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Shell & The Future of Energy

The changing world of energy and marketing

Davey Strachan
Head of Digital Operations
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Davey Strachan

Head of Digital Operations
SHELL INTERNATIONAL

@daveystrachan
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Shell at a glance

81,000 $53 billion 30 million customers

Average number of people Cash flow from operating Served every day through 44,000 Shell-branded retail stations
we employed activities

34.3 million tonnes 70+

LNG liguefaction volumes Number of countries in which we operated

50% 9.5 Dbillion 3.7 million 71 million
Share of our production that was Litres of biofuels blended in the Our production of crude oil Tonnes of LNG we sold
natural gas petrol and diesel we sold and natural gas, in barrels

of oil equivalent a day

$986 million $113 million .l.ll.ll 1+ million tonnes
spent on research and Spent on voluntary social .'...... Amount of CO, captured by Quest
investment worldwide === I SEES NS CCS facility in 2017

development
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Shell at a glance

Sales and marketing
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% Customers & I :

Exploring for oil
and gas: onshore

Liquefying gas

tion
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Development and extraction

Retail Lubricants Aviation Power B2B & Retall Explorlng for oil
“ ‘ and gas: offshore
[ ] @ [ ]
Transport and trading TR7
dlls e RAR m=my 2
A
Shipping Regasifying Supply and Developing
by cooling (LNG) and trading (LNG) distribution fields
Manufacturing and energy production
Upgrading Refining oil into Converting gas Producing Producing Generating
bitumen fuels and lubricants into liquid products petrochemicals biofuels power
(GTL)
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Producing oil
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Extracting
bitumen



Shell brand history

1900 1904 1909 1930 1948 1955 1961 1971 1995 1999
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Peer Group Comparison

The most
valuable brand
IN our industry

17,054

Brand Value (USDm)

® = & 2 &

Brand Value Rank
Oil & Gas 50 Historic brand value performance (USDm)

20,000 42,295

36,783 37,423
40,000 yo75  smeve 30716 3L6GS
30,000 ’ I —
2019 2018 2017 |l —~

Brand Rating 10,000

2011 2012 2013 2014 2015 2016 2017 2018 2019
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Peer Group Comparison (USDm)

A powerful
brand even
outside the

energy industry

35,000

30,000

25,000

20,000

15,000

10,000

5,000

O Youlube (Ceetily Uber
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Energy for a changing world

There is more demand for energy globally as the world’s population and living standards increase
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Growing population
Global population will increase

from around 7.4 billion today to
nearly 10 billion by 2050, with

67% living In cities.

ICANTAR
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Rising demand

Global energy demand will likely
be almost 60% higher in 2060
than today, with 2 billion vehicles
on the road (800 million today).

(S

Ongoing supply
Renewable energy could triple by
2050, but we will still need large
amounts of oil and gas to provide
the full range of energy products
we need.

Shell & The Future of Energy - Kantar - June 2019

Mitigating
climate change

Net-zero emissions is
a potentially achievable
societal ambition.
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m New Energies
2 l-l I-l l-l I-I l-l . & Integrated
AT J

4,827

Gas

Biofuels
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ENERGY

UK Consumer Home Energy

Launched March 2019
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Our Home Enercg
owards a better energy future for yo

We want to guide our
customers towards as
better energy future
for their home.

our lives.
comes from
D0 - today more

/er.
So we’re pls
orld faces a part by builg
allenge: we need company"
ore energy but it a force for

Ist.be cleaner. We
owe it to our children
to take steps now
towards a better energy
future.
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New brand identity implemented across digital and printed assets

Home page

Shell
ENERGY

QO Feor

e S —
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eli Energy advertising campaign launch 19 April

A
The campaign will run across TV radio, digital and social media platforms and is designed to
deliver broad reach of our message to home energy consumers in Britain.

Phase 1 Phase 2
Channel Apr May Jun Jul Aug Sep Oct Nov Dec

VIDEO ON
DEMAND

SOCIAL MEDIA

RADIO

DIGITAL
ADVERTISING

Q5] NS o) B

SEARCH

VGRS e
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38%

31%
27%
. 26%
e
s 17%
8%
-1

Pmmpteci brand  Familiarity Positive Consideration
awareness Evaluation

|Before rebrand (Mid Feb)
W Post rebrand, before advertising launch (1-4 Apr)

Strong Brand Preference Metrics

Major increase in
Retail Loyalty
Customers showing
strength of CVP

Month after launch
had the strongest
customer acquisition

r . to date
S
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A) Data & Technology
B) Rethinking the Agency Model

C) Self-Serve Personalisation
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PAID CHANNELS f&“ OWNED CHANNELS
-

T —

(In scope for 2019) (OOS for 2019, but enabled)

CUSTOMER
encAGEMENT [ PAID SEARCH PAID SOCIAL i V\éEBAiI;E
CHANNELS N K

g Vo M1

AUDIENCE
SEGMENTATION &
MANAGEMENT
v, . & ~OArN
ADVERTISING WEBSITE LOYALTY
1% PARTY EXPOSURE ENGAGEMENT APP
DATA SOURCES

ENGAGEMENT '_ ENGAGEMENT
(Shell Motorist app usage) v (Shell loyalty card transaction
data)

(All Shell retail media (Shell loyalty & corporate
campaign exposure) website usage)

Shell
ENERGY
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CREATIVE AGENCY

-

Develop “big idea”, overall creative
approach & develop initial bank of

\ assets for asset library. /

R = -

DYNAMIC CREATIVE PLATFORM

MEDIA AGENCY

Develop new creative executions
quickly & efficiently using insight from
data & existing asset library. )

Develop media strategy & deploy
creative against relevant segments.

ANALYTICS

Provide insight on performance of

creative & segments which feeds into
further creative iterations.
—_— —
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INSIGHT

Used Al to identify imagery indexing highly for performance.

PRODUCTION | l
Creative scoped, built, & QA by Ad.Lib.io from existing asset library

REVIEW

New edits clear AskBrand VI approval

TRAFFICKING

Creative trafficked & ready to go live in three markets.

— @ . .

New creative set live by MediaCom
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n 32.184
Locations

i "Democratising Access . -. Self-Service Social
& Enablement L. Advertising
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rnings

4 A
The strength and perception of the Shell Brand was critical when pivoting
to new customer base
\_ V),
/
/ —
f - - . - - - \
N Investment in Data & Technology is enabling dramatic shifts in our
marketing — but creative production must evolve too
V),
N - - | . i - \
Agency relationships are evolving as we in-house and move towards
dynamic and personalised experiences
Y,

i

[(ANTAR Copyright of Shell International Ltd Shell & The Future of Energy - Kantar - June 2019 RESTRICTED

BOL
BRA

<O

mm






