Taking brands further




Revenue growth: + 12%
U BA, BY and FOR Brands e Mid-size advertisers

* Expertise members

* media

* agencies

I REPRESENT: Selfregulation,
Measurement, ...

I FACILITATE: UBA Academy,
Expert Community

370

Members

Brands

7200

CONNECT: UBA Christmass lunch,

Marketers

Executive Forum, Global Mktg
Week, DMEXCO, ...




UBA ACADEMY

Build Marketing Expertise,
Building short term value among mid-size advertisers



BRAND TOPICS ENABLE TOPICS

> RESEARCH & INSIGHTS > AGENCY
> STRATEGY > E-COMMERCE & SALES
> CONTENT > EMPLOYER BRANDING

10

Expertisel

Domains > DATA & TECHNOLOGY > SKILLS

> MEDIA > SPONSORING & EVENTS




UBA Academy
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Master Classes - live

Live Training on advanced, current topics (20 new/year)

Interactive workshops on skills
Target: Advertisers only marketing department




Programme 2022 ==

BRAND TOPICS

RESEARCH & INSIGHTS

Brand Insights Analysis [0

Comment anakys "u"ia"_et‘lvliﬂ!7

Competitor

Comment analyser ke marché et mes concurrents 7

Comment exploiter les tencances powr Nnnceation, ke stratégie et
les campagres ?
Successful Advertising

Comment créer un contenu pescutant et criatf?

[ 2477 |
[[Z7}) implementing Trends
[ 247 |

Effie Info Class
Comment gagrer un Effe?

“ Research Visual Nudging [T
Comment une bonne utilsation de fa codewr dans

communication o t-elke plus dimpact?

Demystifying Neuromarketin,

B
Comment uTiSer s Tachigues o rewomarkating 7

«
Comment mesirer et optimiser la satisfaction des cients 7
“ Google Analytics Basics
Comment mesirer, analyser o1 &akunl ma présence en ligne?
“ Google Analyﬂcs Anvamed
Comment transformer des statistiques statiques en nsighes
eglotables?
| omc | Science for il

MPOITEMENts durabies avec ma margue 7

(redlue Sushlnaﬁlly (ommmhtbn

Comment communiquer sur |3 duratiité de manikire crédble ?

m Regenerative Brands [T
Comment positionner ma masgue et oéer de 13 vleur avec un

impact sodétal?

Branding Constellations

Comment créer des reltions de marque soldes Wa une approche
systémigue ?

Brand Relij

Comment chalsk | benne stratégle de marque et mesurer son
wxcks?

Digital Strategy

Comment om:l:a.cr un plan marteting cigital et optimser
Tutibsation des canance?

Communication Strategy [

COMMENT déslopper une STTANEEH G COMMUNK;

Customer Journey
Comment planifier ma communication sefon ke pascours du
consommateur?

Targeting & Segmentation

Comment défing et sepmenter les groupes dbks?

Parentfriendly Marketing
Comment atteindre ke groupe cbie Tamiles cans un monde en
plene mutation?

Service Logic Thinkin,
Comment ke ‘service thinking 2ppcrie-t-f une nowlle perspective
dmonbusiness?

Plan Efficiency - 0GSM

Comment étabbr un plan efficace sur 1 A47

A
[ ]
|
“ Plan Efficiency - 0GSM Advanced
3
o |

Comment trad.re k8 vision d'un plan annuel en action?

M Business Model Innovation
Comment transposer une idée en ualeur e bncer son modide
d'entreprise ?
C
Comment ke marketing peut-l ader & déweiopper une meleure
@pérence clent?

Legal Issues in Marketing

Comment assimiler les pncipes juridiques en marketing dgnal ?

(omern Strategy
3 3 smsléae -)e marketing o

Content Creation

Comment réussr k2 création de consenu ?

Content Distribution

Comment m'assurer que ke public trouve et voie man conenu 7

n (omem Strategy
Comment mettre en place ma stratéghe de content marketing?

de marketing ?

m Digital Storytelling
Comment ntégrer un contenu dgral percutant dans ma stratégie

Email Marketing

ComMRnt massures que Mes Campagnes e-mal susctent une

Influencer Marketin,
Comment fare en sorte que les influenceurs traremettent mes

rmsiﬂ‘s ?

Vldeo
Comment fare émerger me marque dans I'océan des widéos
dgitaes?

Podcast Marketing [

Comment faire Connaitre Ma marcue aved ks pod(a

247 |
(2]
A
m Data in Content Marketin|
A
[ wc |

B
Comment falre des données Mngrédient secret dunmarketing de
contenu fructueux?

]oumdbm & Content Marketing
Comment une approchy
content ma*kewp

e joumaistiou: peut-di amékorer mon

Eﬁetﬁve Yone-of-wke
Comment élaborer des cirectives véntablement utiles 3 mes
datewrs de contenu?

“ Master Class - Online Master Class

Data Strategy
Comment collecter, géver e1 partager comeCiement des do
plrenms?

Data Tools Ecosystem
Comment utifses les noue ks solutions AdTech et MarTech dars
un monde en mutation?

Data Protection [}

Comment corciber marketing digital et protecticn des donndes 7

Customer Relationship [T

Comment développer une uumgn etdes xn:..ucme

Data Aquisition & Unilk:tlon m
Comment dévdlopper une stratégle dacquisition et dunification
des données !

Data Activation

Comment liar mes KPYS 3 ma performan

Data Interpretation
Ctv's‘u'n RS FSQUES et s bias assoaiés 3 Mutifsation des
o

Growth Hackin

B
Comment 2ppliquer le Crowh Hacking aux entreprises étables?

Third Party Cookieless [

Comment ks et aCtives dane un Mends $ans cookies tirs?

Performance Marketing
Comment définr une approche marketing basée sur les résultats
etls performance?

UX & Design Thinking [I1
Comment Créef des expériences dgitaes centrées sur futifsatew
pir e CV‘Q)‘ king?

Seardl Engine on

Comment a.grm'm! mon trafic avec le référencement SEC?
Matteﬁng Mmmation
Que peut appones 1 Marketing AUTomation e comment 13 mettre
o euvre?

oMC Predictive Marketing
Comment intésyer s Agodthmes prédictifs etk Machine
Leaming dars le marketirg 7

oF i
z i

Mixed Reality [

0t 13 VR et AR en matiése de markeling

“ Voice Marketing
Comment entrer dans [ére dJ marketing vocal ?

Quedles opportunites ¢
agid?

Al Basics & Con

13
Une introducticn & nteligence Artificiele et a Machine Leaming

Aliin advertising
Comment IArtificial Intellgerce m'dde-t-ele & augmenter la
conwersion?

Marketing Technology & Ethic [0
Commentt les nowslles technoiogies en marketing condusent
olkes & des guestions d'éthique?

GDPR update

Comment m'assures Que 2 SuS confome au umv

m Data Governance & Legal [
Comment traiter les conndes de manidre correcte et igale ?

OMC Legal changes in Marketing Automation [

Comment expiaiter kos 3075 et toals de manire corecte et Kgale ?

OMC Legal Compliant Websites
Comment m'assurer que mon site web est conforme 3 la
épsiatcn?

OMC Cookie(less) compliance
Comment préparer Ma pOTTiQuE G CO0ERS 3 U aweni sans
jes?

Belgian Digital Media Formats [

m Queks fomats dgitaux nos médias poposent-is?

Online Targeting [

D0 €1 comment cws r Touver mes z!u\ws abl

ligne?

Off-line T:rgethg m
Comment personnalse viala téhvision 1a radio. faMichage et le
dract mai?

rpersonalisation [0
Comment Ihyperperscanalsation en création peut-ele condure &
de medieurs résultats ?

e i
A H

Radio advertising [T

Comment mettse en place une campagne rado efficace?

Digital Outdoor
Comment utiiser FOOH et guapporte b trarsition vers ke
programmatique ?

Print & Newspaper
Comment utliser ks presse écrite o évaluer une campagne de
presse etficace?

M Addressable TV
Comment utiser fadressable TV de mankére cptimale ?

Sodal Medh I!E!l
Comment géres mes s

Facebook, Instagram, Linkedin m
Queles scat kes options de publcite payante sur Facebook,
Fetagram et Lnkedin?

Snap(hat. Pineus‘. ﬂkwk
Queles sont kes options de publicité payante sur Snapchat,
Firerest et Tietok ?

matic Advertisi

Comment débuter en pubkcité programmatique ?

Media Briefing [

Comment donner un bon briefing 3 mon agence méda?

Media Management
Agerces, rigjes, agences médas.. qul fait quol et comment
callaborer efficacement ?

Media Measurement [

Comment mesurer mes r-\'mgnc- et lewr RO

M Dldﬂ Hedi Alllt
Comment réaliser un audi des épenses et performances de mes
médas rumériques ?

-}
~

Media & Creativity [T

Quels SONT WS €6 IS PlUS MUSSES BT qual 3 GTé leur impact?

Dashboarding [

Quele est b pusssance du dashbomding et que pus-je en fare?

ENABLE TOPICS

AGENCY

Agency Selection

Comment sélectionner mon agence et crganiser un pich?

Agency Ecosystem

Comment créer un écosystime d agences efficace?

Remuneration & Evaluation [

Comment rémunérer et éwaker mon agence?

Media Agency Management

Comment trer ke melew partl de mon agence médla ?

Client Brief

Comment donner un briefirg efficace ?

| 247 |
[ 241
[ o |
[ nc ]
o |

Customerproof C

opy
Comment évalier i Mes taxtes pubCtanes ot unimpact eptimal?

E-COMMERCE & SALES

E-commerce Basics
Queks sonT les Tendances et ks Géfis du commexce en igne?

Own Webshop

Comment géres mon prople wetshop?

Marketplaces

Comment vencre et fare dela publcite sur les places de marché ?

E-commerce Advertising [T
Comment lancer des shoppatie ads, ke commerce et la promation
surles réseaux sodaux !

E-commerce
De quels factewrs juridiques ot adminstratifs coks je terk compte ?

E-Retail Media [T

Comment les ‘onfine retaher mediy’ pesnnt-Is SHmubr mes ventes?

Sales Plan op 1 A4

Comment Babores un plan de vente Sur 1 A47

Masterful Sales Presentations

Comment accraitre lmpact de mes présentations commerciales !

Retail Marketing
Comment générer du Tatic vers les welishops ot ks magasing?

Social Sell

Commentt exploiter e sockal seling pour toucher des dients?

EMPLOYER BRANDING

Employer Brandin,

B
Comment attirer et fidédser les colaboratewrs ?

Employer Marketing

ANt COMSTILfe une marque pus forse e fintéreu?

lE

oMC Diversity in Recruitment
Comment attirer des tabents phes dversifies?

oMC Change Management

Comment nchre tout ke monde dans un parcours de changement 7

SKILLS

Leader Attitude
Comment mq:m Tattitude qui m'cuwrin toutes kes portes ?

Sellng ldeas

Comment augmentes mas dhances de Succds pour vendre un pryjet?

Creative Thinl

Comment serforcer mon esprit créatif ?

R ooy Deveopmen
Comment DoostRr Mes COmpeTences (Eaties o quotiden?

Critical Thinking

Comment ticnnaliser &1 discpine ma pensée?

Brainstorming Techn|

Comment beaster mes capacités < mwca?

N activer |es Connaissances de chacun au sein dun groupe ?

Persuasion

Comment argumenter da manire puissante?

Negotiation Skills

Comment tiser e meler demes négociations?

B
[Enc]
“ Storytelling in Presentation
3R
A !

Comment comande un pullic?

Media Training

Comment préparer o1 réussi mon entretien svec les joumalistes 7

Norklanalanu Luin |
abod

Timises FEQuillee Nl M3 wie prive 61

m Sponsoring Contract
Comment Négocir un Contiat de Spensorng en

m Sponsorship Impact
Comment garanti lefhcacité de mes actions de sponsoring 7




Training 24/7 - video [1

Video e-learnings : basics in (digital) communication
Target: juniors, multi-functionals (Sales, HR, Legal, ...)
Local media market development, Agencies training
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Master Classes - live

Live Training on advanced, current topics (20 new/year)
Interactive workshops on skills

Target: Advertisers only marketing department




BRAND TOPICS

RESEARCH & INSIGHTS

Brand Insights Analysis [0

Hoe analyseer lcmin merk online ?

[ 2417 |
m Competitor Analysis 71
[ 2477 |

Hoe analyseer lc de markt en min concursenten ?

Implementing Trends
Hoe getruic ik trends woor nnoatie. stratege 8 campagnes ?

m Successful Advertising

Hoe areder (¢ impactualie en creatieue content 7

m Communication Strategy [0
Hoe ontwidee! [t een commun catiestrategie ?

Customer Journey [

m Hoe plan ik min communicaties in Tunctie wan miy consument 7

Targeting & Segmentation [
Hoe kan ik doegroepen bepalen e Sepmenteren?

m Content Strategy
He een COntent Marketing styategie ontmikeden?

m Content Creation [
Hoe maak |k van min content een succes ?

m Content Distribution
Hoe 2018 ik ervocr 43t M Crent gevonden en pezien wordt?

m Email Marketing
Hoe rarg Ik ervoor dat min e-makcampagnes ce beste respons
opleveren’?

m Influencer Marketing
Hoe B icinfuancers de berichien verspraiden di it wil dat 2e
verspreiden’?

m Video Content [

Hoe zong K ervcar dat min meric opvalt in het cuveraanbed aan
video's op ntemet?

DATA & TECHNOLOGY

Data Strategy [T
Hoe tan |k data comect en cuwrzaam verzamelen, beheren en
delen?

eranderende wered?

Data Protection [
Hoe b k 0gitake marketng en Deschuiming van gepewans met
eleaar verengen?

m Data Tools Ecosystem
Hoe neuwe AdTech 8 MarTedh oplossingen gebr uken in exn

m Third Party Cookieless [0

Hoe targetten en actieren N oen wereld 20nder thid party
cookes!

m Performance Marketing [
Ho creber ik een sy aatgenchle marketing aanpat ?

m UX & Design Thinking [
Hoe gebiuksuiendefjos dgitade enaringen (redren via Design
Thinking 7

m Search Engine Optimization
Hom kan ik SE0 in2enten voor een groter berek 7

Alin advertising

Hoe kan Al Intelgence helpen om conversie te varhogen?

Data Governance & Legal [

Hoe g3 ik op een Cormects en welteljor manier om met data?

Belgian Digital Media Formats [
el G@itale fommaten Patben onee Begsdwe media te biden?

Online Targeting [0

Hoe kan i ondne oen cocigroep vinden en bersiten ?

m Offline Targeting [

Hoe kan ic min dostgrcep bereioan via TV, Radio, 00 én DireCt

Mal?

m Radio advertising [
Hoe gebruk k radio en zet k een effectieve tadiccampagne op?

m Digital Outdoor [01
Hoe getrut & DOH en wat betekent de transitie nag

programmatic?

m Print & Newspaper [
Hoe gebruk k printmecia en hoe zet k een effectieve

prntcampagne op /

m Social Media 11
Hoe behesr & Mg Sociake meda kanaen oD aptimake wize?

Facebook, Instagram, Linkedin 01
Hoe kN k adverteren o Facebook InStagram en Linkedin?

[ 247 |
LA  Snapchat, Pinterest Tiktok [
[ 247

Hoe kan ik adver teren op Srapchat, Pinterest en Tkick?

Programmatic Advertising
Hoe ga k yan STarm met programma

Dashboarding [

‘wat |5 de kracht van dashbowrdng enwat tan k ermee?

Jvensing?

ENABLE TOPICS

m Agency Selection

Hoe selecieer k min bureau en crganiseer k een pitch?

m Agency Ecosystem )
Hoe creber k eon effectiet ecosysteem van agentschappen?

E-COMMERCE & SALES

E-commerce Basics [0
Wal 2§n e rends e utdadingen in e-commence?
m Own Webshop X1

Hoe behesr k een e@en websthop?

Marketplaces [

Hoe verkopen en adverteren op marktplaatsen ?

E-commerce Legal [
Mot welke begale on 20 Tratiess factoen moet ik seoning

heuden?

Sales Planop 1 A4
Hoe bouw k pen S3es Planop 1447

Masterful Sales Presentations

FHoe vergroct K de mpact van min werkcoppresentatie ?

SPONSORING & EVENTS

m Sponsoring Contract

Hoe ShAT K een eMGEnt sponcorconta af ?

m Sponsorship Impact

Hoe B3t ik min Sponsoring acTies maximad rendesen?



Communication Digital Bootcamp 31
Management College

For Junior Talent The best of on and off-line

Basics in Communication Pre-work with Video e-learnings 24/7

4 interactive workshops to activate knowledge

LES
PARTENAIRES




Expert Communities:

Where Advertisers only discuss current topics among
experts; Media & Agencies on invite only.

5 Expert Communities
1. Media
* Cookieless
2. Data & Technology

* Marketing Automation, Data Collection, Programmatic Buying, Affiliate
marketing, ...

3. Research Panels

* Key voor Retail & FMCG
4. Research, Data & ROl - CMI

e Research on changing consumer habits, nudging, neuro-marketing, ...
5. Content Marketing

» Storytelling, channels of communication



UBA Trendsday 17 03 2022 (1500 attendance)

20600

Benedict Evans (UK) Paul Polman (NL) Peter Hinssen (BE) Anders Indset (NO)
Independent Analyst Influencer, Business leader, Moderator Philosopher
Campaigner

Ontdek de UBA Trends Day Sprekers

»PVOoOO006

Matt Brittin (UK) Miri ROdriguez (US) Crystal Washington (US) Neil Deshmuck (US) Vicki Loo'mes (UK) lanka Fleerackers
President, EMEA Business & Storyteller at Microsoft and Technology Strategist and Founder/CEO of PlantumAl RANELCLLOF & TSN (?ontent - Host
TrendWatching

Operations, Google Author of Brand Storytelling Futurist



Overview

Advertiser Members Expertisepartners Media Partners
cfr barema's 5.000 € 15.000 €

News & Resources News & Insights free free free

Weekly E-news free free free

Guidelines & Charters free free free

Care Line free free free

Academy Training 24/7 free free free

Master Class free 50% 50%

Communication Management College free 50% 50%

Digital Bootcamp free 50% 50%

Events Trends Day member price member price member price

Xmas lunch member price member price member price

CEOBF free on invitation on invitation

Belgian Media Date free on invitation on invitation/partnership

Expert Comunity Meeting on site or online free on invitation on invitation




HOW TO TURN WFA TOOLS INTO
YEAR LONG INDUSTRY PROGRAM

Diversity & Inclusion Case in Belgium



Global WFA DEI SURVEY: top 4 survey responses globally

Inclusion Index by market
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*UK All In Census was conducted in March 2021. The UK results are not built into the global results but we have included the index here for the sake of comparison.
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Taking brands further




BUILD AWARENESS ON D&l
JOURNEY IN TOTAL INDUSTRY

DIVERSITY &
INCLUSION s On a Journey Towards More
GUIDE & | Diverse Creative

Diversity is a priority which impacts not only internal inclusion, but also external representation. Inclusive

workplaces inspire diversity of thinking, which drives creativity & innovation. This allows us to better understand
and reflect consumers, and in turn helps brands differentiate. Inclusive marketing and communications not only
make a positive impact on society but also have been shown to outperform from an effectiveness perspective.

At all stages of the marketing process, including but not limited to the communications we create, there is an
opportunity to better represent. We can all go on a journey from not considering diverse audiences to fairly
representing them, or even purposefully driving action for change - wherever you are in that process we hope to
help you take the next step.

Often the barriers to representative creative come in the form of unconscious bias. This guide to the creative
process, initially created by the WFA, aims to highlight some of the simple nudges and critical questions
marketers can use to steer themselves throughout.

Marc Fauconnier Mira De Maeyer Hugues Rey
President ACC President UBA President UMA

accelerating UNITED
acc oo m NGENCIES
Distributed by all associations as well as leading

industry magazine: reach 10 000 people in Marcom —

IKANTAR ' . . @ Word Federaton




o

What steps are you taking to make sure
your brand is accessing all the diverse

Business opportunities for growth?
&brand 2 & 2
challenge More progressive and inclusive brands

perform better, and all brands can positively
reflect and engage consumers.

Some questions to ask yourself
Who is your audience? Who is excluded? Are they a potential business opportunity?
Does your audience reflect the emerging consumer base for the category?

& sustainability opportunity for your brar
What's the next credible but authentic step fory

s there a deliberate divel

rd your brand can take?

s your business willi
stakeholders bought ir

tand up for what's

and truly reflect your consumers? Are senior

JULES

men in progress

Jules' ambition is to create a movement of men who are aware, positive, sensitive and ready to
bring about change. including when it comes to their masculinity. All this can be summed up in 3
words in a new brand signature: *Men In Progress”

How are you ensuring your strategy is grounded

in diverse consumer insight?

Sl Our bias can get in the way and sometimes
insight o .
2 Dsla we don't understand the nuances of diverse

audiences.

Some questions to ask yourself

Is there any bias in research used to gather insight? Does it capture representative perspectives
or just broad generalisations?

How are consumer 'pen portraits’ or mood boards depicted/visualized?

Have you managed to capture nuance & avoid generalization?

What are the perceptions of your brand withi esentative targe!
What do you know about the cultural tension

in each active market?

and audience
Are stereotyping concer ?
Have you engaged exp an help advise on h
negatively interpret your intentions?

th the affected gro.

specific audiences might positively or

‘Lets run fearless’, with this powerfull statement Garmin is empowering women who don't feel

safe running outdoor alone. Starting from this insights, they launched the ‘Combat Warm-Up',
three warming up exercises where you prepare for your run, as well as learning some self-defense
techniques.

Are you bringing representative inspiration
and deep insight to the brief?
C;ar:‘:s& Sometimes we bring our own stereotypes to
Brief the brief, or fail to inspire with our intent or our
insight.

Some questions to ask yourself
When working on a campaign that is centered around a specific issue and/or group of people
What stereotypes, biases and/or prejudic
How might we counter these with t

es this issue/group deal with on a daily basis?
ampaign?

Are your insights based on knowledge or thoughts that are supported by this group of people?
How or who could this campaign (unlconsciously exclude or ridicule? Have you researched
different perspectives and views about the topic?
What are some values of the brand that can be original

to this campaign?
How does your target audience relate to the campaign’s topic?

n what ways can dive

y and inclusion elevate the story you want to tell?
u can gather and incorporate real ?

=
N

-
ledereen ledereen
cen zorgeloost - . = gemakkeliji
avondje uit, op weg...

s there a way in which y

jnkstine 2 wotvotigo twatan

With Brussels Accessible to All, Equal Brussels switches the traditional narrative of disability as
being something that holds you back from being included. Instead, they focus on the ways in
which disabled people are actively excluded by their environment and how this can be prevented
by taking positive actions. To encourage the people of Brussels, the campaign included examples
of best practices to show what a Brussels that is accessible to all looks like.

What steps are you taking with your suppliers

4 to bring in more diverse talent?
Agency & Diverse teams bring new perspectives and
Partner = it
Selection make better work, but our industry is simply
not diverse enough

Some questions to ask yourself
Do you have a procurement di
Have you asked partners for e

sity approach and a supply chain of diverse partners?
ence of representation across their overall output?
partner augment the work of your AOR?

Are you working together with your agency on this journey

Could a minority owned, or foc

there more you could be doing to
support them to become more representative and diverse?

Many advertisers today are actively addressing diversity in their communications. They are looking
for communication agencies that can develop non-stereotypical campaigns. PitchPoint therefore
includes diversity as one of the important criteria in the selection process.



MONTHLY DEEP DIVE ON 1 ASPECT

Comment Unilever aborde la diversité et
I'inclusion ? En montrant, en expliquant et en
inspirant - interview Silvia Wiesner

25-01-22

Notre nouveau guideline « Diversity & Inclusion » parcourt les 12 étapes du
processus créatif, du positionnement de la marque a I'analyse des résultats de

Distributed with total industry coverage

Organise masterclasses: f.e. employer branding



Taking brands further




