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- Performance Marketing (PM) market

PERFORMANCE
MARKETING

ON LINE OFF LINE

— FLAéHIN

90% of the merchants 10% of the merchants
10% of the commerce 90% of the commerce

‘./il 20% per Year ‘./il 100% per Year




- What we all dream of ?
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- The powerfull ecosystem of a 100% performance model
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- CASHBACK is the most profitable advertising channel for e-merchants

LE CASHBACK : DANS LE TOP 2
DES LEVIERS LES PLUS RENTABLES

pour développer leur Chiffre d'Affaires pour 74% des décideurs de I'e-commerce
(n°1 pour 39% d'entre eux).

CASHBACK

GOOGLE
COUPONS DE
REDUCTION ADWORDS / Le taux de transformation des clients
SEM CashBack est :

2X plus élevé’

que celui des autres canaux.

* Pour 55% des décideurs de 'e-commerce.

4 Retargeting (ex. critéo)

5 Influenceurs (ex. bloggeurs, youtubeurs...)
Panier Moyen des clients
6 Comparateurs de prix venant d'un site de CashBack :

10 a 20% plus significatif
que ceux des clients n‘utilisant pas le CashBack.

* Pour 40% des décideurs de 'e-commerce.

7 Display (hors retargeting)

om®l .. Yerfi




- 96% of e-merchants recommend cash back to recruit and retain

LE LEVIER INCONTOURNABLE
POUR RECRUTER & FIDELISER

O/ DESE-COMMERCANTS
9 6 / RECOMMANDERAIENT LE CASHBACK
O A D'AUTRES E-COMMERCANTS.

JUSQUA

58% 20%

ACQUISITION ACQUISITION FIDELISATION

.
. ‘, 480/ Des e-commergants considérent que le CashBack
4 j O est un outil performant pour acquérir et fidéliser.




- Cashback publishers generate 1Billion sales for e-merchants in France

Syndicat Groupe

NY"¢ l ouf =}
Bm du Marketing x%? l

a la Performance MK ;

VOLUME DE VENTES CHIFFRE D’AFFAIRES DES SITES
DE CASHBACK /_

800M €

600M € 35M €

ilorama : BuyClub
Maﬂor @ lGrOOl e A(hXcz malin
CashBack :
fa poulpeo Qadll(d g 170/ Des dépenses des annonceurs
o faites en affiliation

entre 2014
0 1 9% et 2015 m 6 1 6% par an entre 2012 et 2015
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- Where is the Value ?

£/ PUBLISHER £/ RETAILER &/ USERS

v Loyalty financed by the merchants v Additional Turnover v Savings for all purchases
v Increase ARPU v Powerful reach v Targeted geolocalized Offers
v Monetize Data v Targeted offers v Easy & immediate

v 100% mesurable results
v No IT impact

v Inscrease Customer satisfaction v No printing No checking

v Inscrease Customer knowledge



- What expect the advertisers ?

I%‘\

©@

Q

)

* =

I_I_I

)

—
-

%

\
T+

*o

ATTRIBUTION : Measure the results and be sure of the origine

CATEGORISATION : Pay differents commissions depends on
the products

TARGETING : Pay differents commissions depends of the value of
the customer

ANIMATION : Different offers depends of the period or the location
and the goal ( recruit, retain)

INDUSTRIALISATION : One contact to handle everything



- The advertisers don’t want to manage the complexity of tracking

Cashier

Merchant DashBoard

Scanning receipt Access to bank account (web scraping
API)



- The advertisers want (sometimes) to target offers
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TARGETED Offers and CROSS-CANAL m

(CashBack, Promo code, Vouchers....)

Preferences

Example : Sophie declares that she LIKES GARMENTS and she clicks on garment offers and
buys.
=> She will receive offers from our partners based on :

> her localization

> her transactionnal data




- The advertisers want to know better their prospects and their customers

Garment
Score : 9

S

Restauran @ Beauty Store
Score : 7 \ / Out of geolocalisation

PO

Do-it-Yourself
Score : 2

Supermarket
Score : 5

(@)

We score and we mapp the right offers via API




- Multi-channel targeted offers

Marco, 33 lives in Anvers, single
works at the Post office
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- Goal : Generate in-store purchases

USE CASE #1 : KIDS FASHION STORE

5000

Purchases

@ 150 000 €
Turnover

30%

New Customers

More purchases
than on internet

1€=11€

ROI

@ @ ®

> 200 POS
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- Goal ; re-activation of customers

s B— USE CASE #2 : FNAC

"X Cashback : 1% a 4% 500 000 Target
Cashback différencié selon profil Eligible
10%

Transformation rate

1€ =20 €

ROI

97 Stores

National Offer

@ 3 380 000 €
Turnover

@ ® ®

3 months campaign
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- The Future of PM to generate off line purchases
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NETWORK : As for on line with affiliate networks

DEDUPLICATION : Big challenge !

TARGETING : Big Data challenge , Al, ML

CROSS BORDER : Offers can be published everywhere

MULTIPLE PUBLISHER : Thanks to DSP2 and flashing



- What we do ?

We negotiate
discounts

v Cash back on /off line
v Promo codes
v Accessible via API

We Provide
whitelabel MFO
loyalty platform

To generate sales
for on/off line
merchants

v Performance model v Software suite or Saas

v Network of publishers v Catalog of offers via API

v Targeted and v Animation

geolocalised



BuyClub

Achetez malin

2 Proprietary sitese cashstorefr

1 2 whitelabel sites (Banks, Large Retailers,
Insurances, Flying Compagnies, Media)

+ de 3 OOO merchants on line and off line

TO p 3 Business provider for e-merchant in

France




PLEBICOM

131 bd de Sébastopol PARIS 75002
33(0)149490550

www.plebicom.com
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presse@ebuyclub.com
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