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saw Site.conversion rates
increase In 2016.

2 0 / of digital business retail pros
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‘ On average, European online

adults spend 3.3 hours
reading media content online

each week.
8




...but buyers report information overload.

“Considering the material your receive from vendors, how much do you agree with the following
statements bout the content you are provided?”

(8, 9, or 10 on a scale of 1 [completely disagree] to 10 [completely agree])

2017

. Much of the material

. 40
is useless 54%

4

ri1 B Vendors provide me
i = with too much

l- material to sort
through

| get most of my
information from
other sources

Base: 214 global IT and business decision-making professionals in the US, the UK, Germany, and France
*Base: 210 global IT and business professionals in the US, the UK, Germany, and France

Source: Forrester Consulting’s Q1 2017 Global Marketing Content Credibility Online Survey

*Source: Forrester Consulting's Q1 2016 Global Marketing Content Credibility Online Survey

60%

66%
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0 of EU online adults
2 /o have bought online in
the past three months
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European Customers Growing More Digital

Digitally impacted sales €1 trillion
55%

by 2021

Direct online sales
17%

Total European Retail Sales Forecast, 2021



DAM Of Today Plays A New Role

Review & Approval

ov e DAM

Brand Portal




How DAM Supports The Entire Content Lifecycle

Insights Create

Deliver Review
Organize




of global marketing decision
NELCICEEVAUYAJET R (e
Increase spend on content
and personalization this
year.
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RANGE ROVER

THE PINNACLE OF REFINED CAPABILITY

@ BOOK A TEST DRivVe

Land Rover places its car in
a realistic, desirable location.
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@ USED CAR WNER® KIA FLEET RENTAl ABOUT KIA @ Test Drive #® Brochure

COMPACT CARS MCANTO RO NEW SOuUL SOUL EV  VENGA

Picanto Profile Kia Picanto Reviews Finance Calculator Colours Pricing Gallery Specification Picanto Chilli Picanto Chal
Kia Picanto 3 Door Accessornes Kia Picanto 5 Door Accessories Request a Brochure Emissions View he iBrochure Requesta |

VIEW THE IBROCHURE REQUEST A TEST DRIVE

Kia’'s vehicle floats Picanto 1
in templated white e
space formatted
for eCommerce

Body coloured bumper
Bulb-type daytime rur
Front electnc windows}
Remote central locking
60:40 split folding 2nd

RDS radw/CD audio wr

Trip computer

nages shown 1 USir aton purpeses only

Electronic Stability Cor
Control (HAC)
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Why Is DAM Appealing?

Consistency of graphics and media
Content personalization that drives greater

Improved Customer

Experience engagement
. Content recreation savings
fostavng Reduced legal costs
0 Reduced time to find and asset
Efficiency

Improved search

Brand consistency

Brand Metrics Campaign uplift

@ 2018 FORRESTER. REPRODUCTION PROHIBITED.



of digital business leaders
ranked improving the
understanding of customers'
needs and interests as a top
content priority.
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Sephora customers upload and tag looks with
the products used to create them.
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Capitalize On Trends That Drive Customer Obsession
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IT Is Investing in Content Trends

Which of the following technology initiatives is your IT
organization prioritizing over the next 12 months?

Increase our security and privacy capabilities
Improve the use of data and analytics technolo

Increase the use of cloud
Invest in digital experience technologies
Create a mobile and tablet strategy for customers
Upgrade or replace our legacy business..
Simplify IT architecture
Create a single view of the customer
Develop smart connected products or connected assets..
Shift spending from systems of record
Invest in Artificial Intelligence/Cognitive technologies
Invest in Virtual Reality and/or Augmented Reality

0% 10% 20% 30% 40% 50% 60%

Source: 2017 Forrester Business Technographics Priorities& Journey Survey
Base: 18,277 Business and technology decision-makers and influencers

@ 2018 FORRESTER. REPRODUCTION PROHIBITED



. 4
.
\ “
s .
/lovoll: /, !

A\

.

Jo - )
3 ..}.( “

.
)
1 ‘,111 0
dudr
- . n,
& !

(0




All Major Geographies Show Growth In SaaS Spend

Global Business Application SaaS Revenues By Region
$80
$70
$60
$50
$40
$30
$20
$10

$0

2016 2017 2018

B Americas Europe, Middle East, and Africa Asia Pacific

Source: SaaS Adoption 2017: If You Aren't Using SaaS Broadly, Your Business Risks Falling Behind, Forrester, 2017
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The Shift To Cloud Eases Adoption And Scale

» SaaS means greater scale,
faster deployments.

» Enterprises can run on latest

code, scale, and replace capex
with opex.

» Companies get updates weekly
VS once a year or less
frequently.

» Easier to access cloud
deployments.

@ 2018 FORRESTER. REPRODUCTION PROHIBITED.



Cloud Fits DX Trends Like Integration Needs

What are the most important characteristics when selecting a solution? (please pick
up to three)

Easy to integrate among front-end components . 64% A
Using best-of-breed applications IEEEE—————————————— 397 V
Being able to deploy in the cloud NEEE———————S— 34, A\
Vendor with presence in my industry I 32% A
Pre-built capabilities for my industry N 30
Low cost relative to other solutions N 20, =
Availability of service provider partners N 29°, A
Easy to find developers for the products NN 17% V
Getting all components from a single vendor (suites) N 11% A
Vendor I've worked with before N 8% V
Other (please specify) N 9%

Source: Forrester's Digital Experience Delivery Online Survey, Q1 2017
Base: 294 Digital Experience Decision Makers
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Content Organization & Atomization Powers Reuse

Global Travel/Hospitality Brand| |Global CPG Brand

p “Content reuse is the holy grail | p “We spend exorbitantly on new
for us like it is everyone else.” content every year and we

p “Priority from leadership is to nBed 1o Ngure:-oula betarway.

build a culture that inspires and | p “Breaking campaigns into the
Informs each other.” smallest atom helps enable

b “Our DAM is meant to foster reuse.

collaboration rather than enforce| p “Our challenges aren't just
silos.” technological.”




Brands Must Evolve To Increase Influence And Reach

What actions is your firm taking to
increase brand influence and reach?

Improve our digital sites (mobile and online)
Change/improve our creative strategy
Initiate or extend social media activi-ty

Improve reach of marketing spend

Develop stronger integrated plan across channels

Increase advertising, paid media spend

Shift marketing spend from traditional to digital
Improve use of influencers

Improve PR influence

Invest in marketing automation

Invest in thought leadership content

S
X

5% 10% 15% 20% 25% 30% 35% 40%

Source: Forrester's 2017 Priorities & Journey Survey
Base: 4,299 Business and technology decision-makers and influencers whose priority is to increase influence and brand reach in the market
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Atomization Is Essential To Omnichannel Experiences

o,

=
J |
11

Ongoing needs Semantic chunks On demand Ready for automation

Recurring customer Content models allow Content can move Designing for common

needs and contexts experience designers to between repositories and  transformations

inspire connections in ~ pull content based on its experiences based on (e.g., reformats or

teams, plans, and utility to the customer, in prebuilt and managed translation) allows for

repositories. the moment. connections. automation across
experiences.

Source: Omnichannel Strategies Demand A New Content Approach, Forrester, 2018
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Analytics Drive ROl And Content Strategy

» Business users want insights

where/how assets are used and
their performance.

» Analytics fuels content
personalization and creation.

» Brands can use the data to
extend content consumption
metrics with impacts on
conversion rates.

@ 2018 FORRESTER. REPRODUCTION PROHIBITED.



A Central Hub For Content Unlocks Silos

Social listening and

Lead generation ‘
. . —
Interaction =

and campaigns

Customer support

«(.E;[E“J @

T
Merchandising Em

and chat g
R
Testing,
g optimization, and Commerce and gl
analytics order management Em

© 2018 FORRESTER. REPRODUCTION PROHIBITED
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Thirstie’s unique site content improves customer experience,
attracts repeat visits and drives higher conversion rates.
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Brands Look to Al and Machine
Learning To Help With Organization

» Brands benefit from time
saved on content tagging and
search.

Is Adult Content: False

£ Categories: people_swimming
eatures:

» There are also insights on .
how to create better content. |ows oo o s smminssa

of water”, "confidence™: 0.7850108124440484 ) 1)

Tags [ ( "name™; “water”, “confidence™; 0.9996342794799805 ), (
. ‘name”: “sport”, "confidence": 0.9504992365837097 ), {
) AI beg I n S to pave th e Way fo r "name”: "swimming”, "confidence™: 0.9062818288803101
*hint™; “sport® }, { "name”: “pool”, "confidence’
0.8787588477134705 ), { "name": "water sport’

aUtOmated Content Creation_ “confidence”: 0.631849467754364, "hint": “sport” } |

Image Format Jpeg
Image Dimensions 1500 x 1155
Chip Art Type 0 Non-clipart
Line Drawing Type 0 Non-LineDrawing
|mage source: Microsoft Black & White Image False s
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Al’'s Challenge Is Changing
L e B ™

Source: BMW website

© 2018 FORRESTER. REPRODUCTION PROHIBITED.



Al Begins To Repair Broken Life Cycles
@ (&> Sense

Sense ¢ Image and video analysis
¢ Facial recognition

e Speech analytics

e Text analytics

¢S Think

¢ Machine-learning platforms

* Deep learning platforms

-. Learn e‘&‘

Act Think -. Act

¢ Natural language
generation

Source: The Rise Of Content Intelligence, Forrester, 2017
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Tesla Motors @ il Like Page

Autosteer makes for a safe 130km commute down the Swiss freeway.

Tesla uses its blog to keep
customers informed and to
feature user generated
content.

Tesla 7.0 Autopilot: a perfect commuter feature

| can confirm the immodest statement of many owners and test drivers of the
Model S, that itis simply the best car ever. Not even the highest priced car is
comparable to the advanced innovative features found in the Model S.

@ 2018 FORRESTER. REPRODUCTION PROHIBITED



Embrace DAM To Support Customer Obsession

Key Takeaway __|Action

Analytics Use analytics to prove content ROI by taking into account
both the upstream and downstream. Use it to optimize
content for conversion by leveraging insights during the
creative process.

Artificial Intelligence  Apply it to large libraries of content to fill gaps in metadata
or surface additional tags that may be absent. Combine Al
and analytics to understand what good content looks like.

Omnichannel Use content atomization and cloud deployments to

Delivery decouple content from the CMS to enable dynamic content
and personalization. By atomizing content and overlaying
analytics, you pave the way for automated content

creation.

© 2018 FORRESTER. REPRODUCTION PROHIBITED.
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HOW INTELLGENT DAMS
FUEL CUSTOMER OBSESSION

Real cases




Contentintelligence.net
R IPR INTRO

From Content Intelligence for Dummies

THE INTELUGENCE DAM




Contentintelligence.net

content, dataq, people

EXAMPLE 1

AUTOMATED CONTENT TAGGING

Nuova gamma SupremeCiean

- WhjLIﬁool

S SENSING THE DIFFERENCE

THE INTELUGENCE DAM




Contentintelligence.net

Whirlgool

CORPORATION

| OUR HISTORY

BRAND AND PRODUCT TAGGING

s Whirlpool EMEA was born
was founded Whirlpool expands to Ewrope
theough the acquistion ~~
IGNIS ' of Ignis / Philips with €%
Upton Machme Whiripool Merlom HQ in Comerio (IT) @
Company was Corporation Elettrodomestics oyl
!o::ed was born was founded Purchase of the I"
SL?_( Whirlpool Merloni = Bauknecht brand e
= @uknerht
1930 1972 1986 1987 1991
- - - ) &) ) o 8] @ & &) &) Q
1911 1944 1950 1975 Purchase 1989
of the fl
4 KstchenAd
m::' lgnvs was brand
was founded acquired HitehonAid
by Philips Acquisition [
— of Indesnt g of
P Whirlpool - Philips
& (D inoesit dual branding

AcgQuisition
of Hotpowmt
brand (UK)

Hotpoint

&)
2001

Indesit Company Strengthening {‘ "z
was born of the global 1
(i) noesi and leadership ¥
Hotpoint-Ariston i
brand was created
Wheripool EMEA HO
moves to Pero (IT)
2006 2011 2014
) (m—( ) D o__0 &) =
2005 2007 2015 2017
Purchase of
Privifeg
Purchase po—
. of Maytag priviag Whiripood Covporation
Corporation

acqures

Indest Company 23

&

THE INTELUGENCE DAM




Contentintelligence.net

content, dm(], :)OOD|(}

Whj;lﬁool

SENSING THE DIFFERENCE

BRAND AND PRODUCT TAGGING

Home, Kitchen & Laundry Appliances

Select image source

Read from URL" Upload from your pe

“Note that access to URL source might be restructed on servers

THE INTELUGENCE DAM




Content ' e.net
L BRAND AND PRODUCT TAGGING

mrerT ————
TIPS, e

S

T ——

THE INTELUGENCE DAM




Contentintelligence.net

content, datq, ()’f?()f)l(’j‘

BRAND AND PRODUCT TAGGING

P A Home, Kitchen & Laundry Appliances
Whirlpool
SENSING THE DIFFERENCE LOGN SOURCE NPUT
TAGS applied
BRAND TYPE Accuracy
INDESIT HOODS High

= .-

THE INTELUGENCE DAM




Contentintelligence.net

content, dataq, i',iﬂi,‘(f.‘rlf‘l"_","

BRAND AND PRODUCT TAGGING

Home, Kitchen & Laundry Appliances

Whirlpool

SENSING THE DIFFERENCE LOGIN SOURCE INPUT
TAGS applied
BRAND TYPE Accuracy
INDESIT HOBS High

THE INTELUGENCE DAM




Contentintelligence.net

content, dataq, {)(.’Lliﬁ?‘f’j‘

BRAND AND PRODUCT TAGGING

Home, Kitchen & Laundry Appliances

Whirlpool

SENSING THE DIFFERENCE LOGIN SOURCE nNPUT
TAGS applied
BRAND TYPE Accuracy
HOTPOINT DRYERS High

THE INTELUGENCE DAM




Contentintelligence.net

content. data, people

Whirlpool

SENSING THE DIFFERENCE

BRAND AND PRODUCT TAGGING

Home, Kitchen & Laundry Appliances

LOGIN SOURCE INPUT
TAGS applied
BRAND TYPE Accuracy
HOTPOINT-ARISTON DRYERS High

THE INTELUGENCE DAM




Contentintelligence.net

content, datq, {)(’.‘(.‘3()’(7

BRAND AND PRODUCT TAGGING

OO Home, Kitchen & Laundry Appliances
Whirlpool
SENSING THE DIFFERENCE LOGIN SOURCE NPUT
TAGS applied
BRAND TYPE Accuracy
HOTPOINT DRYERS High

THE INTELUGENCE DAM




tentintelli .net
Comonta e e SPECIALIZATION IS IMPORTANT

W———

English (en)
-‘11FIIIIII
4 -' __U — ™ PREDICTED CONCEPT PROBABILITY
home appliance 09.997
stove 0.996

family 8.993
oven 0.988
housework 0.986

—
F kitchenware 09.983

cooker 08.981

THE INTELUGENCE DAM




Contentintelligence.net

content, datq, {)(’.‘(.‘3()’(7

AUTOMATED TAGGING BENEFITS

Automated tagging benefits:

Average time spent on content

for editors/moderators

Increase product-related content

(agging coverage ( e to 100%

THE INTELUGENCE DAM




Contentintelligence.net
B EXAMPLE 2

INTEREST-BASED CONTENT RECOMMENDATION

Improving e-commerce performance Personalizing the customer experience Webinar Personalizing the customer experience

Digital Marketing and the The Omnichannel Strategy Content Intelligence The site that changes
Importance of a Data-Driven Must Also Involve the Store Webinar: How DAM powers depending on who is looking
Strategy customer obsession atit

THE INTELUGENCE DAM




Contentintelligence.net

content, data, people

CONTENT RECOMMENDATION

Make your Content
Intelligent

DAVID LAURA

THE INTELLGENCE DAM




Contentintelligence.net

Narvee bt

250 sawratec cortact

B Cortact has visted 3 URL cortaming webinar

~ o - . gwerw Tar
et

or

n e . SN T g—— -

@

CONTENT RECOMMENDATION

THE INTELUGENCE DAM




Contentintelligence.net

content, datq, ()’f?()f)l(’j‘

Al RECOMMENDATION BENEFITS

Al powered content
recommendation benefits:

Average time spent on content

for editors/moderat

Retention increase

THE INTELUGENCE DAM
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content. data, people

Travelers Blog

DENTONATIONS  TRAVEL DRART  EVENT TRAVELS

Hidden Cairo: a guide to the city's
best-kept secrets

e 1) gt s e s Sdbinr s begem el § o oqes mg Shesee o A ol e oot

EXAMPLE 3

CONTENT ANALYTICS TO POWER YOUR
CONTENT STRATEGY

Travelers Blog

THE INTELUGENCE DAM




Contentintelligence.net

content, data, people

Dashboard Content Performance

Sengle Customer View

Call to Acvon: Go 10 CTA Management  Target (opuionaly
Travel doCumentation Gownioed v Avca

€D Views by content topic

o, ust

o Camate M

WHAT HAPPENED BEFORE CTA ?

Conmtent Analytics

Time period (days)
A St
0 0 W » " ' T 47 418 430 460 490 180
Rt
Finer
Tam] Views by content type
Show al @ Distribution ¢, List
Filter Fiter

@ 19 mace

12 PAGE

.3 DOCUMENT

v

THE INTELUGENCE DAM




Contentintelligence.net

content, data, people

Dashboard Content Performance Single Customer View
Call wo Action: Goto CTAManagement  Target (optional):
Travel documentation download v Africa
0 Views by content topic
il st
[ Nature J
‘oo

WHAT HAPPENED AFTER CTA ?

Content Analytics

Time period (days):
| peme—"
180 .90 60 .30 15 7 1 a1 +7 415 30 +60 <90 «180
Ll
Filter
(&) Views by content type
@ Distribution ], List
Fiter Filter
@ o rnce
2 IMAGH
@ 2 vocumm

THE INTELLGENCE DAM




Contentintelligence.net

content, data, people

CONTENT ROI

*1  +7 15 +30 60 +50 180

THE INTELUGENCE DAM



Contentintelligence.net

content, datq, ()(?(Df)lff‘

PROCESS MANAGEMENT EFFICENCY

Al powered content
recommendation benefits:

« Data-driven content production

« Digital content RO

THE INTELUGENCE DAM




Contentintelligence.net

content, data, people

KEY TAKEWAYS

DAM IS A CRITICAL Al CAN PLAY A BIG AN INTELLIGENT LEVERAGE WHAT'S

TOOL TO IMPROVE ROLE IN DAM WILL ALREADY THERE:

CUSTOMER FOCUS REDUCING COSTS IMPROVE YOUR CONTENT AND
BUSINESS RESULTS TOUCHPOINTS

THE INTELUGENCE DAM



THANK YOUI!

;\ b Nick Barber - Analyst for FORRESTER
‘;P Dario De Agostini - CTO & co-founder at O THRON




