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Housekeeping

* Please silence all electronic devices

* Be social: Introduce yourself to others
* Photos/blogging: Kindly refrain

e Restrooms & coat check - downstairs




Overview + Dmnicom Digital
strategy Update

Jonathan Nelson
CEQ, Omnicom Digital




Collaboration + PARTNER SM(ART)
to Win - Finding Qur Swing

Andrew Robertson
President, CED
BBD0 Worldwide







Self-fulfillment
needs

Self-actualization:

Esteem needs:
Psychological
needs
Belongingness and love needs:

Safety needs:
Basic
needs

Physiological needs:
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TARGETING




TARGETING CONTEXT




TARGETING CONTEXT MESSAGE
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ALWAYS ON

PERMANENTLY BEING OPTIMIZED
MOSTLY VIDEO

NO MORE MONEY




Right Person, Right Message,
Right Way + Right Time

Erin Matts
CMO, Annalect




Right Person, Right Message,
Right Way, Right Time

EMERGE 2015
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How are we going to get there?

1 Data
2 Technology
3 Collaboration



The Omnicom model supports this

OmnicomGroup
Advertising Diversified Media
Agencies Marketing Services
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Best in class, clients first

TOP DOWN
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Customized Solutions for Clients



Industry leading partnerships
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Getting there: data & technology

—

Data
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Getting there: data & technology
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Data
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- Programmatic media
DMP - D
'@' Programmatic creative
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Getting there: data & technology

Data

- Programmatic media

- |

Analytics

| Buit annalect




The second golden age of CRM

Addressable

Channels




FInding an elusive audience

Recognized Movers: Reach
Individual movers based on variety
of data-informed behaviors

Unrecognized Movers: USPS mass
reach coupon program
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When NOT to talk to customers

Suppress messaging to current customers

41%

Increase in
conversions in first
90 days




Media, media, medial




Science > Art?




“Optimized messages, optimal moments”

Offers

-
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Richer insights = smarter reach
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Deconstructing — and reconstituting - creative
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Auto Loans
Get ready to go places. We’ll help you make the grade. Quick. Easy. Secure.
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From “finished ads” to nuanced elements

Branding Service
WELLS
FARGO

Get ready to go places. I ’

Topether we'll go far
B o 4 Ty

Quick. Easy. Secure. |




Assembling targeted ads dynamically

Digital Asset Repository Assembled Ad Optimized for Segmentation

«” Right audience
«” Right offer

} & Right message
«” Best ressembler
«” Extended Attributes




Delivering on the original promise of 1:1

)

Family
Security

Trusted
Advisor

Financial

Financial Apps d

, Freedom

Student i On Their Own, Hispanic Fa mily, Hispanic




Realizing the dream - FTW

ADWEEK

Wells Fargo Readies Shift of Media, Digital

Business OMD, Organic expected to gain
share

AdAge.

Wells Fargo Consolidating Media
Account With Omnicom's OMD

Company Spent $170 Million on U.S. Measured Media in 2013



We win when we collaborate

We win when we combine art & science
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Right person, Right message, Right way, Right time

Thanks for your continued collaboration!
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...speaking of collaboration



Did someone say SQL?




| CAN CHANGE

THE WORLD

*NOW THAT | HAVE
ENOUGH HISTORICAL DATA
TO TRAIN MY MODELS.

EMERGE-A-THON 2015

Google & annalect




Ready, set, hack! I (
BBDO annalect
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Don’t just sit there - help a Hacker!

Swing by 75 9t Avenue, ——
Chelsea Market, and help S CAN 1 PHONE A FRIEND?',

out a Hacker team!

Offer tips, guidance,

insights, or dig into the data
yourselves.







Fueled by:

1 Data
2 Technology
3 Collaboration




GOOD LUCH!



EMERGE-A-THON Intro

Erin Matts
CMO, Annalect




Tech Partner Workshop

Jacqueline Indelicato
\P, Development
DAS Group of Companies



EMERGE
Workshop Challenge

1:40PM - 2:40PM TECH PARTNER WORKSHOP: [DEATION
(60 min) |deation in Teams

2:40PM - 3:40PM TECH PARTNER WORKSHOP: PRACTICE
(60 min) Teams Develop Presentations

Each team to choose 2 presenters
(1 agency, 1 tech partner)

3:40PM - 4:20PM TECH PARTNER WORKSHOP: PRESENT T0 JUDGES
(40 min) Judges Select Top b Teams
(I from each Tech Partner)
4:20PM - 5:15PM TECH PARTNER WORKSHOP CHALLENGE:
(55min) WINNERS SELECTED + ANNOUNCED

Top 6 Teams Present Their Winning |deas

NOTE: To protect the privacy of our partner relationships, partners will only be present

or their presentation. ALL others will be directed to the GREEN ROOM.



Quick Fire Case Studies

Tech Partner & Agency Google

Amy Cowan
Director, Global Head of Agency Business Development

Google

John Fundingsland
Agency Business Development
Google



Behind the Scenes
Lessons in Brand Content

Creation

Presented by: .
Amy Cowan, Global Director, Head of Agency Business Development, Omnicom
John Fundingsland, Creative Agency Business Development



Creative Meadqis

Google



Should | invest in digital 7

Google



Monthly videos posted on |
YouTube by Top 100 global b
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How should | investin digital ?

Google



Americans 138-64

their digital video viewing.

Google



How are brands
driving tune-in?

N



Google









Why it worked?

Google



Google






SPECIALCOVERAGE « THE BIG GAME 2015 o PO 1

7 YouTube Stars Help Tease Nissan's Return
to the Super Bowl Dads have more fun in

YouTube personality Roman Atwood Is known for his pranks, Now he's helping Nissan show how dads GOO [e :
help their families have fun.
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AdBlitz 2015
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Why it worked?

Google



Google
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Why it worked?

Google



from

storytelling
story-bOuiIding



Thank You



Quick Fire Case Studies
salesforce
Tech Partner & Agency
Denzil Samuels
SVP, Global Business Development

& Partner Investment
Salesforce




L B

salesforce THE CUSTOMER SUCCESS PLATFORM

Salesforce

Omnicom EMERGE
April 22, 2015

Denzil Samuels
Senior Vice President Global Business Development
dsamuels@salesforce.com



Live Nation Case

THE CUSTOMER SUCCESS PLATFORM




The Customer Data Revolution
90% of Data Created in the Last Two Years

X

Product data
by 2020

j_ - Unstructured data
Mobile data by 2020

by 2020

[ — —




ing a Technology Company

ate Single View of the Customer

How you engage with customers
~ How your = mplovees work




Honeywell — Lyric — Case Study

Honeywell




Salesforce: The Customer Success Platform

salesforce  force.com salesforce  heroku
Build employee Develop customer
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7 Connected Customer %
Service gy Experience |

Product

Personalized Engaging
Responsive

-------------

|||||



Growth Driven by Customer Success
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What’s Next — How Do We WIN Together?
« We are building a TEAM dedicated to OMNICOM

* We will help you build Salesforce ‘Centers of Excellence’

* We will share content, assets, training and enablement

* \We will build solutions that ‘change the game’ for our customers!
* Mutual client mapping & opportunity identification & co-sell

* \We will share rich client case studies and duplicate success

* Please join us for ‘Connections’ and ‘Dreamforce’

salesforce



Thank you




Quick Fire Case Studies
Tech Partner & Agency n

Sarah Personette
Head of Global Business Marketing
Facebook




EMERGE 04.22.15



Sarah

Head of Glo
F ace b 00 k & ﬁ Sarh Personeteaddd 8 nw

Watching Mark Zuckerberg talk about
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People are
watching more

video
s 23 B ' 75%
™ videos views " video growth

per day \ year afteryear
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10:25 AM

Friends, thanks for all the birthday wishes!
Truly blessed to have you all in my life :)

Comment

Jasper's Market
7,

Feeling stressed? Our new tea blends will
help you calm and relaxed. Get it 25% off
here: jspmrkt.com/teas

Comment

Jasper’'s Market
7 @

From vitamins to protein shakes, we have all
the essentials for your body-toning workout.

Order now at jspmrkt.com/vitamins

Comment Comment
















Networking Break




The Shift to Smartphone <. ;1001
Jominance

David ludica
Director, Strategic Insights and Research
Yahoo!




THE SHIFT TO

SMARTPHONE
DOMINANCE

YAHOO!



Background

To understand mobile migration patterns and which factors will accelerate the shift to a mobile-first
world for consumers and advertisers

WHAT’S COVERED

©

Rapid Adoption: Thinking Beyond
Ownership:

Factors expediting

the shift:

How should advertisers and
publishers be building for a
mobile majority first world?

What are the drivers Now the majority of
Impacting the pace of consumers own a
smartphone ownership? smartphone, but so what?




Methodology: Quantitative + Analytics

WHO
= 5,805 18-64 year old
smartphone owners

= Data population and
ownership

V /or O A
» ==

7/
e

Vital Findings

WHEN
January 2015

WHAT
30-minute online survey

FLURRY ANALYTICS
Aggregated All Global

Data from January 2015
» 600K apps
» 250M phones
» 1/3 of all app opens



The adoption curve for modern conveniences
has shortened considerably

Adoption curve since 1900

ADOPTION CURVE FOR MODERN CONVENIENECES >

100

7

ELECTRICITY ,l/\,//

/ /
I /
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MICROWAVE _

' INTERNET

1945 2005

Source: Visual Economics



The speed of smartphone adoption can be attributed to the
multiple products it has replaced

| REPLACEMENT TIME | 4
PRODUCT AVG. LIFE (YEARS)
Cordless telephone 8
Color TV 8
CD Player 6
Telephone answering machine 6
VCR 5
Camcorder S
Fax -
PC 2
Mobile Phones 1

Source: eMarketer Report Press Play: Infographic by Nicolas Rapp Soure: Appliance, Sept Issue, multiple years



Mobile industry revenue rivals GDP of the world’s largest countries
Country GDP in $Trillions

20

10

TRILLIONS (USD)

"
3.7 33 <=
2 8 2.7
us CHINA JAPAN GERMANY MOBILE FRANCE BRAZIL ITALY RUSSIA
YAHOOQO!




What does a
Smartphone Dominant

consumer look like?
Us%g/mg ?ﬁ%’?’d most of their times on their

smartgahenes-,----a{-id are using them to replace their PC
67% state that their smartphone replaces their PC, & is

the main way they access the internet

MOBILE LEAD.

75% of their digital time is a mobile device;
+50% vs. an average smartphone owner

MOBILE IMMERSED.

+50% more activities done on a mobile devices vs. an
average smartphone owner



Currently, 1/5 of users are Smartphone Dominant

SMARTPHONE DOMINANT

18%, topAy




The heaviest 20% dominate
sessions and time spent on
mobile devices

DEVICE USAGE

Light
M Medium

B Heavy: Smart Phone
Dominant

DEVICES

SESSIONS

TIME SPENT



Early Smartphone Dominants tend to be female Millennials
and parents...

Proportion of subgroups that are Smartphone Dominant
Age Groups | I 3564 W 18-34

In the US only,
Hispanics

38%

0% SMARTPHONE DOMINANT



SMARTPHONE DOMINANT
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Factors that will expedite the shift
to a Smartphone Dominant world

FTATATRTHT

Developing for larger
screens

Creating experience
for cross-screen, not
mobile only

Adapting to trends in
the app revolution




Factors that will expedite the shift

to a mobile lead world

Developing for larger
screens

Creating experience
for cross-screen, not
mobile only

Adapting to trends in
the app revolution




More efficient, better user experiences will accelerate the shift to
Smartphone Dominance

Factors that are holding back consumers from being Smartphone Dominant
Among Future Smartphone Dominant Users

Data & Internet _
Improvements S8

User Experience 4‘ 549,
(easier to type, read, easier
to browse/compare)

67%

Better Apps
440,




As screen sizes grow, engagement will increase

Average time spent per session | Minutes

\BLETS
.74 MIN

The Industry

responded with
more Phablet
choices




Phablets are the fastest growing device
% Growth in usage (Jan 2014-2015)

AVERAGE 78%

SMALL PHONES MEDIUM PHONES PHABLETS SMALL TABLETS FULL-SIZED TABLETS

Source: Flurry by Yahoo Analytics, mapped devices only, Jan 2014-2015



Factors that will expedite the shift
to a mobile lead world

Developing for larger
screens

Creating experiences
for cross-screen, not
mobile only

Adapting to trends in
the app revolution




Smartphone Dominant users want digital experiences to go
across devices

% Smartphone users agree

“I'm using multiple devices at the

same time more often than | did

ibthe, pastiaL

66% CURRENT SD

56% FUTURE SD

D4_12. How much do you agree or disagree with the following statements about devices? Smartphone Dominant In Future (n=2913)



Communication, content & search related activities currently span
across devices most

Sequential Experience Activities For Any Device — Mobile, Tablet & PC
Among those who had a sequential activity

N PR
hdf ’ —
P
EMAIL SOCIAL NETWORK CONTENT
59¢, 44, 48,

> ™

ONLINE VIDEO PHOTOS
35% 29%




Factors that will expedite the shift
to a mobile lead world

Developing for larger
screens

Recognizing that it's
Cross screen, not
mobile only

Adapting to trends in
the app revolution




Task-based apps and replacing an existing app are top reasons

users download new apps

Il Motivations to download apps B How did you hear about these apps
| Among Total | Among Actively Downloading

| need it for a Friend told
specific task me about it
93% 41%

Replace an
existing app
49%

Read
about in an
article

39%

Saw an ad
about it

39%



App replacement is done by ~1/2 of Smartphone Dominant users
each week

I’'m replacing apps currently on my device

-~ R —
e
( ® c————r \H
Notable A FEW TIMES A WEEK OR MORE
Quotable TOTAL 34%
! CURRENT SD 44%
) _ - FUTURE SD 43%
| am searching for apps ‘
that might replace some
of the apps | currently AT LEAST ONCE A MONTH
have on my phone...
TOTAL 52%
CURRENT SD 64%

FUTURE SD 62%




Growth in sessions is driven by lifestyle, productivity and
messaging apps

Changes in annual growth in app usage | Sessions

AVERAGE 76%

LIFESTYLE & UTILITIES & MESSAGING HEALTH & TRAVEL SPORTS NEWS & MUSIC, MEDIA & GAMES
SHOPPING PRODUCTIVITY FITNESS MAGAZINES ENTERTAINMENT

o ’ A - 1 a0 T T = |
Source: Flurry by Yahoo Analytics, mapped devices only, Jan 2014-2015



However, what will move media experiences even further is
phablet ownership

% Growth in category usage % over index Bl All device types Wl Phablets

SPORTS NEWS & MAGAZINES MUSIC, MEDIA & ENTERTAINMENT

Source: Flurry by Yahoo Analytics, mapped devices only, Jan 2014-2015 ]



—— FINDINGS

DEVELOPING EXPERIENCES
FOR LARGER SCREENS.

Bigger screens sizes drive mobile
engagement. They also offer
opportunity for more viewable &
engaging experiences to develop
around

WE ARE JUST AT THE BEGINNING.

IMPROVING CROSS DEVICE
EXPERIENCES.

Communications, content, and search
are the biggest opportunities as 2/5 of
all smartphone owners already
attempt to port experiences across
multiple devices

In the next 5 years, 71% of Future Smartphone Dominant users will migrate and make mobile first

This group will expand throughout the next 5 years to include all demographics, not just the early adaptors: Millennials,
parents with young kids or Hispanics

ADAPTING TO TRENDS
IN THE APP REVOLUTION.

Apps are where digital time is spent &
app replacement is what is driving
app downloads. Developers of
experiences need to think about
iteration, innovation and marketing to
drive trial




—— IMPLICATIONS

MORE SPACE.

When building a mobile strategy, companies should account for the rapid adoption of larger phablet devices.
More space = more ways to connect with your user. Native ad formats account for this size naturally and
beautifully

INTEGRATED MOBILE BUDGETS.

Mobile ad budgets should not be thought in isolation. With 2 in 5 consumers crossing devices daily, siloed
mobile budget should evolve to larger cross-device buys. Native advertising, specifically, which runs on
responsive design, is a must-buy that creates that efficiency and ease for marketers

CONSTANT ITERATION & INNOVATION.

In order to be a major player in the app game, the messaging to drive your app trial must evolve as
consumers are constantly replacing apps. Message what'’s innovative & better, not what's necessarily new

GET THE WORD OUT.

In order to drive app downloads and app adoption, developers & companies need to have a multi-pronged
marketing strategy that includes: paid advertising, creates opportunities through content marketing through
articles, and ultimately drives WOM




Quick Fire Case Studies VICES

Tech Partner & Agency

Ben Dietz
SVP, Head of Sales
VICE

Dliver Laubscher
SIP, Business Development
VICE
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CHANNELS LAUNCHED IN 2014




PLATFORM ECOSYSTEM
> @

Long Form & Documentaries Media Inventory Innovative Technologies

MUNCHIES (== HIEH
L.
MmoTHERBOARD  VIGESPORTS thump -

creatorsproject  Broadly noisey

i-D [ /uec  VICE

Short Form Series Branded Content

NETWORK

T
I

Well-known Contributors, Talent,

Editorial Features and Columns and Influencers Launch Events & PR
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MIAMI DOUBLING HIRING LIVE ROGERS
OFFICE STAFF EXECUTIVES NATION TV~ PARTNERSHIP
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HAT'S NEXT?
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ADVERTISING TARGETED TO THE SPONSORSHIP OF VICE MEDIA BRAND-OWNED CONTENT BUILT ON KEY BRAND DEVELOPMENT OF CO-BRANDED CONTENT
ORIGINAL PROGRAMMING ATTRIBUTE, IN VICE'S SIGNATURE VOICE OR STANDALONE MEDIA CHANNELS

CRUCIAL MILLENIAL DEMOGRAPHIC






Quick Fire Case Studies
Tech Partner & Agency

stacy Minero
Head of Content Planning
Twitter




Networking Lunch




