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2020 was a boom year for digital content !gbm
consumption

TOTAL TIME FOR TOTAL AUDIENCE OF
TOP 150 TAGGED DIGITAL CONTENT BRANDS

120,000,000 Peak month March 2020
up 28% YoY
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Source; Nielsen Digital Content Ratings Monthly Tagged, January 2019 — February 2021, P2+, Digital ¢/m, Text, Top 150 brands, Total Time Spent



51% of online time is spent using internet tools !]gtg;
and 49% consuming a range of other content

SHARE OF INTERNET TIME BY ACTIVITY IN 2020

Social &
communities

32% INTERNET TOOLS
INCLUDING:

* Social platforms

e Email

* |nstant Messaging
* Online share drives
* Video conferencing
e Search

Other content
49%

Email &
messaging

(o)
Other InternetlZA)

tools —
4%

Search
3%

Source; Digital Content Planning, January to December 2020, Text, Digital (C/M), Person 18+, Categories/Sub-categories, total time spent



48% of online time spent consuming content is !ggl;
spent on entertainment

SHARE OF ONLINE CONTENT TIME SPENT IN 2020
(BREAKDOWN OF 49% OF TOTAL ONLINE TIME SPENT ON CONTENT)

_ Travel Other -
Finance 39 3%
Corp, Govt & Non- 4%

Profit
5%
Shopping
6%

News
8%

MOST POPULAR
ENTERTAINMENT CONTENT:
 Video & movies
* Online games
_ * Broadcast media

Entertainment .

48% * Music
* Sports

Lifestyle & home
10%

Comp
Electronics
13%

Source; Digital Content Planning, January to December 2020, Text, Digital (C/M), Person 18+, Categories/Sub-categories, total time spent



o
Australians continue to access online content !Etg;

daily across multiple screens

MOBILE DESKTOP CONNECTED TV TABLET
17.3 million 8.5 million PC 7.3 million 4 .4 million iPad
2.9 million MAC 1.4 million Android

Average 6.7 video capable screens per household

quarter; ThinkTV TV Fact Pack Tech Penetrat ion H1 2020
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Connected TV audience is growing strongly australic

VIEW INTERNET CONTENT ON A CONNECTED TV DAILY

7,281,377 1.
11.1 million

5,781,084 Australians have
4,938,474 ever viewed
Internet content on
a TV screen,
/7.3 million daily.

26%
YoY

increase

Sep-Nov 18 Sep-Nov19 Sep-Nov20

; IAB Australia Nielsen Digital Enumeration Study September 20 — November 20 quarter ages 14+ n=3000 per quarter



Smart speaker ownership is emerging, !]gbh;
with 20% of Australians owning this device

4.1 million

% WITH A SMART SPEAKER AT HOME Australians own
a Smart Speaker.
29% Of these, 32% use

o 23%  24%  5gg 51% it daily and 60%
. 18% at least weekly.
I I "

14+ 14-17  18-24  25-34  35-44  45-54  55-64 65+

Source; IAB Australia Nielsen Digital Enumeration Study September 20 — November 2020 quarter ages 14+ n=3000 per quarter



Digital news content engagement heightened in !,E'ng.;

2020 from bushfires to COVID-19 to US politics

TOTAL TIME SPENT FOR TOTAL AUDIENCE IN NEWS CATEGORY
(TAGGED CONTENT)

60,000,000 Peak month March 2020
up 76% YoY
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Source; Nielsen Digital Content Ratings Monthly Tagged, January 2019 — February 2021, P2+, Digital c/m, Text, Current Events and Global News Category, Total Time Spent
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Consumers sought financial information and australia
kept a close eye on the share market

TOTAL TIME SPENT FOR TOTAL AUDIENCE IN FINANCE AND BUSINESS NEWS CATEGORY

(TAGGED CONTENT)
3,000,000 Peak month March
2020 up 69% YoY
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Source; Nielsen Digital Content Ratings Monthly Tagged, January 2019 — February 2021, P2+, Digital c/m, Text Finance/Insurance/Investment Category , Total Time Spent




Interest in real estate lifted from May and ICIb
continued throughout 2020 and into the new ausfralic
year

TOTAL TIME SPENT FOR TOTAL AUDIENCE IN REAL ESTATE CATEGORY

(TAGGED CONTENT)
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Source; Nielsen Digital Content Ratings Monthly Tagged, January 2019 — February 2021, P2+, Digital c/m, text, Real Estate Category, Total Time Spent



Lift in consumption of lifestyle, food, home, iab.
health and family content during COVID-19 ausfralic
lockdown

TOTAL TIME SPENT FOR TOTAL AUDIENCE IN LIFESTYLE CATEGORY

(TAGGED CONTENT)
8,000,000 Peak month March 2020
up 103% YoY
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Source; Nielsen Digital Content Ratings Monthly Tagged, January 2019 - February 2021, P2+, Digital c/m, Text, Total Time Spent

Apparel/Beauty ,Family & Lifestyles ,Family Resources ,Food & Cooking ,Genealogy ,Health, Fitness & Nutrition ,Home & Garden ,Kids, Games, Toys ,Multi-category Family & Lifestyles ,Multi-category Home & Fashion ,Personals ,Pets ,Religion & Spirituality



Behavioral shift from COVID-19 lockdown idb.
drilying up time spent with major retailers ausiralia
online

TOTAL TIME SPENT WITH ONLINE MAJOR RETAILERS IN 2020

Peak month April 2020
45,000,000 up 16% on month prior

40,000,000

17.5 million 35,000,000 \W
Australians 30,000,000

visited a major é 25,000,000
retailer online in g 20,000,000
December 2020. 15,000,000

10,000,000
5,000,000

Source; Digital Content Planning, January to December 2020, Text, Digital (C/M), Person 18+, Mass Merchandiser subcategory, total time spent



44% year on year growth in online retail sales

in 2020

Australians spent
$44.18 billion on
online retail in the
12 months to

December 2020,
around 12.6% of the
total retail trade
estimate.

NAB ONLINE RETAIL SALES AND ABS RETAIL SALES
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Sources: , Australian Bureau of Statistics (ABS). *Data seasonally adjusted (s.a.) using TRAMO/SEATS (incl. trading-day & Easter adjustment.) *p — Preliminary release from the ABS for September 2020.


https://business.nab.com.au/wp-content/uploads/2021/02/NAB-Online-Retail-Sales-Index-December-2020.pdf

iab.
Fortunes of the ad market are linked to GDP australia

MEDIA INVESTMENTS FOLLOW RISES AND FALLS IN GDP, WITH MORE EXTREME MOVEMENTS — ©DFP

— Ad Expenditure
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GDP for
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Source: Historical Statistics of the United States, Volume 3, Bureau of Economic Analysis ;McKinsey Covid-19 Analysis as reported by


https://www.ebiquity.com/news-insights/press/in-the-press-maintaining-share-of-voice-is-key-in-recessions/
https://www.ebiquity.com/news-insights/press/in-the-press-maintaining-share-of-voice-is-key-in-recessions/
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Consumers are regaining confidence about australia

their future financial outlook
Consumer
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132 2014 Budget 2018 Budget increasing

leaks begin

after collapse
in mid-March
2020.

2015 Budget

2017
Budget Wentworth/'f"

124

116

108 -

x
'qé 100 - released by-electiory
2 Finandal 201i9_2
92 market Bushfire
China stock VoY
84 - market plunge 2020
Data prior to Budget
Sep-08 is
76 - monthly
68 [
07 08 09 10 11 12 13 14 15 16 17 18 19 20 21
—4-week average -== Average since 1990 —— Weekly index
Federal Budget release RBA cash rate cut —4-week average

Source: ANZ-Roy Morgan, ANZ Research

Source;


http://www.roymorgan.com/findings/8635-anz-roy-morgan-consumer-confidence-march-2-202103010637

Source;

Slower growth in digital ad investment in !9519.5

2020 driven by the impacts of COVID-19

9.5 billion +2.0%

Total online advertising Online advertising market
market 2020 growth 2020 vs 2019

COVID-19 induced declines in Q2 has resulted in the total online advertising market softening

 Video

General display Search and directories Classifieds Mobile 5
$3.7bn - :$4.3bn - $1.5bn - :$5.2bn -~ :1$1.9bn
. +5.4% on 2013 | i+2.8%o0n 2018 . 1.7.3%on 2019 . i+37%on 2018 . +17.2%o0n 2019

- Mobile represents 54% of total | : Share of content publishers’

. General Display takes : Continues to be the largest * Year on year declines are ! onl 3 , : ! video inventory viewed ona
| segment share from . segment of online advertising - experienced across all industry : online advertising expenditure . connected TV peaks at 45%
. Classifieds : : : . categories : : :



https://iabaustralia.com.au/research-and-resources/advertising-expenditure/

All categories rebound from COVID-19 onset Iqb
declines in first half of 2020 australia

QUARTERLY TOTAL ONLINE ADVERTISING EXPENDITURE BY CATEGORY ($ MILLION)
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https://iabaustralia.com.au/research-and-resources/advertising-expenditure/

Video now attracts more than half of general
display revenue

iab

ssiralie Compiled by PwC

GENERAL ONLINE DISPLAY ADVERTISING EXPENDITURE CY20 V CY19 ($ MILLION)

Growth ‘.‘ 17% ‘ 6% ', 4% ‘.‘ 5%
53%

$1,648.4
$1,211.8
15%
$563.9
1%
$42.5 5448
S 200
Video Infeed/Native Standard Display Other
CY 2019 B CY 2020
. Australian Online Advertising Expenditure Report Market share For the calendar year and quarter ended 31 December 2(
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Source;


https://iabaustralia.com.au/research-and-resources/advertising-expenditure/

Investment in digital advertising forecast to
continue growth at 4.4% CAGR through to 2024

PWC ONLINE MEDIA AND ENTERTAINMENT REPORT 2020 - 2024
ONLINE ADVERTISING EXPENDITURE FORECAST ($ MILLION)
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Source;


https://www.pwc.com.au/industry/entertainment-and-media-trends-analysis/outlook.html

