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The 2021 recipe for brand growth

iab.

The fastest-growing brands of 2021 will be: Storeless, data-rich, live, participatory, entertaining,
localized, and streaming.

Small brands will continue to chip away: All the trends in production, distribution, retailing, and
marketing make small brands more competitive against large brands. But big brands’ scale,
recognition, and trust still give them significant advantages.

You cannot delay gratification: With Walmart and Amazon competing to make 2-hour delivery the
norm in major markets, delivery partnerships for rapid fulfillment are now essential for all brands.

How do | engage thee? Let me count the ways: While the goal of marketing remains “creating a
customer,” the way to do so is through participation via ongoing communities, social selling, live virtual
events, classes, and other forms of active involvement in the brand — tactics that will experience
hypergrowth as COVID mainstreams them.

Make it stream, make it shoppable, and make it FAST: Media advertising increasingly will focus on
driving participation in live events. Successful publishers, brands, retail brands, and experience
providers will partner to promote and fulfill live experiences, and enable shopping directly. The growth
of free, ad-supported, streaming TV will boost the usage of shoppable media.

Brands must be data companies that make things, not the other way around: Consumer-facing
companies cannot remain competitive without growing their 15t party relationships and 15t party data.



1. The COVID Disruption




One Big Takeaway

COVID accelerated the transition from a
brick-and-mortar consumer economy to a “storeless”

economy by up to 500%, permanently altering the brand
value chain.
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The Indirect Brand Economy (1879 — 2010) required tightly woven supply chains and
physical stores...

finance
sourcing
manufacturing
logistics
distribution

integration
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... While the Direct Brand Economy (2010 - ) rewards agile outsourcing and scaled

individual relationships
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The U.S. economy is becoming storeless: Physical store closings will rise ~¥3x in 2020

U.S. Store Closings
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https://www.retaildive.com/news/permanent-store-closures-could-hit-25k-in-2020-coresight-says/579443/
https://www.cnbc.com/2019/12/20/sears-walgreens-among-retailers-that-closed-stores-in-2019.html

Online retail spending was up 30% through the 1st quarter...

Estimated Quarterly U.S. Retail E-commerce Sales as a Percent of Total Quarterly Retail Sales:
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4 *Excludes products not able to be sold online (e.g. gasoline) 8
Ia ® Source: The Commerce Department, 8/8/20; Digital Commerce 360.; Adobe Analytics; August 2020


https://www.census.gov/retail/mrts/www/data/pdf/ec_current.pdf
https://www.digitalcommerce360.com/2020/08/25/ecommerce-during-coronavirus-pandemic-in-charts/
https://www.adobe.com/content/dam/www/us/en/experience-cloud/digital-insights/pdfs/adobe_analytics-digital-economy-index-2020.pdf

...And grew digital shopping’s share of retail 5-7x faster than pre-COVID rates

Overall Online Penetration by Month

% of total retail sales
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http://gdretail.net/wp-content/uploads/2020/09/GlobalData-multichannel-retail-September152020-.pdf

COVID is turning most categories into majority-online by consumer activity

Consumer's Use of Online Channel before and Expected Use after COVID-19

0, H H *
% of respondents purchasing online T,

purchasing category online

Groceries [ 24 [ +59%

Snacks +50%

Personal-care products 46%

OTC medicines I 11 +45%

Household supplies [ 27 |GV +44%

Alcohol [ 18 VAN +40%

Food takeout & delivery [ 40 [ +30%

ki care/8 makeup I T (14 +30% ~15—45%
Vitamins/supplements I I 11 +29% growth in consumers
Fitness & wellness 43 |EEa=AE +29% who purchase online
Non-food child products I T +14 +27% for most categories
Furnishing & appliances 49 I +21%

Accessories 55 [ +21%

Consumer electronics 64 |EEEC +18%

Footwear I . 10 +18%

Apparel -10 +17%

Jewelry +14%

Tobacco 29  [E=j +12%

Books, magazines, newspapers [ ENGIGIGNG_—_—_—_——-7 . . +11%

Entertainment at home I . | 45 +7%

M Pre-COVID-19 M Expected growth after COVID-19

Question 1: Before the coronavirus (COVID-19) situation started, what proportion of your purchases in this category were online vs from a physical store/in person?

Question 2: Once the coronavirus (COVID-19) situation has subsided, tell us what proportion of your purchases in this category you think will be online vs from a physical store/in person?
* Includes respondents who chose “some online,” “most online,” and “all online.” Respondents who indicated that they have not bought the category online and do not intend to do so in
the next two weeks are classified as not purchasing online.

Source: McKinsey & Company COVID-19 US Consumer Pulse Survey 7/30—8/2/2020, n - 2,024, sampled and weighted to match the US general population 18+ years

-
Iab IAB Proprietary Research 10
- Sources: Financial Times, 8/11/20; McKinsey, 8/7/20


https://www.ft.com/content/e2767010-0121-4198-9ed3-c3f2750803cc
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/survey-us-consumer-sentiment-during-the-coronavirus-crisis

COVID also is accelerating dollar-volume shifts from physical to digital stores...

U.S. Retail E-commerce Sales Share by Category
% of total retail sales

Pre-. Post-.
coronavirus coronavirus

2018 2019 (Feb 2020) (May 2020) 2021
Apparel and accessories 23.3% 26.4% 28.9% 36.7% 34.8%
Auto end parts 3.3% 3.5% 3.9% 5.2% 4.9%
Books/music/video 43.5% 47.9% 54.9% 62.7% 58.7%
Computer and consumer electronics 35.8% 39.0% 42.7% 49.5% 48.5%
Furniture and home furnishings 20.1% 22.8% 25.5% 29.9% 29.3%
Food and beverage 2.2% 2.7% 3.2% 3.7% 4.3%
Health, personal care and beauty 9.2% 10.5% 11.1% 13.0% 13.5%
Office equipment and supplies 26.9% 28.9% 26.6% 39.3% 36.6%
Toys and hobby 30.3% 34.9% 36.8% 47.8% 45.0%
Other 4.0% 4.3% 4.4% 6.1% 5.4%
Totals 9.9% 11.0% 12.0% 14.5% 14.4%

o
id 22 H
@® Source: eMarketer, 7/22/20


https://content-na2.emarketer.com/us-ecommerce-by-category-2020

... far beyond projections

E-Commerce Sales as Share of Total Market Sales (%)
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https://www.bcg.com/publications/2020/can-delivery-companies-keep-up-with-the-ecommerce-boom

Digital grocery sales have grown 500% since 2019, with shopping frequency doubling

iab.

June Scorecard: Online Grocery Delivery & Pickup
Total U.S. — Past 30-day activity*

Performance Metrics

Sales

(Past 30 days) $1.2B $4.0B $5.3B $6.6 B $7.2B
Spend $72 $85 $85 $90 $84
(Average per order)
Orders
(# Past 30 days) 16.1 M 46.9 M 62.5M 735 M 85.0M
Customers
(i AEES dUinE RASE 30 4578) 16.1 M 395 M 40.0 M 43.0 M 45.6 M
Frequenc

G 1.0 1.2 1.6 1.7 1.9

(Monthly average/customer)

7/6/20
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https://techcrunch.com/2020/07/06/u-s-online-grocery-shopping-hits-record-7-2-billion-in-june/

The percentage of digital grocery shoppers will more than double from 2019-24

iab.

U.S. Online Grocery Penetration Forecast

65%  06%

43%

34%

24%

2019 Ql Q2 Q3 Q4 2021 2022 2023 2024
2020 2020 2020 2020

Moderate P Severe

Note: Penetration is defined as percent of consumers who have ever purchased groceries online for delivery or pickup. The moderate case considers if the pandemic subsides
during Q3 2020, while the severe case looks at if concerns persist until there is a vaccine in 2021 or 2022.

Source: Business Insider Intelligence estimates, Business Insider Intelligence “Coronavirus Consumer Study,” Coresight Research, Bain & Company, Brick Meets Click

Methodology: Business Insider Intelligence considered third party data and the April 2020 Business Insider Intelligence “Coronavirus Consumer Study” to determine this forecast.
The survey polled 1,199 US adults ages 18+ online on March 31, 2020. The sample resembles the US population (based on census data) on the criteria of age, gender, income, and
living area.
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https://www.businessinsider.com/walmart-instacart-rival-amazon-with-same-day-delivery-2020-8

Increased demand is boosting the value of leading CPG brands...

Since COVID’s emergence, the CPG industry demand index is up 10% YoY; typical industry growth is 2-3%

Stock Market Value: Last 6 Months (11/2/20)
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https://www.iriworldwide.com/IRI/media/Library/U-S-CPG-Growth-Leaders-TL_aug20.pdf

...But digital media democratize the scale and competitiveness of smaller brands

10

200 L4
million

# of advertisers # of individual
supplying 88% of U.S. advertisers on
network television Facebook

revenue

-
Iab IAB Proprietary Research 16
®  Source: Brian Wieser, Group M; Facebook Earnings Call 10/29/20



Smaller brands have been outgrowing large brands in physical stores

iab.

Sales Growth across U.S. Nielsen-Covered Stationary Channels by Type of Brand (2016 —-20)
% of total

2016-20? sales growth, % of total S billion %
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B Leading brands® B Small/medium brands ! Private label

1 Leading brands defined as the top 3 brands by TTM 04/2016 Sales by sub-category (e.g. whiskey, hair care), small / medium business brands as remaining brands apart from Private Label.
2 Includes food/grocery, drug, mass merchandisers, Walmart, club stores, and dollar stores. Years referred to 12 months, ending in April of that year (e.g. 2016 = 12 months from 05/2015 to
04/2016).

Source: Nielsen
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https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/what-got-us-here-wont-get-us-there-a-new-model-for-the-consumer-goods-industry

When consumers go digital, disruptor brands benefit most...

Distribution of Cosmetic Retail Sales by Channel in the U.S.
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® Source:lnc; CBNC, 3/20/19; Common Thread, 3/16/20


https://www.inc.com/emily-canal/glossier-makeup-skincare-emily-weiss-unicorn-valuation.html
https://www.cnbc.com/2019/03/20/how-emily-weiss-took-glossier-from-beauty-blog-to-1-billion-brand.html
https://commonthreadco.com/blogs/coachs-corner/cosmetics-marketing-industry-trends

...\WWhen consumers go digital, disruptor brands benefit most...

With offline beauty product -
sales declining 1%+ YoY and

online sales growing ~5%, '
Glossier doubled its revenue |

to S100M and added over 1
million new customers

Glossier.

o
o] e 19
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https://www.inc.com/emily-canal/glossier-makeup-skincare-emily-weiss-unicorn-valuation.html
https://www.cnbc.com/2019/03/20/how-emily-weiss-took-glossier-from-beauty-blog-to-1-billion-brand.html
https://commonthreadco.com/blogs/coachs-corner/cosmetics-marketing-industry-trends

...\When consumers go digital, disruptor brands benefit most...

Brick-and-mortar pet food
sales were flat in 2019;
online sales were up 53%.
Chewy’s net sales grew 40%
to S4.85B, and 46% in Q1
2020

o
iab o1 /o1 2
(] 4/8/20 2/16/20 3/2/20 7/2/20 9/28/20 8/7/20


https://www.petfoodprocessing.net/articles/13746-chewy-full-year-sales-climb-40
https://nypost.com/2020/02/16/sales-for-refrigerated-dog-food-makers-soar/
https://www.petproductnews.com/archives/dog-and-cat-food-sales-dominate-2019-industry-spending-figures/article_083d26ca-71e1-5471-8812-20520ee63c36.html
https://www.petfoodindustry.com/articles/9372-by-2024-e-commerce-pet-product-sales-may-be-top-channel?v=preview
https://www.ibisworld.com/united-states/market-research-reports/online-pet-food-supply-sales-industry/
https://tinuiti.com/blog/ecommerce/pet-food-industry-trends/

...\WWhen consumers go digital, disruptor brands benefit most...

2019 consumer home

goods spend was up
3%; Wayfair’s total net

4
revenue was up 35% Wanalr®

to S9 billion, 6x Crate
& Barrel

o
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https://investor.wayfair.com/news/news-details/2020/Wayfair-Announces-Fourth-Quarter-and-Full-Year-2019-Results/default.aspx
https://www.furnituretoday.com/research-and-analysis/u-s-furniture-key-sources-post-6-growth/
https://www.factor-a.com/furniture-on-amazon/
https://www.businessinsider.com/outer-ceo-dtc-company-explosive-web-traffic-sales-pandemic-2020-7
https://www.forbes.com/sites/pamdanziger/2020/10/18/how-interior-define-got-closer-to-its-customers-increasing-average-order-value-by-40/
https://bedtimesmagazine.com/2020/06/ispa-releases-2019-mattress-industry-trends-report/
https://www.furnituretoday.com/e-commerce/online-mattress-sales-grab-21-share-of-bedding-distribution-pie/
https://content-na2.emarketer.com/us-ecommerce-by-category-2020

....When consumers go digital, disruptor brands benefit most...

With 100% of apparel
sector growth
occurring in digital

channels, Poshmark

doubled revenue in POS H MARK

2019 to S2 billion

o
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L Stitch Fix 6/23/20 9/25/19 8/4/20 8/25/20


https://investors.stitchfix.com/news-releases/news-release-details/stitch-fix-announces-fourth-quarter-and-full-fiscal-year-2019
https://www.cnbc.com/2020/06/23/thredup-resale-market-expected-to-be-valued-at-64-billion-in-5-years.html
https://www.fastcompany.com/90409133/poshmark-doubles-its-revenues-from-1b-to-2b-in-a-year
https://www.digitalcommerce360.com/article/online-apparel-sales-us/
https://www.digitalcommerce360.com/2020/08/25/ecommerce-during-coronavirus-pandemic-in-charts/

First-wave disruptors are pushing their brands into new segments

MADISONREED"MR:

"HAIR COLOR
FOR MEN

SHOP WOMEN

-
iab 29 201 % 2
®  Source: Retail Dive, 4/29/20; Sources: Retail Dive, 7/20/20; Media Post, 7/1/20


https://www.retaildive.com/news/allbirds-steps-into-performance-footwear-market/577004/
https://www.retaildive.com/news/crisis-management-why-madison-reed-launched-a-new-product-in-a-pandemic/581345/
https://www.mediapost.com/publications/article/353239/madison-reeds-launch-skirts-mens-hair-hang-ups.html

Big brands are playing catch-up, and amping up direct consumer sales

PantryShop Bpum

By PepsiCo
Colgate

#gethumming

24
Ia b. Sources: PRNewswire; Marketing Dive; Digiday, 9/9/20; Digital Marketing Industry News, 6/9/20



https://www.prnewswire.com/news-releases/pepsico-launches-new-direct-to-consumer-offerings-to-deliver-food--beverage-products-and-meet-increased-demand-amid-pandemic-301056539.html
https://www.marketingdive.com/news/colgate-targets-millennials-with-launch-of-dtc-smart-toothbrush/583861/
https://digiday.com/media/retailers-are-media-owners-in-their-own-right-why-e-commerce-is-driving-more-of-unilevers-media-spend/
https://insights.digitalmediasolutions.com/news/rise-in-dtc

Nike is shifting increasingly from wholesale to O&0 and DTC

ABOUT US CAREER AREAS LOCATIONS INTERNSHIPS DIVERSITY & INCLUSION BENEFITS

°
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https://www.marketingdive.com/news/report-nike-shutting-down-9-wholesale-accounts-in-shift-to-dtc/584118/

Brands increasingly are data companies that make products — not vice versa

®
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https://www.foodbusinessnews.net/articles/15481-pepsico-getting-closer-to-the-consumer-with-data-analytics?v=preview
https://marker.medium.com/starbucks-isnt-a-coffee-company-its-a-data-technology-business-ddd9b397d83e

2. Bricks Support Clicks




One Big Takeaway

168 years of store-centered discovery are ending.
Bricks now augment clicks — as distribution hubs,
BOPIS centers, and brand-entertainment venues.

iab.



BOPIS has surged 259% since the pandemic began

Online BOPIS Orders, 2019 vs. 2020 (U.S.) BOPIS = Buy Online,
Pick Up in Store
4
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5
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0
January  February March April May June July August

M 2020 W 2019

Source: Adobe Analytics

®
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https://www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%20Insights/Adapting%20to%20the%20next%20normal%20in%20retail%20The%20customer%20experience%20imperative/Adapting-to-the-next-normal-in-retail-the-customer-experience-imperative-v3.pdf
https://www.retaildive.com/news/googles-new-search-features-let-shoppers-see-curbside-in-store-pickup-off/585494/
https://forecasts-na2.emarketer.com/5df80ef0d5924101a08b78a5/5df80db59610370b18a15f25

Top 500 retailers offering “curbside pickup” grew 500% since December

Curbside Pickup Growth

% of Top 500* retailers with stores offering curbside pickup

December 2019 August 2020

* Data based on the 245 retailers in Digital Commerce 360's Top 500 North American retailers as of August 2020.

Source: Digital Commerce 360

o
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https://www.digitalcommerce360.com/2020/08/25/ecommerce-during-coronavirus-pandemic-in-charts/

More than 2/3 of consumers will continue to click-and-collect after COVID

Future Habits

Compared to before the pandemic, which of the following will you do more of once things
have returned to normal? (%)

K,

Collect online orders from inside Collect online orders from Return an item bought online to
a store curbside / outside a store a store

b

o
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http://gdretail.net/wp-content/uploads/2020/09/GlobalData-multichannel-retail-September152020-.pdf

U.S. monthly e-commerce shipments increased 38% YoY during COVID

Monthly E-Commerce Shipments Level off Starting in May,
but Are Still Growing Year-over-Year

U.S. package volume in millions
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https://www.bloomberg.com/press-releases/2020-07-31/covid-19-impacts-courier-express-and-parcel-market-will-accelerate-at-a-cagr-of-over-6-through-2020-2024-availability-of
https://www.digitalcommerce360.com/2020/07/31/ecommerce-shipment-volume-surges-while-on-time-deliveries-plummet/

After USPS, Amazon is the current leader in the U.S. delivery race, with more share

than FedEx and UPS combined

Share of July 2020 U.S. Package Deliveries

o
Ia b. 8/13/20 33


https://www.pymnts.com/news/delivery/2020/amazon-vaults-ahead-in-delivery-race/

Target’s same-day delivery grew 278% YoY

/ +195% \

3.35
+24.3% [ +10.9% $3.35 $3.38
Comparable Comparable | Comparable from continuing Adjusted EPS*
Sales \ Store Sales

\ Digital Sales /

operations

o M Indicates all-time record
Digital Growth

We've added 10 million new digital guests
in the first half of 2020.

Same-Day Services

Our safe and convenient same-day fulfillment offerings grew 273% and continued to help
build trust with guests.

ﬁ We saw the fastest growth in Drive Up, Q2 2019 [
drive up which grew more than 700%. Q2 2020

@ :_ Year-over-year Target sales fulfilled by Shipt grew more than 350%.

/" Order Pickup \
" has been in stores \
. for 5 years and
, continues to grow |
\_ in popularity. /

ﬁm In-store pickup sales increased more than 60% in Q2.

o
34
Ia b. 8/20/20; 6/25/20 5/11/20; 8/11/20


https://techcrunch.com/2020/08/20/target-grocery-pickup-service-expands-nationwide/
https://techcrunch.com/2020/06/25/target-is-rolling-out-fresh-grocery-pickup-nationwide-starting-with-the-midwest/
https://www.supplychaindive.com/news/target-acquire-deliv-technology-shipt/577652/
https://progressivegrocer.com/kroger-ship-competing-amazon-walmart

Amazon transformed same-day delivery to multi-hour delivery



https://www.supplychaindive.com/news/Amazon-prime-same-day-delivery-mini-fulfillment-centers/573379/

Walmart, Instacart, and Amazon set the new standard: 2-hour delivery

Walmart >;<

prime now
\-/‘7

Walmart =< Express delivery

iab i 1
Ia ®  Sources: Business Insider, 8/1/20; Supply Chain Dive, 5/1/20
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https://www.businessinsider.com/walmart-instacart-rival-amazon-with-same-day-delivery-2020-8
https://www.supplychaindive.com/news/walmart-2-hour-delivery-last-mile/577183/

Amazon, UPS, and Alphabet-owned Wing now have FAA drone-delivery approval

iab 51/ sl
la ® Sources: CNBC, 8/31/20; Target, 3/3/20


https://www.cnbc.com/2020/08/31/amazon-prime-now-drone-delivery-fleet-gets-faa-approval.html
https://corporate.target.com/press/releases/2020/03/target-outlines-2020-strategic-initiatives

Top retailers have doubled their omnichannel offerings in 2020

Digital/Multichannel Growth Rates of Selected Retailers
% growth Q2 2020 vs. Q2 2019

242
195 194
135
127
118
97
58
. )

Best Buy Target Dick's Lowe's Kroger Children's Place ~ Walmart Kohl's Williams
Sonoma

®
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http://gdretail.net/wp-content/uploads/2020/09/GlobalData-multichannel-retail-September152020-.pdf

Best Buy and BB&B are converting ~25% of stores into shipping hubs & fulfillment centers

39
Ia b. Sources: Supply Chain Dive; CNBC; Fast Company; Source: Retail Touchpoints, 5/2/20



https://www.supplychaindive.com/news/mall-department-store-fulfillment-center-warehouse-amazon/583652/
https://www.cnbc.com/2020/08/25/best-buy-experiments-with-stores-as-it-bets-on-online-shopping-shift.html
https://www.fastcompany.com/90546258/amazons-new-nyc-whole-foods-market-is-basically-an-amazon-warehouse
https://retailtouchpoints.com/topics/fulfillment-last-mile/why-contactless-fulfillment-popularity-could-last-well-beyond-covid-19

Brick-and-mortar stores now enhance the digital experience, not vice versa
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https://www.spglobal.com/marketintelligence/en/news-insights/latest-news-headlines/nike-levels-up-digital-game-in-wake-of-coronavirus-hit-59265634

Even “showcase stores” are being shuttered, as investment shifts to digital offerings

iab.

9/8/20; 8/20/20

“As part of Gap Inc.’s strategy
to adapt to the changing
needs of the customer and
growth of our online
business, we are looking
thoughtfully at our real
estate to support the best

path forward.”
- Gap Inc., August 19, 2020
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https://www.retaildive.com/news/whats-in-a-flagship/584366/
https://www.retaildive.com/news/gap-san-francisco-flagship-to-close-permanently/583869/

Walmart rolling out merged digital-physical shopping to 1,000 stores by the end of its
next fiscal year

Item Finder () Item Finder Item Finder

Step One Step Two Step Three

Open Search for Follow

the app anitem | the map
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https://www.marketingdive.com/news/walmart-to-revamp-1k-stores-with-mobile-app-in-mind/586246/

Walmart, CVS, Amazon expand contactless options for in-store shopping
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https://www.retaildive.com/news/amazons-dash-cart-offers-another-version-of-checkout-free-technology/581600/

3. Retail Reimagined




One Big Takeaway

The medium is the store: Livestreams, AR,
showrooming, social selling “experiences” are proving
more effective than physical stores, becoming brands’
new competitive arena.

iab.



Recessions reward customer experience innovators

Financial Performance (Total Shareholder Returns) of CX Leaders vs Laggards?

300
wv
é -300 Higher returns
from CX leaders
vs laggards
-600
-900

2007 2008 2009 2010

1 Comparison of total shareholder returns for publicly traded companies ranking in the top 10 of Forrester's CX performance index from 2007—09.

Source: Forrester Customer Experience Performance Index (2007-09)
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https://www.mckinsey.com/industries/retail/our-insights/adapting-to-the-next-normal-in-retail-the-customer-experience-imperative

After the COVID recession, the rewarded innovators will be mobile-centric

Retail E-commerce Sales in the U.S., by Device
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https://forecasts-na1.emarketer.com/584b26021403070290f93a2d/5851918a0626310a2c186ac0

Nike made its “Training Club” app free, while Lululemon spent $500mm on Mirror

®
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https://www.fool.com/investing/2020/07/15/nike-moves-to-make-the-nike-training-club-app-free.aspx
https://www.nytimes.com/2020/06/29/business/lululemon-buys-mirror.html

Retailers will grow their AR investments globally by ~300% to $4.6b by 2025

iab.

Augmented Reality in Retail Market

4612.7
5,000.00 CAG R million
20.0%
4,000.00
3,000.00
2,00000 1154
million
0.00
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B Market size (million)

April 2020
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https://reports.valuates.com/market-reports/QYRE-Othe-2Z282/ar-in-retail

Mobile AR ad revenue is forecast to nearly triple in 2020, grow 6x more by 2024

Mobil AR Ad Revenue

Mobile AR campaign spending, by source*
U.S. Smillions

9,000
»9 $8,020
- ¢ (-
$7,000 E
Q.
$5,000 3
$4,000 $3,704 =
$3,000 $2,383 :g:
$2,000 $1,413 &
B
e e
S0 3
2019 2020 2021 2022 2023 2024
B Visual search Facebook lenses** ™ Snapchat lenses M In-game
M TikTok lenses B Other social lenses Web AR

* Doesn't include platforms endemic to China
* Doesn't include non-advertising marketing spend such as self-distributed brand apps and experiences
** Includes Instagram, Messenger and all Facebook properties that distribute AR lenses
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https://artillry.co/artillry-intelligence/ar-advertising-deep-dive-part-ii-case-studies/

Shopify found that AR 3D models increased conversion rates 250%
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https://www.dezeen.com/2020/06/05/hanifa-pink-label-congo-fashion-collection-3d-models/
https://www.psfk.com/2020/08/sony-envision-tv-ar-app.html
https://techcrunch.com/2020/08/25/amazon-rolls-out-a-new-ar-shopping-feature-for-viewing-multiple-items-at-once/

Livestreaming: The new television advertising?

With livestream
audiences exceeding
6 million per event,
global livestream-
generated sales are
expected to double in
2020, to $120 billion.

&
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https://www.digitalcommerce360.com/2020/09/16/livestreams-are-the-future-of-shopping-in-the-us/

QVC and HSN fast-tracked their transition to livestreams...

I Prive Revaux
Roundabout Polarized
Sunglasses
$29.95

S&H:53150

or 4 Easy Pays of $7.49
+ S&H and tax
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https://www.marketingdive.com/news/how-covid-19-boosted-qvc-hsn-and-livestreaming/581400/
https://www.nytimes.com/2020/03/27/style/qvc-essential-retail-coronavirus.html

...Amazon brought influencers onto Amazon Live...
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https://www.marketingdive.com/news/how-covid-19-boosted-qvc-hsn-and-livestreaming/581400/
https://www.nytimes.com/2020/03/27/style/qvc-essential-retail-coronavirus.html

...General Mills hosted livestreams to promote the return of iconic brands

®
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https://www.marketingdive.com/news/general-mills-reboots-80s-cereal-flavors-with-livestreamed-event/585634/

TikTok, Snap are blending livestreams with shoppable ad formats
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https://www.mobilemarketer.com/news/tiktok-unveils-first-shoppable-livestream-with-ntwrk/583992/
https://www.mobilemarketer.com/news/teespring-lets-tiktok-creators-sell-merch-directly-to-fans/584461/
https://www.mobilemarketer.com/news/snapchats-1st-shoppable-show-will-sell-streetwear/580404/

NBCU, Disney’s Hulu, YouTube among major media cos rolling out shoppable ads

ot ) han G Nk ey ot s by b S2% CIT_ PR WITH MEBATE

o
Smlle PLUS GET $190 CRESNT
" & TOWARD THE PP~

. 2 OF YOUR ALGH!

Start from home for free.

Visit SmileDirectClub.com

New Gifts at
Feery ‘Turn

smile

-
1ab » . 57
-» 4/23/20 6/23/20 6/22/20


https://adage.com/article/media/nbcuniversal-introduces-checkout-functionality-shoppable-ads/2251531
https://www.mobilemarketer.com/news/hulu-unveils-direct-response-ad-format-for-second-screen-experiences/580347/
https://www.mobilemarketer.com/news/google-unveils-shoppable-video-ads-for-youtube/580221/

Performance-based shoppable video ads are expected to increase 21% YoY

Video Ad Formats Usage

3-year trend

Shoppable video ads

Q210: Which of the following video ad formats has your (company/client) in the [ASSIGNED MARKET SECTOR] market sector used in campaigns in 2018 and 2019?
Which does your (company/client) plan to use in 2020?

Base: Total Respondents

-
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https://www.iab.com/insights/iab-us-2020-digital-video-advertising-spend-report/

Tech is enabling social commerce, e.g. L'Oréal on Snap’s desktop app...

QUFLK IAT MATTE M

REVITALIFT

LOREAL



https://www.retaildive.com/news/loreal-rolls-out-first-beauty-ar-lenses-on-snaps-desktop-app/577096/

... and Hormel’s multichannel, community-driving pizza party

HORMEL FOODS PRESENTS

WORLD’S LARGEST VIRTUAL
PIZZA PARTY



https://www.marketingdive.com/news/hormels-record-setting-virtual-pizza-party-woos-fans-benefits-frontline-w/585581/

Live digital consultations drove increased sell-through for Parachute & Bobbi Brown
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https://www.forbes.com/sites/denisepower/2020/07/29/covid-has-direct-to-consumer-brands-pumping-resources-into-expanded-services-digital-channels/

With Cadillac Live’s success, GM is rolling out showrooming across the company

SHOP CLTCK \

-
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https://www.adweek.com/digital/auto-brands-online-sales-home-delivery-ecommerce-pandemic/
https://gmauthority.com/blog/2020/06/general-motors-to-roll-out-enhanced-shop-click-drive-program/

Digital engagement scales immensely: Sighet 2 20mm consumers in 3 months

®
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https://www.hfndigital.com/retail/west-elm-adds-new-virtual-design-services-amid-covid-19-pandemic/
https://www.signetjewelers.com/investors/news-releases/news-release-details/2020/Signet-Jewelers-Reimagines-The-Digital-Jewelry-Shopping-Experience-As-Stores-Begin-To-Safely-Reopen/default.aspx

Retailers and brands are becoming media owners & operators to scale even more
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https://www.marketingdive.com/news/oracle-walmart-deal-for-tiktok-tentatively-approved-paving-way-for-digita/585590/
https://www.forbes.com/sites/forbestechcouncil/2020/07/07/what-the-rise-of-tiktok-says-about-generation-z/
https://www.marketingdive.com/news/tiktok-makes-first-push-into-streaming-with-fire-tv-app/583144/

4. The Disruption-Friendly
Supply Chain



One Big Takeaway

Rapid advances in supply chain management and 3™
party logistics are aiding disruptors and eroding big
brands’ scale advantages.

iab.



Big brands are reducing SKU production to cut costs, creating small brand openings

Kraft Heinz is eliminating
1,100 products (20% of
lines) by end-2020 in
order to increase supply
chain efficiency and focus
on “working brands” like
Oscar Mayer.

-
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https://www.cnbc.com/2020/09/15/kraft-heinz-looks-to-balance-renovation-and-innovation-in-portfolio.html
https://www.marketingweek.com/coca-cola-restructures-marketing-drive-growth/
https://www.cnbc.com/2020/09/15/kraft-heinz-looks-to-balance-renovation-and-innovation-in-portfolio.html

Small batch manufacturing partnerships are helping disruptor brands fill the slots

Low Minimum
Quantity Orders

Our order quantities for your custom _9_
formula starts at 1,000 market-ready " () (
units. Starting manufacturing runs at “
1,000 units makes it easier for companies
looking to get started in competitive
industries can do so more confidently
with lower investments in inventory.

N\N\VNIANAI, DI CNIRNIN I
DYNAMIC BLENDING

SIMPLE CONTRACT MANUFACTURING

®
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https://www.glossy.co/beauty/why-small-batch-manufacturing-is-catching-on-in-beauty/

After years of hype (Levi’s “Original Spin”?) mass customization has gone mainstream

Wiivv has seen
personalized footwear
orders double YoY since
2014; its factory can
scale up to a million pair,
and accommodate

partnerships with major
brands

®
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https://www.nytimes.com/2020/03/18/business/customization-personalized-products.html

U.S. warehouse demand is at record levels; flexible warehousing solutions are

filling the gap

U.S. Warehouse Space Under Construction

MSF Vacancy
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Source: CBRE Econometric Advisors, Q1 2019.



https://www.cnbc.com/2020/07/09/us-may-need-another-1-billion-square-feet-of-warehouse-space-by-2025.html
http://www.scdigest.com/ontarget/20-07-07_trends_in_warehousing_state_of_logistics_report.php?cid=16973
https://www.cbinsights.com/reports/CB-Insights_Supply-Chain-Trends-2020.pdf
https://www.supplychaindive.com/news/warehousing-e-commerce-prologis-report/580075/

“Digital freight matching” emerges to help SMBs connect to shippers and carriers

amazon fl’Elght Existing customer? Sign in
e

FULL TRUCKLOAD
SERVIGES

We treat your freight like our own.

Create a shipper account  Become 3 carrier partner

®
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https://www.cbinsights.com/reports/CB-Insights_Supply-Chain-Trends-2020.pdf
https://www.freightwaves.com/news/alibaba-com-launches-north-american-freight-matching-platform

Global outsourced logistics — 3PLs & 4PLs — CAGR will grow 4-7% through 2027

Third-party
Logistics (3PL)
Market

OPPORTUNITIES AND FORECAST,
2020-2027

Third-party Logistics (3PL)
Market is expected to reach
$1,789.94 billion by 2027.

Growing at a CAGR of 7.1%
(2020-2027)

o
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https://www.prnewswire.com/news-releases/third-party-logistics-3pl-market-to-reach-1-789-94-bn-globally-by-2027-at-7-1-cagr-allied-market-research-301097691.html
https://www.freightwaves.com/news/us-3pl-industry-to-post-revenue-drop-in-2020-armstrong-predicts
http://247customsbroker.com/index.php/2020/09/28/why-large-companies-are-increasingly-opting-for-4pl-ahead-of-3pl/
https://www.theinsightpartners.com/reports/fourth-party-logistics-market

“End-to-End Visibility Platforms” are a COVID-era product

iab.

End-to-End Supply Chain Visibility Platforms

mentions in earnings calls
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https://www.cbinsights.com/reports/CB-Insights_Supply-Chain-Trends-2020.pdf

Supply Chain tech collaborations enable real-time visibility, insight, and expansion

=" Microsoft

C.H. ROBINSON = Microsoft
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https://www.logisticsmgmt.com/article/c.h._robinson_and_microsoft_partner_up_for_real_time_supply_chain_visibilit/3pl

Supply chain visibility can increase sales conversions 9%, UPS & Google have found

o
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https://www.supplychaindive.com/news/ware2go-google-free-ecommerce-shipping/584346/

5. The Primacy of 1% Party Data




One Big Takeaway

Government privacy regulations and browser/OS data
restrictions are driving 60% of marketers to stress-invest
in 15t party data.

iab.



More than 346 million new internet users came online in the last year

Global numbers of individuals using the internet,
and % of global population, 2001-2020*
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https://datareportal.com/global-digital-overview
https://www.itu.int/en/ITU-D/Statistics/Pages/stat/default.aspx

The volume of data created will more than triple over the next 4 years

Worldwide Global DataSphere by Segment
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https://www.idc.com/getdoc.jsp?containerId=prUS46286020

loT devices will account for half of all the data generated by 2023

Global Device and Connection Growth

10% CAGR 35
2018-2023 30

e ——
25 —
Billions of 20
Devices
15
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B Non-Smartphones (13%, 5%) M Smartphones (27%, 23%) M M2M (33%, 50%)

Note: M2M = loT
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https://www.cisco.com/c/en/us/solutions/collateral/executive-perspectives/annual-internet-report/white-paper-c11-741490.html

Marketer investments have favored 39 party data solutions...

YoY Change in Expenditures 2017-2019
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https://www.iab.com/blog/state-of-data-2020-trends/

...Until now: Increased use of 1P data is the highest post-cookie priority for brands

“Google and other major browser developers have discontinued support for
third-party audience cookies (or announced plans to do so). How do you
expect this change will affect your use of data?”

e et pary aote I 60%
first-party data o
Increase interest in third-party identity _ o
resolution solutions 38%
Increase efforts to build second-party data _ 36%
relationships o
Increase focus on developing custom/in- _ 36%
house identity resolution solutions o
Engage with third-party industry groups to _ 36%
build identity resolution solutions °
Increase spending/emphasis on contextual _ 34%
advertising o

Increase testing/investment in new solutions _ 32%
[ ]
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https://www.iab.com/blog/state-of-data-2020-trends/

1P data is the cornerstone of Nestlé’s move to an “audience-based strategy”

-
ia . hsy 8
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https://whatsnewinpublishing.com/the-future-of-media-is-actually-the-future-of-audiences/
https://digital.hbs.edu/platform-digit/submission/nike-just-do-it-with-data-science-and-demand-sensing/

1P data-modeling prompted Stitch Fix to offer one-off purchases for non-subscribers

PERSONAL
STYLING FOR
EVERYBODY

3 STITCH FIX
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https://www.talktototem.com/dtc-insights/dtc-brands-response-to-covid

Publishers like Meredith & NYT are offering 1P datasets for ad activation and strategy
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https://digiday.com/media/the-time-is-right-inside-the-new-york-times-first-party-data-play/

CDPs are another solution: Demand will triple by 2027 as brands try to unlock 1P data

North America Customer Data Platform Market Size, 2016-2027 (USD Million)
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https://www.blueconic.com/blog/first-party-data/
https://www.fortunebusinessinsights.com/industry-reports/customer-data-platform-market-100633

All 3 major marketing clouds have released CDPs in the last 12 months

iab.
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https://www.adexchanger.com/data-exchanges/salesforces-cdp-will-be-ready-for-prime-time-in-october/

AB InBev’s CDP shows how consumers engage with its 500+ brands

ABInBev arim

TREASURE DATA
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https://www.adexchanger.com/data-exchanges/ab-inbev-crafts-its-data-management-strategy-with-help-from-arm-treasure-data/

Although the potential of 1P data remains unrealized by brands

Most Brands Have Not Achieved Full Digital Marketing Maturity

Nascent Emerging Connected Multimoment

Maturity o @ @& & @ o

60
Assessment of
participants (%)
29
9
T 2

Archetype Simple Some use of Data integrated and Dynamic customer
of maturity campaign-based owned data in activated across journeys toward
execution automated buying channels business outcomes

Source: BCG Digital Marketing Maturity Study, May 2020.

Note: The benchmark is continually expanding. The percentages above reflect data from 585 companies all over the world.
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https://www.bcg.com/en-us/publications/2020/digital-marketers-race-to-meet-the-needs-of-growing-online-agendas

“Differential privacy” may offer addressability with unidentifiable 39 party data

nielsen
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https://www.adexchanger.com/platforms/nielsen-hatches-new-methodology-for-cookieless-future/

The unified ID: Solution... or chaos?

The Trade Desk: Unified ID 2.0 Neustar: Fabrick Merkle: Merkury

Mk

MERKURY

" Unified
ID Solution

Acxiom: Real Identity

REAL IDENTITY
BY ACXIOM

®
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https://www.thetradedesk.com/blog/identity-2020-the-future-of-addressable-digital-advertising
https://www.home.neustar/about-us/news-room/press-releases/2020/neustar-launches-fabrick-to-improve-omnichannel-media-and-measurement-effectiveness-in-the-post-cookie-world
https://www.merkleinc.com/news-and-events/press-releases/2020/merkle-strengthens-position-identity-technology-leader-launch
https://www.acxiom.com/news/acxiom-announces-new-global-identity-solutions-portfolio-to-help-marketers-improve-experiences-everywhere/
https://liveramp.com/blog/launching-authenticated-traffic-solution-for-publishers/

6. The Whole World Is Streaming




One Big Takeaway

With connected TV viewing up 35% during COVID, ad
inventory is becoming more affordable, heightening
competition between large and small brands.

iab.



6 of top 10 consumer quarantine activities are media-related...

Top 10 Things Consumers Say They’ve Been Doing at Home Because of COVID

Watching more shows/films on streaming services
Spending more time cooking

Watching more news coverage

Watching more TV on broadcast channels

Watching more videos

Spending longer on social media

Spending more time on hobbies/pasttimes
Spending more time socializing as a family/houshold
Reading more books/listening to more audiobooks

Spending more time on computer/video games

-
1ab. .

I 4 6%
I 43%
L A
I 3 1%
I 3 1%
I 23
I 26
I 26
I 24%
I 247
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https://www.globalwebindex.com/hubfs/1.%20Coronavirus%20Research%20PDFs/GWI%20coronavirus%20findings%20July%202020%20-%20Multi-Market%20Research%20(Release%2011).pdf

... and consumers intend to continue high streaming video and audio consumption

% Who Say They’ve Been Doing at Home Because of COVID, And Plan to
Continue Doing So After the Outbreak

Creating/uploading videos

Listening to more podcasts

Listening to more radio

Watching more shows/films on streaming services
Watching more videos

Reading more newspapers

Listening to more streaming services

Watching more TV on broadcast channels

-
Ia b. July 2020

I, 5 0%
I, 5 0%
I, 2 7%
I, 46
]| ')
I 44%
I 1%

I 39%
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https://www.globalwebindex.com/hubfs/1.%20Coronavirus%20Research%20PDFs/GWI%20coronavirus%20findings%20July%202020%20-%20Multi-Market%20Research%20(Release%2011).pdf

Total digital-media time spent is up 16% YoY while traditional is nearly all down

Average Time Spent per Adult 18+ per Day
Based on Total U.S. Population

694 0:36 \

Q1 . | |
2020 3:46 0:58| 12:21
Q1 ' . .
2019 301 0:50 11:27

0:14 0:35

J

M Live TV B Time-Shifted TV M Radio
DVD/Blu-ray Device B Game Console M Internet Connected Device
M Internet on a Computer App/Web on a Smartphone ] App/Web on a Tablet

Note: Some amount of simultaneous usage may occur across devices. Internet Connected Device is inclusive of Smart TV app usage.
Measurement enhancements to the mobile panel in the past year contributed to increases in usage levels beyond pure organic growth.

o
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https://www.nielsen.com/us/en/insights/report/2020/the-nielsen-total-audience-report-august-2020/

Digital video continues to take share from linear TV

TV vs. Digital Video: Average Time Spent in the U.S. 2018-2022

Hours:mins per day among population

>:>1 5:42 5:35
: 5:11 o
5:13 Digital video
2:06 2:10 — CONsumption will

increase 7% from

2020 to 2022.

TV consumption
will decrease 11%
in the same time
period.

2018 2019 2020 2021 2022

2:01
1:30 1:42

M TV* Digital Video**

*Includes live, DVR and other prerecorded video (such as video downloaded from the internet but saved locally)

**Includes viewing via desktop/laptop computers, mobile (smartphones and tablets) and other connected devices (game consoles, connected TVs and OTT devices)

o
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https://content-na1.emarketer.com/us-time-spent-with-media-2020
https://together.nbcuni.com/news/one-audience-trends/

Digital video growth is being driven by CTV — up 35% because of COVID

Digital Video: Average Time Spent in the U.S. 2018-2022

Hours:mins per day among population
2:06 2:10
2:01

1:42
1:30

2018 2019 2020 2021 2022

B Desktop/Laptop M Mobile M Connected Devices

-
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https://forecasts-na1.emarketer.com/584b26021403070290f93a5e/5851918b0626310a2c186b33

Weekly streaming video minutes climbed 74% YoY in Q2 2020, to 25% of U.S. TV usage

% of Streaming Out of Total Usage of TV

Among Streaming Capable Homes

Q2 2020, P2+

-
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https://www.nielsen.com/us/en/insights/report/2020/the-nielsen-total-audience-report-august-2020/

Video streaming on OTT/CTV devices has increased 16% during COVID

iab.

Average Daily Streaming Household and Hours by Week
(Custom Weekly Data)
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https://www.comscore.com/Insights/Presentations-and-Whitepapers/2020/State-of-OTT

Cord-cutting will increase 27% YoY in 2020 for a total of 31.2M U.S. HHs

U.S. Cord-Cutter Households, 2019-2024

millions, % change and % of households

46.6

2019 2020 2021 2022 2023 2024
W Cord-cutter households M % change M % of households

Note: pay TV households are those with a subscription to traditional pay TV services; excludes IPTV and pure-play online video services (e.g. Hulu, Netflix, YouTube, Sling TV, etc.);
non-pay-TV households are those that have cancelled their subscription or have never had a traditional pay TV services

Source: eMarketer, Sep 2020

[ b
Ia ® Source: eMarketer, 9/1/20; August 2020
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https://chart-na1.emarketer.com/239059/us-cord-cutter-households-2019-2024-millions-change-of-households
https://forecasts-na1.emarketer.com/584b26021403070290f93a70/5851918a0626310a2c186a93

During COVID, streaming/on-demand listening overtook radio

Digital Device Listening Crosses the 50% Threshold
During COVID-19 Disruptions

Share of Ear®

Before COVID-19 disruptions:

of listening was on of listening was on
linear/non-digital devices on-demand/digital devices

Since COVID-19 disruptions:

of listening was on of listening was on

linear/non-digital devices on-demand/digital devices
Linear/non-digital devices: On-demand/digital devices:
AM/FM radio reciever, CD player, Computer, Internet-connected TV device,
SirusXM reciever, TV channels Mobile device, Smart speaker

o
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https://www.edisonresearch.com/digital-device-listening-crosses-the-50-threshold-during-covid-19-disruptions/

On-demand audio streaming is up 16% YoY through July 2020

Total 2020
Audio Type Year to Date (thru July)
(% vs. year ago)
Total Audio Activity +9.4%
On-Demand Audio Streaming +16.2%
Total Album Sales -18.1%
Physical Albums -20.3%
Digital Album -14.3%
Digital Song Sales -23.3%

-
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https://static.billboard.com/files/2020/07/NielsenMID-YEAR-2020-us-1594300786.pdf

Podcast downloads grew 52% YoY

U.S. Weekly Downloads: All Podtrac Measured Shows
52-week growth (%)

40%

20%

0%
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http://analytics.podtrac.com/blog

Leading streaming audio players double down on Podcast production stacks

((Siriusxm))) STITCHER

®
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https://newsroom.spotify.com/2020-06-18/warner-bros-is-bringing-the-dc-super-heroes-and-super-villains-to-spotify-as-an-exclusive-series-of-podcasts/
https://www.marketingdive.com/news/tiktok-makes-first-push-into-streaming-with-fire-tv-app/583144/

U.S. adults will spend on average 82 minutes a day on social media, +~7 minutes YoY

Social Networks: Average Time Spent by U.S. Adult Social Network Users, 2015-2022
minutes per day, Nov 2019 vs. April 2020

2015 2016 2017 2018 2019 2020 2021 2022

M Nov 2019 forecast M April 2020 forecast

Note: ages 18+ who use social networks at least once a per month; time spent with each medium includes all time spent with that medium, regardless of multitasking or device

Source: eMarketing, May 2020

®
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https://www.emarketer.com/newsroom/index.php/social-networks-see-boosts-in-engagement-among-us-users-but-not-equally/

Increasing SVOD & TV costs adding to consumer financial strain...

iab.

Cable / Satellite & Live Streaming TV providers

PROVIDER
AT&T TV NOW

AT&T DIRECTV
DISH

Verizon Fios TV
Spectrum TV
Xfinity TV
fuboTV

Cox TV
YouTube TV
Hulu + Live TV

Sling TV

CHANNELS
125+

155-330+
190-290+
125-425+
125-200+
140-200+
160+
75-140+
85+
65+

50+

MONTHLY PRICE
$55-$135/mo.
$59.99-5134.99
$59.99-594.99
$50-590
$44.99-589.99
$70.99-589.49
$54.99-584.99/mo.
$25-569.99
$64.99/mo.
$54.99/mo.

S$30-$45/mo.

7/8/20

= Live streaming TV Provider
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https://variety.com/2020/streaming/news/fast-free-ad-supported-streaming-tv-1234690024/

... With further pressure on SVOD prices coming from young male gamers

Dollars Spent on Fortnight In-Game Purchases
by Average Spender

$100
$80
$60
$40

$20

2018 2020

-
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https://lendedu.com/blog/finances-of-fortnite-part-two/

Twitch added 1 billion+ monthly viewing hours during prime COVID period

Monthly Worldwide Hours Watched on Twitch

2.5B

2B

1.5B

Hours

1B

0.5B
January February March April May June

M 2019 W 2020

Source: SuperData

®
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https://www.nielsen.com/us/en/insights/article/2020/fortnite-is-the-new-irl-why-brands-must-plan-for-a-rise-in-virtual-gatherings/

E-sports is now a competitive advertising medium

iab.

After experiencing a 75% increase in
their gaming audience early in

2020, Verizon signed a three-year deal
to serve as the official 5G and network
services provider of e-sports’ Legends
Championship Series, gaining a large
reach opportunity to showcase new
5G technology

6/15/20

verizon’

110


https://www.marketingdive.com/news/verizon-inks-3-year-pact-with-league-of-legends-esports-league/579811/

Only digital channels can expect net gains in FY2020 ad spend

Est. % Change in FY 2020 Ad Spend vs. 2019

Linear TV -24%

Digital Audio -5% [N

Podcasts -8% [NENEGN

Direct Mail -17%
Print -33%

Digital Display +15%

Social Media +25%

Paid Search +26%
-50% -40% -30% -20% -10% 0% 10% 20% 30%
M Digital M Traditional

n=135
Q: Please share your expected % increase/decrease or (0) for no change for 2020 (Jan-Dec) vs. 2019 (Jan-Dec) by CHANNEL for your primary brand.

-
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https://www.iab.com/insights/covid-ad-spend-impact-2020-2021-light-at-the-end-of-the-tunnel/

CTV is expected to drive resiliency for digital video ad spend in 2020...

Average Spend per Advertiser— 3 Year Trend (in millions)

+8%

Increase
2019-2020
(Post Covid)

$16.0

$13.2 $14.0
$11.7 $11.7 §113 | 5121
$10.3
$9.3
pLiyIil 2020 2020 p[iyVl 2020
Pre-Covid Post-Covid Pre-Covid Post-Covid Pre-Covid Post-Covid
est. est. est. est. est. est.
Connected TV Digital Desktop Video Mobile Video

B =% Change in Video Dollar Spend 2019 — Est. 2020

Q10: Keeping in mind your video spend in the [ASSIGNED MARKET SECTOR], to the best of your knowledge for each media type what exactly was your (company’s/client’s) spend in
2018 and 2019? What do you anticipate spending in 2020? Base: Total Respondents Who Spent on Video Types (Variable Base)

®
IabO 6/23/20
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https://www.iab.com/insights/iab-us-2020-digital-video-advertising-spend-report/

Free Ad-Supported Streaming Television (FAST) will likely draw ad dollars

FAST Providers

LG plutoo peacocki redbox. RoKu

Redbox Free Live
™V Roku Channel

TivO

N
SAMSUNG
TV Plus

STIY VIZI0

XUMO

LG Channels

Peacock

Pluto TV added 12 million

g LG ViacomCBS Comcast Redbox Roku

additional viewers in iy
2019_Q1 2020 gg% L[g(glr?wsai:'lte'lf\(/)s Agnostic Agnostic Agnostic Agnostic
Xumo added 4.5 million z |
additional viewers from f| FEGRN) comcast (SITORN ot
Apr 2019-Feb 2020 ot

%g No Yes Yes No Yes
The growth of the FAST £8
space has attracted big E:: NoData | 242 million |Notlaunched| NoData | NoData
media companies; ®
Comcast launched B 2016 2014 2020+ | February | g
Peacock in Q2 2020 i

%E 182 244 Zﬁ;:‘;gf)‘;t“j' 28 54

iab.

7/8/20

Tivo

Exclusive to
later model
Tivo devices

Xumo

Yes

No Data
Available

2019

26 at launch

Samsung TV Plus Vizio WatchFree
Samsung Sinclair Vizo
Exclusive to Exclusive to
Samsung Agnostic Vizio smart
smart TVs TVs
Partially by
Pluto & Xumo STIRR Pluto
No Yes No
No Data
No Data RA"g“agli' No Data
Available dgv?/nlc?adsri?\ Available
July 2019
2018 2019 2018
No data
91 91 available

Comcast

Agnostic

Xumo

Yes

10 million

2016

181
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https://variety.com/2020/streaming/news/fast-free-ad-supported-streaming-tv-1234690024/

Staggered re-entry plans & consumer behaviors are localizing ad spend and creative

(100% = Normal / pre-pandemic)

59%

(55%)
Northeast

58%

(62%) (63%)

Mountain e prEst
49%

(58%)
California /

Top Drivers

Confidence in the economy

Ability to shop for necessary items

57%
(59%)
Southeast

Ability to make future plans

Ability to go about routine OOH

114
June 2020


https://forethought.com.au/wp-content/uploads/2020/06/Forethought-USA-Normality-Index-Week-11.pdf

COVID driving further localization of marketing strategies

Ccttety

v

PANDORA

Lindblad

Expeditions

[ )
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https://www.nytimes.com/2020/07/28/business/media/coronavirus-pandemic-advertising-industry.html
https://www.adexchanger.com/advertiser/covid-19-whiplash-how-brand-strategies-are-shifting-again-as-cases-rise/

Digital tools like “Tension Map” offer brands real-time guidance on geo-messaging

iab.

“The consumer psyche
and what they wanted
to hear and needed to
hear from brands
would just change
week to week”

— Chris Brandt, Chipotle CMO

7/28/20; tensionmap.com

COVID Tension Map ¢ Why Tension Works
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https://www.nytimes.com/2020/07/28/business/media/coronavirus-pandemic-advertising-industry.html
https://tensionmap.com/

About Us

iab.

The Interactive Advertising Bureau empowers the media and marketing industries to thrive in the digital
economy. lts membership is comprised of more than 650 leading media companies, brands, and the
technology firms responsible for selling, delivering, and optimizing digital ad marketing campaigns. The trade
group fields critical research on interactive advertising, while also educating brands, agencies, and the wider
business community on the importance of digital marketing. In affiliation with the IAB Tech Lab, IAB develops
technical standards and solutions. IAB is committed to professional development and elevating the
knowledge, skills, expertise, and diversity of the workforce across the industry. Through the work of its public
policy office in Washington, D.C., the trade association advocates for its members and promotes the value of

the interactive advertising industry to legislators and policymakers. Founded in 1996, IAB is headquartered in
New York City.
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About Our Sponsors

ebay Ads

eBay Ads is a trusted partner to some of the world’s biggest
brands and sellers. Our innovative and transparent
approach to data helps our partners understand their
audience best. Leveraging more than 100 million user
journeys every month, we humanize data at scale and
create connections between our partners and our
community.

Twitter: @eBayAds | LinkedIn: eBay Ads

FACEBOOK
0000 MO

Founded in 2004, Facebook’s mission is to give people the
power to build community and bring the world closer
together. People use Facebook’s apps and technologies to
connect with friends and family, find communities and grow
businesses.

iab.

Google

Google's mission is to organize the world's information and
make it universally accessible and useful. Through products
and platforms like Search, YouTube, Maps, Gmail, Android,
Google Play and Chrome, Google plays a meaningful role in
the daily lives of billions of people. Google is a subsidiary of
Alphabet Inc.

d' TikTok

TikTok is the leading destination for short-form mobile video.
Our mission is to inspire and enrich people’s lives by offering a
home for creative expression and an experience that is
genuine, joyful, and positive. TikTok has global offices
including Los Angeles, New York, London, Paris, Berlin, Dubai,
Mumbai, Singapore, Jakarta, Seoul, and Tokyo.
www.tiktok.com

IAB Proprietary Research 118


https://twitter.com/eBayAds
https://www.linkedin.com/company/ebayads
http://www.tiktok.com/
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Thank You

Chris Bruderle Sue Hogan Randall Rothenberg
Senior Director, Senior Vice President, Executive Chair
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