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McDonald's Japan
Cutting Edge Mobile Marketing
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McDonald’'s mobile membership

s T HTRET2400/A AN 24 million membership

« M)METH—1R21200/8 A

12 million mobile wallet members

« ETHEFIZHI Full mobile platform

—Feature phone (Docomo, au, Softbank)
—Smart phone (Android, iPhone)
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using waving coupon _ _
Collects receipt data w/ membership #

Segmented approach

Real time business tracking
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Tens of millions transaction data/y
(FRMTAICRABRET—20DER)

o

CRM based marketing
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Tips for mobile marketing
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Customer’s decision process

-

All contents have to be for moving forward their process
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Tips for mobile marketing
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How can we contribute grow sales by mobile?

-

 FOocus on customer demands
» SImplify customer experience
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Feature
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the new car, the new marketing
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LEAF X mobile
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Apps.
EV-IT (iPhone. Android)



http://www.youtube.com/watch?v=k4QaHQ7R7Co&feature=player_embedded
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the new car, the new marketing
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Mobile Marketing.
Smart Phone TZHYZEH 3B
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Traditional Mobile Marketing GdteCh tOkQO

Mobile

CRM
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e-mail marketing
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Synergism to other business
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Transmission customers
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Clear benefit is necessary for Apps. 1. Behavior support 2. Handy 3. Incentive 4. Unique
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[R2—=b73THTZR877)DLE] Brand Apps DL rate by Smart phone
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Smart phone use (Social) GdteCh tOkQO
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Buying behavior
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Success or Loose?
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Point of Views 3. <Expense>
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