STORE VISITS

CROSS DEVICE D E E P LY PURCHASES
PERSONALIZED,

Why make your shoppers or yourself
seem superficial? Instant turnoff. InsteaARKET
INTEREST"  take a multi-dimensional approach t8IGNALS
enhance relevancy and response,

following these tips: _— =
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BE HOLISTIC X BE BASIC

» Personalize based on a person’s » Base on demographic
online and offline activity; integrate profiles; Jo versus Joe
Six types of data — cross-device, IS not a victory.
locations, purchases, store visits,
interest, in-market signals.

X RISK FALSE DATA

automated, abnormal and broad signza!s.

WORK

MAP DATA TO THE REAL WORLID X JUST STARE AT GPS COORDIN;

» Look at relationships between

where she is, lives, shops, dineg, etc.
STORE

EXTRAPOLATE MEANING X COLLECT DATA FOR DATA'S S

» What is valuable for the shopper?
(Do they want good informatiep ) >
better deals, early looks, etc.? g : @?

» How do they want to engage?
(Receive ads via mobile, mail, in-sto*

» What are they actually in the mark

DELIVER ON THE INSIGHTS X ANNOY TARGETED SHOPPI

» Don’'t send her
something else that
not even close.

» If you know she wants coup:
delivered on her mobile de
for healthy snacks, do that.

BE CONSISTENT ACROSS ALL CHA\ & X JUST PERSONALIZE WEBSI

)
» Treat people like individuals as ~__ —
much as possible — when sendfi?n >

print and digital advertising.

TAKE A DYNAMIC, REFRESHED VIEW X RELY ON A STATIC SNAPSFH

» Life goes on and people buy new
phones, have babies, move, char 3\l

hobbies, etc., so you need a dat :
that can flex and be updated. (“
N

LEAN ON A FULLY CAPABLE PARTNL

X FRUSTRATE YOURSEI

» Valassis can help you with all of the ab
filling gaps in your online and offline data,
meticulously filtering out bad signals .
drawing actionable insights, and delivering
personalized advertising across print..d
digital media channels. Ultimately, inspiring
more of your consumers to take action.

DO
1.866.576.0523\élassis®

DOI’]"[ Walt ValaSS|SCOm intelligent media delivery
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