


Make Every Fan Feel Seen

-2, ' ';rso_,nalised Al videos that forge emotional connections and inspire loyalty.
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There is a global
fight for our attention.

The average person sees thousands of ads daily, but
rernembers only about 100. In this noise, a brand must
stand out to be seen.

S e e n Personalised video. At any scale.
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We’'re more strategic with our
attention than ever before.

59% of consumers say they are more deliberate about
what they pay attention to compared to three years ago.
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Brands are spending more than
ever to win that attention.

Global ad spend surpassed $1 trillion, with digital
making up nearly 75% of that total.
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And video is the format that wins it.

But video alone isn't enough. Real impact comes from video
that knows who it's talking to, at scale.

82% 9in10 1inH

of all internet traffic personalised video plays viewers click through
IS video are watched to the end on the CTA

S e e n Personalised video. At any scale.



At Seen we've realized the
challenge isn't reaching millions

It’'s making millions feel seen.
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Nespresso
Campaign, Retail

Nespresso turned their 40th anniversary into 1.17
million individual celebrations, giving every
loyalty member a personalised video rooted in
their own coffee history with the brand, rolled
out across 9 markets on 3 continents.

Data-points in use

First name, Years as a member, Favourite coffee,
Coffee taste notes, Member segment.

Results

9 in 10 watched to the end

] in 5 visits converted to a CTA click

Personalised video. At any scale.
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Personalised video enabled us to
transform customer data into
meaningful recognition, emotion,
and connection at scale.

41
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Laura Esquius
Global Loyalty Manager, Nestlé Nespresso SA
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Shell [ Ferrari

Starring Ferrari Fl drivers Lewis Hamilton &
Charles Leclerc, this personalised video aims to
reward and delight Ferrari & Shell Motorsports
digital fanbases through an exclusive VIP visit to
the pit-lane during the Monza race-weekend.

Data-points in use

First name, Last name (Initial)
Results

A°/, increase in Shell V-Power B2C volume

627k new marketing leads

Personalised video. At any scale.






Driving a 4% lift in global B2C sales

“Hey {fname} “ {fname+initial}

{fname+initial} {fname+initial}

S e e n@ Personalised video. At any scale.



Magic happens when great creative
and gen-Al personalization are
used to touch fans’ hearts and souls

Carol Chen

Global CMO Mobility & Convenience, Shell
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(DATE_CREA_CARTE]
B Carrefour turned their loyalty retrospective into
o 3.5 million videos for Carrefour Club members,
- combining shopping history and nostalgia from
# each members’ joining year, built in-house and
& O it chea_canre s l’ej°|nt le Club deplﬂs le e : launched in under 60 doy&
" 27 jei Il et 200‘ - Data-points in use
e
2 © First name, Year joined, Favourite store, Top

‘ purchased products, Loyalty status,
Accumulated benefits.

Results
4A9%, completion rate
. ° 00:04:44 ol B '| in 5 rewatched their video

Personalised video. At any scale.



We wanted to bring a more emotional
dimension to Carrefour Club. To address
this challenge, personalized video felt like
an excellent idea.

® Cassandra Cedomirovic

Customer Marketing Management, Carrefour France

S e e n Personalised video. At any scale.



The results we've delivered for our customers

+25% CTR uplift, 10% CR uplift &
33% increase in retention

seen



SPURKS

WOMEN FOOD HOME SPARKS

il
:

Discover your Sparks offers
Earn up to £20 into your digital
Sparks wallet

Earn £5 reward
Spend £35 in the Foodhall

Activate offer

Earn £10 reward

Spend £40 on fashion, home

and beauty

Shop everyday essentials, standout

statement pieces, beauty must-haves

and sleek home accessones

Activate offer

Earn £5 reward

Activate offer

View all my offers

o ® 6 © ¢

Store Finder Contact us
f you wish 10 update your email preferences or unsubscribe, you can do 50 here or by
contactng our call center on 0333 014 BOOO I you re receving app push notifications

and would Like 10 stop receiving them, these can be ssitched off in the MAS a2pp of In
your phone settings. For more information about how we use data, please see our Data
Protection Policy

MAS will never ema ust ners with competitons or rewards that ask you to pay to

N, Of 10 subimit payment detals If you receve an email that youre suspecious about

or for more information on how Lo stay safe online, visit our Help & SupRort page

All prices and promotions are correct at the time of send. Avallabidity may vary in
solected stores and online. Terms, conditions and exclusions apply. See indwicduas

offers Tor Tull detads Rewards vary by promotion and are issued a5 2 Sparks credn
redeemable only at MAS. Rewards cannot be withdrawn in cash or used to purchase gift
cargs, travel money or samular. For full terms and conditions of Sparks, please

click here

Sparks 5 » trademark of the promoter Marks and Spencer plc. Regntered office 35
North Whar! Road, London, W2 INW, United Kingdom. Registered number: 214436

(England and Wales). © Marks & Spencer. All rights reserved




atie, welcome to Sparks

Say hello to personalised offers that reward you when you shop with
Sparks. Simply open Sparks in the M&S app, activate your offers and shop
Complete an offer and you'll earn money into your digital Sparks wallet to

spend on what you love at M&S. Ready to get started? Head to Sparks now to

earnup to £20

Go to Sparks

Discover your Sparks offers
Earn up to £20 into your digital
Sparks wallet

Earn £5 reward
Spend £35 in the Foodhall

Whether you're planning a cosy night
in, a family feast, or want to stock up
on iconic M&S treats, you'll find
something irresistible waiting in

our Foodhall.

| Activate offer

Earn £10 reward
Spend £40 on fashion, home
and beauty
Shop everyday essentials, standout
statement pieces, beauty must-haves
and sleek home accessories

Activate nffor
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Harvey Falconer

Business Development
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Request your
Harry Laxton Personalised Video

Business Development

seen.io/request-a-video

S e e n Personalised video. At any scale.
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