POST EVENT REPORT
2023

20234 10A19H (K) —208 (&)
RRERIVRII &Y - UyY - h—=I)L M ERR

{Ep%B 2023%1187H



BHIR Table of Contents

ad:tech tokyo 2023 /> MiE
ad:tech tokyo 2023 Event Overview

AR = N—= = &HR—4—
Sponsors, Partners & Supporters

AR N TS

Event Summary

F—/—NDOWVT
Keynote

NRvIa> & 7-33v7
Official Conference &
Workshop

Bra5
Exhibition Hall

RyRI—F>4

Networking

SNEEHR FE=75
Attendees by industry

10

10

11



ad:tech tokyo 2023
AN MIEZE Event Overview

& #5 : ad:tech tokyo 2023
HEF : 20234F10H198 (K) — 208 (&)
215 HRIVRITD &
HeUwyh—)LhVBER
HRESINEE - 14,6184
— U7)E00 10,258 A
— 7-h1JBefE 4,360

AE—h—: 240N

Event: ad:tech tokyo 2023
Date: October 19t (Thu) - 20th (Fri), 2023

Venue: Tokyo Midtown &
The Ritz-Carlton, Tokyo

Attendees : 14,618 people
- In-person: 10,258 people
- Archive viewing: 4,360 people

Speakers: 240 people
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ad:tech tokyo, celebrating its 15th year, attracted
10,258 visitors over two days. Despite the introduction
of a new fee-based visitor pass system, the event
experienced a remarkable 23% increase in attendance
compared to the previous year. The keynotes, official
sessions, exhibition hall, and, for the first time,
workshops, were all well-attended.

The event organizer continued its commitment to
sustainable event management. Paying attendees
received service tickets for restaurants in Tokyo
Midtown, effectively reducing food waste from lunch
boxes. The percentage of female speakers was over
30%, following last year’s example.

To enhance attendee experience, the event
incorporated an Al simultaneous interpretation solution
and utilized generative Al technology to create
advertising banners.

ad:tech tokyo hosted three distinguished international
guest speakers. Thomas Barta, a renowned instructor
at McKinsey's educational program for top CMOs,
shared insights on marketer leadership. Lee Brown,
Global Head of Advertising Business & Platform at
Spotify, emphasized the importance of engagement
through content and innovation. Pauline Laigneau,
founder of Gemmyo, a growing jewelry brand from
France, discussed the strategic use of digital technology
and outlined future expansion plans into Asia. For the
first time, official sessions included workshops that
required advance registration. These sessions received
praise for being both informative and conducive to
hands-on learning and creative thinking.

The exhibition hall featured around 80 companies.
Some exhibitors conducted seminars in their booths,
while others emphasized demonstrations and
participatory experiences in their spaces. Official
seminars on the two exhibition stages garnered
significant attendance.

Amazon Ads, a Diamond Sponsor for the third
consecutive year, organized the Speaker Lounge. The
event included official parties on both days and served
as a thriving networking venue. ad:tech tokyo has
evolved into more than just a platform for knowledge
exchange; it has become a space where serendipity
thrives, offering an invaluable experience for all
attendees.
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DAY 1
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Opening the keynote stage were Tetsu Ishii,
Country Manager at Amazon Ads Japan (Diamond
Sponsor of ad:tech tokyo), and Kazuhiko Nomura,
Director at Asahi Soft Drinks. They discussed the
evolution of marketing through first-party insights
and unique measurement solutions related to
shopping on Amazon, mentioning the case of
Wilkinson, a carbonated water brand that both
companies worked on for sales promotion and
branding.

The next speaker was Pauline Laigneau, the
founder of Gemmyo, an up-and-coming jewelry
brand from France. She shared her own
experiences of how her company has taken the
European market by storm by fully utilizing digital
technology to create new customer experiences
and how they are now looking to expand into Asia.

Spotify's Chief Advertising Officer, Lee Brown, a
Gold Sponsor, highlighted the importance of
engagement through content and innovation with
case studies of audio streaming and digital media
that the company is working on with brands.

The first day concluded with former Japanese
national soccer player Tomoaki Makino and Riku
Yamada, Head of Business Development
Department at AbemaTV. They discussed topics of
growing interest in the wake of the global sporting
events held since last year, including the
relationship between sports and marketing, fans'
insight into sponsor companies, and fan
development through increased spectator and
media contact.
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Thomas Barta, a seasoned lecturer from McKinsey's
training program for global company CMOs, opened
the keynote stage on the second day. Based on his
analysis titled "The 12 Powers of a Marketing Leader,"
which involved studying over 68,000 executives
worldwide, Mr. Barta spoke about the leadership
qualities essential for marketers, providing valuable
insights on how they can enhance their influence and
foster growth.

Masaki Tabe, Representative Director and CEO of
Novasell (gold sponsor of the event), shared the
stage with Kohzoh Takaoka, former CEO of Nestlé
Japan, and Yuuki Ohki, former CEO of Reiwa Travel.
Their presentation themed "Transparency and
Corporate Governance of TV Commercials" delivered
a sharp analysis of apposite topics, such as the state
of TV talent, commissions, and fee systems in Japan.

The final session featured a panel discussion with the
recently-announced winners of the sixth "Marketer of
the Year" award, sponsored by Nikkei Cross Trend.
The Grand Prize winner, Soup Stock Tokyo, and the
newly-established regional prize winner, Fukuda
Cutlery Industry, elaborated on the key aspects that
led to their awards and discussed the future
requirements for marketers.
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Seven track themes were established for the official
sessions. "Brand & Marketing," "Media & Content,"
"Data & Technology," and "Creative" are all closely
related to traditional advertising and marketing.
"People" focuses on skills and careers, reflecting the
broadening scope of marketers' roles. "Retail &
Commerce" includes sessions on retail media, a
trending topic over the past year. Lastly, "Next" covers
new areas that marketers should be aware of, such as
Web3 and Well-Being. The sessions also highlighted
technologies, such as Generative AI, and emerging
areas, such as non-financial information and human
capital management.

After the keynote session on the first day, Microsoft
Advertising also took the stage alongside brand
companies to discuss the value that advertising
products bring to brands.

For the first time, four "workshops" requiring advance
registration were held. These workshops were well-
received, since participants had the opportunity to
think, discuss, and collaborate with the facilitators.
This interactive approach not only deepened their
knowledge and understanding, but also enhanced
communication among participants.
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This year, approximately 80 companies exhibited at
the show, where information exchange, networking,
and seminars were actively conducted. Each exhibitor
made efforts to enhance the creativity of their booths
and organized networking sessions with their
customers, ensuring attendees could have a
meaningful experience.

Additionally, 21 seminars and sessions were held at
the two exhibition stages set up in the exhibition hall.
The sessions covered a wide range of topics, including
gender expression in TV commercials, AI, WEB3, and
retail. Speakers included not only sponsors, but also
advertising and marketing associations and
organizations supporting ad:tech tokyo. The stages
provided opportunities to learn not only the latest
information, but also about the current industry
initiatives.

Parties were well-attended on both days: the first day
at the Ritz-Carlton Tokyo Grand Ballroom (sponsored
by Amazon Ads), and the second day at Billboard Live
Tokyo (sponsored by Criteo). Participants, official
speakers, advisory board members, and overseas
guest speakers actively engaged with each other
throughout the venue, enjoying the unique interaction
that only a live event can provide.
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E-mail adtech@comexposium-jp.com

ad:tech tokyo Show Office

Comexposium Japan K.K.

Roppongi Hills KeyakizakaTerrace 6F
6-15-1 Roppongi, Minato-ku, Tokyo,
Japan 106-0032

E-mail: adtech@comexposium-jp.com



