





Q China

2015 2016 2017e
Estimated programmatic % of online display investment
Estimated video % of online display investment 11 11
E-commerce transaction in CNY trillion 16.4 20.5 24.0
Online shopping only 3.8 4.7 &l
Online shopping via PCs 1.7 1.4 1.5
Online shopping via mobile devices 2.1 8.8 4.2
Online shopping only per adult internet user CNY 7,265 8,391 9,577
Online shopping only per adult internet user USD 1,094 1,264 1,443
Adult media usage (hours per day in decimals)
Ages 15-69; 36 cities
Online (per online user) 837 3.38 3.47
TV (per viewer) 2.61 2.41 2.35
Print (per reader) 0.56 0.55 0.55
Radio (per listener) 1.04 1.02 0.99
Total 7.57 7.36 7.36
Adult media usage (percentages)
Online 44 46 47
TV 34 68! 32
Print 7 7 7
Radio 14 14 13
Total 100 100 100

Historic sources: iResearch, CNRS

Alibaba’s Uni-Desk works on several different media platforms.
Many clients have in-house media expertise of some kind, but so far,
have mostly left digital to agencies. This may change as more clients
set up their own DMPs and use more MarTech.

Most of the video disruption is by mobile apps. In 2017, the top 10
accounted for 25% of all viewing hours.

The normal online TV spot is 15 seconds. Pre-roll breaks typically

comprise four 15-second spots, but can be longer for popular content.
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O France

2015 2016 2017e 2018f

Estimated video ad investment % of online

display investment 30 35 40 45
Estimated programmatic % of online display investment 40 53 62 68
E-commerce in EUR bn (including travel) 65.0 72.0 81.7 91.0
E-commerce per 12+ internet user EUR 1,467 1,586 1,772 1,943
E-commerce per 12+ internet user USD 1,701 1,839 2,055 2,253
Adult media usage (hours per day in decimals)
Online 2.70 3.02 EAllS 3.30
Y 3.80 3.60 G156 3.50
Print 0.77 0.77 0.76 0.75
Radio 2.20 2.20 2.19 2.18
Total 9.47 9.59 9.65 9.73
Adult media usage (percentages)
Online 29 Sil 88 34
TV 40 38 37 36
Print 8 8 8 8
Radio 23 23 23 22
Total 100 100 100 100

Historic sources: SRI-UDECAM, FEVAD, Mediametrie/GroupM

There is room to improve omnichannel coordination: the
offline consequences of online promotion, and vice versa.

Advertisers are seeking and paying for better viewability.
The dominant duopoly has encouraged rivals to focus on

brand safety, data collection, audience aggregation and
inventory quality.
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e Germany

2015 2016 2017e

E-commerce in EUR bn (excluding travel) 41.7 44.0 48.7
E-commerce per 10+ internet user EUR 743 759 780
E-commerce per 10+ internet user USD 862 880 905
Adult media usage (hours per day in decimals)
Online (desktop to 2015; plus mobile from 2016;

whole population) 1.78 213 2.48
TV 3.47 3.72 3.68
Print 0.50 0.58 1.12
Radio 2.89 2.97 3.02
Total 8.64 9.40 10.30
Adult media usage (percentages)
Online 21 23 24
TV 40 40 36
Print 6 6 11
Radio 68! 32 29
Total 100 100 100

Historic sources: US Census Bureau, ARD-ZDF, Statista, Internetworld.de, Handelsdaten.de

Data exploitation is growing widely, but smaller advertisers are afraid of
the associated costs.

There is early commercial interest in using blockchain for ad verification
and identity management.

The duopoly is taking share from other digital vendors, but is also a
‘locomotive’ growing the whole sector.

A few large advertisers have in-housed. Others prefer to delegate some
or all of the process to agencies because of the expense.

Amazon Search launched Q3 2017 and 30% growth is possible in 2018.
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® .
‘ India

2015 2016

Estimated video ad investment % of online

display investment 32
Estimated programmatic % of online display investment
E-commerce USD bn (including travel) 42.0 46.4
E-commerce per 12+ internet user USD 120 109
Adult media usage (hours per day in decimals)
Online (average of 12+ users) 3.90 3.27
Online (average for all 12+) 1.41 1.41
TV 2.66 3.15
Print (top 10 titles) 0.28 0.28
Radio 0.47 0.47
Total 4.82 5.31
Adult media usage (percentages)
Online 29 27
TV 55 59
Print 6 5
Radio 10 9
Total 100 100

Historic sources: BCG, (

le, GroupM, comScore, BARC

The shift to activating 1PD is gradual, led by

IRS, GroupM estimate

e-commerce, consumer durables and cab

(taxi) aggregators.

We estimate one-fifth of digital advertising
investment is data-led.

Experienced digital advertisers see MarTech
as an investment in better outcomes. Newer

advertisers will either test it, or not use it at all.

Generally, performance in-houses, and brand
does not. So far, only a few e-commerce and
digital-first firms have in-housed.

Advertisers often wish to use uncut TV spots
on Facebook, but we suggest consideration
of animated GIFs or 5 to 6-second
‘Cinemagraphs,” which seem to work well.
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0 Italy

2015 2016 2017e 2018f

Estimated video ad investment % of online

display investment 32 37 43
Estimated programmatic % of online display investment 27 31 34
E-commerce in EUR bn (excluding travel) 8.1 12.3 15.3 18.9
E-commerce per adult internet user EUR 283 429 488 559
E-commerce per adult internet user USD 328 497 566 649
Adult media usage (hours per day in decimals)
Online (average for all adults) 0.90 0.98 1.20 1.45
TV 4.32 4.08 4.02 3.97
Print 0.23 0.22 0.22 0.19
Radio 2.20 2.28 2.33 2.40
Total 7.65 7.52 7.77 8.01
Adult media usage (percentages)
Online 12 13 15 18
vV 56 54 52 50
Print 3 3 3 2
Radio 29 30 30 30
Total 100 100 100 100
Historic sources: Politecnico di Milano, Audiweb, Auditel, Sinottica TSSP/EMM, RadioMonitor

Only multinationals have developed their own DMPs to connect
owned data with CRM, and few of these have deployed an
attribution model to scrutinize the media mix.

Mediaset ltalia is part of an international TV collaboration
announced in July 2017 to investigate marketing insights from
blockchain.

Amazon’s DSP launched here in mid-2017. It has very solid
customer profiles so will compete strongly against Google.

Auditel is working on a new process to measure multiple TV modes
(live, catch-up, in-stream, etc.) on multiple devices.
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Mexico

2015 2016 2017e 2018f
E-commerce in USD bn (all B2C) 124 16.5 21.4 28.9
Estimated % household penetration of
smart speakers 6.0 6.1 7.3
Adult media usage (hours per day in decimals)
Online 2.50 2.75 3.19 3.50
TV 2.45 2.33 2.35 2.58
Print 0.50 0.40 0.35 0.38
Radio 1.10 1.14 1.20 1.32
Total 6.55 6.62 7.09 7.78

Historic sources: IAB, CONAPO, eMarketer, TGl, MSS TV, MSS Radio

MarTech stimulates sophisticated advertisers,
but depletes investment from the more basic.

We hope by early 2019 to be talking about Total
Audience with Nielsen’s DAR to evaluate online
videos’ contribution to broadcast TV.

Almost no advertisers risk sharing valuable data,
as the rule of law is too weak.
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Spain

Estimated video ad investment % of online
display investment
Estimated programmatic % of online display investment

E-commerce in EUR bn (excluding travel)
E-commerce per 16+ internet user EUR

Adult media usage (hours per day in decimals)
Online (average per online user)

Online (average for whole 16+ population)
v

Print

Radio

Total

Adult media usage (percentages)
Online

v

Print

Radio

Total

Many publishers have attempted a 4%-5% increase in reserve
inventory rates, but failed to make it stick.

2015

12.6
436

1.69

1.21
3.98
0.92
1.77
7.88

15
51
12
22
100

2016

21
18

16.3
539

1.77

1.32
3.74
0.80
1.74
7.60

17
49
11
23
100

2017e

23
25

22,0
695

1.95

1.61
3.60
0.75
1.73
7.59

20
47
10
23
100

MarTech affords more budget control to experienced digital

advertisers.

A few have in-housed. Some are pushed towards Global Full

Stack by global HQs.

Our Amazon investment more than doubled in 2017, led by
display formats (video and static).
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* United Kingdom

2015 2016 2017e 2018f

Estimated smart speaker household penetration % 10 20
Estimated video % of online display investment 23 29 €5 39
Estimated programmatic % of online display investment 63 72 86 88
E-commerce in GBP bn (including travel) 115.0 133.0 149.1 162.7
E-commerce per 16+ internet user GBP 2,589 2,945 3,212 3,413
E-commerce per 16+ internet user USD 3,410 3,879 4,231 4,495
Adult media usage (hours per day in decimals;

definitions for 2017 only)
Online (social, messaging, work, shopping,

browsing, banking, services) 3.32 3.58 717 7.00
TV (any screen, live catch-up or on demand,

free or paid-for) 3.61 3.86 4.46 4.50
Print (physical or digital) 0.33 0.38 1.22 1.15
Radio/audio (any device) 1.67 1.59 2.94 3.00
Total 8.94 9.41 15.79 15.65
Adult media usage (percentages)
Online 37 38 45 45
TV 40 41 28 29
Print 4 4 8 7
Radio 19 17 19 19
Total 100 100 100 100
Historic sources: GroupM estimate, IAB/PwC, IMRG Capgemini, IPA TouchPoints

Most advertisers are willing to activate first party data as long as it will be kept
safe; the proposed use is ethical; and they trust the counterparties. In practice,
these criteria comprise a high bar, and GDPR is a brake.

Much of what passes for Al is actually just variations of pattern matching and
questionable neuro linguistic programming.

Alexa, Siri, Cortana and OK Google are not actually Al. They are personal
assistants that from a marketing perspective could be viewed as modern
versions of “Ask Jeeves.”

One large branding client aims to multiply its Amazon investment 10x by 2020.
Very few consumers watch to completion if they have a choice.

Only 17% of video is watched beyond 5 seconds, 10% beyond 10 seconds
and 3% to completion.
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< usa

2015 2016 2017e 2018f
Estimated smart speaker household penetration % 12 21
Retail e-commerce in USD bn 341.5 393.9 450.7 518.8
Retail e-commerce per 15+ PC with internet USD 1,735 1,915 2,145 2,430
Adult media usage (hours per day in decimals)
Online 2.73 3.97 4.20 4.40
TV 4.98 4.93 4.76 4.59
Print 0.92 0.87 0.83 0.82
Radio 1.85 1.87 1.83 1.83
Total 10.48 11.63 11.63 11.64
Adult media usage (percentages)
Online 26 34 36 38
1A% 48 42 41 39
Print 9 7 7 7
Radio 18 16 16 16
Total 100 100 100 100
Historic sources: ensus Bureau, Nielsen NPOWER, Forrester, US Dept. of Commerce, Nielsen Total Audience Report, eMarketer

Technology should always be informed by human subject matter expertise.

While some clients do or could embrace data more than others, we believe that there is
much more that can be done to drive topline brand growth.

We see effective CPMs rise across programmatic display and video ecosystem as sites
improve viewability rates.

We confine investment to the most efficient and fair DSPs and exchanges to maximize the
funds available for working media.

Buying digital in-house, especially programmatic, is difficult in terms of finding and
keeping the right talent, and knowing how to evaluate DSPs and how to make sure
inventory is bought in a well-lit environment.

As Amazon continues to diversify its business and its media offerings, it is important to
grow this relationship for both endemic and non-endemic advertisers.

Facebook (and all social video) creative should focus on impactfully conveying the brand’s
message within the first second or so of the creative.
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Appendices




E-commerce Per User USD

2015 2016 2017e 2018f 2015 2016 2017e 2018f
NORTH AMERICA NORTH ASIA
Canada 722 829 1,059 1,318 China 1,094 1,264 | 1,443 1,674
USA 1,735 1,915 | 2,145 2,430 Hong Kong

South Korea 1,370 1,447 1,554 1,703
LATIN AMERICA Taiwan 2,463 3,212 | 3,693 4,326
Argentina 88 129 159 180
Brazil 28 28 26 25 ASEAN
Mexico 243 300 375 481 Indonesia 36 60 73 89
Malaysia

WESTERN Philippines
EUROPE Singapore 432 492 542 655
Austria 217 250 292 342
Belgium 1,158 1,477 1,847 MIDDLE EAST
Denmark 3,248 3,589 4,035 4,403 & AFRICA
Finland 1,872 1,695 1,805 1,856 South Africa 25 32 88 88
France 1,701 1,839 | 2,055 2,253
Germany 931 918 1,007 1,071 Mean 729 806 891 982
Greece
ltaly 328 497 566 649 Median 523 625 795 834
Netherlands 783 1,035 1,242 1,623
Norway 1,291 1,496 | 1,694 1,893
Portugal 753 807 870
Spain 506 625 806 843
Sweden 635 717 832 874
UK 2,698 3,083 | 3,264 3,675
CENTRAL &
EASTERN EUROPE
Czech Republic 349 415 444 588
Hungary 260 283 315 330
Latvia
Lithuania
Poland 410 394 397 471
Russia 540 604 722 803
Slovak Republic 235 249 237 266
Turkey 295 359 423 431
Ukraine 44 68 89 116
ASIA-PACIFIC (all)
Australia 753 841 949 1,025
India 27 22 20 19
Japan 636 719 795 834
Sri Lanka 8 8 4
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Total E-commerce in USD iliions)

2015 2016 2017e 2018f 2015 2016 2017e 2018f
NORTH AMERICA NORTH ASIA
Canada 18 21 27 34 China 572 708 859 994
USA 342 394 451 519 Hong Kong

South Korea 61 67 74 82
LATIN AMERICA Taiwan 35 50 60 73
Argentina 3 4 5 6
Brazil 8 8 8 8 ASEAN
Mexico 12 16 21 29 Indonesia 3 6 8 11
Malaysia

WESTERN Philippines
EUROPE Singapore 2 2 2 3
Austria 1.3 1.6 1.9 2.3
Belgium 8 11 13 MIDDLE EAST
Denmark 14 16 18 20 & AFRICA
Finland 7 6 6 7 South Africa 0.4 0.6 2.0 2.1
France 75 83 95 106
Germany 48 51 56 62 WORLD USD bn 1,498 1,794 2,105 2,422
Greece 1.28 1.20 117 1.15
Italy 9 14 18 22
Netherlands 10 14 17 21 WITHOUT CHINA 926 1,086 1,246 1,427
Norway 5 6 6 7
Portugal 4 5 5
Spain 15 19 26 27
Sweden 4 5) 6 6
UK 120 137 151 175
CENTRAL &
EASTERN EUROPE
Czech Republic 2 3 3 4
Hungary 1 2 2 2
Latvia
Lithuania
Poland 9 10 11 14
Russia 24 28 3il 36
Slovak Republic 0.8 0.9 0.9 1.0
Turkey 10 12 14 14
Ukraine 1 1 2 2
ASIA-PACIFIC (all)
Australia 15 17 19 22
India 10 10 10 10
Japan 66 75 84 88
Sri Lanka 0.00 0.02 0.02 0.03
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Adult Internet Users (Thousands)

2015 2016 2017e 2018f 2015 2016 2017e 2018f

NORTH AMERICA NORTH ASIA

Canada 24,309 | 24,747 | 25,140 | 25,501 China 523,078 |560,138 (595,197 |631,590

USA 196,800 | 205,637 (210,128 | 213,509 Hong Kong 4,297 4,547 | 4,375 4,288
South Korea 44,216 | 46,078 | 47,400 | 48,000

LATIN AMERICA Taiwan 14,381 | 15,473 | 16,147 | 16,850

Argentina 29,000 | 29,800 | 30,600 | 31,200

Brazil 113,700 | 116,000 | 122,480 | 129,321 ASEAN

Mexico 51,000 | 55,000 | 57,228 | 60,245 Indonesia 93,400 |102,800 (112,600 |123,000
Malaysia 24,209 | 24,704 |25,255 | 27,704

WESTERN Philippines 47,100 | 54,400 |60,300 | 64,600

EUROPE Singapore 4,240 4,323 | 4,470 4,590

Austria 6,032 6,273 | 6,441 6,600

Belgium 8,871 7,108 | 7,300 7,301 MIDDLE EAST

Denmark 4,213 4,428 4,518 4,600 & AFRICA

Finland 3,550 3,591 3,520 3,550 South Africa 16,928 | 17,660 | 22,549 | 24,127

France 44,318 | 45,397 | 46,1038 | 46,841

Germany 51,923 | 55,600 | 56,100 | 58,000 WORLD (million) 2,054 2,225 2,363 2,466

Greece 5,033 6,457 | 6,850 7,050

ltaly 28,668 | 28,695 | 31,326 | 33,798

Netherlands 12,900 | 13,363 | 13,630 | 13,631

Norway 3,690 3,685 | 3,796 3,909

Portugal 5,604 5,742 | 5,889 6,000

Spain 28,901 | 30,256 | 31,642 | 31,643

Sweden 6,950 7134 | 7,174 7,214

UK 44,419 | 45,158 | 46,412 | 47,665

CENTRAL &

EASTERN EUROPE

Czech Republic 6,974 6,994 7,312 7,500

Hungary 5,094 5,620 5,710 6,100

Latvia 1,251 1,255 1,275 1,276

Lithuania 1,570 1,622 1,651 1,680

Poland 22,000 | 25,000 | 27,500 29,000

Russia (urban) 44,691 46,032 | 483,600 45,039

Slovak Republic 3,547 3,729 3,920 3,921

Turkey 32,533 | 32,533 | 32,533 32,533

Ukraine 21,400 | 21,600 | 21,000 21,000

ASIA-PACIFIC (all)

Australia 19,417 | 19,695 | 20,164 | 21,172

India 350,000 | 426,000 481,000 | 500,000

Japan 108,600 | 104,500 | 105,000 | 105,400

Sri Lanka 6,000 | 8,000 9,000
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