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Profilu Klienta (aka Ztoty Rekord)?
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Profil klienta to kompleksowy podglad na
klienta firmy/marki.

Opiera sie on na danych demograficznych,
zachowaniach zakupowych, interakcjach,
a takze pragnieniach, potrzebach i
preferencjach.

Zrodto: salesforce.com



Customer ID 09883454

Email Address alicia95@gmail.com

¢ N B

Loyalty Status Silver

©

Activity Affinity Hiking

©

Propensity to Purchase: Most Likely

High Propensity to
Buy Running Shoes

©,

Segments

OHOLOI® OB ®

Lifetime Value $2,565.26
(Avg. 1,852)

Engagement Score 76%
Engaged
Compared to 12K similar audience )

®
The Holy Grail:

Unified Customer
Profile

All of Customer’s important metrics are here.

Ex. Alicia has shopped with NTO through multiple
retailers and platforms. Thank to Unified
Customer Profile we know that she is a loyal
Silver Status customer.

All of Alicia’s email clicks, purchases, and service
cases are brought in to single system where it can
be aggregated and be powered by AI-models.

Through the Unified Customer Profile, we learn of
her:

e High lifetime Value of $2500

e High Engagement Score of 76% and

e  High Propensity to Buy Running Shoes
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EEE Data Cloud Home Data Streams v Data Model Data Transforms Calculated Insights v ML Workspaces Data Actions v Data Action Targets * Sarah Franklin | Contact ~ X More ¥ 4

Fl Fan Engagement Activity Feed A

Sarah Franklin

San Francisco, CA \ 1| Mobile App View Just now
Action that prompted:

Las Vegas Grand Prix

3 Customer ID 10426824 . @

¥ Email Address sarah@gmail.com a Paddock Club 30 mins

0 Phone Number (415)772-0753 Action that prompted: ago
Purchased Tickets: Las Vegas Grand Prix

Q Address 415 Mission Street

San Francisco, CA 94105

F1 Website Visit 3 hours
Action that prompted: ago
Viewed Page: Las Vegas Grand Prix
. Team Affinity _AMCLIren” Channel Engagement Customer Segments F1 TV Watch History
m F1TV Pro 1 day ago
E Activity by Channel Action that prompted:
Watched: 2022 Best Dramatic Moments
(®) Lifetime Value $7,409.26
Email Open 1day ago
. Propensity to Purchase Most Likely . o ® o ® E i P vas
F1 Website s - ® Action that prompted:
[ [ : 3
Don't miss out: 2023 Selling Out
(@) (o) (o) 1 Mobile App View 3 days
Engagement Score 93% Email Action that prompted: ago
- 0@ ® - ® @ ® Viewed Page: 2023 Race Schedule
Mobile F1 App oo o o o @] ®
View All

Powered by

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar



Fashion Group Q_ search Salesforce (9% (2

XX J
°es 8 Data Cloud Home Data Streams Segments Activations v Data Lake Objects Data Model Identity Resolutions Calculated Insights

\ . . Affinities @ Purchases Interaction Channels Purchases @ Engagement @ Outreach
Piotr Lempkowski
( Warszawa, PL

Type
Koszule NN In-Store Purchases
CustomerID 02567418 Garnitury

Spodnic I .
Email Address plempkowski@salesforce.com Swetry I Website

Phone Number  +48 600 000 000 Promotions

Rabat Powitalny I
Address Marszatkowska 1/12, 04- Sale

285 Warszawa, Polska Loyalty Club NE— Mobile App
Drugi produkt - I
50% Aug23  Aug23  Sep‘23 Oct 23 Oct 23 Nov‘23  Nov23  Dec‘23

Segment  High Propensity to Buy Category
Woman View All
Man I
Kids

Lifetime Value 2 607,49 Streetwear | Customer ACtIVIty Updated Nov 5, 2023 v

Propensity to Purchase Likely Color (ﬂ
Return 10 minutes ago
) S . o I
Light/ V;/‘h'ti — F Brand - CHINOSY SLIM FIT Z WEENA
BTC Kod produktu: 0000SP3596
ue

i Value: 399,99 zt
Engagement Score 84% Multi

. ﬁ Advertising audience - suppression
m Highly Engaged View All

Compared to 12K similar audience
Online purchase 5 days ago
V Brand - GOLF Z WEENY MERINO
Kod produktu: 0000XA3834

4 days ago

Powered By 'ﬁ'} @ E Q @ i“":f &} Engagement InSIghtS

Average Session Time Value: 349,99 zt
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$3: Sales Home Accounts Contacts  Leads

v @2e @

Dashb e

Contact

v Followi
Troy Smith S
Account Name Title Phone
Allied Technologies Accountant L, (726) 555-5626
Details Related

Q Opportunities (1)

Amount: $44,016.67

Stage: Discovery

Close Date: 01/12/2023
View All

View Contact Hierarchy

Video  Coaching ¥ Sa Ies

Troy.Smith@alliedtech.com

Activity Chatter Quip

~ Upcoming & Overdue

No activities to show.

Get started by sending an emad. schedubag
a task, and more.

v May2023

> B Mass Emait Deaver sMB Growth [+
| Asna Wolsk had a task
> B Mass Emait Eval?
Anna Wolsk had a task
> Mass Emait Webinae Invite
| Anna wolsk had a task

2024 Retail Summit



Al v Q Search

Ess Service Home  TroySmith|con.. Cases Contacts

- @262 O

Contact
Troy Smith

Account Name Title
Allied Technologies Accountant
Related Details

[ cases @)

Subject:  Fitness Tracker Issue
Priority:  Medium
Date: 03/1/2024

Vv Following Edit New Case New Note V¥

Phone Email

<, (726) 555-5626 Troy.Smith@alliedtech.com

00001005 =

Subject: Request Return by Mail
Priority:  Medium
Date: 06/29/2023

View All

| ———————

Activity  Chatter

8- 0-0-a-

Service

2024 Retail Summit
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::s Commerce Home  Commerce Intelligence

e e Commerce




Al v Q Search

@268 @

3% Email Overview  Content  Subscribers  Interactions  A/BTesting  Tracking  Return Path Platfol
Profile Management
2o Preview Profile Center 8, Preview Salesforce Center for Leads 8o Preview Salesforce Center for Contacts hatl LM E4 /K5
Order  Name Description Data Type Hidden Read-Only
1 Email Address System default for subscribers... Text No No
r ) Last Name Text No No
3 First Name Text No No
4 008 Text No No
Gender Text No No
6 Address 1 Text No No
T Address 2 Text No No
8 Zip or Postal Code Text No No
9 Language Text No No
10 Mobile Number Text No No
n Twitter Handle Text No No
12 Follows on Twitter Text Yes No
13 Likes on Facebook Text Yes No
14 Facebook Friends Text Yes No

Marketing

2024 Retail Summit
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9:41 all

< Back Marie Dupont

Activity | Dashboard

GENERAL INFORMATION

a Mrs. Marie Dupont VIP
marie.dupont@gmail.com

v

COMMUNICATION CHANNELS

D< . o

Email Phone WhatsApp

SIZES PREFERENCES

i [

36 S 38

LOYALTY STATUS

N°:56785076 DREAMER @

2650-.

Choose Action

.))
]

In-store
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OC&C Retail Proposition Index 2023
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04

2024 Retail Summit

salesforce

Shoppers expect seamless experiences on the digital channels of their
choice. Sixty percent of shoppers say they have used their mobile device
in a store.

Digital Elevates Physical Shopping

Stores Become Experience Differentiators

Store associates go beyond checkout to help retailers deliver unique
experiences. Associates spend 74% of their time on activities unrelated
to checkout.

Intelligent Insights Spark Personalized Engagement

Retailers embrace unified platforms to enable personalization. Sixty
percent of retailers are in the strategy or execution phase of their
unified shopper engagement platform journey.

Excellent Customer Service is Table Stakes for Shoppers

Bad customer service undermines loyalty. Seventy-four percent of
shoppers say it takes no more than three bad experiences for them to
abandon a brand.

Connected Shoppers 2023 (5th edition) | Salesforce



78% 65%

of customers expect
companies to adapt
to their changing

needs/preferences

61%

B Business buyers

61

of customers say
most companies
treat themas a

66% number

46%

| Consumers

State of Connected Customer 2023 (6th edition) | Salesforce
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78% 65%

of customers expect
companies to adapt
to their changing

needs/preferences

61%

but

B Business buyers

61

of customers say
most companies
treat themas a

66% number

46%

| Consumers

Online/Offline Split Evens Out

2024 Retail Summit

Estimated Share of Customer Interactions Taking Place Online

60% e
® 60% ®
56% o [ ]
52%
40% 49% 50%
20%
0%
2020 2021 2022 2023 2024
projected

Customers Who Prefer to Engage Digitally

Baby boomers

Gen X

Millennials

GenZ 61%

State of Connected Customer 2023 (6th edition) | Salesforce

salesforce
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Data Cloud Value Map: Business Outcomes

Compound the impact of core value drivers by leveraging richer customer profiles e
. . . . . salesjorce
and delivering more personalized & timely customer experiences

Strategic Objectives

Drive Customer
Growth

Inc. Customer
Lifetime Value
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Deliver Operational
Efficiency
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Data Cloud Value Map: Business Outcomes

Compound the impact of core value drivers by leveraging richer customer profiles
and delivering more personalized & timely customer experiences

Strategic Objectives

Drive Customer
Growth

Inc. Customer
Lifetime Value

Deliver Operational
Efficiency

salesforce

Value Drivers (KPIs)

T Muiltiplier effect
T Speed to value
T Data quality (AI/ML applications)

T Accelerate Acquisition

T Drive Engagement (conversion)

T Improve Reactivation (activation &
retention)

T Cross-sell / Up-sell

T Opportunity Conversion

l Revenue leakage

T Customer retention / CSAT
l Case resolution time / AHT

l Cost to Serve

T Partner Opportunity Conversion
T Inc.d Share of Wallet

T Partner retention

T Business Analyst / Ops productivity
l Security & Compliance risk

y 4

e 86% first contact
resolution

® 88% fan satisfaction

® 99.6% email delivery
rate

® 48% Inc.in CTRs

e 55% faster customer
journeys

e 4 fewer days to
maintain campaigns

e Marketing approvers
reduced from 21 to 2

b

DOORDASH

e Sllsaved / service call

® 42% faster time to
launch new products

® 90 hrs saved per API
integration built

LOREAL

e Double-digit Inc. in
AOV

® 70% Inc. in agent
satisfaction



Data Cloud Value Map: Business Outcomes

Compound the impact of core value drivers by leveraging richer customer profiles e
. . . . . salesjorce
and delivering more personalized & timely customer experiences

Strategic Objectives Value Drivers (KPIs)
. ]

T Muiltiplier effect

T Speed to value

y 4

e 86% first contact
resolution

® 88% fan satisfaction

® 99.6% email delivery

. . (& | rate
T Drive Engagement (conversion) =

T Data quality (AI/ML applications)

. (O )
T Accelerate Acquisition =

Drive Customer

T Improve Reactivation (activation &
Growth retention) 3‘1

(%]
()] .
® 48% Inc.in CTRs
g T Cross-sell / Up-sell ﬁ.ﬂ o 55% faster customer
journeys
O P H L€ ) e 4 fewer days to
-S Inc Customer T Opportunlty Conversion .1 maintain campaigns
O ° L O ) e Marketing approvers
@ Lifetime Value l Revenue leakage &5 reduced from 21 to 2
()
c
g T Customer retention / CSAT —
8 l Case resolution time / AHT DOORDASH
i i (6] $11 saved / service call
Deliver Operational | costtoserve 5 . 42% faster tme o
P launch new products
EffICIency ® 90 hrs saved per API

integration built

T Partner Opportunity Conversion

(O ]
1 Inc.d Share of Wallet [
. LOREAL
T Partner retention
e Double-digit Inc. in
AoV
® 70% Inc. in agent

T Business Analyst / Ops productivity satisfaction

l Security & Compliance risk
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Data Cloud Value Map: Business Outcomes

Compound the impact of core value drivers by leveraging richer customer profiles

and delivering more personalized & timely customer experiences

Strategic Objectives

Drive Customer
Growth

Inc. Customer
Lifetime Value

Deliver Operational
Efficiency

Platform

Marketing

Sales &
Service

Partners

Strategy
& Operations

Differentiated Capabilities

Data Volume: richer customer profiles enabled by
exponentially larger data sets

Speed to Value: near real-time processing speed
Cross-cloud: synchronization of data across clouds

Near real-time segmentation and activation
Calculated profile insights without programming
Out-of-the-box profile & segment analytics

Unified Customer Profile to drive campaign efficiency
and effectiveness

Complete 360 customer view
Near real-time data and alerts from actionable insights

Forecasting, collaboration, and lead-pass across
multiple orgs (geos or BUs)

Convert potential customers to known, unified profiles to
generate higher quality leads for partners (e.g.,
distributors, dealers)

Visibility into partner engagement across multiple
channels to develop tailored messaging and content

Analytics & insights driven by Al
Complete 360 operational view

salesforce

Value Drivers (KPIs)

T Muiltiplier effect
T Speed to value
T Data quality (AI/ML applications)

. (O )
T Accelerate Acquisition =

. . (O )
T Drive Engagement (conversion) =

T Improve Reactivation (activation &
(O ]

retention) B

T Cross-sell / Up-sell 5’1
T Opportunity Conversion g

(O ]
l Revenue leakage &5

T Customer retention / CSAT

l Case resolution time / AHT
(O

l Cost to Serve =

T Partner Opportunity Conversion
(O ]
1 Inc.d Share of Wallet [

T Partner retention

T Business Analyst / Ops productivity

l Security & Compliance risk

y 4

e 86% first contact
resolution

® 88% fan satisfaction

® 99.6% email delivery
rate

48% Inc. in CTRs
55% faster customer
journeys

4 fewer days to
maintain campaigns
Marketing approvers
reduced from 21 to 2

b

DOORDASH

$11saved / service call

® 42% faster time to
launch new products

® 90 hrs saved per API

integration built

LOREAL

e Double-digit Inc. in
AOV

® 70% Inc. in agent
satisfaction
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But connecting all of your Data isn’t easy ®

< Case Management >

++
Y

Web and Mobile = 5
( ) o8

( ML Platforms >
The average

( ERP > company (Financiql quqgement>

( Point of Sale > ] ,06] ( Analytics >

@ata Lakes & Warehouse9

different ;
& & | Order quqgement> applications : ( Human Resources >

) )
< Knowledge Articles >
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Businesses have islands of trapped data

of company

7 ] °/° applications
are disconnected

Source: MuleSoft Connectivity Benchmark Report, 2023.




IFITWAS
EASY,
EVERYONE
WOULD BE
DOINGIT,

AND YOU
WOULD

NOT

HAVE AN
OPPORTUNITY

2024 Retail Summit




Leaders in the Customer Data Plaiform
category

Figure 1: Magic Quadrant for Customer Data Platforms

Tealum @ @ Salesforce
@ Treasure Data
BlueConic @
@ Adobe
.Twilio
ZetaGlobal @ ° @ Actiong
Amperity
A
@ Oracle
mPartide @ @ Redpoint Global
@ Zeotap

(= @ Blueshift @ Leadspace

=

2 @ Dun &Bradstreet

&S

2 @ sAP

>

=

s}

@

<

COMPLETENESS OF VISION > As of February 2024 © Gartner, Inc

Source: Gartner (February 2024) Gartner
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ow Data Cloud Works

CRM Data

L] <@
)=

1P Data

3P Cloud Storage

f

Any

APIs & SDKs

MuleSoft
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ow Data Cloud Works

L]
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Batch and
1P Data

Streaming
P Cloud Storage Ingestion

w90
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Device J

APIs & SDKs Scale Data

MuleSoft
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How Data Cloud Works

L]
o <

1P Data Batch and

Streaming
P Cloud Storage Ingestion

= B

Any

Device J
Ty

APIs & SDKs

Scale Data

Data Models

MuleSoft
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Data Mapping

Map disparate data source structures to a common model

Disparate Schemas Data Map Canonical Data
Model
Al ¥ | Search Salesforce (%]~ 20 A o
Contact _—
Salesforce Genie Home  DataStreams v  DataPrep  Datalake Objects ™  Data Model Identity Resolutions \  Segments '  Activations \/
FirstName
LastName — Lo - s
MailingStreet v o o | e .
Phone ’ Individual
S’ Sehtoe ’
firstName
Subscriber == lastName
amsoonortne pll - middleName
Email — o : = : - preferredName
Sl — > X militaryServiceId
Q —( = s P = birthDateDay
o
pa— pt —g) birthDateMonth
[Eo— o ;
Guest e | FERNNR . Py birthDateYear
p— ® ANY PEY — birthDate
Lrstiiame | E— ¢ N\ contactPointEmailld
lastName © \
email o mailingAddressId
mobilePhone = AR = = mobilePhoneld
s FANGINNNS Z;: leadSource
o \\ \ \ o
Customer Invoices 2 NN
O\ & X \
First_Name ¢ AN IR N\ e
Surname  — 4 VO ~ : =4 =
Address_1 o AKX\ NN N6
Adddress_2 [\ \ ) [ <> —
° >

G Ingestion and Modeling
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How Data Cloud Works

L]
o <

1P Data Batch and

Streaming
3P Cloud Storage Ingestion

M9 O
Any

Device J
Ty

APIs & SDKs

Scale Data

Data Models

MuleSoft




How Data Cloud Works

g <
R =
Batch and

Streaming
Ingestion

A

Scale Data Data Models

dll

Analytics and
Insights

Q

Business
Intelligence

stomer Graph : ﬁ

Al Predictions

2024 Retail Summit

salesforce




How Data Cloud Works

L S
()
Q-
Batch and
Streaming
Ingestion
= B

A

Scale Data Data Models

Analytics and
Insights

Q

Business
Intelligence

Customer Graph ﬁ

Al Predictions

2024 Retail Summit

salesforce

7

Apps and
Actions

Activations




Einstein 1

Now AI works for business &
everyone can be an Einstein

Integrated

Intelligent
Automated

Low code & pro code

Open

salesforce

5 Slack @ Canvas (Quip) i+ Tableau Heroku Google Workspace @ Microsoft 365
( )
—_— CRM apps ——
Data Cloud P fdiskios Einstein
Q) service : g
Real- ) A Einstein A
time @ Marketing » @ Trust .
data Layer
B Commerce g e I
E &
¥ Analytics e =
? Plaiform ! ﬁ

Metadata framework

& AppExchange @ MuleSoft



Formula 1 Wows 500M+ Fans With
Salesforce

W
Delights fans with personalization based on \, Timetovalue | Successmetic
location, content preferences, and favorite driver =~ 5 880/

(o)
Creates real-time fan journeys full of months fan
one-of-a-kind offers and exclusive deals satisfaction
Offers meaningful interactions to turn new fans
into loyal ones and fuel sustained growth o

: (<] first contact

worldwide 86 resolution

Achieves net zero by 2030 with the ability to
track, analyze, and report on carbon emissions

-
salesforce o
99 6 /o email delivery
| |

Partners with Salesforce experts to co-create rate
roadmap of the ultimate fan experience

Global Partner of Formula 1°

F @ @ @ 4 & 8

Platform Sales Service Marketing Net Zero Partners Success Data



Carrefour Pioneers the Rise of the
DigitalRetail Company
Unlocks robust ecommerce platform to handle "

significant spikes in traffic without impacting the ] 3k Si‘;?i'g‘;‘;ajif;:};;”
digital experience

Creates a single view of each customer to deliver a
seamless omnichannel shopping experience and o

H i i Increase to NPS between
simplify customer service 20 /O ol s

Gains access to more data to create unique customer
journeys delivering over 400 million personalized
emails per year and increasing customer satisfaction

Continues to unify technology stack to pursue vision “Salesforce gives us the

of becoming a DigitalRetail company by 2026 freedom to focus on
our core mission:
g making our customers'

‘4

lives better”

I H Miguel Angel Gonzélez Gisbert
salesforce ! ' Q 7 ;++-+._|. Global Chief Technology
+++ & Data Officer

Commerce Sales Service Marketing Platform Analytics



Creating Sophisticated and Personalized
Customer Experiences

%

increase in click-

Engages customers with push messages and o
°
] 55 through rate

notifications based on their physical location, to
connect with them in real time, across all channels
and based on their shopping behaviour and trends W«

Uses Al text enrichment to empower each client »" % increasein
advisor with a distinctive, ‘Guccified’ tone of voice 50 conversions
G ' l ‘ ,( |I that will enrich customer conversations

Allows customer service agents to connect with

customers across WhatsApp, SMS, and WeChat, 'I 60/0 incre?se in revenue
enhancing sales by sharing product purchase links S;rer:p;vizns
Creates business insights across HR, finance, retail,
and supply chain departments to facilitate more

9 months

intelligent decision-making

' Q *J;Lj: @ i & ‘

Service Marketing Tableau MuleSoft Slack Partners Success
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Al amplifies the Gucci voice across client

service centers

Uses Al text enrichment to empower each client
advisor with a distinctive, ‘Guccified’ tone of voice
that will enrich customer conversations

Customized dashboards ensure advisors have
powerful data and insights at their fingertips

Moves customer service agents away from set
templates and accelerates their learning curve

Al-generated replies have shortened the learning
curve for new team members by training them on
the Gucci voice quicker and more intuitively.

Scales easily to accommodate peaks in demand,
such as Black Friday and Christmas

S ¥ @ & s
Al

Service Marketing  Tableau Slack Partners

4 K Al-generated chats

e

y‘30°/o Increase in

conversions

“Secure and certified data are at the heart of
Gucci Al solutions. Our customers trust us
when they put their personal data in our
hands.”

Gilberto Tosca
Chief Technology & Information Officer
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How Home&You multiplied Conversions in
its Online Shop with Al Recommendations
)

Al recommendations in the web shop provide 10 % —

rise of the number and value of the products in the <6 Ti%’;ttg Market

basket

Cart abandonment reduced by using transactional y‘

emails: Abandonment dropped from 75% to 26 % 3X less abandoned

baskets

Newsletter conversion rate is 19%

50% less time in case resolution thanks to 500/ less time in case
O resolution

standardization and omnichannel approach in

customer service processes with Service Cloud w

All information in one place -> 360 degree overview “We wanted to increase
the number and value

of the customer ° of products in the
shopping cart by at least

5%. We have

Tomasz Zelazny ~ Significantly exceeded
Q ' E-Commerce this minimum target
Director ofs 1
. . and are now at 10%.
Marketing Service



“From zero customer data to
big data in two years - thanks
to Salesforce."

Bartosz Zaborowski

Head of E-Commerce, Ziaja, Poland

How Ziaja augments shop advisors with
digital, behavioral and offline data

Human-first-approach: With Salesforce Personalisation, shop assistants got an
efficient solution for upselling new products based on customer preferences. This
allows Ziaja to sell 3-5 products more per day in each store.

With Marketing Engagement & Personalisation, Ziaja manages segmentation
dynamically and in real time and as a result won many new loyalty club members.

Ziaja is able to deliver a great phygital experience thanks to new technologies that
link in-store retail and e-commerce to improve customer experience.

100% 125,000 +180

return of implementation costs loyalty club members personalised POS
after 3-4 months within 1 year

a © 6 v @

MARKETING  INTEGRATION  TRAILHEAD SERVICE DATA
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What is Retail Media?

Retail media is an advertising business that a retailer sets up
to allow advertisers to buy advertising space across the
retailer’s owned (onsite) properties and paid (offsite)
media, using consumer data to connect with target audience
throughout the buyer journey.
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Retail Media’s potential value
WIN-WIN-WIN for consumers, brands and retailers

2 @

For consumers For brands For retailers
Targeted advertising that Direct access to the Build a high-margin
Is relevant and addresses targeted market and business to drive

their needs and desires measure campaigns E-commerce innovation

against product sales

5
M‘A



ey oy 2021 |

The $100 Billion Media
Opportunity for Retailers

MY pr 2021 |

CNBC

Amazon’s ads business is generating
nearly $7 billion a quarter, and growth
is accelerating

ProgRSEER
Target Hires Google Exec to Lead
Retail Media Company

BUSINESS gop
INSIDER

Walmart's advertising business doubled as the retailer
continues its mission to morph into an ad giant

WSJ

How Walmart, Kroger Plan
to Become Advertising

Giants

Retail titans can capitalize on the pandemic-driven surge in e-commerce by
revving up their online-advertising plans

A million dollars isn't cool.
You know what's cool?




Value of Personalisation

The -example

Total Revenue BS

648 ...

Online: 100B$  YoY

Operating Profit B$

2 7 +10,2%

YoY

Retail Media Revenue BS

3,4 ...

YoY

RM Operating Profit B$

2,72

considering 80% margin

salesforce

Takeaway

0,5% of Revenue
contribute
10% to profit!

Retail Media is
changing Grocery

and
Personalisation is
at the center of
everything

CAN
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Single View of Truth for Retail Media
helps finding the best Inventory and Target Segment for a Brand & Product

= Product (SKU Campaign
O (SKU) () paig

Insights ‘ Insights
Brand & .

Q Agency

. : Medi
Relationships @ Inveer?tlc?ry




Retail Media Solution Overview

Supercharge your Retail Media Network with automated, intelligent, real-time data
across every aspect of advertising operations

). y EXECUTION
AD SALES & OPERATIONS =

REPORTING

1ST PARTY DATA MANAGEMENT O o

Advertising Sales &
Operations for Retail

Ehe Nework Eimes  FJ  VIZ2IO YrananianTire | HandS
= Wbgreerns

N

. Y
aRegione SiCY e @i Forbessa stuff

MuLTICHOICE

ENRICHING LIVES

WV C orreidl ey
Bloomberg 45 Beatport % aAXS ““=9 Zarido eggyT »( XING nn Yyouas &
- mercado SEVEN WESTM A

NBCUniversal TG YTl pouarcenerar  [ETVA “, ONEFOOTBALL @ @@ foxtel ™



Customer 360
IS your single
source of truth
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Kluczowe wnioski

#1 Unikalny profil klienta to nie *
ztoty graal - tylko procesy,
kompetencje i technologia. Inni N Y
juz to robiq '

#2 Dane 1P to budowanie Waszej
przewagi i revenue
(personalizacja online & offline,
retail media)

#3 Start now, don’t stop,
| pamietaqj:
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BETTER THAN,PERFECT




Salesforce >> stoisko #14

Sukces w Retail: Wykorzystanie
danych, sztucznej inteligencii
i CRM

Dzi§, godz 12.20, scena gtéwna

Piotr Lempkowski

Retail Lead | Salesforce
plempkowski@salesforce.com
linkedin.com/in/piotrlempkowski

Dziekuje!

salesforce



