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Marketing

Trends




One thing is sure—whatever marketing playbook you

had before the crisis, it will need to be rewritten.

BOB PITTMAN

CEO IHEARTMEDIA
BrandStorm




The Audio Revolution Is Here

OUR EARS ARE RAISING AUDIO- PODCASTS ARE FASTEST  sc1AL AUDIO IS NEXT
ALWAYS CONNECTED FIRST GENERATION GROWING MEDIUM

Clubhouse: Drop- n

& aud‘o c“a\

Bluetooth Earphones Smart Speakers in 50% 61% Of Weekly Podcast Clubhouse, the Invite-
300M Total Sold Globally! of American homes,? Listeners Say it's a only Audio Chat App was
Daily Routine® Recently Valued at $1B4
Sources: 1- Apple AirPods Dominated TWS Earbuds Segment in 2020, Expected to Face Strong Competition in 2021: Report | 360 Gadgets 360.ndtv.com Brandstorm

@ 2-Loup Ventures 2021 based on projected figures. 3 - MRI_Simmons 2020 Podcast Study. 4- Engadget.com



Screen-free Media

have
gotten an unexpected boost
from the pandemic.
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How Do
You
Break
Through?

Ad-supported television down 30% year over year
even during COVID-19 where consumers are
trapped at home.!

Radio is the most frusted medium. The power of audio
platforms are driven by Influencers across Audio,
Podcasts and Social.

Every brand is in the game too, competing
for online attention and sales in all the
same places.

Covid 19 has disrupted brand loyalty and 30% of
consumers are expected to continue to sample new
brands. Now is not the time lose out. 3
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Consumers
Are Turning
To Brands

They

TRUSI

Brands need to reach consumers with the the right
marketing messages across platforms.

BRING PEOPLE TOGETHER

837%

want brands to connect people
and help them stay emotionally
close to earn or keep their trust.

BrandStorm
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ATTENTION THE AVERAGE ATTENTION  THE AVERAGE ATTENTION THE AVERAGE ATTENTION

SPAN OF A HUMAN IN SPAN OF A HUMAN SPAN OF A
2000 NOW GOLDFISH
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Comedy
confinues to help
us frame the

world we live
through everyday.

n (&) Source: https://www.studyfinds.org/americans-desperate-to-be-cheered-up-after-2020/

4in 5 Americans are
desperate to be
cheered up aftera
difficult 2020.

Comedians are
making the insanity of
today’s day-to-day
folerable.

No matter the flavor,
we tum to our favorite
comedy content after
the news reporis.

BrandStorm
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Digital Révolution




Podcast Listening Is No Longer a “Niche” Medium

% Listened To A Podcast Last Month 104 Million
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Already Bigger than
Streaming Services

Ad-Enabled Reach

pandorc e

26% 18%

Of Weekly
Podcast Listeners

68% listen to 3+ podcasts
aweek

30% listen to 6+ podcasts
a week,

All Listen for almost
7 hours/week

BrandStorm



Podcast Revenue Is Expected To Hit $S1B+ in 2021

Podcasting Advertising Revenue

$1.3B

$1.1B
0.8B
$0.7B >
. . l
2018 2019 2020 2021 2022

n () Source: eMarketer, July 2020 Brandstorm



7% PODCAST AUDIENCE WHO ARE LIGHT TV USERS

BEHIND-THE

wpAILY
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Podcasts Reach
TV’s Unreachable Audience

Light TV Viewers Are

+20%

More Likely To Listen To
iHeartMedia Podcast Network

*Read As: 58% of Stuff You Should Knows Audience Is Made up of Light TV Viewers

Source: Scarborough Podcast Recontact Study (USA+) 2019 Release 2
Light TV Viewers; National Television 5 Quintile or household does not subscribe
fo TV service
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THE

Influencers Aren'’t ]
Just on Social Media y -

BURGUNDY

Power of Influence el

_ - “"BRFI].KMST
« 79% of Listeners value Personalities CLUB _.
opinion and perspectives.

+ 66% Considered or purchased a product
recommended by their favorite personality.

n () Source:iHeartMedia, Power Of Personality Refresh, June 2019, Among Weekly Radio Listeners P18-44



Podcasts and Smart Speakers Connect
With The Grocery Consumer

A18+

Podcast Smart Speaker
Listeners Owners

SHOPPED AT ANY GROCERY STORE IN PAST 7 DAYS 99% Of Listeners 99% Of Owners

SHOPPED AT PUBLIX IN PAST 7 DAYS 110 Index vs. A18+ | 127 Index vs. A18+
SHOPPED AT SAFEWAY IN PAST 7 DAYS 132 Index vs. A18+ | 118 Index vs. A18+
SHOPPED AT TRADER JOES IN PAST 7 DAYS 198 Index vs. A18+ | 161 Index vs. A18+
SPENT $200+ ON GROCERIES IN PAST 7 DAYS 105 Index vs. A18+ = 122 Index vs. A18+

@ BrandStorm



Listeners Take Action"After Hearing A Podcast Ad

Action ltem % .POdCGSi % Hegvy
Listeners | Podcast Listeners
Searched online for more information about the product or service 39% 54%

Found out about a product/service you had not heard of before 32% 39%
Talked to my friends about the product or service 25% 37%
Purchased the product/service at a store or online 22% 34%

Used a promotional code at checko.u’r when purchasing the 2% 33
product or service
Followed the product or service on social media 20% 33%
Took Any Action 68% 85%

BrandStorm

n (S Source: Westwood One & Audience Insights Inc.’s Podcast Download - Spring 2019 Report



More More

Trackable. Targeted.
Podcasts are more You can geo-target,
trackable than ever before, audience target or
with reporting and contextually target

dashboards that look like
traditional digital media

It's a Good
Time to Take
a Fresh Look

. More More
at POquShng Streamed. Attributable.
Most podcast consumption Attribution is more
now is live-streamed, so it's sophisticated than it's ever,
actually, really consumed partnering with best-in-class

to bridge the podcast
consumers to other
platforms, as needed

BrandStorm



Brands are Fighting for Consumers Attention

Podcasts are the fastest growing medium, with 61% Of
Weekly Podcast Listeners Saying it's a Daily Routine

Here’'s Your Chance to Align with Culture Makers and
Break Through.

Py - BrandStorm
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Strategic
Ways 10

Mairkel to
Shoppers




23 K4

Consumer
Behavior Has
Shifted

How Do You Capiure These
New Shopping Habits, As
Consumers Define Their New
Normal?

Survey: How COVID-19 has changed shopper behavior 3/23/20 (LINK) Path to Purchase IQ 3/20/20 (LINK)

Insight: The Path to Purchase Institute (P2PI) survey
of 1,001 primary household grocery shoppers found
that shoppers:

« Continue to plan their trips (31% make a shopping
list)

« Compare prices (22% compare stores’ prices)

+ 25% moms who experienced curbside pick-up
said they expect to continue using the service
after they are released to shop more freely.

BrandStorm


https://drugstorenews.com/survey-how-covid-19-has-changed-shopper-behavior?utm_source=omeda&utm_medium=email&utm_campaign=NL_DSN+AM&utm_keyword=&oly_enc_id=3458A0901123B7W
https://pathtopurchaseiq.com/despite-pandemic-shoppers-still-look-deals-preferred-brands

How We Are
Working With
Grocery Pariners
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How to Activate Shoppers

Driving visits &
awareness of in-
store activations

Driving awareness and trial /

of new products across
stores with availability
(i.e. first scan data)

Product

In-Store In-Store
Retailtainment Activations

New

Launch
Stores

1

Driving maximum unique awareness of
products before shopper visits store

Driving awareness
and sell-through

Sales Lift

\ Driving sales & lift

measurement of
selected subset of
stores

BrandStorm



Reaching The Connected 'Grocery Consumer

éa to 9a

9ato 12p

7p to 12a

Rise & Shine

Drive to Work
& Kids to School

Start of The Workday

L L

Mobile/Desktop
Browsing

Smart Speakers at
Work or Home

il "

Refuel & Recharge

Gad

Lunch & Errands

Commute Home

Evening Commute
& Shopping

Dinner

Personal Time
(o))

1

Smart TV/CTV

BrandStorm



Activate In
Market Shoppers

Communication designed
to engage active shoppers
in real-time

ER

Efficiency
of Broadcast

Build your brand and drive call
to action with the mass reach,
scale and efficiency of
broadcast audio

Influence
& Context

Align with specific influencers,
broadcast shows, and podcasts
to generate trust and relevance
for your brand

Digital Audio

Engage with targeted digital
audiences, demos and geos
across Streaming & Podcasts

Location Based
Targeting

Engage with In-Store and Pick-
Up Shoppers separately using
location data

Targeted Email

Reach highly targeted,
responsive prospects more cost
efficiently than your weekly
circular print ads with full service
and permission-based
Acquisition Email Marketing

PromoBuilder

Connect with and reward your
Most responsive consumers via
turnkey, custom-created
sweepstakes designed to drive
awareness and increase your
email database & social fans

BrandStorm



Strategic Tactics For Different Moments

List Building
Moments

Target shoppers in key
areas with our
Neighborhoods Targeting
solution.

Routine
Moments

Leverage location-based
and behavioral
Blueprints™ to target
known shoppers of the
specified stores

Purchase
Moments

On-Premise Targeting
brings your products top
of mind & making it easy
to find & purchase in-
store.

Pickup
Moments

Utilize Blueprints™ of
specific retailers Pick Up
lanes to reach Pick-Up
Audiences while they
build their list for the next
pick-up trip

Browsing
Moments

Customize APP User-
Based Audience
Targeting to connect with
known app users of the
specified apps as well as
regular purchasers of
your brand.

BrandStorm
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