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The Digital Advertising Landscape is experiencing a paradigm shift

Brands need to be more
strategic, prioritizing a durable
privacy-forward data strategy

A clear roadmap needs to
be set to collect, activate, and
measure first-party data

Marketing teams must break
down silos between products
and enable multi-channel
execution

Source: BCG Digital Marketing Maturity study 2020, commissioned by Google



The main challenges we come across

Data Silos

Inability to bring together
marketing and ads data from
multiple systems, platforms and
point SaasS solutions for holistic
insights

Understanding ROI

Struggling with understanding
Return on Ads and Marketing
investments through channels and
adjusting spend across media
channels based on models

£

Marketing Innovation

Inability to quickly infuse Al/ML into
marketing activities to develop
first-party, differentiated audience
segments and understand customer
churn or lifetime value



We can make the most of your data insights to action

Trendspotting
Better together Data Driven Segmentation
Sentiment Analysis
‘ Lifetime Value Prediction
Ads

Personalization Engine

Predict Marketing Outcomes
Google Cloud

Platform Purchase Prediction

Google Marketing And more...
Platform



Drive marketing and customer service success with
a Customer Data Platform
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Breakdown Data Silos to Visualize and Share real-time, Al Personalize marketing and customer
connect sources, leverage and ML-enriched insights across experiences by activating data in
native integrations and gain a the organization to empower your marketing & customer service
holistic view of the customer data-driven business decisions platforms to increase customer
and customer segments engagement and grow sales

‘ Collect & transform 0 Analyze & visualize

Google Cloud



Marketing Analytics

Q Build the foundation for ML and Al
Simply data operations at scale

BigQuery
Data sources e @ %
Build your Train our Call our
.\ ..l @ o

own models state-of-the-art models perception APls

Ads GA 360 Salesforce GMP Flat Files Data your data + your model your data + our model our data + our model
m=— - . 5
= O Ei © Google Machine Learning
FTP API SAP Youtube Social
Media
Data types

Tee up real-time insights to your business
& Customer A Sales & Marketing

A

1" Network E Operations $ E O\ E \
Comprehensive, Governance & Integration with
$ Cost & Operations Data API real-time insights standards existing tools
Monetization Marketplace

maintenance
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Google Cloud can help you make the most of your data

(] \
Unlock Consumer
Insights

Bring together data (Ads, Web, CRM,

Marketing etc.) from siloed systems
to gain comprehensive insights into
campaigns and consumer trends

° Ease of integration - Google
Ads & GMP

° Real time Insights Zulily

£Y Google Cloud

Predict Marketing
Outcomes

Leverage Google Cloud’s leading
Al/ML capabilities to build custom,
data-driven audience segments with
self-service analytics

o Empower End users: BQML using
standard SQL 20th Century Fox

° Lower TCO: Serverless and
interoperability

Activate Across
Channels

Activate data-driven audiences
across channels (Ads, Email, CRM
etc.) and measure campaign
performance

° Faster time to value: Looker
Blocks for Marketing


https://cloud.google.com/customers/zulily
https://cloud.google.com/blog/products/ai-machine-learning/how-20th-century-fox-uses-ml-to-predict-a-movie-audience

How to get started improve targeting the right audiences

Remark:

Select market and
target segment to
work upon

Select campaign

e Define Goals & KPI's

And define strategy to measure
and track KPI's

T Audience Data Quality

1 Segmentation Precision

TNPS

| Cost per Acquisition

I Analytics 360

u YouTube Ads

.\ Google Ads

Facebook/
@ Instagram

>

Dynamics 365

0 Collect & Transform

w

Create a richer customer profile

Collect 1P, Analytics,
Social data

2P or 3P data?
Enrich profiles,
create holistic view

o,

O

Looker

(1) Q BigQuery

Analyze & Visualize
Identify high value targets

Evaluate data quality
Use predictive
modelling to identify
highest value
targets

Build marketing list

A.

B.
C.

.\ Google Ads

S | Personalise
V" Diigital Channels

1o

Activate

Seamlessly pass to audiences

Google Ads
a. 1P Lists
b.  Google Audiences
c.  Customisation
Personalise
(optional) Salesforce



Innovation
Accelerator

Transamerica + Google



Value Discovery & Delivery

Innovation Accelerator

From a business challenge to a plan for success

Stage 1
Initiate with exec sponsor Stakeholder Interviews (max 6) “Art-of-the-Possible” Deep-dive: top 3-5
Inspiration Session business opportunities
Select focus area Debrief & Align: what are we solving for?
10X Ideation Brainstorm: . .
Identify stakeholders for Appoint “change champions” for the identify business Visualization & plan

interviews program opportunities prototype

STEP 3
STEP1 STEP 2 Inspire & Ideate
Prep Vision Workshop
[1 Day]

T ) .
o O oF—0" e

Delivery team: Google Innovation lead (a.i.), implementation partner (tbd), Google account team, Engineering/Practice leads, ONE Google collaboration

STEP 4
Business Hackathon

Transamerica team: x-functional change champions (business & IT), executive sponsor

L 4

Stage 2
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http://g.co/cloud/finservsummit21
https://docs.google.com/spreadsheets/d/1hPLAZ0LCd9362_PbwcxZXWUTb_EI2IFkmaifWI3wdN0/edit#gid=0
https://docs.google.com/spreadsheets/d/1hPLAZ0LCd9362_PbwcxZXWUTb_EI2IFkmaifWI3wdN0/edit#gid=0

Strategic (10x) Vision of Large European Bank

To accelerate our vision to be a personal bank in a digital age we need to better:
1. Find & activate young affluent customers and
2. engage in a continuous conversation based on their lifestyle needs and preferences.(incl.
Workplace solutions)
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9:41 all T =

2 Playbook ®

Gebaseerd op gegevens van 21 juli 2021

QQa

#1 Minder werken #2 Een wereldreis #3 Beginnen met
September 202 maken beleggen
December 2022
B Prioriteit #1 Minder werken e

Deadline september 2021

Top acties

[e) Verdeel je nieuwe maandelijkse >
inkomen (~€4.800)

[e) Pilot: Leef naar je nieuwe >
inkomen voor een maand

Alle acties

Prioriteit #2 Een wereldreis maken &
Deadline december 2022 .

Top acties

(© Zet elke maand €1.225 opzij >

O Verlaagje maandelijkse >

_—
Get insight into your
progress based on the
priorities you've set

r money wc

-——

[ money by getti
pudget to the right bt

2 informed
sions
|}

Vlg%lize choices and
trade offs (i.e.save for
retirement, switch jobs),

understand how
decisions will affect you

W ‘
‘ We recommend\relevant
products, and bodsters

ork

Connect to advisors,
experts & coaches,
securely sharing your
priorities and financial
position for relevant and
hassle-free advice




Customising Campaigns to
Reach the Young Affluent

Grand Slam your way to financial
freedom, Jamie!

16:45 © @ & B

Novak Djokovic vs Roger Federer | Wimbledon v
2019 | Full Match
n - 1 jaar

PN Jamie is watching tennis on YouTube

37K 1,5K Delen Downloaden  Opslaan

Wimbledon

She gets an adjusted creative content
based on her interest in Tennis and
intent to purchase an apartment

VLAM Gra r
o way into financial
', freedem

A click on the advertisement leads her
to VLAM

Grand slam your way into financial
freedom with VLAM

Note: Will not apply to people who've chosen not to see personalized ads



Appendix



We are living in the predictive era, an opportunity for growth

Reach and engage your Target the right customers at Sophisticated algorithms,
customers more effectively by the right time with artificial intelligence and
bringing digital measurement to Programmatic advertising. machine learning to anticipate
your Broadcast advertising. consumers’ needs and interests.

T




The better you organize data across the firm, the faster you can select the optimal
ROAS to grow at any given time

Pricing

Risk Engineering Finance

Underwriting -t . . .
9 View of the entire business =" Claims

Distribution & Marketing Enterprise Risk
i i

Reserving

Google Cloud can help connect each division to a shared data hub, enabling each division to have ‘right-now’ visibility into other
areas, and providing leading data & analytics capabilities for better business decisions



Google data can help improve your understanding of customer value

Your 1P customer + Conversion data from GMP / —-— More dynamic
data Google Analytics _— predictions of value

Device

Operating system
Browser

Ad creative
Content category
Language
Application

Time of day
Conversion path
Search network partner
Actual query
Location

etc. etc. etc.



Use BigQuery to Consolidate Data Sets

Customer Objective: Use 1P data for smarter media buys and optimization

Challenge Solution Enhanced with Cloud
1P data can help smarter Use BigQuery to store all Create match tables to join
bidding but data is data sets (ads, CRM, 3P) tables into a single customer
unorganized or (Tech Infrastructure Consolidation) view

inaccessible to media (Storage Moining)

teams

Leverage APIs to automate

data processes
(ie into dashboards or ads platforms)

'AMERICAN q’p



Use BigQuery to Drive Valuable Conversions

Customer Objective: Drive more customers to convert

Challenge

Conversions are delayed
or occur offline, making
it a difficult to optimize
towards

WELLS ?j
FARGO FSBO.com
DO IT YOURSELF...DO IT FSBO

Solution

Train a model to optimize
media towards users with
site behaviors indicating a

high-likelihood to convert
(Predictive Analytics)

Enhanced with Cloud

Combine GA360 log data

+ 1P/Offline sales data
(Storage MJoining)

Build custom model to
predict conversion at time
of signup (not possible with

conversion probabilities)
(BQML)

() Square @ TaxZAct  SoFiss



Use BigQuery for Cookieless Measurement

Customer Objective: Better measurement across all digital tactics

Challenge Solution Enhanced with Cloud
Youtube or CTV are Build a durable attribution Combine media data across all
blind spots in current model across all digital digital channels: GMP, social,
MTA reporting tactics cost data

(Data Driven Attribution) (Storage MJoining)

Various DSPs and social

channels are siloed in Build customizable model using
reporting aggregate (not user-level) data

for smarter media optimizations
3P cookie deprecation (BQML)

P PayPal CHASEOQ H|s%":'ox E



