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First -time TV advertisers are achieving " N
i mmedi atfeu  dmeldé r esul ™
they launch their campaign

In our popular bi-annual'_We | ¢ o merepbn series] we spotlight the
group of new advertisers who recently launched their first-ever national TV
campaign.

These brands, which include many small and medium-sized businesses,
have all incorporated TV advertising into their marketing strategies to
accelerate their growth by engaging new consumers and igniting customer
action.

As a follow-up to our 6 We | ¢ o meseries) wesal 6ut to quantify
the impact that TV campaigns have on the business outcomes of new
advertisers over the last three years.

What did we learn from our analysis of 230 first  -time TV advertisers?

TV campaigns sparkedi mme di at e and sustained |
website traffic and online brand searches which shows long -form,

professionally produced videofuaoaonek
results for advertisers of all sizes and investment levels.

This information is exclusively provided to VAB members and qualified marketers. \//\B


https://thevab.com/insight/welcome-to-tv-fy-2023

Each year brings an influx of new advertisers

to TV who are looking to accelerate growth
by engaging new consumers and igniting ’
customer action

’




In the past three years, new advertisers have invested over a billion dollars
In national TV each year with 2023 marking the highest investment level

New National TV Advertisers
202171 2023

e Ol
Q) @ A ﬁﬂﬂﬂ has been invested by

2021 315 74
2022 303 /1

L ]
Source: VAB analysis of Nielsen Ad Intel data as of 2/7/24, 1/1/23-12/31/23. Prior years based on VAB analysis of Nielsen Ad Intel Data from the S I n Ce 2 O 2 1

following periods: 1/1/2021-12/31/2021, 1/1/2022-12/31/2022. TV spend includes national cable TV, broadcast TV, Spanish language cable TV,
Spanish language broadcast TV. Brands reflect those with national TV spend over $100K.
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New advertisers are capitalizing on the key benefits of TV to build
credibility, drive engagement and optimize their business outcomes

7 key reasons brands launch TV campaigns

&)

Storytelling Availability & Accessibilit Legitimizer Targetability

Sight, sound and motion a TV ad can Greater product availability creates greater Creates, builds and enhances brand Scalable data-driven targeting solutions like
convey brand identity and further TV accessibility both on the national and reputation while legitimizing their product or addressable TV and data-enabled TV
humanizes the brand and what it stands for local level service offerings create efficiency and limit wastage

Inclusivity Halo Effect Full -Funnel Outcomes
Enhanced targeting capabilities through TV significantly improves the performance Through greater measurement and
advanced TV solutions creates efficiencies and ROI of all other digital channels as well enhanced attribution capabilities, TV has
which lowers the traditional cost of entry as a brandés onli p $hewn ftsability $0 drive brand results

This information is exclusively provided to VAB members and qualified marketers.



The key benefits enable new TV advertisers to achieve audience scale,
engage new customers and build excitement for their brand

..0 ) V
L)
Zeésty P, W W&d%ﬂ— Orlo C
iWe as a brand wer e fLaunching a commercial is the natural Mow that the brand is more established,
share with more consumers via our next step to drive more awareness our goal is to reach a broader audience
TV campaigns what supplements can and excitement around the brand to showcase the bengfi
do for their pets Tn and products. g security solutions. ©
Yvethe Tyszka Sarah Galletti Lily Knowles
VP of Marketing, Zesty Paws Founder & Chief Creative Officer, Tattooed Chef Senior Vice President of Sales and Marketing,  Arlo
(Brand Innovators, 1/12/21) (Tattooed Chef Press Release, 4/5/21) (MediaPost, 8/1/22)
P\
Shbrella BESPOKE POST
Nl t 6 sscakelamduhe halo effect television

A We wa n tcanghaigh tlo position Sunbrella as a

: : offersé . As wexpdsea oyr briaral to a larger
lifestyle brand that people proactively seek out to P s J

audience and get that reach, you can really see the

ensure they enjoy their living spaces, worry-f r e e | O sound and sight of TV Heing abl
Eric Kallman Alvaro De La Rocha
Chief Creative Officer / Partner, Erich and  Kallman CMO., Bespoke Post
(campaign ad agency; Little Black Book, 4/28/22) (Digiday, 9/30/21)

This information is exclusively provided to VAB members and qualified marketers.



As seen across the 931 advertisers, the initial success of a TV campaign
prompts an increase in investment as they battle for greater market share

New TV Advertisers Average National TV Spend
TV Launch Month vs. Post-TV Launch

($99%)
2021 | 2022 | 2023
(315 advertisers) 5 | (303 advertisers) 5 | (313 advertisers)
+70% | +54% [
$1.123 | $1.166 |

| | $1.027
I I
I I

$661 | $756 | $748
I I
I I
I I
I I
I I
I I

TV Campaign Launch Post-TV Campaign | TV Campaign Launch Post-TV Campaign | TV Campaign Launch Post-TV Campaign
Month Launch | Month Launch | Month Launch
(Average Advertiser) (Monthly Average) | (Average Advertiser) (Monthly Average) | (Average Advertiser) (Monthly Average)

[ To gauge how advertisers perceived the impact of their TV campaigns, we compared the average investment across brands during the first month of their campaigns with the average investment for the months that followed. ]

Source: VAB analysis of Nielsen Ad Intel data as of 2/7/24, 1/1/21-12/31/23. TV spend includes natodél cable TV, natdél broadcast TV, Secathosewith ndtional g\Vispaneover $160Ke TV, Spani sh | anguag

This information is exclusively provided to VAB members and qualified marketers.
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TV campaigns have a strong ability to drive
OmiHdinnel 0 ot guanifyntbese
customer actions we conducted analyses
on the impact of TV across new advertisers

y



Brands are leveraging TV to pigue the interest of consumers
and convert them into new customers

: |
Quince |

nOur goal has al w | S bealpPPMRKEEDYS”
guality essentials accessible to more |

people, and TV advertising can help | NThis 1 s our opp¢
us bring that purpose to larger | this amazing American brand
audiences while supporting | with millions e and wedr e
business growth . 0 | for new customers to discover us .0
|
Tori Moreland | |
Head of Branding, Quince Bobby Ferrario
(Business Wire, 4/10/23) | General Manag(igritil\rr/llgr,]y)orchard Brands
I (Business Wire, 9/13/22)
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The goal of our analyses is to quantify the impact of TV campaigns
on the mid -funnel outcomes that turn consumers into customers

Purchase Funnel Stage

Consideration

Website Search

Visitors Queries

PAGE 10 This information is exclusively provided to VAB members and qualified marketers.



First, we developed an analysis based on first

-time national TV advertisers

over the last three years who have measured website traffic in Comscore

031

Total first -time

n a tT¥ &dvertisers
2021 - 2023

Brands with measured website
traffic available in Comscore

Source: VAB analysis of Nielsen Ad Intel, January 2021 i December 2023 (calendar months) & VAB analysis of Comscore mediametrix multiplatform media trend data, P18+. April 2020 i April 2024 (calendar months).
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The 201 brands examined within this first analysis Include brands of all
sizes, especially many small and medium  -sized businesses
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PAGE 12 This information is exclusively provided to VAB members and qualified marketers.



These 201 brands are spread across a variety of 68 categories, ranging
from apparel & accessories to translation services

Category # of Brands Category # of Brands Category # of Brands

Source: VAB analysis of Nielsen Ad Intel, January 2021 i December 2023 (calendar months) & VAB analysis of Comscore mediametrix multiplatform media trend data, P18+. April 2020 i April 2024 (calendar months).
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Financial Services 21 Cleaning & Sanitation 2 Grocery Stores 1
Apparel & Accessories 17 Crypto 2 Holiday Lights 1
Professional Services 17 Financial Services 2 Home Improvement 1
Mobile Apps 16 Gambling 2 Hospitals 1
Health & Wellness 6 Gaming 2 Jewelry 1
Home 6 Healthcare 2 Mobile Tickets 1
Online Banking 6 Medical Devices 2 Online Betting 1
Food Delivery 5 Real Estate 2 Online Dating 1
Insurance 5 Skincare & Beauty 2 Online Delivery 1
Media 5 Tech 2 Online Food Delivery Service 1
Gaming 4 Wellness & Beauty 2 Organizations 1
Jewelry 4 Alcohol Delivery 1 Outdoor Recreation 1
Travel 4 Car Rental 1 Personal Care 1
Alcoholic Beverages 3 Cleaning & Sanitizing 1 Pet 1
Automotive 3 Communications 1 Pet Care 1
Cybersecurity 3 Drinkware 1 Social Network 1
Eyewear 3 Education 1 Sports Media 1
Home Furnishing 3 Educational Services 1 Storage 1
Marketplace 3 Educational Travel 1 Telecommunications 1
Online Education 3 Energy Solutions 1 Tools & Equipment 1
Streaming Services 3 Food 1 Toys 1
Vitamins & Supplements 3 Gifts 1 Translation Services 1
Beverages 2 Graphic Design 1




This analysis will highlight the impact of TV by quantifying the difference
In website traffic before and after brands launched their first campaign

We utilized Comscore website traffic data between April 2020 through April 2024 to understand the

changes Iin monthly visits to eachTVidaurehmperod TVdaurch t
month and post-TV campaign launch for TV campaigns that began between 2021 - 2023

To best understand the impact that TV campaigns have on consumer action,
we segmented the 201 measured first -time TV advertisers into two groups:

4 ) Pre-TV Launch:

Unmeasured Website Traffic

Advertisers without measured
website traffic before TV launch

9 y 28 Brands

Source : VAB analysis of Nielsen Ad Intel, January 2021 i December 2023 (calendar months) & VAB analysis of Comscore mediametrix multiplatform media trend data, P18+, April 2020 i April 2024 (calendar months).
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Pre-TV Launch
Measured Website Traffic

Advertisers with measured website

traffic before TV launch

173 Brands

Pre-TV Launch
Unmeasured Website Traffic

Advertisers without measured website
traffic before TV launch

28 Brands

PAGE 15 This information is exclusively provided to VAB members and qualified marketers.
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173 brands across 63 categories, many of which are SMBs
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Upon TV launch, which exposed brands to a host of new audiences, the
average advertiser saw an immediate influx of over 300K website visitors

OP+Te/ Launch: Measured Website Trafficbé Brands Anal ysi s:

Monthly Website Unique Visitors (000) Comparison
based over a four-year time period: Apr 6 2i0Apro6 2 4

TV launch month vs.
six months average prior to TV launch

+12% | [ +326K

monthly uniques

2.942

2.616

6 Months Prior to TV Launch TV Launch Month
(monthly average)

Source: VAB analysis of Comscore mediametrix multiplatform media trend data, P18+. April 2020 i April 2024 (calendar months), figures are based on monthly averages for the 173 brands analyzed. VAB analysis of Nielsen Ad Intel, TV launch month is based on the first activity reported
across national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish language cable TV, spot TV or syndication TV. January 2021 i December 2023 (calendar months).
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After launch, monthly website traffic lifts increased as brands built a
sustained presence on TV to garner greater top  -of-mind awareness

OPiTe&/ Launch: Measured Website Traffico Brands Anal ysi s:

Monthly Website Unique Visitors (000) Comparison
based over a four-year time period: Apr 6 2i10Apro6 2 4

+20%

peal +523K
monthly

2.616 +326K uniques

mqnthly VS. six months average
uniques prior to TV launch

VS. six months average
prior to TV launch

6 Months Prior to TV Launch TV Launch Month Monthly Average 'When On TV'
(monthly average) (TV launch i April 2024)

Source: VAB analysis of Comscore mediametrix multiplatform media trend data, P18+. April 2020 i April 2024 (calendar months), figures are based on monthly averages for the 173 brands analyzed. VAB analysis of Nielsen Ad Intel, TV activity based on reported spending across national
cable TV, national broadcast TV, Spanish | anguage br oadcastT Viepresens pha monthlyavdragenfor brandsein nomths wieere They sperst m d\ as MéAsured throughi Nielsen Adimtel bEtween Jawiérye2021 © April 2024
(calendar months), across the 173 brands analyzed. During this four-year analysis, the average advertiser was on TV for 13 months.
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Sampling o f 6TPVr eL aunch: Measured Website Tr

Monthly Website Unique Visitors (000) Comparison
based over a four-year time period: Apr 6 2i0Apr 6 2 4

. . Monthly Average: Monthly Average:
Many flrSt -tlme 6 Months Prior to TV OWhen Ono6

Launch TVLaunch i Apr 0|24

advertisers saw TEMU 27,693 76,751 +49,058  +177%
exponential growth in CashApp 43,619 63914  +20,295  +47%
thelr unique website Yinstacart 18,104 25,430 +7,325  +40%
traffic when they were - ’ | |
on TV as they welcomed Canva 7,125 11,263 +4,138  +58%
millions of potential new Varo 526 4509 +3,983  +1,223%
customers to their digital ) upgrade 1,471 4,762 +3,291  +224%
storefronts each month MATCHY 5,383 8,339 +2,956  +55%
A brigit 2,107 4,770 +2,663  +126%
viator 3,544 5,005 +1,461  +41%
EveryPlate 2,283 3,728 +1,444  +63%

Source: VAB analysis of Comscore mediametrix multiplatform media trend data, total audience (Desktop P2+, Mobile 18+), April 2020 i April 2024 (calendar months). VAB analysis of Nielsen Ad

Intel, TV activity based on reported spending across national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish language cable TV, spot TV, syndication TV.6 Whn On T
represents the monthly average for brands in months where they spent in TV as measured through Nielsen Ad Intel between January 2021 i April 2024 (calendar months), across the 173 brands
analyzed.
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https://cash.app/

Within the group of 173 brands are 83 data -driven, outcomes -obsessed
Direct -to-consumer advertisers who use TV as a performance channel
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Performance -driven DTC brands achieved even greater website traffic lifts
across their TV campaigns than the average brand within the overall group

83 o0DicidCeabs umer 6 Br a nAveragA Manthly Websste Unique Visitors

Monthly Website Unique Visitors (000) Comparison
based over a four-year time period: Apr 6 2i0Apro6 2 4

+50%

+28% +1.1MM
monthly
+619K uniques
2223 monthly

vs. six months average

uniques prior to TV launch

Vs. six months average
prior to TV launch

6 Months Prior to TV Launch TV Launch Month Monthly Average 'When On TV
(monthly average) (TV launch i April 2024)

Source: VAB analysis of Comscore mediametrix multiplatform media trend data, P18+. April 2020 i April 2024 (calendar months), figures are based on monthly averages for the 83 brands analyzed.
VAB analysis of Nielsen Ad Intel, TV activity based on reported spending across national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish language cable TV, spot TV,
syndication TV. &6dWhen On TVO6 represents the monthly aver ag eielstAd Intbl beaweehsanuary 202001 nAprih 2024 \(chlendae t h
months), across the 83 brands analyzed. Note: Direct-to-Consumer i s defined by the companyds abi | iithoytthirdeparty etailers, iholesalers qv otherd u
middlemen.
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OMHdinnel 6 | mpact from TV campai gn:

was achieved by first-time advertisers at all
Investment levels
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Below $500K TV Ad Investment: Brands on average saw a 20% increase
In their website traffic when they were on TV compared to pre -TV launch

Under $500K Spend T 35 Brand Analysis: Average Monthly Website Unigue Visitors

Monthly Website Unique Visitors (000) Comparison
based over a four-year time period: Apr 6 2i0Apr6 2 4

+20%

+166K

+8% monthly
uniques
840 +64K vs. six months average

monthly prior to TV launch
unigues

vs. six months average
prior to TV launch

6 Months Prior to TV Launch TV Launch Month Monthly Average 'When On TV
(monthly average) (TV launch 1 April 2024)

Source: VAB analysis of Comscore mediametrix multiplatform media trend data, P18+. April 2020 i April 2024 (calendar months), figures are based on monthly averages for the 35 brands

analyzed. VAB analysis of Nielsen Ad Intel, TV activity based on reported spending across national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish language cable TV,
spot TV, syndication TV. O6When On TVO represents the mont hthiough NigsenaAd imtel bebmeen Banumny 2021 1 iApril 2624 nt h s
(calendar months), across the 35 brands analyzed. The brands within this group invested under $500K in TV between January 2021 i April 2024.
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$2MM - S5MM TV Ad Investment:  Brands with a higher investment saw
a greater lift in their website traffic when they were on TV

$2MM - $5MM Spend i 35 Brand Analysis: Average Monthly Website Unigue Visitors

Monthly Website Unique Visitors (000) Comparison
based over a four-year time period: Apr 6 2i0Apr 6 2 4

+25%

+9% +681K
monthly
uniques

2 . 7 59 % vs. six months average

mqnthly prior to TV launch
uniques

vs. six months average
prior to TV launch

6 Months Prior to TV Launch TV Launch Month Monthly Average 'When On TV
(monthly average) (TV launch i April 2024)

Source: VAB analysis of Comscore mediametrix multiplatform media trend data, P18+. April 2020 i April 2024 (calendar months), figures are based on monthly averages for the 34 brands

analyzed. VAB analysis of Nielsen Ad Intel, TV activity based on reported spending across national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish language cable TV,
spot TV, syndication TV. O6When On TVO6 represents the mont hlthypugh MesereAg imtel bedweendanaary @021 iiApril 2024nt hs wh &
(calendar months), across the 35 brands analyzed. The brands within this group invested $2MM-$5MM in TV between January 2021 i April 2024.
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S1IOMM+ TV Ad Investment: Br ands t hat mad e

t he OD

saw the greatest return on investment in terms of their website traffic lift

$10MM+ Spend T 44 Brand Analysis: Average Monthly Website Unique Visitors

Monthly Website Unique Visitors (000) Comparison
based over a four-year time period: Apr6 2iCApr 02 4

Analysis

+42%

+36% +1.4MM

monthly
+1.2MM uniques
3 . 294 monthly VS. six months average

uniques prior to TV launch

VS. six months average
prior to TV launch

6 Months Prior to TV Launch TV Launch Month Monthly Average 'When On TV'
(monthly average) (TV launch 1 April 2024)

Source: VAB analysis of Comscore mediametrix multiplatform media trend data, P18+. April 2020 i April 2024 (calendar months), figures are based on monthly averages for the 44 brands analyzed.
VAB analysis of Nielsen Ad Intel, TV activity based on reported spending across national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish language cable TV, spot TV,
syndication TV. &é6When On TVO6 represents the monthly aver ag eielsenoAd Intbl beaweehslanuary 202001 nAprih 2024 \(chlendae t h
months), across the 44 brands analyzed. The brands within this group invested $10MM+ in TV between January 2021 i April 2024.
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Pre-TV Launch
Unmeasured Website Traffic

Advertisers without measured website

traffic before TV launch

28 Brands
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The 0 PiT& Launch: Un me as ur esegmeéntinctudes e T
28 brands across 21 categories , many of which are SMBs
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Sampling o f 6TPVr eL aunc h: Unmeasured Website T

Monthly Website Unique Visitors Comparison
based over a four-year time period: Apr 07 Apr6 2 4

Monthly Average: Monthly Average:

Prior to TV Launch OWhen Onbo

TV helps build instant Ve A D 6 2

recognition and interest GO25ank N/A 4,193K

for growing brands O N/A 997K
which translated into PRENDE N/A 768K

hundreds of thousands . @
of potential new Cirkul N/A 702K

customers to their @) PRIZEPICKS N/A 612K

digital platforms 7T UDN N/A 547K
&% Inspire N/A 445K

=N Bumper’ N/A 361K
MM+ N/A 329K
Juz HOMEAGLOW N/A 322K

Source: VAB analysis of Comscore mediametrix multiplatform media trend data, total audience (Desktop P2+, Mobile 18+), April 2020 i April 2024 (calendar months). VAB analysis of Nielsen Ad
Intel, TV activity based on reported spending across national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish language cable TV, spot TV, syndication TV. 6 Rorto TV
Launchod reflec the average monthly unique visitor

they |l aunched i
through Nielsen Ad Intel between

t s b as ed the ecasewfithese brandscthere as aonntb@ssremere tnsl aftere b
ir TV campaign. N/ A = not enough traffic &frbratsimmantosrwaerettiey speatansTV aseneasused/h e n - (
anuary 2021 1 April 2024.

o

o T wn
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Across the 28 brands analyzed, first -time TV campaign launches drove

a significant influx of new customers each month

28 Brand Average: Monthly Website Unigue Visitors Increase vs. Pre -TV Campaign Launch
based over a four-year time period: Apr @01 Apro6 2 4

Mont hl Average*
(TV launch 7 April 2024)

average unigue visitors

*+246K average UVs excluding Go2Bank

Source: VAB analysis of Comscore mediametrix multiplatform media trend data, P18+. April 2020 i April 2024 (calendar months), figures are based on monthly*averages for the 28 brands analyzed. VAB analysis of Nielsen Ad Intel, TV activity based on reported spending across national cable
TV, national broadcast TV, Spanish | anguage broadcast TV, $resems tee monthly average fprebramds ib incathsTwiiere theypspent inTTV as measured thowgh Niddsan AT Ntel beéwdén danuar® R021T \APril 2028 (calendar
months), across the 28 brands analyzed. Pre-TV €ampaign launch months were N/A which means there was not enough traffic for Comscore to measure. .
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TV drove even more new customers to the websites of performance -driven
DTC brands compared to the average brand within the overall group

12 oDioCeasumer 6 Brands Anal ys 12 ¢6Dio«Ceasumer 6 Brands

Monthly Website Unique Visitors Increase vs. Pre  -TV Campaign Launch
basedoverafourry ear ti me péApoddé2aApr 620

GO2:avk & Inspire
f#xHomeasLow  earnest

Mont hly Aver aqge* Wh e
(TV launch i April 2024)

Blossom b

BACKBONE

N Bumper TUDN

[2) PRIZEPICKS

OO 4
AAA
UNDERDOG
Source: VAB analysis of Comscore mediametrix multiplatform media trend data, P18+. April 2020 i April 2024 (calendar months), figures are based on monthly averages for the 12 B R E E u FA"TASY

brands analyzed. VAB analysis of Nielsen Ad Intel, TV activity based on reported spending across national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish
|l anguage cable TV, spot TV, syndication TV. O6When On TVO0 r ermplVasmeastred thiolgke NielsennAd mtel petneen e
January 2021 i April 2024 (calendar months), across the 12 brands analyzed. Note: Direct-to-Consumer is defined by the company is selling their product directly to end customers
without third-party retailers, wholesalers or other middlemen. Pre-TV campaign launch months were N/A which means there was not enough traffic for Comscore to measure.

+622K

average unigue visitors

*+341K average UVs excluding Go2Bank
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In our second analysis, we explored 29
additional brands that are not measured
In Comscore by examining their online
search gueries through Google Trends
In relation to their TV campaign launch




Online search is a direct reflection of consumer interest
and can be a powerful indicator of purchase behavior

NThe best measur eme
searching, so when we see an increase

IN search we see an increase In sales

Marc Pritchard
Chief Brand Officer,Procter & Gamble
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We first analyzed search queries of pharma
brands as a category since they are each

part of larger companies and not measured .
iIndividually in Comscore

’

R



Almost nine out of 10 pharmaceutical brands analyzed saw their highest
search volume occur once their TV campaign launched

21 Pharmaceutical Brands Analyzed

(
W Myfembree

<&
lugolix, estradiol, and
s (CHSUOISE SOTYKTUC ¥ LYBALVI
10ma. Tmg, s (deucravacitinib)&é: o POy nying
O ‘/\ retude Hh - ®

cabotegrawr 200mgm. MOU I’IjaI’O CIBINQ 0 Paxlovid o

extended-release injectable suspension (w zeprmde) injection osmi (nirmatrelvir 5222 | ritonavir i)

~\

woms o s it (@DFOCItiNID) tablets | &

f first-time pharm ical , ol
of first-time pharmaceutica IMBrUVICa” , COMIRNATY O Kerendia

TV adve rtlse rS SaW th el r 420,200, Oyttt | 40,70 cpmes (COVID-19 Vaccine, mRNA) = (finerenone)]tnam?_lgg (%\/Elbzg;lc—)%%mﬁA
highest brand search volume EVENITY  (FAustedoEQ
. . ¢ omosommabage - iy
once their TV campaign launched e S e

(budesonide 160 mcg, glycopyrrolate
ONCE-DAILY

» 'JQL&EE%@ZS{?;S ¢Opzelura — Plenity:

(ruxolltmlb)cream 1.5%

ource: analysis of Google Trends, United States only, ategories, Web Search, Weeks o - . Google Searc
S VAB lysis of G le Trends, United S ly, AllC ies, Web S h, Weeks of 07/21/19-7/21/24. G le S h s” ®
Index represents search interest relative to the highest point on the chart for the given region and time period. VAB analysis of Nielsen Ad ) « minocycline HCl 1mg \
Intel, TV activity based on reported spending across national cable TV, broadcast TV, Spanish language cable TV, Spanish language A"est’n MICROSPHERES [
injection

broadcast TV, January 2021 i December 2023 (calendar months). Analysis reflects 18 out of 21 brands with the highest brand search V
volume after they launched in TV. \

(inclisiran) 28 mg1s m. )
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TV campaigns drove awareness and interest among potential pharma
consumers that spiked online brand searches at launch or quickly after

» Searches for pharmaceutical brands help to drive consumer education and spark conversations with their healthcare providers

First Time Pharma TV Advertisers - Weekly Google Trends Index
Six Months Pre-TV Campaign vs. TV Campaign Launch

¥9 Myfembree Qelbree° 9 Kerendia

(relugolix, estradiol, and -
norethindrone acetate) tablets (flnerenone) tablets
40 mg, 1mg, 0.5 mg 10mg-20mg

Source: VAB analysis of Google Trends, United States only, All Categories, Web Search, Weeks of 12/04/21-8/14/22. Google Search Index represents search interest relative to the highest point on the chart for the given region and time perio d, a value of 100 is the peak
popularity for the term, a value of 50 means that the term is half as popular. VAB analysis of Nielsen Ad Intel, TV spend includes national cable TV, broadcast TV, Spanish language cable TV, Spanish language broadcast TV, January 2021 i December 2023 (calendar months); Note:
Light blue line marks the first day of TV spending for each brand.
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