAG of KPIs

certifications Omnicom Video Intelligence

> Media plans shared
for sign off

- Curating inventory for YouTube
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Unparalleled transparency into the supply chain through
MarketPlaces

Global Enablement Local Execution

D 17. Tactical
Recommendation

Buy Side Sell Side Inventory & Format
% 100 7 ﬁi Curation
AGENCY FEE 2.0
75 MARKETPLACES UK travel Brand
OMGI t t
30.5% CPA Solutions
50 1 DSP FEE WORKING .
Technology fee MEDIA Improvement
(data costs, ad verification
costs, ad serving costs)
07 UNKNOWN
COSTS DE Auto
0 outperformed ~123%
ADVERTISER BUY SIDE SELL SIDE the non-OMG
SPEND COSTS COSTS* Marketplaces part

in eCPM by 123%

Full transparency on media plans
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Video inventory curation within YouTube, going beyond
Safety and Suitability

Global Enablement Local Execution

17. Tactical
Recommen dation

Inventory & Format
Curation

> Partners & inventory

curation
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Our Digital Activation Process

19. Reporting
& Learnings

e e .. nn
Governance & Q&A Optimisation e 'ected
Intelligence

PPC & SEO Test & Learn Data &
Integration Insights Capture

D 17. Tactical Recommendation D 18. Implementation & Optimisation

> Ad tech set-up > Bidding checks

Website tagging &
tracking templates > Taxonomy checks

> Cross channel > Live APl dashboard
set-up

optimisation connection

Weekly / Bi-weekly
> Budget checks > Investment reshuffles > performance

> Brand safety
meetings scheduled

implementation

> Campaign builds > Audience checks > IS;?;:Z%OH > PCA scheduled

> Creative & audience

. > Brand safety checks > Creative optimisation
assignments

MBR / QBR results
> sharing

> Post-Modern Search

> Trafficking




Efficient and optimised set-up process customised

for Allianz

OMG DIGITAL best practice

Channel playbooks and guides

- New activation frameworks or
emerging channels

Post-Modern Search
Playbook

Connected TV

Playbook

Global Enablement

OMG SERVICES

TRRKN

- Omnicom team to support GMP
set-up and optimisation

Display & Video 360 e Ny

Plan, create, buy and measure " ‘- {

Search Ads 360

Search engine management

Campaign Analytics 360

ads/
manager J Site & app analytics
Display ad management \ Google Marketing Platform /

Data studio
Data visualisation

Optimise 360
Web usability
testing

OMG Set-up tools

Automated process workflows for
detailed set-up steps

- Placements creation and creatives
trafficking

ive

Search Connect

- Optimise PPC & SEO holistically
across both branded and non-
branded keywords

Allianz@ OMG

Local Execution

D 17. Tactical

Recommendation

Ad tech set-up

Website tagging &
tracking templates
set-up

Brand safety
implementation

Campaign builds

Creative & audience
assignments

Post-Modern Search

Trafficking
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A globally consistent approach to search best-practice
implementation & expansion using Our 5-Step Process

Global Enablement Local Execution

D 17. Tactical
Recommendation

Source Single Landing Optimise & Open Broad & Open PMax &

New Keywords Page Ad Groups Open Phrase Refine Targeting Ensure Controls

Search Query Keyword added as Ad copy & New Broad match Performance Max
Reports Exactinto closely LP optimizations keywords within is created to
related Ad Group existing ad groups supersede DSA,
ingle LP Ad ingular Broad ith Brand KW
DSA Campaigns (single New Phrase match (singular Broa W rgn
Groups) o KW) exclusions &
keywords within Inventory
Keyword Planner > > eX|st|.ng ad groups > > Suitability Controls
Search Query <> (mixed match Non-related terms .
. in place
Keyword <> Ad types) as Negative
Website Audits Copy <> Landing Keywords
9e party Non-performing gpea g
. . entire process
Google Trends terms as Negative If performance is
Keywords greater than > Post-Modern Search
Phrase, Phrase is

removed

>
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SearchConnect simplifies and automates cross-channel

workflows between SEO and PPC

Global Enablement

il

For a finance
client Search
Connect drove:

20% Budget Saving

36% CPC Reduction

Local Execution

D 17. Tactical
Recommendation

> Post-Modern Search

>
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@

omni

SearchConnect
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Our Digital Activation Process

19. Reporting
& Learnings

e e .. nn
Governance & Q&A Optimisation e 'ected
Intelligence

PPC & SEO Test & Learn Data &
Integration Insights Capture

D 17. Tactical Recommendation D 18. Implementation & Optimisation

> Bidding checks

Cross channel Live APl dashboard
> Taxonomy checks > >

optimisation connection
Weekly / Bi-weekly

> Budget checks > Investment reshuffles > performance
meetings scheduled

> Audience checks > IS:?;:Z%OH > PCA scheduled

> Brand safety checks > Creative optimisation

MBR / QBR results
> sharing




Do you have a globally consistent
approach to QA?

What are you local challenges with
media governance today?
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Industry leading approach to QA and Governance

Global Enablement Local Execution

D 18. Implementation
& Optimisation

Governance & Q&A

OMG DIGITAL best practice OMG QA Tools
> Bidding checks
Globally maintained QA checklists Omni Governance Suite
- Cross-market partner best practice lists [JSearch Toolkit S reremli
- Brand safety checklists - Automatic prioritisation of the

most critical issues

OMG Social - Activation Workflow OMG Social - Activation Workflow

[JGovernance QA Y EIEEHEEEE

- One Tech enablement for automated
execution and error prevention > Audience checks

- Centralised monitoring

Ageecy Team Tasks Required

w
=
HOHEHE
—c

- Consistency in execution
O Meta AutoQA

; ' : : - Co-built with Meta’s engineering team

> Brand safety checks




Allianz@ OMG

Search toolkit is a customised technology that allows us to
tailor, control, and measure PPC best practice

Global Enablement

il

For an autos
client Search

Toolkit drove:

-56% CPA

Local Execution

D 18. Implementation
& Optimisation

Governance & Q&A

> Bidding checks
> Taxonomy checks
> Budget checks

> Audience checks

> Brand safety checks
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Omni Governance QA is custom monitoring and
automation system for Search, Social & Programmatic

Global Enablement Local Execution

D 18. Implementation
& Optimisation

- Governance & Q&A

> Bidding checks

Preventing 80%
of activation set-up > Taxonomy checks
errors

> Budget checks

SGVIng ~1h / brlef VS > Audience checks
Correcting set-ups
mGnUG“y > Brand safety checks
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@

omni

Omni Governance QA
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Market Leading,
Full Funnel
Capability

Campaign Set-Up & Activation

@

Campaign
Optimisation
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Our Digital Activation Process

19. Reporting
& Learnings

.. Connected
Optimisation )
Intelligence

PPC & SEO Test & Learn Data &
Integration Insights Capture

D 17. Tactical Recommendation D 18. Implementation & Optimisation

Cross channel Live APl dashboard
> optimisation > connection

Weekly / Bi-weekly

> Investment reshuffles > performance
meetings scheduled

> Tqr-ge.tlng. > PCA scheduled
optimisation

> Creative optimisation

MBR / QBR results
> sharing




Supporting local countries with tools and content
solutions for effective optimisation

Global Enablement

Tools Services

SearchProtect DCO capability

- Dynamically optimise creatives
and match to relevant 1PD &
prospecting audiences

- Automates keyword activationin
the presence of competitors,
driving efficiency and rebalancing
PPC & SEO - Customise offers based on latest

audience signals and interactions

Performance Planner

- Optimise lower funnel
performance channels in flight
based on recent historical data

Social Intelligence Suite

- Optimise audience targeting
against global benchmarks

Allianz@ OMG

Local Execution

D 18. Implementation
& Optimisation

Optimisation

> PPC & SEO Integration

> Cross channel
optimisation

> Investment reshuffles

> Targeting
optimisation

> Creative optimisation




SearchProtect Automates PPC activation based on
Competitor Insurance Activity

NO COMPETITOR

(-
5

G'O g'e Iv car insurance X

Liverpool Victoria
S
tip:

Cheaper Car Insurance? Online Quotes from just £219 | LV=
Yes, don't worry - with LW= comprehensive car insurance you're covered for putting the wrong
fuel in your vehicle. We pay to drain and flush your fuel tank, as ...

Iv.com : Car insurance

Existing Customer
If you bought your car insurance on or after 22/11/2022 then ..

Experienced driver over 50 ...
‘Yes, don't worry - with LV= comprehensive car insurance ...

Contact Us
All our contact us information for car insurance in one place. How ..

Compare car insurance
Compare Car Insurance online and see how LV=measures up ...

More results from lv.com »

@ Liverpoal Victoria
v ! ) o .
hitps:# lvi.com » insurance » account » login -
Log in or register to your LV= Account

For new and existing LV= insurance customers, log in to your account, find documents, renew
your policy, make a claim or make changes to your policy.

Global Enablement

COMPETITOR

G’O g|e Iv car insurance X !/ O

@ Sponsored
®

Lv=™ Car Insurance - Car Insurance Quote
10% Of New Customers Paid £219 Or Less (Jan - Jun '23). Our Car Insurance Has Been
Given The Prestigious 5-Star Rating From Defagto For 2023. Accidental Damage Cover.

wlv.com » car » insurance

Get A Quote

Our Online Quote Process Is Easy & Secure. See How Much You Could Save

Over 50s Car Insurance
We Love Rewarding Experienced Drivers & Offer No Upper Age Limit

Sponsored

aviva.co.uk

® hitp: viva.couk
Direct Car Insurance - Get A Quote in Minutes

10% Off With Aviva Multi Car if Insuring 2 or More Gars Discount Excludes Optional Extras

!

COMPETITOR ___, ACTIVATE
APPEARS o DEFENCE

il

For aretail
client Search
Protect drove:

£700k
Saving on
Brand PPC

Allianz@ OMG

Local Execution

D 18. Implementation
& Optimisation

Optimisation

> PPC & SEO Integration
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Performance planner looks at the most recent historical data to

build smarter budget allocation in flight

e
o - op

Environment  History  Connections

# Import Dataset -
R - Global Environment -
Lower_pounas
Response
Spend
Spend_Range
ui_canpaign_channels
ui_campaign_client
ul_canpaign_end_date
ui_campatgn_product
ui_campaign_response
ui_campaign_start_date
upper_bounds

understanding eurve forms R

num Liie) 731 1

int [1:13] 5365 6909 5574 2541 2677 5474 5892 5885 5922 6327 ...
num [1:13] 3522 5836 4872 4843 6583 ..

num [1:31] @ 279 557 836 1114

chr [1:5] "Affiliates" "PPC_Brand" "Display_Banners" "PPC_Competitor™ "PPC_Ge.

‘Current_Accounts
Clicks
2020-89-28"

num [1:2) Inf Inf

performance_planner_poe no bene

sourceonsave | 4 /' -

Lt curve_type

abc defal

arting_points

Lower_bounds
upper_bounds

starting_points

Lower_bounds
upper_bounds

ABL

1ist(A-1, B-1, C=-1
€(0, 1000000, - 1000002
(1000000, 1000000
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Channel max_response DirRet Fit_RSq
Affiliates  7509.088 10620.402 0.8591974 16970.650
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Local Execution

D 18. Implementation
& Optimisation

Optimisation

Cross channel
optimisation
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Optimising creative to drive performance and maintaining
creative consistency via Omni’'s DCO Content Engine

Global Enablement Local Execution

D 18. Implementation
& Optimisation

Ingestion of Omni Creative templatization for Auto-feed creation
audiences local markets

Integration with Ad Server
Creation of campaign Multi-stakeholder
decision tree

Assign creative variants to
audiences

> Creative optimisation




Allianz@ OMG

Content engine in action

Global Enablement Local Execution

o 18. Implementation
& Optimisation

i

For aclient focused
on lead generation
DCO enabled
+25% CVR
vs non-DCO
creatives

> Creative optimisation
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Market Leading,
Full Funnel
Capability

Campaign Set-Up & Activation

Campaign
Reporting
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Our Digital Activation Process

19. Reporting
& Learnings

Connected
Intelligence
Test & Learn Data &

Insights Capture

D 17. Tactical Recommendation D 18. Implementation & Optimisation

Live APl dashboard
> connection

Weekly / Bi-weekly
> performance
meetings scheduled

> PCA scheduled

MBR / QBR results
> sharing
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Consistent, easy to access reporting and insights sharing

Global Enablement Local Execution

D 18. Implementation
& Optimisation

Connected
Intelligence

Test & Learn Data &

OMG DIGITAL best practice

. ] Insights Capture
Rigorous Test & Learn Framework Allianz 360 global dashboard

- Real-time cloud solution Live API dashboard
Consistent templates and WoW to capture learnings ) . . connection

- Fully customisable views depending on performance

and insights
forums, e.g. MBRs, QBRs Weekly /Bi-weekly

performance

meetings scheduled

- Test not captured = lost opportunity for scaling ) )
- Integrated investment pacing

Anianz ®  OMG

‘ 'Test #7: “Testing in in
toincrease & PCA scheduled

What & How did we test? ‘What were the results? ..And now?

Reason for this test? Conclusion: TBC Next steps
We integrated Newlywed into the Meta campaign F

as we know marriage is an important life event

which prompts higher interest in properties and

therefore interest in mortgage insurance.

MBR / GBR results
sharing

Hypothesis:

If we target newlywed audiences our ad recall
and consideration will be higher vs BAU targeting ~ KP!
at similar cost efficiency.

Standard  Newlywe

targeting d Result

Ad Recall

Set-up of the test:
2 cell A/B test Consider
ation
KPI's to measure success:

Brand: Ad Recall & Consideration CPM

Cost: CPM & Cost per Ad Recall Uplift Cost per
Ad Recall

Details
here
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omni

Overview Creative Attribution

Performance Channel & ‘ Multi-Touch
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MTA is used to measure the share
of conversions using an
identifiable/ measurable sample
within each cleanroom
environment

Google N

Meta

MMM is used to set the overall impact
of the measured channels in each
MTA, this ensures that results across
cleanrooms can now be compared

Holistic cross platform
and channel optimization

Allocations can now be
completed across all
The share of conversions from channels

MTA are preserved
CROSS PLATFORM

Scrint UNIFIED MMM +MTA PLUS
cripts CUSTOM TAXONOMY

MTA Scripts UNIFIED MMM+MTA

o0%
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Globally Enabled Strategic

Planning & Activation

Strategic Planning Campaign Set-Up & Activation

& o &

Campaign Campaign Campaign
Set-Up Optimisation Reporting

Channel
Planning

Audience
Insights

Investment
Scenario

OMD Design

Connected Measurement & Reporting

Media & Data Ops
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Delivering You Connected Impact
Across Your Business

Connected Connected Connected
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