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dimension
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Dimension Data, a global leader in the provision and management of IT
infrastructure solutions and services, sought to grow its brand as a
leader in next-generation data center and cloud infrastructures.
GlobalFluency and its Business Performance Innovation Network
developed a global campaign, called Transform to Better Perform,
designed to engage an audience of global business and IT executives on
the subject of IT transformation. The program included the design and
development on a new portal site, integrating campaign surveys,
thought leadership reports, video content, interviews, infographics,
Dimension Data content, and more. The 9-month program generated
more than 6,000 registered downloads, 20,000 unique web site visitors
and over 160 news articles worldwide.
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"f EMBRACING THE DIGITAL
..k BUSINESS REVOLUTION

e Join BPI Network's Transform to Better Perform Community and become part of a global knowledge

S transfer initiative. Through milestone reports and research, video interviews, and perspectives and
commentary from top industry leaders, members can lear from and contribute to new thinking that
examines the seismic shift in today's enterprises towards a new model for IT. Are you on the road toIT
transformation? Learn and grow with us by
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THE CLOUDY ROAD TO
TRANSFORMAT

GROWTH IN DATA

900/ of all the data on Earth was
O created in the last two years

8 0 o/o of it is unstructured
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In 2020 it is expected that this will grow to

318 32GB iPhones

hat's 1 BILLION gigabytes!

By 2017
More than 60%

What is Driving the Shift to Cloud?

s Scalability Cost Mobility Innovation

Where is Cloud Investment Going?
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Who is Making Cloud Decisions?

CIO or top IT executive 700/0

THECLOUDY ROAD TO
TRANSFORMAT

CLOUD VS ON-PREMISES ,
DATA CENTERS

Data Center
Current Assessment ‘

Worldwide data centers cover

35- 7MILLION

data c8Mters account fora
SQUARE METERS

1 7 % CARBON

FOOTPRINT

In the global ICT sector

How Much is Being Invested Globally?

(in billions US$)
2012 2015 |
TOTAL: 140.1 185.2
COLOCATION & OUTSOURCING:  32.3 51.2
IN-HOUSE IT: 47.4 58.2
IN-HOUSE FACILITY EQUIPMENT: 60.4 75.8

How Much Will Traffic Grow?

GLOBAL CLOUD TRAFFIC . ... ........ 4.5 x
GLOBAL DATA CENTER TRAFFIC.......... 3 X
CLOUD WORKLOADS .......veevenn. . 3.7 X
DATA CENTER WORKLOADS. . . .. . ..... 2.3 x
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SAP has an over five-year relationship with GlobalFluency and our
affinity network, the Chief Marketing Officer Council. Our efforts have
helped build the SAP brand and business pipeline with global marketing
organizations and further position SAP’s Big Data analytics platform,
Hybris. The CMO Council and GlobalFluency are in the midst of a major
campaign focused on the value of Big Data and customer insights in
driving customer engagement and revenue. The program includes global
and regional research reports and other content, executive roundtable
discussions, and the launch of a campaign web site for the Customer
Experience Board. The CMO Council recently staged an Elite Retreat that
drew 90 CMOs and senior marketing executives at the SAP Sapphire
conference and proved to be a great opportunity for SAP executives to
engage and interact with many of their strategic target customers.

SAP Hybris (¥
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CUSTOMER ENGAGEMENT

A FEST-PHACTICE VIDEO SERIES ON
COVIEXT INSIGHTS AND ENGAGING
WITH AP, AUDIENCE OF ONE

CUSTOMER INTERACTION )
Achieving Business Impact With A CONVERSATION 4 P R
Customer Engagement Optimization LN




MASTERING
ADAPTIVE
CUSTOMER

-

CONTEXT, COMMERCE +
CUSTOMER

Best Practices to Exceed Expectations

June 2016

BEST PRACTICES IN MOBILE RELATIONSHIP
oo ot MARKETING AND ENGAGEMENT

ap the Operational Gap italizi ile Relationship Opportunits
Customer Insight and Experience o S Mo e e

White Paper | Apeil 2014

Rl Rpart | March 2004
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THE STATE OF

CUSTOMER EXPERIENCE
N ASIA PAGIFIG Et JAPAN

APJ Marketers Say

GLOBAL BRANDS
TRUMP APJ BRANDS

When It Comes to Customer Centricity

WHO HAS THE HIGHEST LEVELS

OF CUSTOMER CENTRICITY?
w17

aa% 0

GLOBAL

BRANDS BRANDS

MARKETERS STRIVE
FOR CUSTOMER CENTRICITY
BUT STRUGGLE T0 ACHEVE T

n SAY:  PUTTING THE CUSTOMER
B FIRST IS KEY TO

CUSTOMER CENTRICITY

®® 0 06 o0
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“MASTERING
THE CUSTOMER

EXPERIENCE

NEW RESEARCH FROM

THE CMO COUNCIL AND SAP
SHOWS JUST HOW IMPORTANT CUSTOMER
EXPERIENCE IS TO BUSINESS...AND HOW
CHALLENGED ORGANIZATIONS ARE
TO MASTER THESE ENGAGEMENTS.

@ say customer centricity is
critical to success

fis} for the business and for
their own role

THE TOP 3 ATTRIBUTES
OF CUSTOMER CENTRICITY

) ©

Senior management Functional alignment Corporate culture
centered on needs around a holistic that puts
of customer customer experience customer first
strategy

S0..WHY SO LOW?
Ny 1% OnLy 11%

of marketers say customer of marketers say their
centricity is high CUSTOMERS would say
customer centricity is high

HOW ARE APAC MARKETERS
OPTIMIZING CUSTOMER
EXPERIENCE?

WHAT MAKES
A GREAT CUSTOMER EXPERIENCE?

67% 49% 47% A47%

000

Quick Products That Refiect

Response Times Customer Needs to kssues Atross Al You:hpolnu
HOW WOULD
CUSTOMERS RATE THIS EXPERIENCE?
A g
i 1 - 16%*

High

Moderate
Needs Improvement

TOP FORCES
SHAPING CUSTOMER EXPERIENCE IN ASIA

0 Rapidly Changing Customer Behaviors

@ Digital Channel Growth

Expansion Into New Markets
With New Customers

o Market Pressures From Competition

o New CEO or Management Team

49 of marketers in Asia believe they are being held back

in-advancing customer experience strategies because of

GAPS IN 3 CRITICAL AREAS:

O & @

PEOPLE PLATFORMS PROCESSES

that power customer engagement




(©) NTT Group

NTT turned to GlobalFluency when the technology corporation was
launching a new Silicon Valley applied research and development center,
called the NTT Innovation Institute, or NTT i3. GlobalFluency worked with
the founding executive team to develop compelling messaging and
content to reach and engage Silicon Valley’s technology ecosystem and
NTT customer audiences globally. GlobalFluency developed a wide range
of content to help position and launch the Innovation Institute’s new
Customer Experience Center, including infographic signage, tour guide
scripts and collateral. It developed a wide variety of thought leadership
content and product messaging and materials for new technology
introductions, placed feature and news stories in major technology and
business media, and designed and implemented an interactive, web-
based newsletter called Inside i3.
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NTT Group

DRIVING BUSINESS AGILITY IN A CONNECTED WORLD

W are a trusted advisor and solutions
provider acroas communicatior

OUR MISSION

and services that empower our
clionts’ business ambition.

‘security, systems integration.
fachnology infrastructure management.
‘mobility and IT consulting

billion on Global
Fortune 100

total revenues employees

Direct presence
in

Network coverage in
countries
&regions

o
Global Fortune 100
choose NTT Group.

CORPORATE STRUCTURE

®) NTTGroup

).
S R e e

G5como Qrrome dimonsicn A @NTTiAST @NTTWET NTTDATR

—

ONE STOP ACROSS THE
ENTIRE ENTERPRISE LIFECYCLE

——{{NEXT GENERATION SECURITY PROVIDER }———®
Providing risk services
QPERATK <cin oo cusrommas
worldwide RESEAROHERS. worldwide

)—..

‘WORLD LEADERSHIP

REVENUES

UP

since MARCH 31,2008
OUTSIDE OF JAPAN

o

LARGEST

: NO2 TOP6
ICT INDATA  woosar  INSYSTEWS
COMPANY CENTERS BACKBONE INTEGRATION
MAJOR COMMITMENT TO R&D
RESEARCH & DEVELOPMENT
| AR GLOBAL
annual investmen
— ) —— — R&D Staff —

SILICON VALLEY OPEN INNOVATION CENTER—NTTi*

APPLIED R&D,
OPEN INNOVATION &
EMERGING TECHNOLOGIES
at the convergence of cloud,
mobility, big data and
security to enable the
“asset-light” enterprise

R&D to help customers
THINK SMARTER, ACT FASTER
AND FLEX THEIR BUSINESS

ADDRESSING THE
INNOVATION IMPERATIVE

i? USES HUMAN
CENTERED DESIGN

REALIZED THROUGH
IN THE
CUSTOMER EXPERIENCE CENTER (CXC)

CXC SHOWCASES TECHNOLOGIES IN:

©@® ® @

cLoup DeTERNET
MODERMIZATION

ARCED
SECURITY oF THMGS

BRAND GUIDELINES
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revstream

Revenue Recognition Management software startup, RevStream, was
looking to elevate its brand and more effectively communicate its value
proposition, technology leadership and customer successes through its
corporate web site. GlobalFluency worked with the company to more
effectively message its technology and market story. We built a new,
content-rich corporate web site from the ground up on the WordPress

content management platform, integrating customer videos, how-it-
works animations, case studies, corporate, product and
technology descriptions, and more.
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—_— — LOGO USAGE

L]
LOGOTYPE
This logotype was created using a custom typeface. It has
The Revstream logo is a vital component been converted to outlines, so you do not need this font for
of the company identity. As such, it needs reproduction. Please do not try to recreate the logo.

to be used appropriately and consistently

ST, T e across all printed and on-screen applications.
Misuse of the logo will weaken the identity of
H stream WHYREVSTREAM  MOWITWORKS  SUCCESS STORRS  RESOURCES Revstream.

® -
In order to preserve consistency with our
identity, never attempt to recreate the logo. .

The proportions and position of the symbol
to the logotype should never be altered.
The logo should be treated as an image and
should not be recreated in any way.

SYMBOL

The symbols consists of four dots of the same size. The dots
should always remain in this configuration. The top left and
bottom right dots should be orange.

The following guidelines should be followed
whenever creating original printed or
on-screen pieces for Revstream.

stream”™ R vowrwows sccessstomss - Resoumces e T

REVSTREAM SUITE

1 The Industry’s Most Advanced Platform
Trusted by Fil for Enterprise Revenue Lifecycle
Industry Le

infuit

LEARN MORE >

It's the bl
reve

Transaction Revenue Fair Value
Managor Manager Manager

. Transaction
Manager

TRACK AND ANALYZE ACROSS
MULTIPLE REVENUVE TYPES

Rievstriam Desl Mansger aliows you to manage

srrangeenent indoermation and
mated tooks to ety and anabre
lirked amangements.

LEARN MORE >
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TWERYY

Twerly, an off-grid street lighting solution based in South Africa, sought a full-
service, global market penetration strategy and brand execution. Twerly
streetlights offer a sustainable lighting solution with ancillary features including
WiFi access, home appliance battery charging, video surveillance, and remote
monitoring capabilities. GlobalFluency developed both a South Africa-specific
and a global market penetration strategy, including competitive analysis,
highlights of top differentiators, identification of key market access points, and
go-to-market channel and partner targets. GlobalFluency made multiple
partner introductions, some of which led to new market solutions and
ventures. GlobalFluency also designed and developed a full brand identity and
customer-facing website including key content, market applications and
product breakdown. This scalable website allows for future purchasing and for
customers to monitor their Twerlys directly from the website portal.
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| TWERWY

The Enlightened Way to Co

POWERED STREE'
; TWIST

It's time for the world to be more self-sufficient,
sustainable, and sensible in meeting micro energy
needs on and off the grid...

WHAT IS TWERLY?

Using technology from South Africa, the TWERLY haenesses renewabie energy

souurces 10 provide secure, of-grid access to efficient. remotely managed green
Bghting sclutions. These *points-of-Ight" peovide both safety and self-wudficiency
survellance, and a recharging statice.

-

Job Title Here

27 832511622
12121231234
12121231234

email@emailaddy.com

TWERY

East London Industrial
Development Zone
East London, Eastern Cape
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Increased Demands

on Power Grids are
pushing consumers

to look for sustainable
power options.

Greater Sensitivity
to Sustainablity
Concerns

Added-Value Features Develop

Unreliable Power

8upply especially in emerging
markets makes rewnewable
energy sources more desirable.

(wifi & cameras) new & cost-effe
technolog)

{Twerwy (

Ability for Remote
Management Safety &
Cong

Reduced

Cost
> Low Cost

» Maintenace
-

The societal benefits of mu|
functional bio technolgies

Development of Ne
Infrastructure.

o

| . ’

| TWeRW

TECHNICAL BROCHURE

Twerly Street Lights (PTY) Ltd
Renewable Off-Grid Power Pack

Used as a Wi-Fi & lighting solution

for rural and urban areas

TWERLY POWER 2015




CATALINA

A world leader in data-driven, performance-based marketing solutions
and digital media for the Consumer Packaged Goods and Retail
industries, Catalina has worked with GlobalFluency for the past eight
years. The agency was originally hired to help Catalina reposition its
brand from an in-store coupon company to a leader in purchase-based
targeted advertising. During the ensuing years we have developed
corporate and campaign web sites, numerous marketing collateral, print
and digital advertising, thought leadership content, infographics, video
and more. The agency has written and promoted more than a dozen
major reports based on insights from Catalina’s data and successfully
positioned its executives as industry thought leaders, speaking at
virtually every major industry conference and appearing in the nation’s
top business, ad/marketing and industry publications on a regular basis.
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© Catalina Marketing 2011

Catalina can help manufacturer and retail brands deliver unprecedented performance and
healthier outcomes. Only Catalina sees the evolving purchase histories of 76 percent of US
shoppers and 130 million health consumers, with an in-store network of 50,000 food, drug
and mass merchant locations worldwide

CONSUMER BRANDS
AND RETAIL

Sedect Country

HEALTHCARE
AND WELLNESS
SOLUTIONS >

Media Center | Legal /Privacy Policy | Site Map
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Say Hello 77
TO YOUR MOST VALUABLE CONSUMER

Touror 40

Shoppers Buys
80% of 1he Average
Brand’'s Volume’

y Hello rr 7
YOUR MOST VALUABLE CONSUMER
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Every Shopper is ‘N
DIFFERENT /ﬂ
WH o Amaong 32 million

SUCCESS? [
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CATALINA

Brand Choices -

Are Getting More Y Deconstructing

TARGETED o . ulm. Demographics

2&:3‘?’?’ Iaflm dalodle, ..

ek ook i How Demo-based TV Media Plans

e b o m: Perform Within Key CPG Buyer Groups
B .50, 00 -
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Shoppers Buy Just

A TINY FRACTION

of Available Products

3t 0. 7% of prodich
" @ grocery siore ore
porchosed by e over.
ope thopper eoch yeor

Top vhoppen who
occowet for 8076 of
Worw sales, buy only 1%

Shoppers Are Highly

SELECTIVE

In Every Aisle
L% Dy
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