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While established brands have existed for decades
and have large, loyal customer bases,

emerging brands are disrupting the marketplace
through more direct relationships with customers

and a focus on customer centricity.
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Many Myths Have Emerged About DTC Brands
DQG WKHLU 3DWK WR 6XFFHVYV«

Myth #1 Myth #2 Myth #3

DTC brands only DTC brands only advertise on

DTC brands have mostly
focus on sales digital & social platforms

millennial customers

Fact Fact

Fact
For Brand Objectives, Customer 42% of Brands advertised

0)
gfl tﬁeir consumers Satisfaction (40%) beats primarily on _TVin 4
Acquisition (29%) , Leads (31%), spending $2.0B, up +16%

are over 38 years old and Loyalty (30%) vs 4
NBCUniversal J

Source: IAB Direct Brands Media & Customer Acquisition, 2019-2020
Online survey executed by Ipsos among 330 direct-to-consumer brand media professionals; To the best of your ability, what share of your

Media Radar

customers can be attributed to the following generations?




Some Keys to Their Success



DTC Success has Been Driven
by Fulfilling Consumer Needs

Provide Enable

Simplify transparency Eliminate barriers Provide value self-expression
Casper EVERLANE venmo WARBY PARKER Glossier.
B, it
»mint la
. smile "
RLU"%N S&ce robinhood Frecy o Emgégs
BONOBOS Jemonade = metromile soylent
. J

Shopping goes beyond utilitarian purposes.
It is tied to meeting needs and connecting with values.
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https://www.blueapron.com/
https://casper.com/
https://bonobos.com/
https://www.mint.com/
https://robinhood.com/
https://www.acorns.com/

DTC Will Continue to Grow Share of Wallet

TODAY IN FIVE YEARS

48% ~67%
of consumers expect that 20% or more

of their total purchases will be through
DTC brands

of consumers purchase
DTC brands today
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DTC ESTABLISHED
BRANDS BRANDS
3 : Awareness
pELoTON «wayfair Casper
In order to get the scale %UDQGYV 3ILOO W | X C
they need to grow, _ _ with broad, awareness
broader touchpoints, Consideration driving tactics
like TV, become a part
of their media mix 2
1_ P n More targeted methods
Brands often launch with SIEReS are then used to drive
|Ower funne' taCtiCS ||ke D9C|S|On ConS|derat|0n and

purchase decision
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Social and Digital




The Shift to TV Begins « $QGCG &SRQWLQXHYV
when the Brands Start Drive Impact at Scale

WR ODWXUH «

Ph [
Scale PAONRY
Transformational 178 brands spent an estimated $2.61 billion

Growth Mode . . ) .
on television commercials, a 13.43% increase
In spend from 2018

Phase II: Typically

Maturing Begin TV
mvestmheenr'; 2 O 2 O
Many brands entered TV in Q2 to capture
Phase I: marketplace demand due to COVID

Emerging
Transactional
Growth Mode

8 Source: iSpot.tv NBCUniversal J




TV Spending Drives DTC Brand Impact

41% +83% 30%

of consumers discover in search queries when of consumers bought
SGLVUXSWRU™ EUD @GV édhtetdgiRgINC brands a DTC product after
TV advertising increased TV spend seeinga TV ad

Sources: https://www.mediapost.com/publications/article/338104/iab-study-finds-tv-ads-still-best-at-generating-aw.html + https://blog.rakutenadvertising.com/insights/how-d2c-brands-can-appeal-to- . J
9 consumers-of-all-generations-from-gen-y-to-baby-boomers/ NBCUnlversal



https://www.mediapost.com/publications/article/338104/iab-study-finds-tv-ads-still-best-at-generating-aw.html
https://blog.rakutenadvertising.com/insights/how-d2c-brands-can-appeal-to-consumers-of-all-generations-from-gen-y-to-baby-boomers/

Partnering with NBCU



NBCU Brings the Knowledge of a Diversified Portfolio
of DTC Brand Partnerships
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Working with Both Established and DTC Brands
Helps Us with Future Solutions for Our Partners

1. Needs 2. One Platform 3. Planning &
Assessment Strategy & Solutions Measurement

Current State
of the Business .
Business and Obijective Audience
Brand

12 \—/ NBCUniversal

Cross- Commercial
Platform Innovation

Target
Audience
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These NBCU One Platform Solutions Deliver DTC Impact

Awareness Brand Lift

Our 211M P18+ monthly reach drives higher +170%
awareness than any other platform

Consideration Site Visitation Lift App Usage Lift

Consumers actively connect with brands +21% +30%
and that sparks consideration

Purchase Decision Registration Lift

Consumers then decide +36%
WR PDNH WKH SXUFKDVH«

14 Source: 4 non-AdSmart campaigns and 4 AdSmart Optimized linear campaigns (Q1 2019 to Q1 2020) NBCUniversal J




1% & 8 - V-Funri@l®leasurement Partners

Across All Platforms
Best Providers by Category

Brand impact, site traffic, & foot traffic partners the same across brands; sales impact partners selected from the best available per category

. Healthcare Movie QSR & Food : .

Brand
Impact

Site
Traffic

Foot
Traffic

Sales
Impact

INIWNIHINSVYVIW ® SLHOISNI

1st Party

15« sample list of partners NBCUniversal J
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to drive impact for your brand.

Our journey starts here.

Contact Brian Norris or your NBCU partner for more
information.

Brian.Norris@nbcuni.com

(718) 679-3750
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