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REARHIPORREATION

Moments of Friction Interrupt the Consumer Journey

MOREFRICTION——— —  LESSFRICTION

Friction interrupts or creates disconnect within an
experience, requiring additional time and effort




ABOUT THE FRICTIONLESS FUTURE

\

ol dondot even think about payirng any
conversation, and then | get out. At no point during that do | ever think
about the fact that this isactuallyabusi ness transacti on.

mi ndset shift. Once youodOve adopted

Jordan Fisher CEO of Standard Cognition



Our Frictionless Future Agenda

COOKIELESS DEFINING HYBRID BRAND
PURGATORY DEFI REALITY 2.0 HEARTBEAT




CookielessPurgatory



COOKIELESS PURGATORY

More answers,
more problems

GEoale

Q All QO Sho

In early March
cookies is first

https://www.invoc

Tracking Cc

what replaces 3rd party cookies

third-party cookies safari
google third-party cookies
end of third-party cookies
block third-party cookies
facebook third-party cookies

death of third-party cookies

About 45,800,000 results (0.51 seconds)

© About featured snippets -
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COOKIELESS PURGATORY

Why are we in Purgatory?

BIG TECH FLUX

Big Tech is playing offense and defense to legislative
regulation and address consumer privacy concerns

LEGISLATIVE LOGISTICS

Continual introduction of legislature requiresompliance,
includinginterpretation + implementation of laws

COOKIELESS SOLUTIONS

Marketers must distinguish whicc oo ki el ess 0s ol
are smoke and mirrors and which are viable, lorgrm,
privacy compliant options




@

BROWSER

Groups users into
relevant cohorts
based onbrowsing
activity

Solutions on the Horizon

IDENTIFICATION SOURCES

(2)

ADDRESSABLE

Matches various
user consented
data points to an
anonymized, but
dynamic ID,
creatingidentity
resolution

(3)

AUTHENTICATED

A static
identification point
(i.e. email),
anonymized and
associated to a user

@

DATA PLATFORMS

Organizes large,
hard to manage
data sets for greater
insightsand
audience targeting

11
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CookielessSolutions on the Horizon

VENDOR METHODOLOGIES

BROWSER

FLoC clusters users into interest
based cohorts using browsing
behaviors while obscuring user

identity and remain privacy compliant.

Google

AUTHENTICATED

UID 2.0 uses email and a single sign
on mechanism to gather and
authenticate users across various
publishers.

Unified ID

ADDRESSABLE

Connects several consumer data points
to RamplD identifiers to improve
attribution across offline actions, online
exposures, and firsparty and thirdparty
data.

BIG DATAS CDPs

Ingests, unifies, and stores disparate
data sources.

CDPs have begun to integrate with
cookieless solutions vendors (eg;
LiveRamp and UID2.0) for activation



Checkpoints for Cookieless Solutions

ASSESSING VIABILITY FOR YOUR BUSINESS

SCALABLE
Growth Potential
Variety in

Targeting
Options

13
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ACCESSIBLE COMPATIBLE COMPLIANT INVESTMENT
Available for Available API Is PIl Obscured Feasible
Testing Connections _ Budgetary
Does it Follow Requirement
What are Set Up What are the Privacy Best
+ Launch Steps Existing Practices What Team
Integrations Resources are

Needed



COOKIELESS PURGATORY

Takeaways

Understand wherecookie losswill impact your
media performance

Explore whatcurrent solutionsyou can tap into to
fill any gaps caused by cookie loss

Evaluate futurecookielesssolutions using
the 5 checkpoints

Test available alternate solutions to begin
understanding how these supportampaign goals

Take control by auditing youdata collection
methodologiesand platforms (CDP Consideration?)



Defining DeFi

Evaluating Opportunities within Blockchain,
Cryptocurrencies, and NFTs for Marketers



DEFINING DEFI

Trending: New Approaches to Finance + Investments

= $63280 $4476 $1.11  $596 = ‘ 3 | METRO | SPORTS | BUSINESS | TECHNOLOGY | OPINION | CORONAVIRUS
— The future of money g MENL ~

Fidelity bites on bitcoin

The — - . ~ o
= Menu A The Boston investment firm lays the groundwork for a
long-term relationship with eryptocurrencies.

How blockchain technology can pave
the way to a new future, explained

FAST@MPANY Finance & economics s
Crypto investing wins SEC approval, triggering

One word from Elon Musk sank the consumer group uproar

Shiba Inu (SHIB) cryptocurrency The market for non-fungible tokens -

vesterday T ’ Is evolving yahoo/news [ a |

SHIB coin fell 20% after a one-word tweet from the Tesla CEO Ehe New York Times Non_fu ngi ble t0kenS: what are N FTS and why are
Banks Tried to Kill Crypto and Failed. they creating such a stir?

g Q = Now They’re Embracing It (Slowly).

POLITICO
&

pwe

Digital paymentr =51 == foosfo sl s oo

Time for trust: How blockchain wil] EESCElig— 2 Investopedia Q
transform business and the economy

Blockchain: One of History's TIME SUBSCHIBE

Greatest Inventions? IDEAS « FUTURE OF MONEY

| e . The Future of Crypto Is Bright, But
How Crypto's Rise Is Paving The Governments Must Help Manage

Forbes

Way For Technological the Risks
Innovation
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DEFINING DEFI

An Introduction to
Decentralized Finance [DeF)

Decentralized Financea system by
which financial products become
available on a publicdecentralized
network, eliminating middlemen like
banks or brokeragesDeFiprovides
data security, financial opportunity,
and process automation

17

3%

of Financial Services
Executives believe they
will lose competitive
advantageby not
adopting Blockchain
technology

80%

of Financial Services
Executives anticipate
new revenue streams
from Blockchain and
Cryptocurrency
Solutions



BLOCKCHAIN, CRYPTO, NFTs:

DeFt An Integrated System

Blockchain

18

Cryptocurrencies

NFTs
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APPLICATION 1

Understanding Blockchain

Blockchain:
a digital record of information, using peeto-peer computer
networks to validate and add information to the chain.

BENEFITS OF THE BLOCKCHAIN

AUTOMATION S AUTHENTICATION S SECURITY
Decentralization creates fluidity Validation ensures accuracy Data is encrypted
Smart Contracts reduce friction Raw data is transparent Records are tampeiproof

19



DEFINING DEFI

Blockchain in the Advertising World

IMPROVED CONSUMER PRIVACY

Users are empowered to have ownership of their data

@ AD FRAUD MITIGATION

() AUTOMATION

Machine Learning/Al and Smart C@tra e e -

enable efficiency . =t

20




APPLICATION 2

Understanding Cryptocurrencies

Cryptocurrency:.

adigital, nonf | at currency thatos underpinned

CRYPTOCURRENCIES OFFER

ACCESSIBILITY —— EFFICIENCY —— COST SAVINGS

o BUSINESS wev @ = 18% of the USadult population (46MM consumers)

Jamie Dimon hated bitcoin. Now JPMorgan is reported they plan to use cryptocurrency to make a
getting ahead of the crypto revolution purchase this year

g Basis
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CRYPTOCURRENCIES

Cryptocurrencies in the Advertising World

Enabling cryptocurrency DeFiis producing a new Digital transactions can
payment options can drive client category and reduce room for error in
Increased brand revenue advertising opportunities media buying and billing

to support reconciliation

22
Technologies



APPLICATION 3

Understanding NFTs

A+ NFTnonfungible tokend a unique
digital asset that contains value
and represents ownership

NFTS EXHIBIT CLASSIC
COLLECTIBLES MENTALITIES

SCARCITY —— EXCLUSIVITY ——

23

MONETIZATION

Fungible:assets hold the same value,
regardless of attributes (think: state quarters)

NorHFungible:unique attributes of an asset
determine its value (think: Mona Lisa)

e

-
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DEFINING DEFI

NFTs in the Advertising World

Brand Storytelling

Exclusive Experiences

CoBranding + Sponsorships

Loyalty Programs

24




DEFINING DEFI

Takeaways

DeFiis evolving industries and job roles, creating
new marketsto tap into

DeFiwill continue to experiencdegal, logistical,
and regulatory hurdlesto navigate

Blockchain technologyfills gaps in security, transparency,
authentication, and automation our current systems lack

While remaining speculativegryptocurrencyis a
booming financial industry

NFTs offer botmoveltyand utility, creating
tremendous opportunity for brands and advertisers



Hybrid Reality 2.0



HYBRID REALITY 1.0

The existing hybrid consumer journey

F‘“’” O\

2:45 pm 4:45 pm
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Hybrid Reality Attributes

WHAT CONSUMERS VALUE

CONVENIENCE PERSONALIZATION CONSISTENCY
Consumers want to Gen Z, Millennials expect Consumers expect
purchase when, personalization from brands consistency across
where, and how they they engage with channels
want

DATA

is the underlying support system for these attributes
and is key in creating successful hybrid realities

28

ANTICIPATED NEEDS

Users were more likely to
purchase from a brand that
showed them relevant
product recommendations

Basis
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Common Activations to Reduce Friction

6 WAYS TO FACILITATE HYBRID REALITIES

|14

CONTENT AS COMMERCE

Brands are reimagining how commerce opportunities are integrated into
content and corresponding delivery channels

\/
E TRY BEFORE YOU BUY

Consumers are now used to a variety of options and combinations for how
t heyol | pur chase, pay, and receive

\goi' SELECT AND COLLECT

Virtual and remote services have offered greater independence to
consumersad they can shop when, where, and how

VIRTUAL ACCESSIBILITY

I

Incorporating mixed reality elements (AR, VR) into purchase decisions
increases potential forconversion

S[Il APP ENABLEMENT

Mobile apps are being leveraged more as an akcess pass, housing more
information and features to ease the consumer journey

’5.'-:-} IRL EXPERIENCES

Real life experiences are still highly valuable to consumer brand affinity,
engagement, and purchase consideration

t ems
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‘
HYBRID ALITY 2.0

Industries Going Hybridi-iealthcare

P y D hd

.«»"/

I 5t @

VIRTUAL APP SELECT
ACCESSIBILITY ENABLEMENT AND COLLECT

Z Web Check-In COIGNOW )
s Urgent Care &

30 Basis
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HYBRID REALITY 2.0 \\

Industries Going Hybrid as—

=3 y (I
— Il
@ >
CONTENT AS TRY BEFORE IRL
COMMERCE YOU BUY EXPERIENCES

We're not skidding
around anymore...

Send Message N4
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HYBRID REALITY 2.0

What 0s

32

Omnichannel
tactics drive action
by reaching
consumers where
and how they want

t

he Val ue to Mar ket er

Select and Collect will almost double

its share of eCommerce purchases between 2019 to 2022
(5.8% to 10.6%)

Mcommercesales projected to double by 2025, capturing
44% of all US eCommerce sales

61% AR is shownto  Appengaged customers

of consumers said a drive up to a spend 37% more
positive instore experience ~ 2X INCrease and purchase
left them likely to also in conversion rates 339% more often
purchase online

Technologies
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A HYBRID FUTURE: THE METAVERSE

oOoThe Metaverse I s an
persistent, reaktime rendered3D worldsand
simulations that supportcontinuity of identity,
objects, history, payments, and entitlements
and can beexperienced synchronouslipy an

effectively unlimited number of users, each

expansi ve nevwork
y

with an individual sense of presence. 0

n Matthew Ball, The Metaverse Primer




HYBRID REALITY 2.0: THE METAVERSE

Tech Players Invest Big

In Building the Metaverse
J $10 47%

Billion Increase

Met ads pl annag®@R/VR
investment this revenues from

year 2021 to 2023

BIG TECH

'
[]
]
Microsoft

GAMING PLATFORMS

$800 76%
Billion INncrease

@ BOBLEX Jencenit Bifl

HARDWARE/TECH PROVIDERS Estimate dimaiess i Ul
size for the funding from

g . metaverse by 2024 2020 to 2021
O® < Quiy




Vanslaunched an interactive virtual skatepark ~ BRANDSIN THE METAVERSE:

where users can practice virtual skateboarding
tricks and buy exclusive Vans clothing and shoes

cuccl - =01 HB® verizon’



Review yourcustomer journeysand see where
hybrid 2.0 can minimize friction

./©_° Find new opportunities tgoromote hybrid

P experiencesto key audiences

Takeaways

Monitor advancements in hybrid experiencem the
vertical you cater to

Assess if securing real estate in th&letaverseis a logical
towards better connecting with your key audience personas







Brand /
Advertiser Goals

Supply Chain Crisis
The Great Resignation

Global Health Crisis

Renewed Conscience

Brand strengths must outweighexternal market/environmental challenges




BRAND HEARTBEAT

2022 Demands Advertisers Examine their Brand Heartbeat

CUSTOMEREXPERIENCE BRANDETHOS
The cumulative impact of The connection formed between
multiple touchpoints a consumer a brand and its consumers,
experiences throughout their characterized by the values,
relationship with a brand community, and culture of the brand

ENEETE 76 % 10015% 806%

of consumers will stay Average increase in of consumers likely to
loyal to a brand sales conversions recommend a brand

39 Basis
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While uncertainty continues to cloud vision, brands that
, and use that insight to inform the way they speak

and act, can find the right tone to foster moments of genuine connection.

Insomecaset he tone of voice you findeéecan

for years to come.

ALessons For Todayodos Brands From The 2008 Reces

Technologies



BRAND HEARTBEAT

Customer Experience

o EI

41

ement s

SOCIAL

Selftranscendence

IMPACT
o
o f al ueo
Provides hope Motivation
Selfactualization  Affiliation/belonging
LIFE CHANGING
°
Rewards me Fun/entertainment
Badge value Provides access
Reduces anxiety Attractiveness
EMOTIONAL
Wellness
L J
Saves time Integrates Quiality
Simplifies Connects Variety

FUNCTIONAL

Makes money
Reduces risk

Organizes

Reduces effort
Avoids hassles

Reduces cost

Sensory appeal

Informs



