ad‘tech tokyo

Lead Generation and Customer Loyalty Strategies
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Continued Proliferation of Media Channels

SEUBITAATAT - FyYRIL

— digital TV* - podcasts* - viral*

— print - mobile* - blogs*

— digital media* - live events - VOD*

— radio - email* - retail POS*

— branded content* - direct mail - eMoney*

— gaming consoles* - DVR* - digital OOH*

— mp3/iPod* - outdoor - social applications*
— packaging - search*

— digital video* - collateral
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Japan’s declining population
Government researchers see
a looming population drop

Population projection ;’
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* Declining population
ABRED Y e

* Unchanged number of
business outlets
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How to overcome this shift?
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 Direct and digital engagement
BALIEROTORIL-Tl7—D A

* Digital engagement of social nature
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Creating leads and nurturing loyalty today
means: .
WRICHTD)—k-oxzrb—3V &
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Market the conversation
REEN—HTT4TTHB

 Tell stories, not mass communicate
TYAASa=H —‘/EI/'U:L( Ab—1)—%EE5

 Create relationships with meaning
ERDHLEFRZEHEET S

* Live your social content
V=% TUVEREKRT S

« Look at your people
KCEREHTE

- Bee ing
NEBZAL
- Make /J]oeo le feel special
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Here’s how. Together Nestlé Member Site
=%l — Together Nestlé £8H 1k

X10 more monthly site visits after one year of site renewal
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Contents:

HEESMEITUY:
#1. Kenjin Commu
#2. Walk to the moon
#3. Photo Sharing

#4. Gaming

#5. Email Magazine
#6. Point Program
#7. Direct Selling
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- Make people feel special with

an exclusive proposition
HEMGRZEICKY ., REITFHIRZENMNE S




A member-only community site.
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90% of total visitors post comments about their favorite prefectures.
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 Create and market the
conversation
SEEEIE-v—T105T B

* Tell stories
Ab—1)—%5ES

* Live social content
V=% aAVTIOVEERTD
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Consumer Engagement Content # 3 “Let’s Share Ozoni Together”

HEBESNEOTY #3 THAALOBIE

A photo sharing content. Goal of this content is to create awareness to eat more vegetables. (which is a
social issue in JPN) while capturing house wives who cook at home. They are prospects for Maggi (soup
product).
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« Create relationships with meaning

EROHHEFREMEE

* Live social content
SATBEDHD)— %)L T
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Together Nestlé Weekly Email Magazine
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- Look at our people

AZERZEHTS
- Be engaging by creating constant calls to action
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Result Y2008 vs Y2009: 70% increase in # of total applications
#5532  v2008 %f Y2009: EHER¥E70% 18

Together Nestlé Point Program
More loyalty created

A4V ILTq1EXK

Result Y2008 vs Y2009: 30% increase in direct sales
R v2008 %t Y2009: 41 L4 FIRFE30% 1

Together Nestlé Direct Selling
More leads and

more sales




