Data - Driven Full Funnel
Marketing Company




Lifestyle

O

OLIVE YOUNG | £3CJONE




'2025',

= !~

-



Strength

Strength

DX E C]“. MEZZOMEDIA c]" MEZZOMEDIA
DXE Ué Data- Driven Full Funnel Marketing O

DXE Ué 6CJ HeE



AE, DA, SA
v




Data-Driven Marketing
Know-How

CRM/Sales

1st party 3rd party s pemographic

Google/Apple
f Meta/Instagram
O’ Q Naver/Kakao
A 1stParty
CRM " X Data
) )
v ; 2nd-Party
0 Data
SINGLE
VIEW
Google Analytics
( AT ~ MMP Solution
% 5 b ; Media Channel
DXE é * : é . D ( m
1st-3rd party € Ué~ ® 3rd-Party
&° 3 Data
) y 8
€~  LTV(Life Time Value) €€ CRM

Feb " X o



Data-Driven Marketing

Know-How d
Al
Sooge Anabyvtics
n
Adobe Analytics
W
ListeningMind ‘?-HPPSF'VGF
11 EETE CE
Al tllitdtiln® _
T T Airbridge
Datarize “ DFINERY
= & | - bagin ADJUST
& é branch
& &

GA, MMP, g Ué < X



Data-Driven Marketing
Know-How

D)= é

| Comarots
|'z2vs23 8B MNBX BY & 22 vs'23 99 Mwex SR BUS B TR O e
B3 A& ~oig 27e) 3™ M-l =71 24

o | | i —— .EI - ™ :. I:

1 K : . R ag - [
"Rl I:I u Ly ¢ :

] : . ! 1 - ; ] Y SITE RN +EWE AN o8WE SAYE SBYE

R o - RN I IEY RN il sk | 39,

i " : - FRarE an ] ;0 0x g% PR ol

. - i - 4 TN ] N TR I

F 5 |22 vs'23 Y'g R 2X} ::-:: r_-__l_‘.;., [, :

(] = ey 1
- e i mmll ggn" Ll | mive IS = = sl MR R 169,
--------- — L i vl Kl b Ll LR ]
- i ! | T T it o
- I L i

B2 B, N, 1290 AN 4 ; : AT
AL O] 328 57 A L T S SR R 2R W, T T Ul P T o B e
DU AR "y oI LES
I0|E] 241 (0fH] £49) I Dispiay 183, organic 7 30| AN 211 2SO D POCOR

A8 84
HHME IX|=atof CiPt
Organic =% 23t 2

Display 0 (18 Organic] P08 Y S0 404
0,55 & 0.645 #TFAS £ @0l
HNE PIX| B0l 09! B2

o CEERdch A A an A e A
Qi e g IR RN PRO D F 4T
O Y T L S TP SR

HEAe

SEE a0 I BN E S 22 AGY N HEY XRIE WS

POREF S ]

+ cORSLIEHY B LS W T WD AL NES
I e PR e
BRI RS T B WE NS
+ ) I BT F B R A B2 TR R
R LE TR LT BT

I TN S 2 e B
BAND BN BN 305U DY W N e

T -l P - O

T M D) e D Rt e L P DL o JER ok M O S| R et SR A e PO PR




5 -4 1
OO T o, L N
" ..o‘:'.'}- >4y :‘.'»:,.. |
..\‘ A “\,'\r.“‘" .2 ;\ : ( ')
P ALY L T et g g iz .
‘l‘ » s. - | 3
: )

il W ST SRY E Nt -\
VB s O N Ly
- O * L

- . Y
> ‘ :
+ "
) - ‘b.. - -
L, b » . ". l:.7
" BN 4 -x\_‘ y |
' P« p % h
ey : - 3
ner . " -
2l
230 e -
‘l .I -.' 4 | |
. .' |
bl ¢ - .. ...
At )
s 5 ‘-\' ' 4
- v .'
i
‘r Th | - y
" B <
4 . i B
4 L. o‘.
=_" i ‘e :
-y 243 C .
" - - 1
e :
L% o T >
. - - - *
: \ K A Y.y
. N _: ‘|' .
¢ .;.. 4 g Al R
] v “‘ ’
.{ J.. — ' l . -
o - . -
e .‘: { Q\ o TN ) B v -
o> TR - 0 Pl b - -
L B ' 7 ¥ Ny ’-
AR ASS A A ’
< .1.\ - A AL "ol v URe .
-’ o_-' v .- O > " - |} i -
o A ¢ . >y
I3y o e wa
.Q y - ‘*'_ - o ’ 3+t - .
y . -
.1._-_ _— .:‘ Y .~ . ] ’
) AT v’ s ; ;
.‘ AR b Lol s U2
- ."‘... s p A ¥ o™
SR S SRR o
e ~ o Ly Y"-' 4 ,..l. v Ay ’ .
A - "l ot . Ay



About Solution

ADLY NU] UE
Al" ,

m

ffffffffffffffffffffffffffffffff Core Values
DT
Digital Transformation
X
m m U é’

o/

AX

Al eXperience

m”

ADLY

1. ad(U é)+ally(

AI m é’ =
(advancing growth)

(strategic alliance)

)

o/



About Solution

U é

AX-BRIDGE

130,000 O+

Al Agent

Strategize(

7

04

Reach Caster€ERD

Reach Predictor
.

Ratio Finder
(TVC/Digital) w

Budget Optimizer

DataShot

Ad Curator

Ué

Orchestrate(

Opera
N h O

BidAuto

m

Insight(

Intella
Ué

S 6 o)
Bl(Business Intelligence)

Y é

P
(.6 )

*AIM: Audience Intelligence Metrics

3 a

Mean It
Ué

o, I\
S m

m






ADLY Preview Explore

AnXer

m
A’

Al Navigator

= 0 YE FFet 2 STl st 2FsH

2! Al OJA| AEE AnXer 2LICt,
ol chst S =K.

A QxIE, D, HE0|2h= 370X O Y SHO| st 2-g=I0] UASLICh

(3 offfce 2t =21 S0 B 37| HO&T} OO = LiwlLich(T)

AnXer2te| x{&l 27 URE B B YE
BELL HES O B2 A g2l =2E
1 HE

' o= (Bumper 62 20[2| AHE 4= @ QLict B2 A S JHE QL
DIA|X|E HESH QIX| =8 £0|= o SapEedL|ct
15&(EE £ =20l4 30k) Zolo| 02, AMEAP7E 2ALE 4 glof [
AKX & 25|

OIAEHE YouTube SH|O|X| &TH| EE| T2 2H0]| CHt 2 EXH D20 =E0|

(Masthead) LUQTH O ARl ot AHEYY

HC|2 2|X| HmHl  CPM(1,000%] =5 H|E) YHS ABSI0] BEXO2 TE YIS It

(VRC) 22 5852 gk

2C|2 o= (Audio

Ads)

2, S0 13 SO 2D 4E

ALZXI HHELL B Fo| 2Hel2

N YE
£ 2LE + U= SH0| HZELICH 30 o4 AlHEHHLE
tH| 20| Wlisks CPV(EZIY HI8) YHES F2 AHRELC
YouTube Z I|E, 2 Znf, 224 SU Fofl BAELICH AZIPPHEUY S 22610

AHSHES RESHE YA RILIC

(Demand Gen)  HQUYLICE Al2fHo = FH5H HD LY

3. Mg QE D 4E
FAD|E W2, ¢ MX|, HE 204 5 AHBALS] THHQ! B5 S 0|ZofL
] za 53
HiCI2 244 Telof] |2 Al SBYLIC T ATQISR YouTube Q] ChoRst X|Ho|
Bl (V-AC) IS HAsto] HE-F Irpsreiict

J2 283810f Google2| CI2 | 'EYI(HM, YouTube, Google Play S)oilA
A AmRl (AC)




Y Preview

Reach Caster

e
Reach Caster

Al Assistant

ReadySet ciems (2 [JE) L3 D/S (=E) A (=H) (=R 258 26 40 S8 HOIEX 240] 2EIAELIC
> SlotBoard MJ QA_O22(HIEIHIRIHE) te scenario_4094
® Reach Predictor  scenario_4094  Oll& WHE00,000,000 22 DHHI/AHE 1900 ERA 24 . JRRE2026-05-01 + 2026-05-28 - HUC/HE
Key Metrics Summary Reach Curve Analysis
Reach 1+ Avg. Frequency )

ReadySet Visionary

23.56 4.35:

GRPs CPRP

102.00

Estimated Performance

Collapse T2 > M > S8/ Budget

~ DIGITAL 525,000,000

~ Coogle Ads 200,000,000

M DEAES! 42,560,000
40,000,000

W 24T 40,000,000

Il 21K 2 30,000,000

= _CPh 27,440,000

20,000,000

v Meta 81,140,000
RIE 81,140,000
t

W NAVER EE8 DA 81,000,000

5,146,893 -

Impression Effective Reach (Count) Avg. GRPs
Impression Frequency
48,567,593 48,409,005 11,183,404 433 102.00
9,745,432 9,633,587 5,554,283 173 20.30
2853488 2812447 1,805,834 156 593
634,108 630,369 398,907 158 133
1,630,566 1,611,100 857,789 188 339
2,853,488 2,817,782 1,733,023 163 594
1,304,995 1,296,805 865,725 150 273
468,787 465,084 284,500 163 098
3,004,458 2,971,865 1,405,817 21 6.26
3,004,458 2,971,865 1,405,817 n 6.26
8,467,702 8,467,702 5,219,049 162 17.84

CPRP

5,146,893

9,852,671

7,181,733

30,114,604

11,782,827

5,052,727

10,042,028

20408478

12,957,402

12957402

4,539,745

Reach 1+

2356

11.70

0.84

296

11.00

Reach 2+

11.50

084

590

Reach|

10.8¢

52

03

08

5.6(

SpinX for Reach Caster o

AnXer Spin-off Al Agent

Reach Predictor

scenario_4094

g

29

& 0ildt 6 2O= SgtReach 1+ 23.56%E
s, ZEIE 47,458,282 [HH| of
23.56% == ILICE Zntsigio| 2IXIHE Ja
IE 8 =elsthla.

Lof- k3

S8l Reach 1+:23.56% (2f
11,181,171%)

H2 13674 & 32t Reach 1+
96.76%

DIGITAL 2I04: Reach 23.56% / TVC 7|
0f:0%

DIGITAL LH =2 7104: Google Ads
11.70%, NAVER 22 DA 11.00%, El
¥ 11.77%

DIGITALO| #H| =EE E HLISIH, 3| EI
2 GRPS 35.81t %2 CPRP(1,396,6378)
£ 80| E5LICL Google Ads2t NAVER 2
T8 DAE 2121 11%[H Reach 1+2 Y =&
Ofl ZIEILICE

FHae

EIZt Google Ads CPRP X107t 2 01RE=7?

P2 T EIR =6 =& XH0l=7?

BIH 5.2592 Efficiency Peak 2CHRITIR?

Targetpick?| Bz BI=J} 5.6421 01RE=7?

EIZ1t Google Ads CPRP X010t 2 01

=2

EIZie| CPRPJt Google Ads CHHI 2t 7HH K@

ELAIOL M AN FSE T OETHAS F=E

ki Ratio Finder

> Optimal Point

OHAI HI

22.55%

_*
21.96% -

20.41%
L

Digital: TVC l  Reachl

8

Strategize

[GJReach Predictor

0= Reach (%)

oy Efficiency Peak

0ll4k: 6,700,000,001
ch 1+ 96.76%

i
0p)
0

(@]




ADLY Preview Strategize

Budget Optimizer

O KPI COLLECT ANALYZE MODEL OPTIMIZE

' 83 720

Ofl &+(25)
HIT|2 2/X] A2l ¢

4|C12 5 A IV

A7 0l @
FIFIQEH=EE 42 CpC 179,465,617
- ' 22 = cpe cPv

OIX| = 2 Ef=l MH[A 42,149,442 1.58% |[1148 34,492 2,132,309 9018.86 9731.97 157.42

4,539 5 87¢ 79912.25 139.04
Qoo
114,852 0 1562.58 0.00

42,149,442 4 2,334,819 8,085,556 55,515 0 759.24 0.00

920,000,000 100.00% 24,3 8 98,602,693 2 48 209,398 9330.37 4393.54 194.05

cig &)

m ird

H|:Nrall.lj_lr5 o éaﬂ'a_*-ﬁﬂ!% e *M ed i a M iX M Od eI m m

il S 2 P,
18.34% ) g
26.51% o I/ r

*Media Mix Model "

Lightweight Bayesian MMM
0 | RS é 3

>
O




ADLY Preview Strategize

DataShot YO

* . / m c’), l O ,
uY E‘)

l o e, , i o 3

—_—2

Ay I
(0

O €,
o

3 (Benchmark): L 0

~
e O CONFIGURATION SUMMARY

STEP 1 - BASIC INFORMATION
{|OIEHAIE 25 AR YNt =8
NE 74 St RIE
=872t 2025-01 » 2025-12

d > WESEMAlnternal) > DataShot > 25 Bl 40 &8 L) 7
MHIA = JHeIMEIA  AdlA > BDABSAMHIA - KHIA > HHIATIE
25[5 %Hé Jé'lﬂl. §§ IHx | ZE8JI12t 202 ) 2 2 1E 7 ZESIEA 2 AHlA =08 AHlA >822 AHIA > SAUISEL  AHEA > BRAHIA
EXtraCtEd Data STEP 2 - QUERY SETTINGS
IH% Google Ads
izt e gEm  2EE e 2 SR HISICPO) 1,00081 &S HIZICPM) S=ECTR) 25% T EIE 50% M THE TS%TLE o
et STEP 01 STEP 02 STEP 03
- 2t o 2 = & = & = & = CIPHCH BER!
5 81 1,451 1.79 43.28 3279 274 .
66 1,278 1.94 50.09 4089 33 ) _
5 At o 200 ]
5 62 1,529 248 5744 4823 394 -
p—_— u
61 1613 264 5528 4527 37€ R ’
492 4,239 086 o 0 AT IE LY CT R C P C
40 1342 335 5298 4057 339 21 o 14 )
68 847 125 o 0
Cl2i=3 0lolx) 20
5 58 2,165 372 41.68 29.50 24
165 2,268 1.37 638 219 14 - a 230
93, 1 59 247 042 ] o] o5 BEH  SOHXS
5 63 869 138 o 0
- 7IH
57 1,738 307 3220 19.83 14.5
43 1428 335 148 051 03 E E2S HIB(CPC) 1,0008] =2 HIS(ICPM) S=BICTR)
Fr ; o 2793 045 - - 250 TH EE  SO% M NME  75% MM EME  100% M4 DuE
233 3,944 169 039 024 Q.1
A H 122 1,904 1.56 o o
STEP 3 - REVIEW & EXTRACT
314 FAE 083 4.30 288 g
5 1 88 3,005 342 4755 16.44 104 -
119 2,389 2 814 5.38 35, —

az 3199 389 6460 2526 14.26 1007



ADLY Preview Orchestrate

Opera G E"D SMR UV é

adly (€
Meta "
r- TEST A= (100000000) = 8 ON | OFF ~~

= TR0 HE 2D ON/OFF M9 KX
5 Meta

— TEST 2|2l

TEST Hm|2! 2 &) 111N

TEST Hum|gl 3

TEST #4m| 2l 4

TEST W 2l 5

TEST w2l 6

& TEST m|2!
o TEST gl 8

TEST |2l g

TEST ©H 2 10




ADLY Preview Orchestrate

IfAd a

O , &
l.JJ ééy et & m él

EIRER: L &Y
*If This ( l ) Then That ( )

m R é’ é

EZ|H o M o

2HE Li|oj & 244

o 27| sE s

2o

EZ|H o

=

Z27=

oMt

oM

EO|HHE

LS
ESPER] Hlols HAZ0 opelE3

Hlols Z4zt : ON/OFF *
el

CIH}O] A =

H4g

(f) m (f)
2HE E =718 Towl2’t O O S,/

AND Z7: XF3 DE B0 &5 VI TR EA E VN 0140 25

Epzl 27




ADLY Preview

=1[e[@]0]i

ol 52

T o=

TYH|E

23,249,886

BidOpt_Job

2|x43} A3} (2025.11.07)

Hs} M2

=3 oy 719

88,242

U=t =4

2|48} cha

7191 OFF
H/R{8} cha

ROAS

n

%

BidOpt_Job

=4 ROAS

565%

7|%1E OFF

HARZHIIFE B

ON/OFF

FIHE £RE E BE

Hussst

nkw-a001-01-000

0

00000000000

u

m

m y

m

BidOpt

Bidopt & "

m

é

(  -2022-0139578)

(

>

-2022-0139582)

Orchestrate




ADLY Preview Orchestrate

BidAuto l

AR 1]

SH=9 - M/ (=)

A of ¢

00:00 0] (0]
01:00 0 0
02:00 o] 0
03:00 0 0 O
0 (0]
0 0
0 0
0 n 6!

o
o 0

AESYUE U =3

= o
=]
> ©

(@]
o

2025-11-10

I=1k=]
o O

=
o
=]

(K
75
3:
4:
5

=}

5 m & &

16:00
17:00
18:00
19:00
20:00

(PC/MO)

@07t @as @sH:S

Conlnano 00 oMM LILSO 0000000 o
O O BEENEN O ©C O CHNENENEIEIEN O O O O O O O O ©
O Ol 800 00WMWW s s 0O0 0000000
C ol a 8000 OoOWMWK oINS OO0 00000000
C Ol & OO0 OO0 oo OO0 OO0 OO0 0o oo

1680

1470

AVFEI(R) EEat UBAIZ
UBNYANYB 2025-11-10 23:58:06

YrIHLE3 2025-11-10 23:53:06

YEYUES 2025-11-10 23:48:06



Insight

ADLY Preview

Intella

U é
(3} ~N S é,
Bl(Business Intelligence) . ; &

m

m l

Qa
DX

(3}

=) m

AP ARIS_HE3_MAG « [Template) NAVER 2
(&) Molx| #7}

Summary W =2 2025/03/08~03/14 HIR 2025/03/01~03/07 =

ROAH O

Yl 8(adly) "
# -9.4%
13,921,182¢ 71121 tszo!a9 gt

1557

53 EUE (M8 & FHTENE ) He R IS U

-O- vig(adly)

E¥E (U8 & ROAS)

SiCiAtE

ABST%  uiB(ady)

10,281,66
13,921,182

51,381,921

npo|RE =S

item

Eus 4 ClbolAY H|g By 3 491
r
4 HI8 (adly) Foh T g0l
2025-03-08 1,943,381 5,9 2
E2|¥xtE

03-09 232130189 10,724,400%
Y|S{adly) Mobile = ol
13,921,182 Elol= 712

2025-03-11 10,378,720%

03-12 7,466,271 11,290,500%

DS TOPS (FAHEINE) SIS TOPS (FONERINE) 48 TOPS (o HeolE) et elor= n% Holz

71Ef 913

NOTE




ADLY Preview Insight

AlM* Fierasd

*AIM: Audience Intelligence Metrics

AIM y 4
AIM3 a (0

H=aH 2 Clx A

o Ty

Mol EAIS| HEHH HE JFX| BE

= T ——
» 2024 12€ "2t 0|2) EA| > MBI 628 &M
» 2025 43 "X ZF K3 EA| - MBI 79T CE %
- ¥ Kol Uil EAIS SOl A

2025.03 CIX|E mQle] HAME o

2 HUC DU XS Ot

Lo —

LRI

S0|l= 75t 50F 0|4 712t oY



Y Preview

Cre-Checker

Al™

SHIE 80 (Correct)

SHI2X| 2%

(Incorrect)

NG
4%

b

2ls

AYIISNE
SIHZ A2

43

Hi g

of Aot Z0o HE=l=

m

L}ERHOF

=14

=

4.

NotebookLM

Vision Al
: . SR S ATy '-;,"'-‘r,",;:_f--?f;;;‘f .

3 & A o .. ... ‘_» ; 5
' #x) 4‘,2.:" o

HUMEX) - HAZISHEO)
ALAE(X) - 2HFH A EH(O)
f . . ® g 5 0 " .- y A ’- .- »
> ‘ » 3 '.. - - v. - b
’ : y - L y <.' : ¢ .‘ ... ' ‘\t) Gl I-_"‘.. .Q\' _. . ‘A y
s . ¥ . e - A § ‘e $'4;""- s -~y ‘-.l. _'.‘ "
) T 5 A _— B A . o™ ha - @) g " &0 TN S \'o’q t
o . b i AL g I S At M S A f!-'.?t?s':'??#’. o Pl Xa -

=E(X) -> gF(0)

218 (2hetx| 2H)
Z5/EHX) > 715(0)

“

=

oM 518

R
217t?

2ils 2o



I

4Teams of Data Consulting

(CRM ,
Product Analytic "

&

2Teams of Global Campaign

In/Out bound U’ é

( a

2

N 2Teams of Creative

AxCilhe
5

SNS

Sy .

N
At
e Vil o B

Ué
g

O9Teams of Strategic Advertising

Y US






Portfolio

DAE X cj Wmezzomeon Portfolio

+ Q)

Branding + Performance Campaign Performance Campaign Branding Campaign Global Campaign

LG

N N N N
N N N N
N v LG O3 = \ Q
N S v DB N N ¢
u  PUBG v ABC N N oy
N S N N

N

N




Portfolio

DY = X5 Wmezzomeoia Portfolio

HEHA
Aol

Performance Campaign

Hajcl

o)

Branding Campaign

oi2(Z=2E)
ZHm|2l

Clobal Campaign

\ CJ2AEM o CESEEET s v LGOILXEEM
N = N YE|HHISE N MM
N Losszizt L ozEA L Xopigad
g . DBCioHE . Hafemoizalofr \  SHEHIEQeIs]
v PUBG v ABCHOIE \  H2to|EE \ MESEERE
\ v 7 \ IfepArE |

\ SHAZHOl

\ HHceATz(0}



COACH OUTLET COACH OUTLET COACH OUTLET

COACH.

Coach Korea Limited Inc.

COACH OUTLET




Background

~N

&
[Ae ]
GENZ YoungMillennial ~ / CDJO
U MustHave ltem & l



