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Data -driven, outcomes -obsessed -te-dlonscamer - a
technology companies represent the fastest growing, most
successful brands and are also some of the biggest TV spenders

globally

Direct -to -Consumer: a company that sells their product or service Tech Giants (FAAAM)
directly online to end customers without involving third -party
retailers, wholesalers or other parts of the traditional consumer
supply chain
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® T &bntinues to outperform most of our
other marketing opportunities on a
dollar-for-dollar basis so i t great for
the brand and i t great for the bottom
line. We - viewed television and we
continue to loveit.

® T h eare enore and more DTC brands
which start advertising on TV, with high
budgets - not only in the US, but also
here (in Germany) This trust is no
coincidence On the one hand, a mere
look at the performance of the
advertised products confirms that TV
advertising is clearly paying off. On the
other hand, numerous studies confirm
the high effectiveness of TV.

® T h emasea really big opportunity to
invest in our brand more broadly and we
know that TV drives that broader reach
that i t diffeult for usto get with more
targeted audienceson social.
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The DTC TV ad spend is steadily growing

- DI Hoeccaan sumer - ar e a-{growing brandsedriieraby thear snhovative connection to
consumers and the way they approach media
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DTC brands build themselves around
the needs of the modern consumer

How Are DTC Brands Attracting Consumers?
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Successful DTC brands adhere to a core set of principles that
are shaped to fit today-s consumer
and values
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With data science as a core competency,
most DTC companies rely on data &
analytics for their media decision -making

Performance is their currency and DTC companies know exactly
what media works for growing and perhaps, more importantly,
retaining their customer base

DTC-s top KPlIls are focused on
customer acquisition, conversion rates and website traffic

Through their own analytics, these brands can quickly

-test & |l earn- how their media
are performing and their agility allows them to react / optimize
swiftly and scale up when necessary
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Countries included In this section

North America South America
é US . Brazil
. Canada B Chile

Europe & Colombia
§ Belgium & Australia
® CzechRepublic
' France
-« Germany
" Italy
@& Netherlands
® Portugal
' Sweden
q& UK
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In the 15 markets investigated, total TV spend of Direct -to -
Consumer brands more than doubled from 2015 to 2020

Direct -to -Consumer Brands Total TV Spend in 2015 - 2020 (in EUR Millions)

11.500

11.177

10.169
8.585
5.671
4.985
2015 2016 2017 2018 2019 2020
# of brand
advertisers* 920 1.021 1.489 1.480 1.525 1.881

Source Country specificdata (seesource of eachmarket. Figuresfor the Netherlands and Francenot available for 2015 and 2016.
*Total number of brandsis summation of DTCcompaniesactive on TVin all markets, and thus counts companiesmore than once if they are active in multiple markets.
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Market snapshots portray a fast growing TV spend by DTC

brands worldwide (1/2)

Direct -to -Consumer Brands Total TV Spend in 2017 vs. 2020 (Local currency in Millions*)
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Market snapshots portray a fast growing TV spend by DTC
brands worldwide ( 2/2)

Direct -to -Consumer Brands Total TV Spend in 2017 vs. 2020 (Local currency in Millions*)
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Digital -native, direct -to-consumer brands invested Sampling of 20 DTC Brand TV

Advertisers

nearly $5 billion in U.S TV advertising during 2020, more eoomé@gber
tsy

CARVANA

than triple what the category spent only five years ago wasor seenin ChOWY

<plancestry swayfair

®We saw all our KPI
costs per customer went down, and

the cost per sign up went down. If |

were advising another company, |

would tell them to test TV out but

if they were a competitor, | would

4.825 tell them not to.
---Jerry Hum - Co-Founder & CEO,
Touch of Modern

Direct -to -Consumer Brands Total TV Spend in 2016 -2020 ($$$ in US Millions)

4.038

®TV continues to ou
of our other marketing
opportunities on a dollar -for-dollar

basis so it-s great
1.903 it-s great for the
We-ve | oved televis

continue to love it.
---John Foley - Founder & CEO,
Peloton

Source VAB analysis of Nielsen Ad Intel, calendar year
2016-2020. U.S. TV spend includes cable TV, broadcast
2016 2018 2020 TV, Spanish language cable TV, Spanish language
broadcast TV, spot TV, and syndicated TV. Direct to
Consumerz* a company that sells their product or

# of brands* 104 168 318 service online directly to end customers without
involving third -party retailers, wholesalers or other

parts of the traditional consumer supply chain.*Number
of DTC brands active on U.S. TV each year.
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