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. . i - . . ANALYTIC
Business Drivers; Identifying Drivers of Growth or Decline AN\ PARTNERS

Client X — Net Sales Change — Current year vs. last year
Net Sales % Change

Branch Openings Non-Marketing Drivers
Product Mix & Launches
Macro & Weather

+3.1%

Operational Factors

Competition -1.1%
"""""""""""""" National™v. B 1%
Digital
Radio
Direct Mail -0.1%
Social -0.2%

Catalogs/Circulars -0.9%

Marketing Drivers

+1.3%

Promotions -0.9%
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Analysis will Include Brand Impacts and Recommendations to ANALYTIC
Complement Short-Term Sales Impacts AN PARTNERS

» In the example below, Facebook has strong short-term ROI but lower impact on brand metrics vs. Video

Brand & Revenue Relationship Short-Term ROI & Brand Impact

1% increase in MPSA
leads to 1.1%
increase in Sales

Bubble size
represents
amount of spend

Online Video

ConSi_ 1% increase in
derati Consideration leads to
on 1.5% increase in Sales

1% increase in TOM

Cinema ® o
leads to 2.8%

o
Display ‘ Twitter Facebook
increase in Sales

1% increase in Brand , .
Love leads to 6.7% Paid Search
! ! increase in Sales .

Sales Short-Term ROI

Brand Metric Impact
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ANALYTIC
AN\ PARTNERS

Analytic Partners Background



. . ANALYTIC
Analytic Partners: Introduction AN FARTNERS

People to
Drive Insight

AP Delivery
Difference

Integrated
Marketing Technology to

Intelligence Enable

Confidential & Proprietary, © 2019 Analytic Partners, Inc.



Independent, Strong Legacy with Global Expertise P\ EARRAS

Independent
privately-held
unbiased perspective

Long-term
partnership view

90% client retention

Global marketing
analytics company

strong legacy, founded in 2000
10 Global offices

Solely focused on
Enabling Analytic Adoption to
Unlock Potential

W Analytic Partners Offices
. Analytic Partners Experience

Confidential & Proprietary, © 2019 Analytic Partners, Inc. 6



Our Value Proposition Starts With Our People P\ EARRAS

Story-teller Collaborator Authentlc
(; | Data Visualizer

- ! Data Miner " é
b S

Data Processor

Data
Scientis

’

-
%

Researcher Statistician

& Analyzer

Programmer

Innovator Result-maker Independent
Auditor

Confidential & Proprietary, © 2019 Analytic Partners, Inc. 7



Perfectly Balanced Between Services & Tools

Talent @ a %
l'@‘
A0R
_ A

» Elite Service
» Obijectivity

» Empowered

GPS Enterprise

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

A

ANALYTIC
A PARTNERS

Technology
» Adaptable
» Transparent
» Scalable



Analytic Partners Solutions — Breadth of Offerings AR RS

Strategic » Change Management » Analytics Training
Consulting » Brand Equity » ROI Genome — Beyond
» Strategic Pricing Benchmarking

» Marketing Mix Modeling » Digital & MTA Attribution
Marketing » Customer Loyalty » Customer Journey Analytics
AELTE » Sales Forecasting » Price & Promotion Analytics
» Competitive "“War Gaming” » Customer Franchise Value
» Weather-effects Planning » Omni-channel optimizations
Tools & » Manage Data » Track & Monitor
Technology » Analyze & Visualize » Plan & Forecast

» Model Construction » Optimize

Confidential & Proprietary, © 2019 Analytic Partners, Inc.



ANALYTIC

Analytic Partners Continuous Learning — Internal and External N parTnERS

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

'I\iorthStarAcademy

Educate Empower Enable

Client Learner Portal

Charting Our Course To
Business Results

10



A

Pre'c-li'ct_'i'ons' ﬁforh Fb_r_rester . North Star e, . Discussion & Case

Study Client Panels

—=—=_  Connect

@ R AnaIytlc Partners CI|ent—OnIy Event
Google Marketing Platform

. AGENDA
A S R THURSDAY, OCTOBER 18TH

Keynote: The Future of Insights-Driven Marketing
- Brandon Purcell, Principal Analyst at Forrester
10% of firms leveraging Al will reintroduce human : . . Research

expertise | o .

L ; ’ o . Analytics: Myths and Truths — Nancy Smith,
. - - ES 20 President and CEO of Analytic Partners

Change Management for Analytic Adoption —
Moderated by Mike Menkes, SVP at Analytic

Partners

Deep Customer Insight to Deliver Superior
Customer Experiences — Moderated by Maggie
Merklin, EVP at Analytic Partners

ROI Genome ~ Have Promotions Lost their Punch?

ROI Genome-Latest Findings — Mike Menkes,
SVP at Analytic Partners

Global Advertising & Promotion Efficiency Trends Across Industries

Beyond Marketing For Total Business Impact -
Moderated by Katie deGorter, Senior Director at
Analytic Partners




Industry Recognition & Experience

FORRESTER

» Leader in the Forrester Wave:
Marketing Measurement and
Optimization Q2 2018

» Only Leader in Forrester Wave:
Marketing Measurement and
Optimization, Asia Pacific Q4 2018

FORRESTER’ FORRESTER’
WAVE WAVE

LEADER 2018 LEADER 2018
Marketing Marketing Measurement
Measurement And And Optimization
Optimization Solutions Solutions In Asla Pacific

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

Gartner

» Recognized for Marketing Mix
& Attribution in Market Guide

» Recognized
for Building Segments &
Personas for Digital Marketing

I-com

» 2017 Smart Data Agency of
the Year for leveraging value
from data to help clients achieve
competitive advantage

» Winner of Intel Challenge
Hackathon

ANALYTIC
A PARTNERS

AV

2018 Genius Award for Data &
Analytics Storytelling awarded
to Scotts Miracle-Gro for their use
of Analytic Partners’ Helio solution

12



ANALYTIC

Industry Recognition & Thought Leadership ANFARTNERS

0 AUGUST 2,2018 + BLOG
The Right Tool for the Job:

Linear Regression, Machine
Learning and Ice Cream

I'm frequently asked by clients about machine leaming (ML) and Al
and whether theu should be leveraaina it at their companu. The

Through the prot
] 0gram Choice has seen siqn
Improvements i jts onjine and ofﬁineen RangIr:ﬁcant AT

PEATHERS.

O SEPTEMBER 17,2018 + BLOG [EZRIVR=0)

Choice Hotels Advertising Eficiency Across Time

Award Shows and Major
Sporting Events: Advertising
Gold or ROI Blooper?

13 2014 s 2016 i

Large TV audiences will be tuning in for the Emmy Awards tonight, and
many advertisers have the show and other high-profile events circled

[ SEPTEMBER 24,2012 « BLOG  |[EENTVES)

—can o S S S e

ot ssend | - . ; .
e | =

Reach-Based Planning is not
Enough

AWARDS

Excellence in Marketing Analytics

king moves towards variations of
ft funds tc ard

t step towards med

=33 s B — 2018ANA —— [ OCTOBER 30, 2015 + BLOG
- . . Data & Measurement . : .
[ ) Pan-Regional Strategies Require
] AttrIbUtlon conference Local Nuance: A Latin American

Accelerator Example \

In this intercennected world assumptions can make fools of us all. Our
judgement can be unconsciously biased by the regiens we are familiar
with. It can lead us to the comman mistake of thinking something that
works well in one place will work well in another. It is important for any
modern marketer to recognize

13
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GPS Enterprise Modules: 6-in-1 Solution Suite AR ERS

GPS Enterprise

A

AMP PLANNER PROPHET

Modeling Platform Strategic | Tactical ) Portfolio Optimization
Business Tracking and Metric Reporting Media simulations and multi-KPI optimization Portfolio Optimization across multiple
Granular, site / keyword level digital dimensions
optimization

ADAPTA

Data Management

Introspect
Big Data Platform

Genome

Intelligent Benchmarks

Performance Benchmarks Big data Attribution platform Data management platform for extracting,
Modeling Best Practices and Guidelines Customized dashboard and metric reporting loading, and transforming data feeds

Confidential & Proprietary, © 2019 Analytic Partners, Inc.



AP experience and tools enable aggregation, cleansing and

.. . . _ ANALYTIC
synthesizing data in multiple formats across campaigns ANPARTNERS
_LAvdapta 7 | 7 n =
Adapta: Streamlined — - s
£ S @
Extractions g
Model Dataset @
Data extracts °
gizzl;:\sg tracking . @
)
i)
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Driving Action from Insights: GPS Enterprise — Model ANALYTIC

Transparency AMPARTNERS

» GPS-E provides full transparency into models, statistics & validation. Based on level of expertise, clients
can view models, shadow modelers or are involved in modeling process.

GPS Enterprise ° | JEATNE e

16



GPS

GPS Enterprise

Output

Summary Waterfall Charts Due to Charts Details

Select Metric to View Chart | KP

ssom
s2sm
s R
450,794,271 53,255,926
—— -$2.254.479 -5752,480
a5
asom
4 5
2 %, 3
%, e, %
2, s, "o,
% % %,
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Enterprise: Planning & Optimization Tools ’

ANALYTIC

PARTNERS

Driver §

Standard Display

Direct Mail
Print
0 $83,081
b’o ‘G)r
o, ,
by, 2

Activity % Spend %
541,014907 $3,340,046
o ) . )
459,862,671 v -15.0% $2,839,039 v -15.0%
68,151,927 $38,308,679
68,151,927 0.0% $38,308,679 0.0%
79543279 $6,306,181
79,543,279 0.0% $6,306,181 0.0%
KPI: | Acquisition
KPI - Waterfall =
511,597,594 $523,698,948
$9,707.301
58,142,315
5 65 53R
5346.480
Portfolio Budget: $29,471,973 Multi-chjective Optimization Weights (&
Acquisition: Branding: Retention:
Min: 3
. in: 100 % 100 % 25 75 50
", $20,471,973 §20471,973
I‘:‘o

Driver % Spend Minimum Spend Maximum Spend

Standard Display $614,568 $491,655 80 % | §737,482 120

Direct Mail $3,984,103 $3,187,282 =0 % $4,780923 | 120

KPI/Spend % Action

$1.34
$1.34

o
o
3°
In

$0.79
$0.79 0.0% 2@

$1.06

$1.06 0.0% z

$2.35

$2.35 0.0%

In

$0.65

Optimization Type

Budget Preference

Decreasing Fixed Increasing

Decreasing Fixed Increasing

# Batch Edit

P Run Optimization

Omit

0omit
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Simulation — User inputs changes to marketing spend

or assumed performance

ANALYTIC
A PARTNERS

GPS Enterprise
Standard Display T;;;‘;ZDZ,N w -15.0% 232’?;.;?0&39 w -15.0% ;11?;4 0.0% z
User makes a Change 68,151,927 $38,308,679 $0.79
.. Direct Mall 68151927 0.0% $38,308,679 0.0% $0.79 0.0% Bl -
to Spend ’ aCtIVIty’ Or 79,543,279 $6,306,181 $1.06
. I . Print 79,543,279 0.0% $6,306,181 0.0% $1.06 0.0% Bl -]
KPI/Spend (ability to - ,
i ags romotional TV 6,478 0.0% $15483,290 0.0% $2.35 0.0% -Q
add neW acthltleS) . 5,543 $17,554,950 $0.65
Branding TV 2z @
Output
......... .
KPI - Waterfall =
Visualize impact to the
$490,794,271 3 30 £ § 3 5o 1.2 S .".g -
I business
460M
@, J’('o,_. " K K J”%D
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Optimization — Reallocating spend across tactics

ANALYTIC
A PARTNERS

GPS Enterprise

User sets budget and
constraints by tactic i S A s
(abilty to weight by |~
different KPIS) Promotional TV $15,483,290 Sl‘£3Hb.b3£ 579,9:

Visualize impact to the

. . business in total or by

" tactic

M
"
»
Spend
133940949 0.0%

Confidential & Proprietary, © 2018 Analytic Partners, Inc.
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GPS Enterprise — Tools to Enable Planning & Optimization

Holistic Business Planning

ANALYTIC

4 PARTNERS

Tactical Digital Planning

‘ GPS Enterprise # oo
Demo * Baca 1o Seanwo Narngenert|

51 Cublsh Dama-Demo Heraichy | Eiod Year 2016 | Heraichy Company | Created by plannecuser | Updatsd at 05/08/2017 05:49 P

Output
suvmary et (volome) L — 501 Dveto Actuty Ve s 0 Aty Revenus Due to Activty
Spend Per Period = Revenue per Period = ROI Per Period

Base Feriod  ® Forecas Period

g GPS Enterprise

Calar Definiticn of RO! (Base Value)
cne  ST30800 00
A552%  gi7anenn 0.00% A5.52 $1974 -
154780 $4097.00 74z $1218
1516182 v179%  sie7.00 000% &0 wI179%  gi330 A1LTT%
- suznon saanaan 0 w18
09584 v181%  suzm000 000%  g4a0650 w181% g1 A178% e v
seram L saamem sasm02s T -
ABE5%  gesneon 000% AG65%  ggrs »-7.53% o0
2aams
180821 | ## Data Miner <@
§13,537 '@
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GPS Enterprise
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Granular MMM enables further insight into marketing

execution and optimization opportunities

— Diminishing Returns
Brand X

Direct Mail ROI at Different Weekly Circulation Levels

' Cumulative ROT === Marginal ROI

$1.60

ANALYTIC

4 PARTNERS

$0.60 13054

$0.40 4
$0.20 1
$0.00 +

5 7 9

Weekly Circulation (MM)

] y et
18$1.20 $1.21 $1.22 $1:27 51%23
$1.20 +1.0251.05 s1.0851.11$113 $1.15$1.17 $1.18%
0.9 $1.023-
g 1.0 s0.04 $0.89 50:4 $
* $0.0 50.72 5078 o
’ $0.64

11 12 14 16 18 20 22 24 26 28 30 31 33 35 37 39 41 43

—— Synergies -
ynerg Client X
Response Index With TV
(100 = Response without TV)
129
118 114 109
Untested Leveis of Activity Q E
Inserts Paid Search Online Video Local Radio

Upside
Opportunity
1.38 0.08

Current Airing at Cptimal
Performance Levels

National TV
Response Improvement Opportunities

0.35 2.47
02
0.24
0.13 I
]
|
Daypart Mix Synergy with Greater Mix of :15s  Hational ws, Local  Potential Upside
OLV/Radio Buy

Confidential & Proprietary, © 2019 Analytic Partners, Inc.
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Understanding How Tactics/Campaigns Impact Different KPIs

Driver of New Accounts

ANALYTIC
A PARTNERS

Driver of Overall Sales vs New Accounts

Key Driver of change @® sond1v _-=
§ in Acquisitions _--7

‘ Online Video -
@ sateliteradlo

-

@ orv  _--
‘ Sponsorship.Events

.- ' Facebook

-7 @ noigital Display Key Driver of Change
Print in Sales

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

T T T T 1
Driver of Overall Revenue
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ANALYTIC

AP’s Integrated Brand Impact Solution Insights Example AN FARTNERS
Short Term ROI complemented by Branding Message Recommendations for Impact on
Impact by Channel and Campaign Brand
Brand Health Impact vs. Imagery Characteristics
Short Term ROI Impact on Brand R -
ecommendations:
1 | Monitor Spending | Trust [ 1. Invest in TV for short
) . and long-term brand
|
E Bubble Size campalg' e b Proud performance
) represents Paid Media i
g Spend Cambaign 2 Lifestyle - GG 2. Prioritize video over
£ Y Campaign 1 Reputation NN display for short & long-
5 ‘ PN Comfort I term gains
©
L OOH ” _ Digital Video Simplify I 3. Long-Term Brand
T “Q _ Paid Social building messaging
o Campaign 4 Features NN should focus on Trust,
Digital Display ible IS Proud, Lifestyle
5 | Reduce/Optimize | Flexible attributes R
Community [IIEGEGE

[
»

ST ROI Index

Confidential & Proprietary, © 2019 Analytic Partners, Inc. 23



Example Deliverable

Deep digital insights — e.g. Paid Search efficiency by Keyword

Paid Search Performance by Keyword Type

ANALYTIC

4 PARTNERS

Incr. Accounts per M Clicks Incr. Accounts per Spend (S$I')§(I)1(()l) To(t;!oso[:)e)nd
.TaxSeason A I $8.42 $219 $529
; ; B (I I $16.24 $947 $2,651
Weend L — I 51469 6% 52,476
Il NonTac L pang [ $8.86  $1,341  $3,667
"""""""""""" ' A ] $12.41  $3241  $4,928
B |IIN ] $12.58 $1,642 $3,983
c |l [ | $6.99 $574 $1,205
D N | $10.02 $514 $1,111
E ] $7.99 $442 $919
F |l | $9.68 $940 $1,616
G | $6.26 $75 $120
H (Il | $18.09 $1,689 $3,695
I | I $13.31 $3,452 $7,412
U | [ | $7.77 $528 $1,055
K |l N $9.27 $94 $154

Confidential & Proprietary, © 2019 Analytic Partners, Inc.
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Example Deliverable

Depth of Insight within each Marketing Lever AR RS

Daypart Buy Type
» TV Response Index by Daypart ye bidise Lo
P y Yaypart by Network Buy Type
mResponse Index ~ mCost Index = Efficiency Index u Response Index m Cost Index = Effidency Index
175 140 138 139 140
150 128
134 132 137 131 Average = 100 109 110 oo

102

Overnight Morning Daytime Early Fringe Prime Time Late Night Audience Buying DRTV Cable National Early Moming National FIXED Cable Syndicated

Linear

Campaign  Response by TV Commercial
Response Index per 100 GRPs

140
150 125 129
115 114
x
9 88
° 100 75
=
]
2
5 50
a
3
4
0
Commercial A Commercial B Commercial C Commercial D Commercial E Commercial F Commercial G
Message:  Promo Promo Brand Brand Brand Promo Promo
_ROL: $2.60 $1.89 $1.42 $1.88 $1.59 $1.43 $2.22
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Analysis is Measured by Creative, With Insights Showcasing ANALYTIC
How Message Focus Impacts Direct & Halo Effects AN PARTNERS

» Example opportunity: Shifting 15% of Demand support to Supply could drive an additional $5MM in
revenue on the same spend

Client X Client X
% Direct vs. Halo ROI
TV ROI by Message Focus by Message Focus

m Impact onto Demand = Impact onto Supply

I
I

Supply

Equity

26



Long-Term Impact of Media: Cutting Paid Media spending can ANALYTIC
be damaging to the brand over time A\PARTNERS

Case Study Brand X Baseline Erosion over

Implications of Cutting Paid Time Without TV @
Media Su pport Base Volume m TV Adstock ROI GENOME
o . . : 1,000 800
» Eliminating Paid -Medla spenFllng F13 F14 F15 F16 F17
erodes base business over time : : : ! 700
© 800 ! ! ! !
. . . . — 1 1
» Cutting Paid Media impacts Brand & ! 2% ! ! ! 600
Health which leads to long term = ! ! ! ! 500 O
c 600 1 1 1 100/ 1 o
Sales losses -} ! ! 1 ~1b7e ]
| : : : , -15% | 40°Z
D 400 1 1 1
. 300
£ i | 5 5 3
= 200 I ! A
| | | 100
1 1 1
0 | | | 0
aefululufulahpo A A R L R -

*Case Study is from a USA-Based Food Manufacturer
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ANALYTIC

Partnerships Focus: Expansion and Customer Experience AN PARTNERS
aCXi@im F\\Adobe’ (")BAROMETRIC
JLiveRamp @ (O CROULATE alphonso
Expanded coverage TRA facebook €) COMSCORE
+
TiVo Research and Analytics, Inc. U|Z|O Infoscout RENTRAKl | E
W SAMBA TV ~>rocketfuel
Enhanced activation . . odia £» TubeMogu
¥)SIMULMEDIA’ BrightRoll © DoubleClick
flashtalking*,, 3
- crimson hexagon Place@
Customer experience , Go gle " felle Fay roup radian®
. I research
:: Spredfast -l n now"
KANTAR , sprinklr

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

enshoo G Brandwatch
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Analytic Partners Delivers Speed and Depth of Insight
Through Measurement Partnerships

n Marketing Partner

Facebook Measurement Partner
» One of the first Facebook MMM Partners

» Provides direct access to enhanced data
feeds

» Analytic Partners can provide an even
clearer picture of overall marketing
programs to improve performance and
effectiveness

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

ANALYTIC
A PARTNERS

‘ Google Measurement
J Partner

>

>

Google Measurement Partner

Access to display, search and video
campaign data in a standardized format

Helps advertisers compare Google
campaign spend and performance to other
channels, such as TV, print and other
digital platforms

Deeper insights across all of Google’s
advertising channels

29



Granularity of data available from AP partnership with Google

Google taxonomy including basic DoubleClick

Final DoubleClick update coming in August

T

Paid
Digital

Online Video

Newsfeed Video

Shopping Ads

Branded

Non-Branded

Local

Product

DoubleClick TrueView
In-Stream

DoubleClick Video

YouTube

L Full Episode Players

-  Facebook Video

— Twitter Video

Skippable Ads

Non-Skippable Ads

DoubleClick Display

All other DoubleClick video

Auction TrueView In-Stream

Reserve Skippable

Auction Bumper
Reserve Non-Skip

Auction Non-Skip

Lightbox Display
All Other Display

Augction Display

Reserve Display

Banner

Lightbox Display

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

Newsfeed Display

Masthead Display

Auction TrueView Discovery

ANALYTIC
AN\PARTNERS

— _

Granular data enables

measurement at level

that is most actionable
for planning

30



S|m|IarIy_ with Facebook, we have access to significant ANALYTIC
granularity of data AN PARTNERS

- f

book ‘ Further Data
o
Desktop .
Newsfeed ! .
Campaign
Paid Facebook
Data Desktop RHS
Image Gender

' Region

Confidential & Proprietary, © 2019 Analytic Partners, Inc. 31



Example granular MMM results: Facebook, Instagram, You Tube

n Paid Facebook Short Term Response By campaign
236

— — [ ]
Build Audience Drive Conversions Reengage Shadow
YTD 2017 Spend
($MM) $1.6 $2.8 $0.9 $1.2
CPM $2.39 $2.45 $2.81 $10.51

Paid Facebook Short Term Efficiency By campaig 5\ 8

$6.67
ﬁ $4.01 . .
Build Audience Drive Conversions Reengage Shadow

ANALYTIC
PARTNERS

n Paid Facebook Audience Response
B Prospecting B Retargeting # Lead Gen

255 210 250
>
g 100 120
= e
Response Index  Cost/1K Imps ROI Index

Index

Youllllli} vou Tube Efficiency Index by Product

264 280

-~ N

Reserve Non-
Skippable

Trueview Bumper

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

@ Response Index  Instagram Response Instagram Response
by Site Index by Device Index by Message

428 125
100
100
]

Instagram  Facebook Desktop  Mobile TypeZ  TypeY
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ANALYTIC

Analytic Partners Commitment to Confidentiality: No Logos ANPARTNERS

AdLAs

Services Hospitality Retail
Financial Hotels Brick & Mortar
Insurance Travel Ecommerce
Technology Restaurants Specialty
Telecom

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

Consumer Goods

Software & Technology Manufacturers
Electronics & Durables Auto part suppliers
Packaged Goods

34



\\\ . ” ANALYTIC
ROI Genome ™: “Beyond Benchmarking ANPARTNERS

Insights to inform
» Hundreds of Billions in Marketing Spend Measured
» More Than 2 Million Marketing Metrics
» Global Footprint — 45+ countries

» 15 years, 700+ brands

R O | G EN O M E » Cross-section of industries & tactics 20

Creating marketing wisdom » In depth understanding of marketing
from accumulated numbers

and knowledge — Halo principles

— Synergies and cascading impacts

— Modeling considerations C—

\,[W"*’ Y2019 /

Confidential & Proprietary, © 2019 Analytic Partners, Inc. 35



ROI Genome™: Benchmarking, Trends, Best Practices and

Understanding Drivers of ROI

ANALYTIC
A PARTNERS

Advertising Efficiency Trends Across Industries

Online

Offline

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Timing is Key Share of Voice
» Optimal Levels - air at higher : |||||I||||||

et Fily

Il

weekly GRP levels during peak n"
Increase SOV during

season (Model launch period e et e
and mid-cycle enhancements) Start airing media in Air at higher-than-
peak seasons to drive
break-through. When

May to reach typical levels during
ﬁ » Maintain SOV - explore faced with budget
continuity with shorter copy
lengths to increase SOV and

maximum awareness 'seasonal periods
constraints, utilize
ROI GENOME maintain awareness levels

Seasonal Considerations

» Timing - build up awareness
by airing new campaigns prior
to peak season

levels for Q3
shorter copies

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

ROIs by Year by Media Type

m Client
m AP ROI Genome Intelligent Benchmark

v Online Video Facebook Display Ads
Paid Post

Search Print Radio Outdoor

Drivers of ROI Difference in Country A versus Country B

6.28
0.60
0.95
]
0.87 104 _—

232 0.50 |

- < — Factors driving differences in ROI
Country A Product Mix  Penetration =~ Competitive = Media Cost  Other factors ~ Country B
Average ROI Fragmentation  Efficiency Average ROI
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. ANALYTIC
Analytic Partners Data Assessment N PARTNERS

» Insights from the data assessment will inform recommendations for improving data quality.

Summary for Client X

Sales/Financials Overall Client X Score: 1.6

Accurate In-depth 5
« Data precision, « Depth of data in blfreee bzl
reliability and key dimensions )
li f variati , time, etc.
quality of variation (geos, time, etc.) Broadcast

Search and Display

Comprehensive Consistent

* Amount of history /  Continuity in
experience and measurement & Earned Social
completeness ability to represent

the future

ROI GENOME

Branch Location

Kbata is Scored as: j G
. onsumer
0—Poor 1-Falr 2-Good Insights/Market Trends

Confidential & Proprietary, © 2019 Analytic Partners, Inc. 37
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ROI Genome™ Insights & Best Practices P\ EARRAS

The Power of Synergy Short & Long-Term Efficiency

SPONSORSHIP

ROI Comparison: Single Channel Strategy vs. Combined

ROI GENOME ROI GENOME

ONLINE VIDEO

PAID SEARCH

A 4

Short-Term Efficiency e

Long-Term Efficiency @=———————

Confidential & Proprietary, © 2019 Analytic Partners, Inc. 38



AP leverages its ROI Genome Project to advise on never-

before run media or marketing executions

r— Client X and AP benchmark efficiency

>
a
Zf‘\ Q
—_ O o
LN
5 In 28
Eu
SE
=
L
L
[UN]

TV PRINT

Ne

ROI GENOME

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

index comparison

o
=
o
o ~
™ o —
— —
0
53]
o
— )
: I I

RADIO BANNER AD PAID ONLINE
SEARCH VIDEO

m Client X ® AP Benchmark

105

I ©3

MOBILE

ANALYTIC
A PARTNERS

]

\.

Provides ROI
guidance for

existing, new
and untested

ROl GENOME media

Creating marketing wisdom from
accumulated numbers and knowledge

Provides ROI perspective and
guidance for new and emerging
promotional and media executions

Access to learnings across clients
across relevant industries
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ANALYTIC

Inevitability of Disruption AN PARTNERS
Privacy \ Legislation @ Image Analysis
DATA °

RESTRICTIONS

% (GDPR) -
® Text/Voice Analysis

®
-4 [
4 [
* @
(]

o Walled Gardens

BLIND SPOTS

Ad Blocking
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ANALYTIC

4 PARTNERS

Cross-functional and Agency collaboration for activation

Brand
Marketing
Analytic Finance
Partners ’\
Customer ~ Integrated
Marketing ’ Media
Operations Sales

Agency  Insights

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

Success Factors:
» Growth & ROI Mindset
» Consistent KPIs

» Budget Planning
» Test and Learn Development
» Media Planning

» Ongoing Simulations
» Competitive Learning

» Consulting/Training for Agencies
» Experimentation
» Thought Leadership
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Advanced Analytics - Our Customized Approach P\ EARRAS

» Holistic approach capturing all potential business drivers Multi-dimensional Analysis

» Adaptive Structural Equation Model allowing discovery of inter-
relationship among different KPIs

» Hierarchical Regression allows for measurement across model
dimensions

—

» Incorporating Brand Metrics to balance short and long-term
objectives

Product

» Robust Data Collection to provide actionable insights - closest
to the planning & buying level; enabling results by:

— Channel

— Campaign, daypart, placement, site

— Loyalty segment, messaging
— Synergies

— Diminishing returns, optimal support levels

Confidential & Proprietary, © 2019 Analytic Partners, Inc. 42



Impact of Unified Direct and Indirect Variables on ROIL AR ERS

Client Digital Display Client Paid Search

Digital

5% A Display

25%

Paid Search

Direct ROI Direct+Indirect

ROI
11"/ @ $7.56 $11.13
- . i |
TV has both an indirect and direct Paid Search $7.79 $8.49
impact on applications across channels Digital Display 54.14 54.55

Confidential & Proprietary, © 2019 Analytic Partners, Inc. 43



Illustrative Representation of SEM Model Framework AR ERS

Indirect Impact (Example

Paid

|

TV Indirect (in combination) w/ Paid Search _
In this example, 81% of the Search
Direct Mail Indirect via Paid Search _ Activity is resulting from prior
marketing activity generating
35% Social Media Indirect via Paid Search Interest
19% Paid Search Standalone Impact

Paid Search

Confidential & Proprietary, © 2019 Analytic Partners, Inc.



AT
Insights into keyword incrementality and efficiency & by focus ° A

Non-Branded Paid Search Performance by Keyword Type

Total Spend
($'000)

Incr. Bookings per ‘000 Clicks Incr. Bookings per $MM Spend CPC

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

Message A (I 15.4 s 1,828 $8.42 $219 $529

Message B | 46.5 N 2,866 $16.24 $947 $2,651

Message C (I 72.0 I 4,900 $14.69 $896 $2,476

Brand | 36.2 N 4,092 $8.86 $1,341 $3,667

Message D (Il 11.1 Bl 396 $12.41 $3,241 $4,928

Message E (Il 16.8 B 1335 $12.58 $1,642 $3,983

Message F || 2.0 B 292 $6.99 $574 $1,205

Message G [l 5.0 B 496 $10.02 $514 $1,111

Message H [l 4.3 B 539 $7.99 $442 $919

.InSeason Message I |l 5.0 H 521 $9.68 $940 $1,616
Message ] | 0.3 | 54 $6.26 $75 $120

M Brand Message K [l 10.9 H 03 $18.09  $1,689  $3,695

[l Outof-Season | vessage L (I 17.5 B 131t $13.31 $3,452  $7,412

""""""""""" Message M [l 4.0 B 518 $7.77 $528 $1,055
Message N [l 4.3 B 461 $9.27 $94 $154




Example Deliverable: Spend Optimization
» Optimizing within each tactic can improve revenue by $18.4MM. Another $7.5MM is achieved through

spend reallocation.

»
o

© = M w
o o o o

-1.0

ROI / Spend Change

w N
o o

Optimization

Opportunities

1$2.91

$3.38

Client X Marketing Plan Recommendation

® Current Efficiency Index

$2.3 $2_0§2-27$1.5 $1.9§2'18$1_8 $1.81$1.94

m Optimized Efficiency Index

$1.7661.76

$0.8

ANALYTIC
A PARTNERS

= Recommended Spend Change

$1.6661.82

§1.4461.55

$1_2§1.43

$0.8850.88

-$0.8
-$2.3
Display Radio TV Online Video Social Media Meta Search Paid Search Print Sponsorship
Prioritize Reallocate Shift support Air at lower Coordinate Increase Coordinate with Shift spend from | Coordinate
contextually spend to most | from Prime to levels to with investment TV, Shift spend publication Z to with Social;
relevant sites responsive EM; air at increase Promotions & in meta to Brand Exact other balance
markets higher levels continuity; Sponsorship search site & Generic Type magazines; short vs.
identified during peak heavy up events B A leverage long term
season support in message type 1 objectives
season

Confidential & Proprietary, © 2019 Analytic Partners, Inc.
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Embedding into the Organization: Implementation and

Validation — Reporting & Tracking

RECOMMENDATION

IMPLEMENTATION

Recommended Shift

Size of Prize

Actions Taken in 2015

Actions Taken in 2016

Shift $0.5M to digital display activity

Include portfolio message in all ads. Shift
$1.0M from brand specific to shared

Increase support behind Segment A DM. Shift
Two Segment B mailers to Segment A

Lower frequency caps on partner Z

Shift $0.5M from traditional radio to Satellite
Increase Print support. Shift $5MM from lower
performing activities

Shift 50% of :30s OLV spending to support
:15s copy lengths

Shift $2MM of sampling & event dollars from
Retailer A to Retailer B

Take 30% of spend from retailer event support
from Brand X to Brand Y

Shift Co-op investment to higher-end retailers

Leverage less-expensive co-op mailers (e.g.
postcards)

+$0.4MM
+$0.3MM
+$0.2MM
+$60K
+$25K
+$12.2MM
+$6.0MM
+$4.9MM
+$3.0MM
+$1.4MM

+$1.2MM

v

OONK

QO KON

More investment behind
partner A (+$0.3MM)

100% messaging shared
(+$0.3MM)

No Segment B DM
(+$0.2MM)

Frequency increased

All radio terrestrial

2015 Print increased by
$1.2MM (+$1.8MM)

$15MM shifted to :15s
from :30s (+$6.3MM)

Spending behind Retailer
A locked in for 2015

Shifted 10% to brand Y
($1MM)

No shift made

Unable to action

4

NOKNKKN

OX

$360K spend behind
partner A

90% will be shared

Majority of DM will be
towards Segment A

77% of displays included
frequency caps

Maintained majority
terrestrial radio

Planned for 2016

Continued focus on :15s

Planned for 2016

New Brand Launch
requires support

Some shifts are in the
2016 plan

Planned to implement

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

ANALYTIC
A PARTNERS

VALIDATION

Client X $MM Sales Growth from
Insight Implementation

$14.6
$9.7

2015 Actual 2016 Projected
Validated Revenue Potential Revenue

« Impact to business is spending neutral

* 66% of recommendations are actioned
in the planning year, on average
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We have invested in
becoming a learning
organization

We have the strategicand =
innovation focus to adapt to & "
the dynamically changing |
environment o

Confidential & Proprietary, © 2019 Analytic Partners, Inc.




ANALYTIC
AN\ PARTNERS

Sample Innovation Areas

- Weather

- Customer Franchise Value
- Competitor “"War Gaming”



CFV analysis provides a deeper understanding of customer ANALYTIC
profiles and quantification of long-term ROIs ’

Case Study: Customer Profiles

2222

Jane Doe Startup Sam Madonna
% of Customers 32% 16% 26% 19%
Churn Rate 13% 48% 48% 4%
Acquisition Rate 18% 47% 47% 8%
Customer
Franchise Value $199 $4 $55 $709
(per person)
L W Low Low High Medium
Value
Frequency Medium Low Low Medium

2

Loyal Lucy

7%
1%
3%

$2,037

Medium

High

Long Term (5 Year) ROI

PARTNERS

Case Study: Short and Longer Term
Email Efficiency by Profile

$5.00
$4.00

$3.00 '
-

$2.00

$1.00 .
$0.00
$0.00 $0.25 $0.50 $0.75 $1.00 $1.25
Year One ROI
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CFV improves targeting through channel and message ANALYTIC
optimization AN PARTNERS

» Case Study: spend optimization reduced Client X Loyal Lucy churn by 15% and increased overall CFV by 30%

Loyal Lucy Optimized Franchise Value ROI and Spend by Tactic

: +15%
$9.0+ _
. Retention
§ .
Post < .
Optimization 3 1 O O/
g Bubble size + O
Q represents Lo
Pre -2 spend level Acquisition
Optimization §
S
L

+30%

$0 $3.0+
Direct Mail Display oLV Email Paid Search
Year One ROI Rank

-
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CFV Drives Shareholder Value

» Customer insights are tied directly to shareholder value

Cash Flow

+ More + More + Better
customers | $/customers margins

Near-Term

Asset
Growth

+ Customer + Brand + Corp.
value equity reputation
Long-Term

Confidential & Proprietary, © 2018 Analytic Partners, Inc.

ANALYTIC
A PARTNERS

Shareholder
Value
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War Gaming Scenarios Provided Risk/Benefits ANALYT]
& Competitive Actions to Achieve Growth Targets ARRT RS

» Scenarios can take into account factors such as industry trends, economic conditions, competitive strategy,
inventory constraints, etc.

Additional Marketing Spend Required to Meet
Growth Objectives

80 Marketing Support
60 } Economy
40 I E E Competitive Strategy
20 New Entrants
0 Consumer Trends
15% Increase in ~ 15% Increase in Similar Competitive 15% Increase in .
Competitors X & Y Competitor X Spend Strategy Competitors X & Y Supply Chain
Spend Spend; New

e Low e High e Mid Competitive Launch Catastrophic Events
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Weather-effects Marketing Optimization

ANALYTIC =
PARTNERS

ANALYTIC

4 PARTNERS

\f EEEAGIET Monthly Outlook - Selected Values

' Feb: -23%

-4,032 Forecasted Unit Change vs LY

Store Type 1

CATEGORY/LOB:

Category A

Mar: -7%

-4,199 Forecasted Unit Change vs LY

Apr: -1%

-463 Forecasted Unit Change vs LY

May: 0%

-80 Forecasted Unit Change vs LY

2019-02-24 View for Store Type 1
FORECAST PERIOD:

2019-02-24
U

Avg. Precip (in.)

ATLANTA 0.0t0 0.5"
0510 1.0"

10to 1.5"

15t020"

W PLOT STORE LOCATIONS . 2010 Inf*

2 Update View

O Reset Filters

MAP METRIC:

Weather Metrics
Temperature - Avg.
Precipitation - Avg. Weekly
Temp - Diff. vs Last Year

Weekly Precip - Diff. vs LY

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

Precipitation - Avg. Weekly « [ **" b'EB

201 5in Store Type 1

.

Halifaxx

Hamiltons

Leaflet

“The stis called “"directional correctness.” A directionally correct forecast is one that is on the correct side of normal, i.e,, if you forecast warmer than normal it verifies as warmer than normal.

LoB CATEGORY
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HELIO: Forecasting Weather Influenced Demand ANRRERS

Media & Marketing
HELIO provides best-in-class weather-influenced demand forecasts

» Insights for the whole organization , Direct

to Consumer
— When and where to activate or pull back AlanTe :

» Powerful Forecasting and Visualizations

— Highly accurate with best-in-class
predictive power

5 : Field Sales
Re ales

» Cutting-Edge Machine
Learning

— HELIO’s models capture non-linear
relationships, sophisticated
interactions and unique dynamics
to produce best-in-class predictions

Retallor Lo Forecasted Units Chaage vs Last Year % Changs v Last Yoar Change ve 3 Year Norm % Change vs 3¥ear Norm
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Recognized for Data Analytics Storytelling AR

‘3 MARKETINGDIVE Deep Dive Opinion Library Events Jobs

| BRIEF |

Diageo, Scotts and more
recognized for achievements in
data and analytics

* Nationwide and Scotts were tied for Data Analytics Storytelling, a
category covering achievement in using data to tell enlightening,
visually-driven stories. Nationwide developed a Retirement Readiness
Report experience for consumers, which resulted in an 1% improvement
in retirement readiness scores. Scotis Miracle-Gro used a predictive
weather-modeling tool, called Helio, to offer weather-driven demand
sales forecasts. The result was historic sales in May 2018 because the
company was able to take orders in areas where competitors couldn't
keep up with demand.

Excellence in Marketing Analytics
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Unified Measurement:
Approach and
Methodology



. ANALYTIC
Analytic Partners Approach to Measurement N PARTNERS

Customer Lens + Business Lens

Strategic
Customer Franchise Val Continuous Marketing Mix
+
o
. . 8 x Adaptive Modeling for one
Tactical \ A / version of the truth

Multi-touch Attribution Media Deep Dive

Confidential & Proprietary, © 2019 Analytic Partners, Inc. 58



Marketing Mix Model (MMM)

Full Business View
Aggregate Models

(> 1 Offline Media

¥ f Social

=1 ] Online Media
Price/Value

®
cﬁ Operational/Internal

Unified Measurement

Holistic Business & Customer view; Consistent Data & Incrementality — Delivering:
One Version of the Truth

AN

ANALYTIC
A PARTNERS

Multi-Touch Attribution (MTA)

Customer Touchpoints Purchase Path
User-Level Models

O®EOEeG-0

Aggregate weekly/monthly, price, incentives, impressions/GRPS, sales

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

Addressable exposures, clicks, queries, conversions
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Analytic Partner’s Adaptive Modeling System ARRT RS

Adaptive Modeling for one » Marketing Mix: Innovative statistical modeling
version of the truth approaches with advanced options of pathway,
multiple KPIs and hierarchical modeling

e e » Attribution: Patent pending Iterative Machine
athematical Moae . . . . . e g .
- Propabilistic ‘Arz‘/ﬁaa/!nte///gence Learning combined with probabilistic discrete

= IEGTITE LTI choice and game theory modeling approach

Regression

» Direct Measurement: A/B Testing for validation
‘ of insights and deeper understanding

Direct Measurement
- A/B - Validation
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Live Modeling, along with custom consulting, provides a Real
. . . . . ANALYTIC
Time delivery cadence while also allowing for deeper insight ANPARTNERS

» Real-Time Delivery
\\Livell . - -
Models — Monthly business diagnosis

— In-campaign effectiveness
Rea I-t| me / — Standard reporting/analysis to streamline
Right-time

» Right-Time Delivery

Delivery

— On-demand custom deep dives

— simulations and scenarios available on

Custom demand

Consulting
— long-term incorporated through multi-
objective optimization

Confidential & Proprietary, © 2019 Analytic Partners, Inc. 61



Real-Time “Live Models” - Driving Insights to Action:

Measure

“Live” models quantify the
impact of online and offline
media as well as external
factors such as competition

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

Quantify

Diagnose

Plam

™
e

1

Results used to reallocate
spend, change media buys,
marketing campaigns, and
targeting strategy to quickly
regain market share

Details provided on specific
channel performance of recent
campaigns and tactics,
identifying how content,
creative performed across
campaigns

ANALYTIC
A PARTNERS

Action

Activate budget changes in
collaboration with media
agency and digital buying
platforms (programmatic
partners, search partner)

62



AP’s Patent Pending Adaptive Discrete Choice Model Approach

Initial probabilistic
conversion model (discrete
choice model) using just
converted users and a
subset of similar non-
converted users

[ [ ]
ﬂ ﬂ Converted Users

[ ] [ ]
ﬂ ﬂ Non-Converted Users

Non conversion
data evaluation

)

<

Model 1 Dataset

refane

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

ANALYTIC
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Excluded users with low
predicted conversion
probability (based on

probabilistic formula) are

iteratively added back into
the model training dataset

Model coefficients are
continually refined by
adding non-converted
users until we no longer
achieve improved model fit

Model Classification Accuracy

Model 3 Dataset

Non conversion
data evaluation

)

<

Model 2

O

ataset

go =§o =;o
=Do =Bo =Bo
go =;o go
=Bo =Bo =Bo
go =;o =§o
=Bo =so =Bo

4

=Bo =so

141
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Unified Measurement Validation Case Study: PSA Test
for Display AR RS

» AP provides unified measurement (MMM + MTA) for this client; working with organization for 8+ years

» Collaboration and transparency to validate and drive organizational buy-in.

Challenge Objective Results
With new senior leadership on board, A PSA test was run for display ads Analytic Partners’ unified
there was a need to validate results to measure the incremental measurement results were within
that digital display ROI was so strong impact of display in driving sales, ~90% accuracy of the PSA test

site visits and search queries Display ROI - PSA Test vs. Unified

Measurement Results

— -

PSA Test AP's Unified
Measurement
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Adaptive Discrete Choice modeling approach captured much ANALYTIC
higher percentage of converted users in top deciles ARPARTRERS

Conventional Discrete Adaptive Discrete
Choice Model Choice Model
65.2 75.9
62.7 73.5
77.5 85.3
72.4 86.7
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Proposed Engagement &
Discussion



Setting up the ROI Program for flexibility and growth

Analytic Partners’ perspective:

» An ROI program will bring immediate value but should evolve over
time in line with business needs

» Initially we want to ensure that the program is designed for flexibility
(scalability & depth of insight) as well as to drive value

» We have an opportunity to build and expand the program & capability
together

Confidential & Proprietary, © 2019 Analytic Partners, Inc.
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Common Process

o

Kick off

Week 1

AP to present a brief
overview of the MMM
project scope and
project process to the
key stakeholders and
identify key data owners

AP to meet with key
stakeholders to
understand business
requirements

PROCESS

Clarification of project
KPIs, process and
responsibilities

OUTCOME

4

Data Collection and

Review

Week 1-4

AP to collect the
required data for
modelling from the data
owners

Following this, a data
review meeting will be
held with key
stakeholders to align on
the data that will be
inputted into the models
and to get sign off on
the data to be used

Collection of data and
alignment on model
inputs

Confidential & Proprietary, © 2019 Analytic Partners, Inc.

Q

Data Modelling

Week 5-8
AP to build the models

The models will be
reviewed for model
robustness using a set of
key statistical testing
measures

Following this, the model
outputs will be analysed to
generate the sales
decomposition by
marketing vehicle and
ROIs

Robust models and model
outputs generated

AP to share initial findings
with the key project
working group.

Following this meeting,
the results will be
presented to all key
stakeholders

Next steps include:
simulations and strategy
implementation

Key findings shared with
all key stakeholders

ANALYTIC
A PARTNERS

A

Ongo# /Formal
and Informal
Reviews

Week 12

AP to deliver the
presentation outlining
the key insights and
recommendations to the
business

These models, reviews,
strategy sessions run at
a cadence appropriate
for client

Presentation of insights
and recommendations
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This approach allowed us to separate out the most effective /

efficient tactics at each stage in the decision journey ONRFER:

PARTNERS

Greatest Absolute Drivers Most Efficient Drivers

Inquiries @ m - | - m.\

Aggregator  Paid Search

Native Paid Search oLV

App Submits @ 5 Eﬂ.\

[ -\
WY
Natural Paid Search TV Aggregator Paid Search  OLV

o\mg@

Native Paid earch Paid Social Native

Enroliments
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Previous analyses focused only on digital attribution or only

covered late stages in the decision funnel

Millions of Prospects

/
Website
Visits

+ Sentiment » Website
 University activity
Reputation « Calls for
* Prospective information
student » In-person
Awareness visits
- >4

\Indirect Models/

AP Model Scope

5 -12+ months

ANALYTIC
A PARTNERS

~25,000 Enrolled

pa

« Completed
applications
for admission

» Success

AN >4

Previous

\ experience )
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Optimize by Changing Spendj/Allocation By Tactic or Time [ ANAYTS

» The drivers of salesforce effectiveness varied by region.

Region A Region B
Relationship Frequenc
Days q y
Message Message
Persuasiveness Persuasiveness
Message Message
Believability Believability
Rep Likeable Relationship
Days
Length of Call Rep Likeable
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