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WHAT IS
PRECISION MARKETING?
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DATA DRIVEN MARKETING



PERSONALIZED MARKETING
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PRECISION MARKETING
EVOLUTION AT NISSAN

Enabled Nissan to evolve from a broad-scale marketing approach to
precise targeting of unique high value audiences
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@ Business Objectives
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PRECISION MARKETING IS CRITICAL
TO THE AUTO PURCHASING JOURNEY

Buying a new vehicle is a Shopping for a new vehicle is a
significant & rising investment 13.5 week-long process
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vehicles online vehicles in person vehicle purchased

Press Releases

Average New-Vehicle Prices Up Nearly 2% Year-Over-Year in December 2019, Accarding to Kelley Blue Boak
Dealer Discounts Reach Highest Level in More Than 10 Years, Helps Lower Average Days in Inventory
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CONSUMERS AREN’T SATISFIED WITH
THEIR ONLINE SHOPPING EXPERIENCES

Requires more engaging marketing strategies

Overall quality and reliability of your new vehicle
(2019 1QS)

Overall satisfaction with your new vehicle
(2019 APEAL)

Overall experience buying your new vehicle at

the dealership
(2018 SSl)

Overall satisfaction with dealer service visit
(2019 CSI)

Overall satisfaction with your automotive online

shopping experience
2019 NAS
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How Individualized Do Internet Users in Select
Countries in Europe and the US Consider Marketing
Messages?

% of respondents, March 2019

32% 32% 36%

29% 31% 40%

28% 30% 42%

France
24% 28% 47%

B Created specifically for you " Not created for you at all
B Somewhat customized

Note: numbers may not add up to 100% due to rounding o
Source: Periscope By McKinsey, "The Art of Personalization: Keeping it
Relevant, Timely and Contextual," April 30, 2019
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HOW DOES NISSAN
OPERATIONALIZE THIS?

NNNNNN



SHARED VISION

Ve . ' Build the World’s Most
NISSAN Creative Precision
—  Marketing Automotive Team



SHARED VISION

Building Blocks

PRECISION .
MARKETING i
INFRASTRUCTURE ;/ %/,

Customer Data Customer Comms & Testlng & People &
Strategy Activation Measurement Process
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SHARED VISION
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Creativity is still king of the customer
experiences we curate

PRINCIPLES

Data & performance are the
Inspiration and intelligence of all we do
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Structure a more agile, rapid, & efficient
Agency AND Client model to respond to

P EO P L E business needs

Consistently
educate personnel
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CAMPAIGN DEVELOPMENT &
CREATIVE EXAMPLES
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TEST LEARN APPLY
18 Vg

Precision Marketing requires
ongoing learning agendas to
evaluate success




CAMPAIGN DEVELOPMENT
¥y o4 ¢ U0 \
Business __J Aud.ience _, Messages& __ Deploy &

Objectives Insights Experiences Optimize
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AUDIENCE DEVELOPMENT

Rigorous process for all products across the Nissan portfolio

Business Audience Cluster Inform Creative
) : Personae
Challenge Segmentation Alignment & Media

Ingest information from Curate data for cluster Identify discrete groups Develop unique Fully developed data
client & agency sources selection with similar traits identities driven briefs

Business Objectives
Brand Health Metrics
Product Timing
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ENGAGING CREATIVE
: B —r L B

Practical vs. Consumer vs. Universal vs.
Aspirational Product Personal
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Nissan Altima

TECH THAT HELPS YOU BE THERE
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Nissan Altima

TECH THAT HELPS YOU BE THERE

Famlly Time Parents Only Rlsmg Adults

NISSAN ENTELLGENT Mo

nissaN dnreLucent Moty NISSAN ENTELLIGENT MosiLITY
A better grlp, flght A better grlp, r lght when

when you need it. you need it.
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Nissan litan

TECH FOR DOING

Citv Truckers Worksiters

Utili-Track
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kel Only, Based on Standard HorSeper.Base models compared. Based on manufacturer websites. Cargo and load capacity
0. Heavy loading of the vereiesdicargo, especially on the roof, will affect the handling and stability of the vehicle.




NISSAN ENTELLIGENT MosBILITY

THE ALL-NEW 2020
NISSAN SENTRA

REFUSE TO COMPROMISE.

*Availabie feature,

Nissan Sentra

REFUSE TO COMPROMISE

City Singles
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THE NISSAN SENTRA™ UVERVIEW  FEA UKES GALLERY  ACLCESSURIES SYELS U-FERS BUILD & PRICE

The all-new 2020 Nissan Sentra® NISSAN #NTELLIGENT MosILITY
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RADICALLY REDESIGNED
WITH YOU IN MIND.

Refuse tc compromise with the all-new Nissan
Sentra. It has all the style, tech, anc power you
want, and nothing you don't. Plus, get the most
standard safety features of any car in its class™.
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Nissan Sentra

REFUSE TO COMPROMISE

Family Time
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THE ALL-NEW 2020 that exdites

N'SSAN SE NTRA THE NISSAN SENTRA® OVERVIEW  FEATURES CALLERY ACCESSORIES SPECS OFFERS HUILD & PRICE

The all-new 2020 Nissan Sentra® NISSAN ENTELLIGENT MOBILITY

FAMILY, FIRST.

Refuse to compromise with the all-new Nissan
Sentra. It has all the first-rate tech, style, and
power ycu need lc help your family's daily
rouline — smoolher. Plus, gel Ihe mosl slandard
safely fealures of any car n ils class*

MODERN TECH
FOR THE MODERN FAMILY.
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FINAL THOUGHTS
| EARNING FROM OUR EXPERIENCE
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FINAL THOUGHTS

1 V4 \ : A & B \

Organizational Complexity of the The building blocks to
preparedness for consumer journey / your execute, measure, and
making a shift ’ product portfolio demonstrate accountability
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THANK YOU
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