T ASCENTIALP

~

lucts Deep Dive
une 20th-21st 2018




INTRODUCTION




STRATEGIC GOALS & FINANCIAL OBJECTIVES

To be the #1 global, specialist information company.....

enabling customers in the consumer value chain....

to win in the digital economy....
by excelling at product design, marketing and sales

Accelerate the organic growth of our

Maximise value creation through the
revenues....

application of a tightly focussed

while optimising margins and profits capital allocation process
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THE CONSUMER VALUE CHAIN: ABROAD AND ATTRACTIVE MARKET TO SERVE

Marketplaces

%@f #7 amazon
Alibaba Group S

Digital Intermediaries

@)
@r@ n ’0 Google

3

Digitization of physical
commerce and 020
becoming managed

andintegrated

Key characteristics

Key characteristics

Key characteristics

Key characteristics

* Local, independent, fragmented

* Limited distribution and
catalogue based

¢ Wholesaler controlled

» Largely manual / mechanical

Key Supplier / Retailer Challenge

Mass marketed, major
store based chains

Scale based economics:
Power SKUs, national brands

Early nondirect call centre sales and
introduction of online sales

Global / national supply chains

* Marketplace & intermediary

driven digital retail

» Hightransparency but

largely still single channel

e Social & borderless commerce

* Algorithmically driven with

minimal human intervention

Marketplaces provide enterprise
infrastructure as a service

Consolidation & integration

of marketplaces & intermediaries
into scale platforms
Offline-to-Online (020)
propositions

» Distribution/ access to products

Key Supplier / Retailer Challenge

Key Supplier / Retailer Challenge

Key Supplier / Retailer Challenge

Scale /trade terms

*  Managing price & quality

transparency & the infinite shelf

Developing integrated online
& offline experiences

ASCENTIAL

Source: Adapted from Planet Retail RNG 2017: Evolution of consumer product distribution




TRADITIONAL PLAYERS DISINTERMEDIATED -
INFORMATION AND INSIGHT ON THE DIGITAL ECONOMY IS NOW CRITICAL

Indirect Brand Economy, 1879 - 2010 Direct Brand Economy Shift, 2011

Publisher

Brand DATA Consumer

Source: Adapted from IAB
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OUR BRANDS SERVE THE NEEDS OF CUSTOMERS IN PRODUCT DESIGN,
MARKETING AND SALES

Consumer Value Chain (90% of revenue®)

Product design Marketing Sales
CLAVIS \“\SS\GH‘T one
WC"SN ﬂ'ﬁ'ﬂﬁ@ A One Click Retall 20/20
PlanciRetail RNG > Whetgl(“ woRn geTaL
* Market leading product design * Number one platform for * Market leading Information
trend leader Creativity in Marketing driving e-Commerce
o benchmark management inputs and outputs
* Expanded beyond Fashion into
wider consumer markets * Leading provider of * Global leading platform enabling
Media/Tech/Entertainment the global FinTech payments
strategy and transformation market
16% 8% 118%
Bubble size, proportion and growth figures all relate to 2017 revenue proforma for Medialink and Clavis.

“Excludes Exhibitions

ASCENTIAL






AGENDA

Trends Driving Demand for Our Products

Our Products Today

The Vision

eCommerce Growth Platform in Development

Q&A
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E-commerce is growing rapidly and taking share, but store
based chain retail sales is still expected to grow globally

Global Chain Retail Sales, $tn

% CAGR,
11.2 2017-22
0.5 Omnichannel 8.7%
0.7 Pure-Play 13.3% 17.6%

3P Marketplace 22.5%

5.8 0.2

Store-Based 8.7%

2012 2017 2022e

Source: Planet Retail RNG
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The growth of e-commerce is impacting the nature of the
Store...

Stores historically combined Range, Price &
Proximity to create propositions...

‘Stores of the Future’ combine new elements:

UERNE W

Source: Planet Retail RNG
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...and fundamentally altering the global retail landscape

Walmart: $431
Carrefour: $101
Kroger: $96

Seven & | Holdings: $93

Costco: $91

14%

Predominantly store-based retailer

= == |

Source: Planet Retail RNG (Sales = GMV; Top 5 Share of Chain Retail Sales)

ASCENTIAL

Walmart:

Alibaba Group:

Amazon:

JD.com:

Carrefour:

Predominantly ecommerce-based retailer

$497
$342
$237
$143

$124

17%

1l e ™

Alibaba Group:
Walmart:
Amazon:
JD.com:

Carrefour:

$697
$602
$458
$412

$160

21%
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These trends have profound implications for how retail
suppliers seek to drive their sales

amazon

amazon

T, Action Items Using Vendor Central e

Action Items Using Vendor Central v

ion
4 %
( Vendor Scorecard
Year

This month | Last m

Suppliers negotiate with human on Price, Suppliers to e-commerce ‘work’ with the Suppliers work with algorithm stores as
Product, Placement & Promotion in both ‘Price, Product, Placement & Promotion well as e-commerce
channels (supported by tech in e-comm) algorithm’ (experiments in China by

Alibaba to do the same in physical retail)

ASCENTIAL 12



These trends imply a growing need for suppliers to identify
successful strategies and to trade online successfully

1. Deploy Successful
Strategies

PlanetRetail RNG >

Where to Play? How to Win?

Need: Maximise Sales

2. Trade Successfully

(1) One Click Retail CLAVIS INSIGHT

How can | drive e-commerce performance?

ASCENTIAL 13



AGENDA

ASCENTIAL

Trends Driving Demand for Our Products

Our Products Today

The Vision

eCommerce Growth Platform in Development

Q&A
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Ascential’s Retail Analytics Products

PlanetRetail RNG )

(&) One Click Retail

CLAVIS INSIGHT

2017 Rev e £110(+3%) £12.1(+58%) £13.4 (+29%)
FTE « C.50 C.90 C.170
Bus Model e 76% Subscription 96% Subscription 95% Subscription
« 20% Advisory 4% Advisory 5% Advisory
* 4% Events
Products * Retail Competitive & Amazon Sales & Share 6Ps (Product, Price,
Market Intelligence Add on products: 3P, Promotion, Placement,
Platform Traffictrack, Promotrack, Perfect Page, and
* Advisory services Searchtrack Performance) Digital Shelf
Measurement
Geographic * Global US, Canada, UK, Germany, Global (500 Retailers)
Coverage France, Italy, Spain, &
Japan

ASCENTIAL




The Products: pjgnetRetail RNG >

Retail Market Monitor - Retail Analytics

&

» FILTERS  Regionisanyvalue Sub-Region isanyvalue Countryisanyvalue Retaileris"Walmart® Bannerisanyvalue Channelisanyvalue Fo ny value

Global STEIP 2017 —
Future Of Retail
18 Sep 2017

Winning Strategies:
Store of the Future
11 Oct 2017

Sales Trend vs Y-o-Y Change Trend
. 5 ¢ 5 5 £
H H 2
$520.67bn 5 5 £ 5 £ & ®¥ =m T & ¢
£ T 8§ o @™ ° & = s 2
Current Sales 8 3 2 &2 5 5 & g % & &
v 484 8§ & § i
- - - -
- 400,000 Mil
A 4.69% Year Over Yea .
5
]
2 200,000 Mil
o
£
5
£ 0 Mmil
$452 E
- - -200,000 Mil
Current Sales per 5q
T T L. T N S
A 2.00% Year Over Yea L A
Top 10 Banner Sales Trend Top 10 Ch
500.00bn — e I —
_ [ 500.00bn
400.00bn
9 g 400.00bn
3000060 & 300.00bn
] ]
& 200.000n S 2000060
L
T T T B~ BN N, P R N
A R A D S S DA PP
Measure Year
@ Asdz @ EBodega Aurrerz @ Flipkart.com @ Hiper Lider @ Cash & Carry/Club
e e Amoscelmart @ Fashion and Apparel
nter @ Leisure/Entertainment
L— 5

Winning

16 Nov 2017

Reports & Presentations

With ecommerce expected to
account for half of global chain retail
sales growth through 2022, the
global retail landscape ...More

11673 stores

Current Store Count

-

4.0%
A 0.79% Year Over Yea
@
20% &
S
=
@
00% *
&
6.45%
-20% Current Online Sales ..
A 64.02% Year Over Yea

1annel Sales Trend

Measure Year
@ Consumer Electronics @ Discount
@ Home Spedialists @ Hyper-stores.
@ Mass Merchandise

Strategies:
! Ecommerce & Digital

/\ S C E N T | A |_ NB: Screenshot data tool being redeveloped and rolled out in Q3

Retail competitive and market intelligence service
enabling customers to assess ‘where to play’ and
‘how to win’:

1. Forecasts by country, retailer, banner and
channel along with key associated stats (e.g.
store numbers, size, sales per sq. meter...)

2. Disruption in retail insight reports with case
studies on retail platforms, markets, sectors
and capabilities... reports apply two
proprietary lenses:

- STEIP - Society, Technology, Economy,
Industry & Policy

- 4 Winning Strategies: Ecommerce &
digital ecosystem mgmt., store of the
future, supply chain & fulfillment, and
engagement & retention

3. Advisory services: custom research, in-
person updates & explorations, workshops,
guided store tours

16



The Products: (7)) (ne Click Reta

Share by Brand

L9 9 90999 vvyvyY vvyvvvYVOO9QQ®

20%
18%
16% -
14%
12%
10% -
8%

6%

4%

(AL T —

e 4+ o S

St Lon S By Wt AY OUA

R p—

P9 999 @9

with coupon l

+
AMAzZON 1o ke lnpservices

H
3 20k n
=
+
& 15k BRI withkoypon
EERIGEE with coupon
amazonoom [ save 10% ¢
10k Lightning Deals A
A

AAAAAAAAAAAAAAAAAAAAAAAAAAA
mmmmmmmmmmmmmmmmmmmmmmmmmmm

Proposition Overview

Sales & Share analytics platform enabling customers
to optimise their sales on Amazon in US, UK,
Germany, France, Spain, Italy & Japan:

1. 1P & 3P Sales and Share: sales and share
evolution at SKU level derived from highly
accurate estimation models, along with key
drivers and action-oriented dashboards
(enabling actions to counter, for example,
revenue loss by SKU due to out of stock, shift to
exclusively on Prime...)

2. Traffic: derived traffic at SKU level (and hence
conversion) from highly accurate estimation
models along with key drivers to help identify
which SKUs would benefit from greater
marketing promotion

3. Promotions: detailed promotions tracking to
identify which price promotions to run (for
example, given sustained growth in traffic and
sales post the promotion)

4. Search: identification of key words that would
drive increased traffic through retitling,
different descriptions, or use hidden keywords

ASCENTIAL

17




The Products:

Dashboard

Recommendations KPIs Scores

Items Needing Action / Recommendations

= Portfolio Availability
Goal: 98%

42 SKUs are unavailable for purchase at Amazon
= 21 5KUs are marketplace (sold by 3rd parties)
- 13 5KUs are void

(& Image Accuracy
Goal: 80%

22 5KUS have incorrect product images at Amazon

81 SKUs have partially incorrect images at Amazon

Products

 Ratings
Goal: 85%

7 SKUs have an average rating of below 4 stars at
Amazon

4 SKUs with high review counts have a rating below
45t Amazon

Recommendations v
B Integrity
Goal: 80%

86~

108 SKUs are non-compliant for Integrity Keywords
at Amazon

42 SKUs have alow number of reviews at Amazon

26 SKUs are in breach of Min / Max Price limits

2 SKUs are in breach of MSRP Price limits at CVS

& Price and Promotions

[0 Export | [ 15thNov, 2017 ¥

@ Reviews
Goal:85%

Goal: 80%

CLAVIS INSIGHT

21 5KUs have no reference imag

19 SKUs have no UPC information
Unmapped at Amazon

Dashboard

Recommendations KPIs. Scores Products

[0 Export  [71 16th Noy, 2017 +

Retailers Score (average)

amazon
S—

Walmart -

Retailers

Main Metrics by Retailer / Category / Brand

Categories ~ Brands  Mega Category

Overall Score  Available for
Sale

64 2%

Democo
Competitors 50 50
64z 2%

Demaco
Competitors 45: 50
725 64

Democo
vs vs vs
Competitors 452 50

Functional Gr... Sub Brand BYv vvE@
In Stock OutofStock  Price and Ratings Image Integrity
Promations Acouracy
72+ 2% - 6= 50 24
80 2% 100% 6= Not Tracked  Not Tracked
" - - - x -
vs vs vs vs
100% 33% 100 25% Not Tracked ~ Not Tracked
64 - 72s 725 X 64s
vs vs vs vs vs vs
100% 33% 100% 25+ NotTracked  Not Tracked

© competiors

Below Goal  Aboue Goal

1.

ASCENTIAL

Proposition Overview

= Digital Shelf 6Ps eCommerce Intelligence™
platform enabling customers to optimise their e-
commerce sales across 500 retailers globally,
utilizing leading-edge proprietary technology to
automate online retailer monitoring at scale

KPI dashboards for governance and
measurement, enabling engagement and
compliance

Product, Placement, Price, Promotions,
Product Page, and Search Performance
insights to identify and prioritize actions that
drive growth

Content auditing to help protect and
enhance brand equity

Consulting and Professional services led by
in-market teams with over 100 years of
eCommerce Retail & Insight experience, to
ensure customer success and provide deep
strategic analytics

18




The components of a holistic proposition

PlanetRetail RNG >

ASCENTIAL

GTM Digital
Strategy & Shelf
Planning Drivers

Sales & Share
Outcomes

One Click Retaile

CLAVIS

NSIGHT

?

-

Next Generation
Shelf & Share

Solutions

19



Example 2017 Customers

VrReckitt

Cetoty

Benckiser

dohnson % pEPSICO MARS cmmf,emows Beiersdorf|  JMondelez

A family company Kimt iv-Clark International N/

incorporated

@®OCR @ Clavis PR RNG

ASCENTIAL 20



AGENDA

ASCENTIAL

Trends Driving Demand for Our Products

Our Products Today

The Vision

eCommerce Growth Platform in Development

Q&A
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The Vision

To create the most comprehensive, accurate and actionable
digital retail strategy & analytics platform in the world

ASCENTIAL 2



We have several advantages to build upon

Comprehensive

Actionable

ASCENTIAL

Clavis provides the broadest retailer coverage (c.500) and deepest local market
expertise (e.g. c.35 employees in Shanghai)

OCRis unique in providing Traffic at a SKU level

PR RNG'’s coverage spans omnichannel and pureplay retailers globally, along with
all major retail markets

OCR has the largest historic and current client training set for its algorithms
OCR’s algorithms have been refined over 5 years
Clavis & OCR have strong harvesting, data processing and cataloguing capabilities

PR RNG has a highly refined market, retailer, channel and format forecasting
methodology and serves 7 of the top 10 global retailers

All products are built with action-orientation based on input of largest customer base in
the market and in-house e-commerce experts (often former CPG or Amazon / Walmart
e-comm team members)

Clavis & OCR support their customers with insights teams who identify key actions to be
taken and provide recommendations on a weekly basis

PR RNG offers custom advisory service with both omnichannel and e-commerce experts



To achieve our vision we will...

1. Bringthe three companies together (integration underway), resulting in
an overall rebrand of a ‘new’ company with multiple product lines

2. Extend our market leading propositions (e.g. redevelopment of PR RNG
data tool, launch of Clavis multi-metric view, increase insights teams...)

3. Develop integrated shelf & share products, and enhance our digital retail
insight reports leveraging shelf / share data

4. Seek out additional partnerships and M&A targets

ASCENTIAL 24



AGENDA

ASCENTIAL

Trends Driving Demand for Our Products

Our Products Today

The Vision

eCommerce Growth Platform in Development

Q&A
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Customers will realize new benefits from joining digital shel

with share
q 7 Howdol

How aml .
® ® improve?

performing? ’
One Click Retail

’ Traffic, Conversion, Sales & Share

CLAVIS INSIGHT

6Ps E-commerce Intelligence

f

© com o
‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘
Ret gor L | |
Market Share — Automobile Bike Racks - . e o e - .
..............
64: 72 2% - 76% 50+
omy 100+

g Compettors 505 50+ 80+ 2 76+ Not Tracked Nt Tracked
64s 724 724 X 645

S  oem
Compattors 454 50+ 100+ 33 25 NolTacked  NotTrackes

o
=
L
w
£ g) .
E £
5 « o 1004
72% 64: 64 - 72+ 72% X 64+
%/30/2017 10/7/2017  Week Ending 1071472017 10/21/2017 H pemeo
§ s v v v v v v v
— len S alims  —Thule Swagmasn S Hollywood Racks S Saris 2 o0,

ASCENTIAL
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1. We are integrating Amazon ASIN-level traffic estimates

OCR / Clavis Solution

and sales into Clavis

Customer Challenge

= Clavis tells me | have lots of problems to fix = Provide reports / data to enable customers
on Amazon... to prioritize their actions against SKUs most
seen and purchased by consumers

- Butwhatdo |l dofirst? . .
- Combine OCR Traffic (the ONLY

provider of SKU level traffic) with
Clavis 6P’s to focus action

- Enable a ‘multi-metric’ view so
correlations between traffic / sales and
other metrics can be visualized

= Gotomarket approach (July for Traffic, Q4
for Sales)

- Provide to Clavis only customers
through upsell with trial and as ‘lead
into sale of OCR Sales & Share
Dashboard

)

- Provide tojoint customers as part of
existing subscription

ASCENTIAL 27



Amazon ASIN-level traffic estimates in Clavis & multi-metric
view

Product Actions Eepor = § Sl < User Feedback

Products Needing Action -]

i | ) a * “Very useful correlation report
e il B one of my favorites... is what

Denes Adult Rabbit & Chicken

e o R R everyone wants”

Butchers Rabbit & Chicken
Megt Dog Food 400g

GRS » “| like the action oriented side

Source: OCR @

R =
Traffic ~ Sales ~ . P T2 azon a7 s7430 In Stock 0 2 at the prOdUCt Ieve’”
ﬂ amazon

‘Wagg Adult Rebbit & Chicken
Meat Dog Foad 400y

mo | owm s ow * “Great look at comp items on

mmmmm

2o
1 L
amazon 3,198 $8,679 o e L key metrics. Love it.
Page Views 5
saomn =
. /// S N
= 3
amazon 3,140 $7,980 o — <
S 1 e ——— 5
Page Views 3 e — -
® .—‘_H—V‘.—‘_‘,-’-
-&z0ap
amazon 2,976 $7,430 e
e
Page Views . 1% Sales [ Roview Count k
Wainwrights Rebbit &
' Chicken Dog Food 400g amazon h“‘?m $1.790 o :j. :::ll
Bo "

« Bravious e ety PageSize:10 +
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Example use case for multi-metric view

=  What happened?
- Item ABC123 went out of stock for 3 days and took two weeks to recover fully

=  SoWhat?
- $12,000 in lost revenue

=  Now What?

- The Account Manager would identify the break down in the supply chain and
improve inventory positions so stock outage does not happen again

ASCENTIAL

« 2 Sales ~ s Availability - SALES: [ O]
. $12,000
= Lo
—

56,000 \\\\

54000 @=@=@=0=0=0=0=0=0=0=0=( =@ =0=0=0=0=0=0=0=0=0=0=0=0=0=0=0=0=0 z
w —
g g
& g

$2,000 <

S0

-§2,000

1st Mar 4th Mar 8th Mar 12th Mar 16th Mar 20th Mar 24th Mar 28th Mar 30th Mar
Time (Days)
| Sales [ InStock [ Outof Stock
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2. We are creating a new, ‘total e-commerce’ solution

Customer Challenge OCR / Clavis Solution

= OCR provides sales and share and, along » Launch ‘Total E-Commerce’ solution to
with Clavis, their drivers on Amazon (which provide sales and share and drivers at
is ~44% of US e-commerce)... category and brand level measuring over

90% of US and UK eCommerce revenue

- But what about the other 56% of

eCommerce? =  Combine with Clavis to identify drivers and

prompt action

ASCENTIAL 30



Total E-commerce: Preliminary Mock ups

junnel Summary | e Cagenes
Weekly Summary e s o
TRAFFIC is up A 2% overall Taffc Cart Canversion e
with gains at Walmart A+6% wow o t
& declines at BestBuy w -2% Wow - “ - “
CONVERSION s down v 15% overal "- ‘ } “I ) ||| ||| ||| "I |||
top decrease at Walmart v -6% wow -
Sales l Share L]
SALES are up A 3% overall wow . - "
with gains at Walmart A+6% wow :I I 5 /\/
& declines at Target v -3% Wow . I I l = //\__,/

4 WEEK 12 WEEK 26 WEEK 52 WEEK
15467 ~ 5% 15467 ~ 1% 15467 ¥ 11% 15467 ¥ 16%
User Feedback
15467 ~ 8% 15467 ~ 2% 15467 ~ 12% 15467 ~ 13% P . ) . X
= ‘I think the idea of linking
YN T 1Baor=128 I sales / conversion / traffic data
S 15467 v 3% S il with execut:qn mfgrmat:oq
(content, availability, etc.) is
\Jeb 15467 ~ 12% 15467 ~ 14% 15467 v 2% 15,467 ~ 12%

great.”
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Total E-commerce: Preliminary Mock ups

High Priority Fixes

PRIORITY IMPACT ©

1 $6,000 - $10,000 ©

2 $4,500- §5500 ©

3 $3300-$3500 ©

4 $2200-§2900 ©

5 $2300-52800 ©

ASCENTIAL

ACTION TO DO

Add A+ Enhanced Marketing

Content
Show me how

Add Product iImage

Show me how

Add Brand Keywords in
Product Title

Show me how

Add Product Image

Show me how

Add Product Description

Show me how

PRODUCT

£,
i

v

92 9

Show More

All Areas

Page Content / SEO
Placement
HUGGIES Natural Price
Wipes, 3 Refill Pa  product Avaitability
Item: A) 26CDEF34

Promotions

Luvs Ultra Leakguards Disposable
Diapers Size 5, 140 Count,,
Rem. 423517555

Walmart

Charmin Ultra Soft Toilet Paper, Farmily
Mega Roll with Cushiony
ftem: 16985769

Target

Tide PODS 3 in 1 HE Turbo Laundry
Detergent Pacs, Spring .
femn: B3I3NJNDGRY

Amazon

Glad Tall Kitchen Drawstring Trash Bag
13 Gallon - 90 Count
ftem: 42357444

Walmart

User Feedback

“I like the display of $
impact estimate and direct
actions to take on the
digital shelf with the "show
me how" prompt. Very
actionable.”

“Overall | like the weekly
summary, "top things to fix'
section with actions and
forecasted impact, and
charts with further detail.”

32



3. We are laying the foundations for a fully integrated,
enhanced ‘Amazon’ dashboard

e N

Enhanced Amazon
Dash in Single Platform

o

Joint Customer Catalogues
(work initiated)

First Integration + Report Builder
(Q32018)

ASCENTIAL

Single platform with enhanced Amazon share
and shelf reports

Customer data on like for like basis between
Clavis and OCR, enabling integration of Share
with Clavis metrics

Underlying tech changes to enable integration

Ul that enables customer (and Ascential dev
teams) to build multi-metric reports

33



AGENDA

ASCENTIAL

Trends Driving Demand for Our Products

Our Products Today

The Vision

eCommerce Growth Platform in Development

Q&A
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MARKETING






Painting by Numbers, Vitaly Kumar & Alexander Melami, 1994



Creativity matters

Source: Selling Creativity Short, Creativity and effectiveness under threat, IPA, 2016



Just make better advertising, stupid



80% selling the idea



|""|E WORKl ' ; ALL CAMPAIGNS SECTORS CANNES LIONS 2018 Q? {2

Find your msplr ation:

v‘
v,
A -

>

Search over 200,000 of the best creative campalgns
from leading brands and agencies

Q Search campaigns by company, person, theme or title | &/\\ | ‘F'.."“.-

Explore the work

Diversity | Retail ‘ PR Lions Branding Creative Effectiveness

CANNES LIONS 2018

The winners, shortlists and talks

f n',

Try the product at lovethework.com



http://lovethework.com

Engagement with Cannes Lions
Digital Touchpoints

DURING
BEFORE FESTIVAL



Engagement with Cannes Lions
Digital Touchpoints

DURING
BEFORE FESTIVAL



Future: Content
eee o




ENTRIES CAMPAIGNS AGENCIES

SHOWING: Shortlist e Wins

Factory
mcgarrybowen
somesuch
Wieden+Kennedy

Leo Burnett Melbourne
Mori

Dentsu

Nexus Productions

Starcom Mediavest

AWARD STATS

2016

PAONRS

SORT BY: MOST RECENCT

2014 PAONRS

Future: Data & effectiveness

2012

MORE FILTERS

2011

201(



Future: People



Questions?




THE STATE OF MEDIA &
MARKETING

MEDIALINIC  NewvYork  LoNDON  LOS ANGELES  GHICAGO  SAN FRANGISCO



THE RULES OF
ENGAGEMENT



As consumer attention fragments, embedded utility becomes
a must for differentiated consumer experience
Fragmentation of commerce cannot be solved with plans
designed for the fragmentation of media

As the new monopolies solidify closed ecosystems, look for
distinct business needs that require an independent third
party.

Compounding an ongoing grab for talent, marketers are
overwhelmed attempting to navigate the complex data and

technology ecosystem that enables precision marketing

And the one rule so simple you won't believe it....



DRIVE TO THE
CONSUMER



CREATING THE UNIVERSE THAT MARKETERS LIVE IN

"If you want to bake an apple pie from scratch, first
you have to create the universe.”
- Carl Sagan

Socioeconomic Commerce

Marketing




FLAT CONSUMER SPENDING POWER CREATES ZERO-
SUM BATTLE AMONG BRANDS

Avg. Hourly Wages (seasonally adjusted)

Constant 2014 dollars

$20.67

$19.18
15
10
Current dollars
Recessions
$2.50
1964 1974 1984 1994 2004 2014
Note: Data for production and non-supervisory employees on private non-farm payrolls

v Sources: Bureau of labor statistics, Pew Research Center, Bloomberg (last data for internet sales: Apr 2016; other: May 2016);
I l Standard Chartered Research i



SPENDING SHIFT TOWARD EXPERIENTIAL RETAIL
COMPOUNDS SECULAR THREAT OF ECOMMERCE

($B), US retail sales in selected categories, seasonally adjusted
55

Dining out

45

Internet

35

25

15

‘95 ‘97 ‘99 ‘01 ‘03 ‘05 ‘07 ‘09 11 13 15



FRAGMENTATION OF COMMERCE IS EXTREMELY
DISRUPTIVE TO MARKETING

Research Online
% of buyers in

« Greater choice

« Instantaneous decisions

« Mobility

« Mass / scaled / global 1:1 and 1: millions connectivity

Gone to digital

gategogy
o

Digital battleground

o

S
o

30 Still in store

20

10

0 10 20 30 40 50 60 70
Purchase Online
% of buyers in
category

Source: McKinsey iConsumer research i



EVOLUTION OF MEDIA CONSUMPTION: THE
“ATTENTION ECONOMY”

Influencers: TRADITIONAL ECONOMY
Celebrities, Supply-based & publisher-driven
experts

. Editorialized
’ﬁ information
foy
Y
& P o
2 &
N\
D W 33

Brands hope for engagement
based on exposure

4B




TODAY'S ATTENTION ECONOMY

THE SHIFT

Unprecedented diversity of content ATTENTION
distributed through social platforms, ECONOMY

messagi
Demand-based &

2 a consumer-driven
TRADITIONAL g R g 2

ECONOMY

Supply-based & Influencers: 3B connected

publisher-driven Friends, family, people (1.5B

/ similar users ° {} a M n through FB)4

Information surplus . . R
THE SHIFT £ 1o from social media users, wi}c-rllmrﬁ olctjjlﬁ)eﬂggps
C , nfluencers: new competitive ~ i
attgg‘filér:igs Celebrl:tles, content producers AU T et
media experts -
L OTTER MEDIA
shrinking Thousands H .
€y Editorialized of daily —MEE=m gy V9304 & Pay
S information touch points evices/
ﬁ & devices sl @
» Few touch > m
points -
2 W/
& AR Vv
é 2-way = Q)
N - . \
%= T communication +
@\ E. ‘E , a enables brand & 8
advocacy
Brands hope for engagement Consumers seek engagement

(8 second attention span?)

based on exposure based on relevance

M

1. Microsoft 2016 2. Global Web Index 2015 3. Nielsen Q4 2014 4. http://www.edelman.com/10-trust-barometer-insights/
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...AS THE ECONOMICS OF MEDIA INVENTORY
BECOME LESS ATTRACTIVE

High ‘ .........
Agency services
start to invest in Creatlve and Medla

/ control unified
audience -.
SERVICE / ‘

STRATEGY
ViaCcom 8
F T s r e
J _
Audience
OTTER destinations n
MEDIA/ - o ffer “Value-Add”
services
%ﬁ:ﬂ;p BuzzFeep
discovery The NBCUniversal
Low Nawlrk
Low AUDIENCE High
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MIND OF THE
MARKETER



CMO'’S INCREASINGLY “UNSTABLE” IN C-SUITE

Months
50

48

45

40

35

30

25

20 :
2006 2008 2010 2012 2014 2016



COMPLEXITY FOR MARKETERS INCREASES WHEN
ATTENTION INTERSECTS WITH UTILITY

2016
MAY
1N
&
{
Shog
Stacks
Smitten Ice Cream
(o]
(P
fliette 2 ot sl
LiNaen »* cra’s C
1N
| Bierg
atricia
reen
GOCOGLE MAPS APPLE MAPS



HOW HAVE MARKETERS REACTED: COMPLEXITY HAS
BRED COMPLEXITY

The traditional marketing funnel lost its efficacy; Create individualized databases about
customers, and mapping and grouping specific journeys

ANTIQUATED
PARADIGM

Awareness

Consideration

Loyalty'

Advocacy ’

UNCHARTED
PARADIGM

Active evaluation
(Information gathering, shopping)

Loyalty loop

Moment

Initial
of
purchase

Post-purchase

experience
(Ongoing exposure)

BUSINESS SPECIFIC
CUSTOMER JOURNEY
MAPS
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SO WHAT?



THE “DUOPOLY” IS REMINISCENT OF THE EARLY
2000s “AGE OF THE PORTAL”

AOL Time Warner

AOL $9,094
Cable 7,035
Filmed 10,040
Networks 7,655
Music 4,205
Publishing 5,422

M

Source: Company filings

B Microsoft

MSN

Client

Server Platforms

Information Worker

Home and

Entertainment

Business Solutions

Mobile and
Embedded Devices

$1,571
9,360
6,157
8,212
2,453

308

112

YAHOO!

Marketing Services $651
Fees 208
Listings 93
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REVENUE CONCENTRATION IS A CONSTANT IN
DIGITAL ADVERTISING

"The big point is that if Google and Facebook are the primary interfaces to buyers, over the
long-run they own the relationships and the related data. every partner they work with is
subservient.”

— Brian Wieser, Pivotal Research Group

% OF REVENUE (TOP-10, THE REST)
100%

90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

2002 2004 2006 2008 2010 2012 2014 2016

mTop-10 mThe Rest

Source: |IAB

M
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THE
$10 BILLION
QUESTION...



0000 AT&T = 1:19 PM @ 7 % 58% @)

HAVE YOU EARNED A PLACE ‘
ON THE HOMESCREEN?

Camera Clock Weather App Store

AQ

Google Maps YouTube GooglePhotos ~ WhatsApp

p

Facebook Instagram Messenger

a KX X XA

\’A’A’A’
Slack Amazon Pinterest

By

Snapchat Spotify

Prime Video

Safari



PRODUCT DESIGN

-

1
No. of macarons munched

f
O YOu dre
ry I

NEUROTIE

Egg whites whisked
27

Least common
personality fype

AGREEABLE

Watson







Methodoloqgy
& process

Society
Technology
Environment

Politics

Industry

CCreativity

Research
and analyze drivers

Identify
and connect the trends

Challenge
assumptions

Verify
global relevance

Map
the trend trajectory

Deliver
conclusions & solutions




So how do
we do it?

Using qualitative and quantitative
research, our global teams analyze
various data sets, research papers,
economic forecasts, consumption
habits and white papers. These findings
are layered with consumer interviews,
visual aides, regional style drivers and
insight from over 95 countries.



Proprietary
Research

Expert analysis
(WGSN's forecasters,
product designers,
journalists, data
scientists and analysts)

WGSN image bank:
1.5m images tagged
yearly, with an archive
of over 30m images

Catwalk shows,
festivals, tradeshows,
street-shots, urban
exploration

Consumer interviews
and focus groups

WGSN data sources:
Instock and Barometer

I:»



Secondary
Research

Economic forecasts

Research papers T Yo
bap (European Commission, o Censy)

(Harvard Business

Review, MIT, Oxford, OECD, PWC, IMF, World : | Annual CSR and
Stanford, Cambridge Economic Forum, United sustainability
etc.) Nation, World Bank)
White papers (IBM, Regional C(?nsus CST? Financial institution
Deloitte, Gartner, T Information : annual spending
Accenture, Ipsos Mori, 4. 4 “ - L reports
Edelman, Episerve, REE S
Mintel, Pew Research) i “




Global
Glance

Mexico

54 million
Mexicans
increased their
local activism

Brazil
200% growth
in AirBnB

USA

>50% of those under 18
will be minorities by
2020

India

Uber’s second
biggest
market

UK
France Over 1 million
5G by 2020, $250bn - British youth
projected sales made on have registered
mobile devices to vote in the
General Election
since Brexit

Italy
172% 1 in multi-
ethnic marriages

since 2000 .
China

4x increase in
donations to NGOs
in China

Australia

$3 trillion estimated global
economic growth from 5G
wireless technology



Future Consumer







New
Consumer
Voices




Generation M
Muslim Millennials

Projected to spend @—
$327bn on apparel
by 2019

Travel expenditure @—
estimated to reach
$300bn by 2026

Projected to be a
quarter of the world's
population (2.8 billion)
by 2050

Larger than the current
combined clothing
markets of the UK
($107bn), Germany
($99bn) and India
($96bn)

Beauty spend is
projected to reach
$213bn by 2021







M-Commerce
Dominates




Crowd-based '

Capitalism ._

<






Analogue
Activism

— By 2020 Local activism will be the norm,
evolving out of The Activism Age

— Inthe US, Lack of millennial Local
participation resulted in a median age of
60 for mayoral elections in 2016

— Pre- Brexit, Youth turnout in the uk’s local
and eu elections haD been less than
20%—among the lowest in the eu

— Over 1 million British youth have
registered to vote in general elections
since Brexit




"You can't feel a cause on
a smartphone but you can
feel it on the streets. The
streets are our new social
media feed."
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Rules of
Engagement

— Context over content: companies need
to make a true commitment to local
communities

— The local crypto economy: trialling new
payment and finance plans at a local level

— Wealth care: Price discounts and bundles
don’t add values—company values do




The Local

Crypto
Economy




-

indind ettt

Wealth
Care

PatagoniaActionWorks

Sign up. Show up. Take action.




5G Network

The 5G network will create seamless connectivity and drive record m-
commerce sales. Companies need to factor in speed and payment

optimisation to compete in 2020.

New Maijorities

There are considerable white space opportunities around event-based

design and drops to drive market share.

Embedded Values

It's about mattering to people. How companies embed their values into
the value chain will be the difference between growth and stagnation in

2020.
Local Crypto

As more cities invest in local crypto currencies, brands and retailers need
to think about strategic partnerships and/or new payment options to hold

market share.

Takeawa




Thank You






