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Pregunta

¢A quien hablar y cuando en un
nuevo escenario de compray
consumo de mix de medios?
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Combining data GOOGLE PRIVACY POLICY

We also combine data among our services and across your devices

For example, we use data from trillions of search queries to build sp| When you use our services, you're trusting us with your informatiol]  we build a range of services that help millions of people daily to explore and interact with the world in new ways. Our
that we use across all of our services, and we combine datato alert] \AJe understand this is a blg responsibility and work hard to protect services include:
to potential security risks. . . .

your information and put you in control.
e Google apps, sites, and devices, like Search, YouTube, and Google Home

PfiVacy Controls This Privacy Policy is meant to help you understand what information we collect, why we collect it, and how you can
There are many privacy controls you can use, even when you're sign§ update, manage, export, and delete your information g system
Google experience you want. Wh Ou.re Seein a n ad
Privacy Checkup y y g tes, like ads and embedded Google Maps
() u g
Control whether or not search results are affected by search activity| e When you see an ad from Google's network, you can see more details:
1 e - e
EDIT SEARCH SETTINGS [Z] privacy. For example, you can sign up for a Google
Understanding h s and photos, or see more relevant search results. And
Adjust the types of ads you see from Google nabout the without creating an account at all, like searching on
EDIT AD SETTINGS (& browse the web privately using Chrome in Incognito
Vieoseditatornalindimon ettings to control what we collect and how your
e use ake ads m
ful to ys
Control whether or not your YouTube experience is 3| M

INFORMATION GOOGLE COLLECTS

G o g I e e Tum off ads from specific advertisers

We want you to undery;
YOU USE OUr SErVIiCes |t e mamia

Depending on your Ad

this data informs the ads

We collect nformation t provide bete. Cerca de 58,000,000 resultados (0.55 segundos)

Google Play ads help you discover apps you
might fike

you speak, to more complex things like

st work, you might see oth

which YouTube videos you might like, T| about sirfares to Paris on your phi o

how you use our services and how you manage your privacy cc

ages in

remall

When you're not signed in to a Google Account, we store the in

browser, application, or device you're using. This helps us do tF
, app! ) y 9 P d your emails to show you ads,

o o=

lir Google Account, which we treat as perq

We do not sell your personal information :

t . ng standards
O a nyone = ly groups that create and follow standards in online advertising:
®

tal Advertising Alliance 2

g Alliance of Canada 2

Advertising Alliance [Z

ertising Alliance @ & Network Advertising Initiative [
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No hay receta
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RAZONES
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Hoy el marketing es mas
especializado que nunca

Tecnologia + Marketing

%

=i



Todas las empresas
son diferentes entre si.




Miran, entienden e implementan
de forma diferente




Tienen_ _
conocimientos
disimiles




Manejan sus
propios
presupuestos



s <

Tienen distintos
tipos liderazgos



CONTEXTO
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La era de la privacidad:

Leyes locales y globales afectaran a todos de maner?global

8 GDPR

European General Data
(IS  Protection Regulation

ePrivacy Directive

¢ .
Google - 19.628 Tesla Facebook Youtube  Twitter mg'ggé?g'ﬁn/ Tik Tok
*
LEY: 19.628 —
19908 1999 2003 2004 2005 2006 2010 2016
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Realidad Actual Nueva Realidad

Dependencia de 3rd Foco en First
Party Data Party Data

Esto hara que la data perteneciente a la
plataforma pueda ser mas cara si se quisiera
usar para “targetear” audiencias.
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¢Quée realmente cambio?
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hidden layer

(n = 15 neurans)

output layer

/,
= 1
Z 2
; 3
= % 4
input layer =
- a 111 = =
(784 neurons) e 5
> > ——
R 6
= '
= s
m— —
— 0

Redes Neuronales
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1990 - 2010
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Computer Processing Power

100 QUADRILLION

100,000,000,000,000,000

Un trillon de veces a aumentado la velocidad de
50,000,000,000,000,000 procesamiento. (45:02)

10,000,000,000,000,000

FLOPS (- ] =

1940 1850 1860 1970 1880 1880 2000 2010 2020
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+ Data + Plataformas = + Audiencias al
mismo tiempo = cambio en la forma de
trabajar, planificar & ejecutar. »
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Como llegamos a nuestro consumidor?
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Recetas Consideraciones V



Mi madurez digital
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[ 4

Integracion de los puntos
de contacto

Mas

Revenue

Omnicanal
Todo el ecosistema

Cross Channel

Orquestacion de
Canales

Multi-Candl

Sincronizacion de
Canadles

Canal Unico
Canales por Silos

Naciente

Modelo de Madurez digital

MASS
Uno a todos

SEGMENTADO Persondalizado
Uno a muchos Uno a Uno

Nivel de Personalizacion

Contextual
Journey a Momento



6 dimensiones para medir tu madurez digital

A. Audiencias

|dentificas e
influencias a tus
audiencias mas
valiosas desde la
organizacion de los
datos?

C. Atribucion

Mides de forma
eficiente el valor de cada
uno de tus clientes?

E. Organizacion

Tienes los equipos
correctos con dindamicas
agilesy de
experimentacion en el
dia a dia de tu negocio?

B. Assets

Como evaluas tu
capacidad de generar

experiencias movilizadoras
a través de tus puntos de

contacto digitales?

Proprietary and confidential. Cristian Garcia Ivanschitz 20201 All rights reserved.

D. Automatizacion

Estas impulsando
rentabilidad y
crecimiento via un mkt
automatizado?



En que etapa del “funnel” estas

trabajando

arcia Ivanschitz 20201 All rights reserve



NOT IDENTIFIED

A P M E T = 1 N
NnApuUyVv L | - L ITINL.
RE A\AL THIE |INE
DLLUYVV | L LITINLC

IDENTIFIED
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CUSTOMER
RELATIONSHIP
PARTNER

Retention

Rentabilizacion

Tecnologia como articulador de la estrategia
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La construccion de una verdad unica

de tus clientes

arcia Ivanschitz 20201 All rights reserve



PERO DIGITALIZAR RELACIONES
HUMANAS ES DIFICIL

DATOS EN CILOS DATOS DUPLICADOS
PERFILES DE SERVICIOS

NUMEROS TELEFONICOS
EMAIL
ULTIMAS COMPRAS

DATA DE TIENDA

DATA ONLINE
CONOCIMIENTOS DATA DE VENTA

ETC

NUEVAS HERRAMIENTAS

LEGADO DE HERRAMIENTAS
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Repensar nuestro ecosistema

Mix de medios Mix digital (experiencia)

Paquetes de medios Paquetes multicanales

Proprietary and confidential. Cristian Garcia Ivanschitz 20201 All rights reserved.
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Custom Audience
Google Adwords BEHAVIOR
WEBSITE

LANDING PAGES
Facebook Ads
RELACIONAMIENTO

MAR ABIERTO

RETENCION

AWARENESS CONSIDERATION

RETABILIZACION

MAR CERRADO
USO CUPONES

Lead nurturing RETARGETING
MEDIA ONLINE

Enriquecimiento EMAIL MARKETING

Email marketing de datos

Facebook Ads

Proprietary and confidential. Cristian Garcia Ivanschitz 20201 All rights reserved.



CONOCIMIENTO

» Social Media

» Google Adwords
» Custom Audience
¢ Influenciadores
» Afiliados

» Medios offline

CONSIDERACION

» Blog

e Email

» Custom Audience
» Landing pages

* Media online

CONVERSION
» Website

« CRO

» Behavior

» Database

» Email marketing
* Media online

Google Adwords Facebook Ads Custom Audience  Afiliados

Lead

nurturing Enriquecimiento de
datos

Email marketing Facebook Ads

Retargeting
Media Online

Email marketing

CRO

anding pages

Repeticion
Referidos
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Campaign Overview

000 000000

REACH

FACEBOOK (15%)
INSTAGRAM (25%)
YOUTUBE (10%)
SEARCH (30%)

CRM (5%)
INFLUENCERS (10%)

OOH
RETAILERS
PROGRAMATIC

COMMS TASK
EDUCATION

FACEBOOK (15%)
INSTAGRAM (25%)
YOUTUBE (10%)
SEARCH (30%)

CRM (5%)
INFLUENCERS (10%)

COMMS TASK
ADD VALUE

CONSIDERATION

FACEBOOK (25%)
INSTAGRAM (25%)
YOUTUBE (5%)
SEARCH (10%)

CRM (5%)
INFLUENCERS (20%)

LEAD GENERATION
RETAILERS
PROGRAMATIC

000 000000

COMMS TASK
INNOVATION

Proprietary and confidential. Cristian Garcia Ivanschitz 20201 All rights reserved.

FACEBOOK (35%)
INSTAGRAM (35%)
YOUTUBE (5%)

SEARCH (10%)

SITE EUCERIN
SITE RETAILERS
RETAILERS

COMMS TASK
ADD VALOR

ACTION

FACEBOOK (35%)
INSTAGRAM (35%)
YOUTUBE (5%)

SEARCH (10%)

COMMS TASK
TRAFFIC

ENGAGE

FACEBOOK (25%)
INSTAGRAM (25%)
YOUTUBE (5%)
SEARCH (10%)

CRM (5%)
INFLUENCERS (20%)

—— Focus Social CRM —-

COMMS TASK
ENGAGE
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A lo mejor tu mix se ve asi

1) Marketo

s
= £3

chatbot
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Posicionamiento web vs Ventas

U X GO g|e Cerca de 346,000,000 resultados (0.83 segundos)

— o
= ) m-~:— ==y JD CRO: Conversion Rate Optimization
il | =—.| BEHAVIOR TAGS
—— ——— ——— T NAVEGACION
OOOOOOO s S 3 =" | BUSQUEDA
~~~~~~~~ o . = __f |—=I" | asanpono
B — 1= == | & 5z £ = = | METRICAS

DCU: Diseio Centrado en el Usuario

Al: Arquitectura de Informacion

| x D: Disefio de Interaccion

USABILIDAD: Eficiencia de un producto en cumplir objetivos
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rty Data

_— el e

tos que un cliente comparte con una marca

y proactiva, pudiendo incluir preferencias,

,contexto personalylaformaenlaquela = ¥ m——
aserreconocida por dichamarca.”

Forrester Research

ights reserved.



NETIZACION

El valor de mis datos —

R —

——— )

F—_— - > gy

ights reserved. . 45



1. What drives the value

exchange economy [for
d at a] 51% Discounts & 49% pL;‘r:z;ti

coupons
rewards

It is possible for marketers to know what their customers
intend to do or buy in the future when they collect data that
is intentionally and proactively shared directly by the
consumer? This is called zero-party data.

Early or \ A chance

But it's not simply a case of ask, and you shall receive. 239,  exclusive 21% to win
Digital consumers are more scrupulous than ever when it access something
comes to handing over their personal details and preference to offers

data. You need to offer a value exchange.

We asked US consumers what tickles their fancy when

considering revealing purchase intent and other =

psychographic data to brands, and it wasn't just freebies Unlocking

and red-letter prizes. 15% content 14% Community




2. What data will
consumers offer-up?

When considering the new value exchange economy, the
types of data brands need from consumers revolves around
purchase intent, product feedback and other psychographic
insights. This is zero-party data and cannot be deduced by
behavior or technology. It's freely offered directly from the
consumers themselves.

More than half of US consumers are happy to share the

products they intend to purchase in the future - gold for

marketers.

5 5 o/ My product
o feedback

42% Info on past

purchases

Info on how

29% | research and

products
| purchase

L

1 1 o/ None of these
O  types of data

Info on
products |
42% may buy in the
future

37% Demographic

Info on
o where, how,
25 /0 and why

| make
purchases



Delphia

En Diciembre de 2019 Delphia
lanzo una infraestructura para
la monetizacion de datos. La
startup ayuda a las personas a
monetizar los datos
invirtiéendolos en la bolsa de

Valores.

Ozone Al, ofrece una nueva
estructura que brinda a los
consumidores control total
sobre cuando y coOmo se
venden sus datos, eliminando a
los intermediarios y
permitiendo a los consumidores
vender sus datos personales
directamente a los

anunciantes.

Proprietary and_éﬁentia/. Cristian Garcia Ivanschitz 20201 All rights reserved.

|

4y LooMia

Loomia apuesta por la
economia de cambio dando
protagonismo y autoridad a
los usuarios. La etiqueta
recopila y almacena
informacion como la
frecuencia y duracion de uso,
Nnumero de lavados y
condiciones ambientales, que
el usuario luego puede optar
por compartir con los
fabricantes y canjear como

beneficios en block chain.




mop S pa o

e

Y

Implementa first metodos de O Construye tu
party cookies activacion de propio grafico de
o datos Introduce identidad
apturas mas ——
ID en fuentes identificadores
directas
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Profundizar en la experiencia
cliente - marca

(CRM /DCM como medio)




1A ALY LOOKING FOR HEW PRODUCTS THAT SUFY ME BETTER. | HAVE SOME
FAVORITE BRANDS AND PRODUCTS, BUT | ASTWILLING TO TRY OTMER ALTERNATIVES.
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JOURNEY STAGE

STAGE DESCRIPTION

JOURNEY ACTIONS

ONLINE/

SHARING OR RESEARCH

INSIGTHS

EMOCIONAL MAP
EUCERIN EMOTION LINE

OPPORTUNITIES

o oo
O mrass
O recemamane

This stage is where customers passively consume
media. advertising and subconsciously notice brands
and products. Maintaining positive brand awareness.
and image within is key as it will affect the customers
behaviour and decisions later in their fife-cycle

NC INSTACRAM FEED READING BLOGS OR ARTICLES WATCHING YOUTUBE VIDEDS STREAMING VIDEQ/PC ON -DEMAND VIDEOS/MUSIC

JEADING MAGAZINES/NEWSPAPERS FREE TV/ RADIO ALVEE

NG OOH ADVERTISING AUSTED INFLUENCERS

| AM ALWAYS LOOKING FOR NEW PRODUCTS THAT SUIT ME BETTER. | HAVE SOME
FAVORITE BRANDS AND PRODUCTS, BUT | AM WILLING TO TRY OTHER ALTERNATIVES.

YOUTURE

© BY WORD OF MOUTH N

UNKNOWN PURCHASE INTENTION STILL CAN'T FINDING AN IDEAL PRODUCT

SLE AND MEN) WOMEN AN MO USERS

There 18 some degree of customer loyalty from

1in 4 people

Eucerin has a good

- the competition due (o the results of the products.
ru;ulnh:.);l, wlx slr:lnﬂ 5 Use solar protection o n addition (o & medium/high knowledge of the
competitors In skincar outside the summer. benefits of sun protection for skin care.

Koy Drivers
« Textures H Higher per capita spending -
« Ingredents 9in 10 people g on dermocosmetic products.

« Familianty Don't use sunscreen

1 in 20 online searches are '
related to Healthcare.

51% of men recognize that they take care of
their skin, driven by cultural importation -
(migration) and a variety of men's products,

e

gz =

AUDIENCE TARGETING

Promote recommendation through
micro influencers close to the context
of the audience.

CONTENT NURTURING
Education about sun care and
protections all year with Eucerin SUN.

AUDIENCE TARGETING X CONTENT NURTURING

Per inan al (men
and youth) to know motivators and context of use. ::r?gm‘::sszgg:; SUN.

ded

This stage show us the point at which the customer is
prompted to respond 1o a trigger in refation 1o their
relationship with their skin and sun care. The trigger is
either a proactive or reactive response 1o an internal
or extenal influence to change something in their routine

RESEARCH YOUTUBE VIDEOS READING BLOGS OF ARTICLES WORD OF MOUTH

CHECKING INSTAGRAM OR FACEBOOK INFLUENCE

| WANT TO BE SURE WHICH IS THE BEST PRODUCT FOR ME.
1 SEARCH A SUNSCREEN THAT PROTECTS THE HEALTH OF
MY SKIN AND LOOKS GOOD WITH MY OUTFIT.

! K TRENDS AB: T HEALTH AND PERSONAL CARE

K INFO

NCREASED VITAMIN D DROP

ACTUALITY
LITY INCREASE IN SKIN CANCER DUETO LACK OF SUN EXPOSUR

Skincare is on the rise in
Latam, mainly driven by
aesthetic trends and
health issues.

Before the 20 years, we
accumulate 80% of the
UV rays on skin we need
everything life.

Key Preoccupations

+ Face Care
* Skin Spots
* Kids Hoallh

Key Drivers

About Sun Care:

¢ Outfits

* Hoallh
Hydration

* Precautions

DIGITAL CAMPAIGN / BRAND
Communication oriented to the
prevention and skin care through Oil
Control of the category SUN.

DUT SUN CARE AND POSSIBLE DISEASES

DIGITAL CAMPAIGN /| ATTRIBUTES
Communication oriented to Oil
Control Dry Touch and new benefits.

B rAEe0ok ) G00ULE MARCH NER DMLY
WATAGAN ) C NGAG DR S
T —.

In this stage at customer jouney. the users research sun
care's neads, but aiso the best attributes in different
brands. During this phase customers familiarise
themselves with brands they have encountered in the
journey. as well as seek infarmation from trusted sources

ONLINE RECOMMENDATIONS

TV/ RADIO ALVERTISING

THUSTED INFLUENCERS ON -DEMAND PODCAST

WHAT | NEED FROM MY SUNSCREEN IS THAT IT HAS A PLEASANT
TEXTURE AND GOOD ABSORPTION. | DO NOT LIKE MY FACE TO SHINE
TOO MUCH OR FEEL THAT MY SKIN IS STICKY.

OK TRENDS ABOUT SKIN & DERMATOLOGIC RESEARCH INFORMATION ABOUT SUNSCREEN AND BENCHMARK
UNKNOWN CONSTANT UPDATING ERENTIATIO N THE ST

OF TECHNOLOGY IN SUN A YAV TO HELP CONSIDE :).:ENEIISE
PROTECTION IN CONSUMERS CONTEXTS BEYOND TRADITIONAL DRIVERS

AESTHETICS IS A PRIORITY
AND THE FACE IS THE FOCUS,
The conversations around the
meme. mainly focus on women

There is a belief that because they
are brown skin, it is not necessary L
to invest as much in sun protection.

Sunscreen is no longer
a seasonal product
and is becoming part
of the daily routine.

Only 20% use
sunscreen year-round,
and 59% use it only in
spring and summer.

AUDIENCE TARGETING

Personalized comms in an extended audience
according to lifestyl i s i t: d
people, amateur athletes and parents,




El equipo correcto
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Liderazgo 2021 & +

Z - Analytics Medios & Comunicaciones
é I ; Data Scientist, Analytics Especialista de medios
Zl~ Matematicas & Ciencia g Equipo de comunicaciones

4
Y

IT team — Experiencia
Ingenieros, data -* CX, UX,

& desarrolladores Automatizacion, CRM
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do de tu verdad

liderazgos

” estas trabajando?
ica de tu cliente

identidad
ia (viajes & micro-momentos)
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