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eCommerce (Sendo.vn) and Online Advertising (ANTS.vn, eClick.vn).

» 10+ years in Technical Architect of High Scalability for Web/Mobile & Big Data/Analytics in Digital
Content and Online Advertising.

* Co-founder, Former CTO of Yola JSC — Leading English E-learning Platform (Yola.vn)

* Awarded Doctor of Philosophy in Physics and Mathematics (Ph.D.) at M.V. Lomonosov Moscow State
University with research “MIETADATA MODEL ONTOLOGY FOR GEOSPATIAL DATA AND SERVICES” (2008).

* Finished with diploma with honors & medalist at Faculty of Computational Mathematics and
Cybernetics, M.V. Lomonosov Moscow State University (2004).
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I DIGITAL TRANSFORMATION

BUsIness leaders don’t think of digital as central to their business because in
the past, it hasn’t been. But now your customers, your products,

your business operations, and your competitors are fundamentally DIGITAL.

“Assessing your organization’s digital readiness, how much
do you agree with the following statements?”
(8, 9, or 10 on a scale of 1 [completely disagree] to 10 [completely agree])

Our CEO sets a clear vision for digital in our
business

We have the right people to define
our digital strategy

21%

21%

We have the necessary technology to

execute our digital strategy 19%

We have the necessary people and skills

to execute our digital strategy 15%

We have the necessary processes to

execute our digital strategy 14%

Base: 1,254 executives in companies with 250 or more employees
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Source: Forrester/Russell Reynolds 2014 Digital Business Survey




I DIGITAL MARKETING IS DATA DRIVEN

Digital
Orchestration

........

Source : Gartner, Publicis 2015
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Gartner - Data-driven
marketing refers to
acquiring, analyzing and
applying information
about customer and
consumer wants, needs,
context, behavior and
motivations.



BIG DATA & DATA SOURCES

Data

Company
Type of

Data

Description Offered
of Offerings

iab.

Data or Targeting

Primary

Offered Yes Data Source

No
First Party

Demo rirst P
fex. Age, Gender, HHI) measures data)
Geo/ _

. Third Party
LO cat I 0 n (Company buys data)
{ex. Consumer's Mi
Current Location or IX

(Company measures

Home Address)

some data, buys other data)

Psychographics
(ex. Empty Nesters, College
Students, Early Adoprers)

Behavioral

(ex. Visits Travel Sites)

In Market

{ex. In Market for an Auto)

By Vertical

fex. ‘Shopping for Car’)

For Product
fex. “Shopping for
Tesla Model X')

Lifestyle

{ex. Single Moms, Hockey Fans,
Golfers)

Custom Targeting

{ex. Winter Boot Shoppers in Kalamazoo, M)

Other

Data Processing Processing Data Quality/
Source (How Measured) (How Derived)  Recency
Panel (Data Updated)

{Data from an Inferred Observed

Online Panel)) |I"If&lTEd {ex. Data Derived From
Online Activities) .

Browser Visits “* " *  |hferred Lookalike ~ Daily

Interpreted ) - (Diafa from

.'I:.‘ata fﬁf_ll'ﬂ Indirectly) (ex. Data Derived from

Site Visits) Combining or Modeling Past 24 Hours)
Multiple Databases)

Other Inferred Indirect Weekly
Observed (Data from
fex. Data Derived from FPast 7 Days)
Direct Marketing
Offfine Data)

Monthly
Big data
Sharing Social
economy computing
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DATA-DRIVEN ADVERTISING

=2 =a |

Personalized Lead Delivery
to sales agents

World-wide Demand
Management & Optimization

Digital Experience

Personalization,
Optimization & Insight

- n/
~
~

Product
Recommendations

Marketing
Optimization

CMO Dashboard

Social and Voice of
the Customer Insight Insight-Driven Always on Marketing

] Events Effectiveness
iab. .#/\NTS
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I DATA-DRIVEN: RE-INVENTION OF EVERY THING

cloud Iinformation
integration

Tr////on

Pro,ected 2014 17T spending worldwide

#DigitalIndustrialEconomy

’
Go SIC &= Microsoft amazoncom ‘

#DataDrivenEconomy

@BuBER /Q\airbnb e

Sondergaard writes, “In 2009, 0.9B sensors and 1.6B

personal devices —so roughly 2.5B ‘things’ — were

connected. But by 2020, that will grow to become 30B

‘things.” In fact, by 2020 all products costing more than L
$100 should have sensors embedded...”

social
collaboration

cuco' ok

| y PROCRAMMATIC AD

Confidential



http://blogs.gartner.com/peter-sondergaard/the-digital-industrial-economy/

DATA-DRIVEN: RE-INVENTION OF EVERY THING
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DATA-DRIVEN: RE-INVENTION OF ADVERTISING

iab. Parsing the Ad Tech Value Chain
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I DATA-DRIVEN: RE-INVENTION OF ADVERTISING

The Google+ Prejeet Master Plan

facebook Edge Rank b2

Gotgle , 5 U, W, D,

fl“ . Yougl 4 ;J'
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U + ' @ i @-l- Rank Affinity Weight Decay
+ The score between The weight for this The decay factor
the viewing user and edge type. based on how long ago
- the edge creator. (Comment, Like, etc). the edge was created.
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CASE STUDY

I RE-INVENTION OF POLITICAL

)\

ELECTION 2012
g OBAMA VS. ROMNEY

NT OF —~ _ Last 24H
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Source: Gartner Catalyst 2014, ANTS Confidential




| RE-INVENTION OF INSURANCE

31% 42% 98%

py® SWITCH ONLINE
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I Y SWITCH OFFLINE

100% ALL
PURCHASERS

e
100% ALL
“ PURCHASERS

CROSS DEVICE USAGE did research

CROSS DEVICE USAGE

/ search for their provider

62%

include provider names

The influence of online

98% channels is clear with 82%

of purchasers researching
online against 4% using

57 [ 0 poo e offline only.
L1
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CASE STUDY

RE-INVENTION OF LOGISTIC
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GO JEK
RE-INVENTION OF LOGISTIC

GO-RIDE
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LOREAL SSts
I RE-INVENTION OF RETAIL

Mobile & Social
Augmented Reality
User Experiences
Real-time

Recommendation
Up-Sale/Cross-Sale
Connected Consumer

Start to makeup!

CONTOUR DES OMBRE A
YEUX PAUPIERES L

LOREAL
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75% of users select movies based on
RE-INVENTION OF TV RECOMMENDATIONS

NETFLIK
5 ) 7 S
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e 27M Users OTT 2"d Screen
* 30M Plays/Day International Gamification
* 40B Events/Day Social Media Content on-demand

* 4M Rating/Day
* 3M Search/Day

Internet Recommendation (75% views)
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=21 CASE STUDY
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=] CASE STUDY

RE-INVENTION OF EDUCATION YGRS

Driver & User Experiences
Real-time Traffic Data
Dispatcher Optimization
Scheduling

Fraud Prediction
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NANTS | Unleash the full economic potential of #Digital Business!
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with Ad Exchange
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0& Real-Time & Static Bidding <= Maximum Reach Across Top 100 comScore Vietnam

() Re-Targeting, Dynamic Re-Targeting  := Powerful Omni-Channel Campaign Management
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WATCHING

ANTS | FPT Corporation / FPT Technology Innovation
Mobile: +84 91 2323 911 / Office: +84 8 7301 9199 / Fax: +84 8 7301 9199
FPT Building — 9th Floor, FPT Technology Innovation,

153 Nguyen Dinh Chieu Str., Ward 6, Dist.3, HCMC, Vietnam
Dat@ants.vn | http://ants.vn | http://fptventures.vn
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