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Elements what shaped our approach

Doing more was no longer enough. We had to do it smarter.
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We developed a model that
responds as best as
possible to both the long

term and the short term.

It was crucial to continuously
monitor and evaluate the
balance between the two in
real-time.
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Doing the right things

Reflects
Focus on driving overall ® complex retail
business growth, increasing landscape
omnichannel sales, and
building long-term brand )
equity.
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Doing things right
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Calibration for productivity

Retrain
Al

Creative models
bench- Data- (14d)
marking driven Data
response processing
curves and
visualisation
MMM o | MTA
Effectiveness Calibration Efficiency
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How this integrated approach grows Delhaize’s
business.
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Leading to business and market share growth

Same media budget. Bigger impact

473%
Delivery ~2x Website
registrations visits
YoY

+3.3% Total
revenue (flat
budget)

Momentum is compounding: +32% YTD 2026 vs
2025.
9 WPP Media

+11% Online
revenue




Aude Mayence
SVP Marketing Digital & E-Commerce Delhaize
Belgium & Lux

“This case deserves an AMVA because we
fundanmental ly transformed their entire way of
connecting with our consuners. Through a uni que
triangulation of MMM MIA and Al nodels, we
removed gut feeling from nmedi a deci sion-naki ng
and replaced it with an integrated ecosystem
t hat powers planning, optimsation, and budget
allocation. The result is aretail first: a
fully unified marketi ng nmeasurenent systemt hat
| earns every day, reveal s cross-channel
synergies, elimnates structural waste, and
delivers additional sales with the sane budget.

This is not just better nedia; it is a new
henchrmark for dat a-dri ven retail nmrketi na 1| n

Annelore Van hove
ctor Media Channel at Delhaize Belgium

“By putting WPP in the | ead of our MVWM MIA,
and the Msuite, we’ve bridged the gap between
hi gh-1evel strategy and real-time execution. As
Mark Ritson famously notes, the nost effective
mar keters are ‘bothists’, mastering both | ong-
term brand buil ding and short-term performance.

Ve rely on MW for our strategic decisions
whil e using MIA for e-sales attribution,
supported by mPrecision for targeting
and nResponse for post-canpaign insights.
isn't just optimzation, it’s
a ganmechanger thm "y media Euro is
backed by dat a, Jr brand and our
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Thank you!
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