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Retail Media - By the Numbers

“The $100 Billion Media Opportunity for Retailers”
- BCG

Amazon Net US Ad Revenues, $B (2)

US Retail Media Ad Spend, $B ("

$24.5
A0 .80/0 / 0
R 552.2 5.3 /o
EAG $41.3 scAGR $15.7
314

/ $10.3

$4.6
$0.3 $0.5 $0.7 $0.9 $11 s12 $1.9

2019 2020 2021

2022 2023

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

2023 US Digital Media Revenue, $B (V)
n ogge \

q e 2023 G 2 Million ﬁ

=

3P SMB Sellers on Amazon 3

24.1%
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Retail Media - Now Driving Digital Advertising

What is Retail Media

- Defining commerce media and retail
media

-~ Retail media’s evolution

ijEE
oo
11

The Retail Media Market
- Retail media today \[_\
- Key players in the market \_j\

> How and where retail media exists
-~ Seller universe C‘)
Growth Drivers r ﬁ

- Future opportunity
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What is Retail Media

Commerce Media

Retail Media
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Commerce Media

Retail Media vs. Commerce Media

Commerce Media is the broader link of content
and commerce by connecting audience impressions
with transactions

Retail Media

Commerce Media Then: Affiliate Marketing

4 - Payment
1 2 - Promotion
o = . e
Advertiser -ramnershic  Publisher Customer
'-C’——

3 - Purchase

Commerce Media Now: Closing the Loop Between Impressions and Transactions

Metaverse

_______________________

| Shoppable Ads | Live Commerce | In-Store Retail Media
(Online and Mobile) (& Shoppable TV)

(Shopping On-Demand) (Physical World & Data)

| |
1 1 P! Pl
| 1 (I 1!
1 1 L L
1 1 L P
| e = . | 1 | 1 !
| . = 1 [ ) 1!
1 - . 1 1 SD ; L Pl
| ! o e =5
. B E = L V-BUCKSZE :
_,'.'_'.'_'T'_'.'_'.';'.'_'.'_'.':'.'_'._._._._._._._._._._._.__'.'_'.':'.'_'.'_'.'L'.'_'.'_'TL'.'_._._._._._._._._._._,I
I Sponsored Sponsored Sponsored Digital Retail Media Sponsored Sponsored Sponsored ;
I sponsored Sponsored @ Sponsored (Retail Media Networks) sponsored Sponsored @ Sponsored
i
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A subset of commerce media, Retail Media is real-time ads
served across search, display, and product pages within a

~

Digital Retail Media (“Retail Media")

retailer’s site

Why It’s Popular:

Commerce Media

Retail Media

|.  Low Funnel - online retailers are filled with high-intent shoppers looking to purchase

. Privacy Protected - retail media leverages privacy compliant first-party data

lll.  Non-Intrusive - shoppers barely notice they're viewing ads at all

V. Link to Transaction - clear ROl for advertisers

What It Looks Like on the Retailer’s Site:

Paper Mate kJoy 22pk Gel :, Uni-Ball fipk 207 Plus+ |:\
Pans 0.7mm Medium Tip Retractabie Gel Pens 0.7mm
Multicolored Black
$8.99
@ O

American Journey Active Life
Formula Salmon, Brown Rice &
Vegetables Recipe Dry Dog
Food, 28-1b bag

1
1
1
1
|
1
1
1
1
1
|
1
1
1
|
1
1
1
1
1
|

$49,9¢

Save Exira 35% Off on First
Order

- e e e o e e e e ey

________________________
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Media Becomes an Integral Part of the Retail Value Chain

The retail media ecosystem will focus on maximizing the value of customer
relationships through first-party data, creating a flywheel to drive further

growth

Today’s Relationships Among the Players(1):

MarketinEm,dge\tA 1 l

Or]
Retailer
a
m Loyalty
Purchasing fc®é
behavior CUStO_mer .
d Conversions Experience
Bran Incremental Transactions Relevant
Sales Advertising
A 4
00O
Ine;
nslghts /
Customer
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EXamp 1 e: Am azon All products on the search

landing page are ads

Hello Hello, Sign in Retums 0
AMAZON Lty s o e T Vo

= All Prime Day Deals Best Sellers AmazonBasics New Releases Customer Service Prime ~ Books Music  Amazon Home Registry Kindle Books Fashion Handmade Shop Prime Day today

1-48 of over 3,000 results for "toothpaste” Sort by: Featured v

Eligible for Free Shipping
Colgate Do more for your whole mouth
R

Shop Calgata®s

[T Free Shipping by Amazon

All customers get FREE Shipping on
orders over $25 shipped by Amazon
Deals

|_| Prime Day Deals

Amazon Local Stores

[ Amazon Fresh
|| whole Fouds Market

(illmate Pledge Friendly Colgate Optic White Colgate Total Colgate Optic Renewal
__| Climate Pledge Friendly Pro Series Whitening...  Whitening Toothpast...  Teeth Whitening Teo....
LR # 1,430 o o 64,211 ok i & & 31,86
Department adadadl 64,211 ok 1861
o prime prime prime
Toothpaste =
Teeth Whitening Products Sponsored @
Teeth Whitening Gels RESULTS

~ See AlLT10 Departments
o ET

Customer Reviews

v ‘% & Up
> & Up

& Up

& Up
Brand
[T colgate
LI Crest
|| sensodyne
|_| Tom's of Maine
|| Aquafresh
] Arm & Hammer
[ hello Sponsord @
v Seemore M f iith Whitel rost 3D Whitg inous MinT nta
Price Toothpaste with Mini Breath Strips, Teeth Whitening Toothpaste, 5.7 Toothpaste with Stannous Fluoride Antibacterial Protection
Under $25 Clean Mint Toothpaste for Bad... 0z, Pack of 4 and Zinc, Exclusive, Whitening... Toothpaste, Mint Burst, 50z (Pack...
$25 10 $50 Mint - 6.3 Ounce (Pack of 3) Luminous Mint - 3.7 Ounce (Pack of 4) Mint Mint: 5 Ounce (Pack of 4)
$50 t0 $100 F A ofs - 430 A dArd 1,295 fr A A fe ~ 54,211 ok ddr ok - 27516
$100 to $200
-27% %6 soz7/ouncs0as > 14 (s1.01/0unce] -2 1% *13** (s0.70/0unce) *14% 5075/0unce)

PROGRESS ~ . .
‘ PARTNERS onfidential 12



Very similar look and

Example: Walmart feel to Amazon

Reorder a Sign In

s .
Walmart :‘\ 88 Departments 83 Services basketball L1] My Items Account

SPALDING

MAX GRIP

&Rip conrRO

Cie
+ Add

Made for the Game. Shop

+ Add

$22.48 $34.88 $29.97
Spalding Pro Tack Indoor and Spalding Max Grip TF Indoor- Spalding Grip Control TF Indoor and
Cutdoor Basketball 28.5 In. Qutdoor Basketball 29.5 In. Cutdoor Basketballs 29.5 In.
L2 2 ¢ el *hk ko 07 L8 2 3 8 i
[A] In-store ® Price v Brand Vv Departments v @ Speed v Sort by | Best Match s
I IHE ED | [ NS = F 1 3
‘ Basketballs ‘ Basketball equipment ‘ Basketbzll hoops ‘ NCAA basketballz ‘ ‘ NBA basketbzlls Basketball shoes ‘ ‘ Basketbzll clothes
| | )
Sort by i Results for "basketball” (1000+)

Shop my store

Price

Brand

Departments

Speed

Basketball Size
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Example: BestBuy

headphones

Backto School .. Top Deals Deal of the Day Totaltech Membership  Credit Cards Gift Carde  Lianih 8 Wiallaana

Add 24/7 home monitoring from SirrpliSafe

SimpliSafe

=) South Bay Center

E Cart

@) Account Recently Viewed Order Status Saved ltems

Shop now »

Results for "headphones” in Audio. Search all categories instead.

Get it fast Shop headphones by type
Store Pickup 3t South Bay Center and rearby stores

[[] seme-day pickup

sShipping ©

[[] same-day shipping ®

02241

L

Over-ear and on-ear

Avszilability

Wireless

@nsored productsD

[] Exclude Out of Stock ltems (570)

Category

Hezdphones
All Headphones
Headphone Accessories
Home Audic

Receivers & Amplifiers

9% &

Sports and fitness Earbud and in-ear Ncise-canceling

CD Players & Turntables Sennheiser - Momentum 2 True Wireless ciser - SPORT True Wireless In-Ear Bose - Sport Earbuds True Wireless in-Ear
S Noise Cancelling In£ar Headphones - hones - Black Farbuds - T Black
Speakers Black
High-Resolution Audio Arérirdr (80) 1y 2n Wiy (1899)
Docks, Radios .8 $249.99 $129.89 $149.00
Eyew Even the products s
¥ H o”
outside of “Sponsored ‘
” SortBy:| Best Match ~
products” are
L3y
i~ sponsored
Apple Watch ART— o $269.00
Wireless Noise Cancelling Over-the-Ea Jag @
Headphiones - Luxe Silver m Was4379.00
(0 Deal endzin 10-40:25
Modd: 754297-0300 SKU: 8332175 )
1 PROGRESS Confidential 14



Ads Are Everywhere!

-+ Add

S
9 . L4
Bl 5 instacart(/

120z 12 Pack

Ladies shearling mittens
L 6 & & & JCa)

JW Marriott Nashville

Nashville

& Spe X Pool "." Pet frisndly
_—

Servic

Coleman 4-Person Instant Pop-Up Tent 1
Room, Green

L2 2 & SEREE

1@ Expedia

Fully refundable
Reserve now, pay later

4.6/5 Wonderful (695 raviews)

‘ Spend

w

_34—5, ‘Save $20 7

égT "P:N \%QJ\
Uber Eatsi
. YA

-

\"‘Q\Q

Loco Taqueria & Oyster ... ‘.
$0.49 Delivery Fee + 15-30 min

$389

$457 total

RPN RSAID) / Pan ke
Chrptwnann i Bl
Phrrfhgfeirm BRatrivo /

€5 20 errrvescen TASLETS

Alka-Seltzer Plus

Severe Cold PowerFast Fizz
Effervescent Tablets Sparkling
Original - 20 Ea

ARk d 28 mEsA
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Offsite Ads

Offsite ads are ads purchased by the retail media network on behalf of the
advertiser that direct potential purchasers to the sponsored item on the

retailer’s site.
o of consumer goods advertisers in the
5 4 / US bought offsite display or banner
o ads as of November 2021 (1)
J

of consumer goods advertisers in
the US bought offsite video ads as
of November 2021 (1)

On Twitter On Amazon

Visit the DAPU Store

of US marketers expected retail
media networks to provide offsite
ad solutions, in a September 2021
Color: Linen/Natural Linen 9 survey. (1)

“Our surveyed companies [advertisers] allocate 30 percent of their spend with
retailers to onsite ads, 45 percent to offsite, third-party sites and apps, and the
remaining 25 percent to direct marketing and in-store marketing.”(2)

1 PROGRESS Confidential 16
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Retail Media’s Evolution
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The Evolution of Retail Media: Amazon Set the Stage

2012 - 2016

Amazon was the first major online
retailer to implement a retail
media network; eBay followed,
but was unable to adapt as quickly
as Amazon®

Amazon forecasts its ad business
could reach $40B+ by 2023,
establishing itself among the
digital advertising giants

From Duopoly to Triopoly("’

% of US Digital Media Revenue

n 23.6%

z’ 7.8%

2019

37.0%
Others

o
31.6%

Amazon Net U.S. Ad Revenues ($B)2)

/ $24.5

$15.7

a 14.6%

$10.3

$30.0 -
/ $4.6
$0.3 $0.5 $0.7 $0.9 $1.1 $1.2 $1.9 -
2011 2012 2013 2014 2015 2016 2017 2018

1 PROGRESS
PARTNERS

2019

2023

34.9%
Others

2020

1). eMarketer 2). Lek

o~
26.4%

2021
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The Evolution of Retail Media: Amazon Set the Stage

2017 -2019

+ As Amazon'’s retail media business began eclipsing $1B in 2016, a few other
large retailers took note and began rolling out their own media networks

Walmart+

® TARGET

\wy I-G%Jer |

Branded as Walmart
Connect, it has created the
ability to correlate online
and in-store activity for
advertisers

Rebranded as Roundel 3
years after its launch in
2016, and has since
partnered with Disney to
inform CTV ad buys

First to expand outside
traditional retail, and has since
grown to be used by over
2,000 brands

Walmart Ad
Revenues, $M “)
/o
0 ®1°
$2 270

$3 140

2019 2020 2021 2022 2023

Target wants to build a media
business to rival Amazon

May 3, 2019 | By Hilary Milnes

Confidential 19
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The Evolution of Retail Media: Media is Everywhere

2020 - Present

* Today, retail media networks have grown to exist everywhere, driven by growth in
eCommerce with further acceleration from Covid-19 and regulatory privacy tailwinds

*  Previously, advertisers were challenged to connect their ad spend to actual purchases

*  Retail media allows brands to better serve their customers through more relevant offers
and incentives while adhering to data privacy

* It now expands beyond retail media networks and into any owner of first-party data and
customer touchpoints - hospitality, travel, automakers, banks

eCommerce . -
y 4 -
Marketplaces amazon eb: Y ':‘tsy
Merchandise Retailers O TARGET Walmart+ * MOCYS
Specialty Retailers I(I.'?) er Walgreens petcosh
Intermediaries @ Expedia DOEASH Uber #" instacart

PROGRESS ~ e .
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Market Overview
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Retail Media is Now the Third Largest Digital Channel

Fueled by continued growth in eCommerce, retail media is the fastest growing
form of digital advertising, and now represents the third largest digital channel

US Digital Ad Spend, 2021 US Retail Media Ad Spend, $B("
% of Digital 40.8% / $52.2
CAGR $41.3
41.2% $31.4
$20.5 .
$13.3
29.6% 2019 2020 2021 2022 2023

US eCommerce Sales and Amazon’s Share, $B("

1,177
$1,050 S

$933

$792
598

46%

2019 2020 2021 2022 2023
mmm US eComm sales (SB) Amazon's Share

1 PROGRESS Confidential 22
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Retail Media Will Continue to Drive Commerce Media

Retail media is driving brand spend from brick and mortar to digital by offering upper funnel
awareness placements to trade marketing teams

Trade spend, or the money that brands spend to promote their products at retail locations
(volume pricing, slotting fees), is now moving to retail media networks

US Commerce Media Market Growth Bridge, $B("

[ Net New Dollars ] ‘ Existing Spend I

2021 Organic growth Shift from other Shiftfrom Shiftin Shiftin 2026
in digital digital channels tradational  :: trade sponsorships | gu  poiiMedia Specific $s
---------------------------------------------------------------------------------------- * - Other Commerce Med’a $S
1 PROGRESS Confidential 23
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Key Players in the Commerce Media Ecosystem

Media Execution() Front-End Inventory

Demand Facilitation Platform Facilitation ||  Retail Media Networks :
o P B I
W cehametrcs  Junglescout 1 o perpetua %m INMOBI 11 diger  @Expedia |
\Y 1
. intentwise ‘—* Quartile ____ L—?_-Iz-/l-c_ll_y E ROKT K kevel |1 e (® TARGET. eby :
skai SellerLabs 1d_(_3\_N_n_S_t l_'e_a_l:n : Walmart+ - !
(O theTradeDesk |, poonoass |
Analytics & Attribution : . Uber petcos I
__________________ audigent. ; # instacart !
CommercelQ "i2f Helium10 | Profltero ___________ | WW I
Junglescout ™ "N ha:ne:;t:,:. 71| i.Promotel@: | amazon
___________ |
Wl ciomevics Zeenk  @adverty | decile cuteo | *MOcys. Etsy
Service Providers _ Affiliate & Publisher Platforms Publishers
amify 7 Fiyheel| 1 sellics, TUNE som offiliate T AdVon'!
___________________ 1 Future Ohus=iele
Amplity __ adliicent AFFLUSNT @MAZON  iehiciiai t 7 SRIMLINKS - Vox [ Ouisids
Fintech stackcommerce Ocﬂlc_:c;r;_ "TTIPSER. RED|VENTUREsS BuzzFeeD
SWIFTLINE Influencer & Social Tools Social Platforms
MAVRCK " FTAP PRI #paid & GRIN facebook ¢ TikTok
Brand Aggregators R vty . ~
Perch s VIOLA ©Oiaspire  {%linktree Captive || L% SnapChat cuiitecss  Jnstagram
THRASIO seller .
ere || creatoria M LivzscaLz  upfluence ©Youlube @) Pinterest
Z
Personalization and Loyalty Closing The Transaction Loo Incremental Traffic and Sales \
\\ g P
/
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Representative RMN DSP and SSP landscape

Various RMNs have taken various approaches to DSP and SSP partnerships

RMN DSP SSP
amazZon In-House In-House
In-House (via
D theTi D et
Walmart+ O theTradeDesk Q rolpaapisiganinder
yahoo! <& eacvue O
@ TARGET. O theTradeDesk skai [ oexexcrance
Poaer PACVUE skai In-House
- [ VFLYWHEEL

*  For comparatively smaller scale RMNs who haven't built or acquired an exclusive DSP
/ SSP, it is common to partner, sometimes exclusively, with DSPs to provide
programmatic bidding

*  Most large RMNs have built out in-house SSPs, or have made the acquisitions to bring
the SSP capabilities in-house - for example, Walmart acquired the ad Server Thunder
and SSP Polymorph Labs in 2019 ("

1 PROGRESS ~ :
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Retailers

Although CPGs utilize a variety of retailers to sell goods utilizing through their retail
media networks, the majority of advertising revenue is owned by Amazon due to its
eCommerce market share, focus on the customer, and ability to leverage data

*  The value of a retail media network largely depends on the strength of the consumer
relationship; focusing on the centralization of data, audience-building capabilities,
and generating APIs to automate and integrate the value chain will be paramount

Percent of CPGs that Partner with RMN(" US Retail Media Net Ad Revenue, by Company!"
Amazon Ads 77% 90% " 1.7% 1.9% 2.2%
Walmart 56% = 7.0%
eBay
Home Depot 60%
Walgreen I'm talking about customer
Albertson's 21% obsession rather than
Macy's 1% competitor obsession. 77.1% 76.7% 77.7% 76.9% 75.6%
cVsS - Jeﬁ: BeZOS, 1997 30%
Target
Best Buy
Instacart 0%
Gopuff 2019 2020 2021 2022 2023

Amazon mWalmart mlInstacart

1 PROGRESS Canf :
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Search and Banner Ads Drive Retail Media

Sponsored product ads (search ads) are the most common and effective type
of pay-per-click marketing tool due to their native look akin to organic search
results

Ad Formats U.S. Consumer Goods Advertisers Have
Bought via Retail Media Networks, Nov-21(")

—

L
1
. On-site search ads 67%
1
1
i On-site display/banner ads 66%
e
CTV ads 65% :
On-site video ads 63% ‘;"
102 sé;r 118" 99
Off-site video ads 59%
Off-site display/banner ads ebay | |
" Up to 30% off Home Office IL - wm
In-store display ads e i -
In-store video ads e o : rona
Other " i jormcmmsom e -
shamiiny $74.88 8
None of the above - dile.
— i e D
1 PROGRESS Confidential 27
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Brands Look to Drive ROI When Advertising on RMNs

Retail media marketers need several capabilities to demonstrate ROI:

=)o =)o
4o

TDo=1Do

=450
—So=Do

1 PROGRESS
PARTNERS

1). eMarketer

Traffic: Brands want to assess the quality
of traffic in which the visits of the site are
meeting the marketing objectives of the
brand and will drive sales(?/

First-Party Data: Brands want to leverage
first party data for insight and data-driven
marketing tactics¥

Platform Experience: Brands want to
easily advertise on platforms, as they
care about ease of use, ad relevance, ad
load and an ability to advertise in a
variety of formats(¥

Targeting and Measurement: Brands look
for audience targeting, off-site targeting,
closed-loop sales attribution, return on
ad spend (ROAS) and reporting
metrics/KPls

Most Important Attributes to Advertisers?

Trafficscale Y 4.35
Trafficquality I 4.32
Audience targeting capabilites I 4.28
Advertising relevance [ NNINENGNEGEE .27
Omnichannel purchase data | NRNRRMEE 4.4
First-party consumer data [ 4.24
Return on adspend [NNNNENGEGEGEEEE .23
Reporting metrics and KPis [ NN .22
Platform ease of use [NNININGNNE 4.15
Closed-loop sales attribution | NG 2.06
Variety of ad formats [ 3.08

Advertisingload [ 3.9
Off-site targeting capability [l 3.81

Retail and eCommerce giants have a unique
competitive edge due to their scale, but new
entrants can also leverage their first-party
customer data to stay in the game

Confidential 28




Agencies Help Brands Diversify their RMN ad Spend

Today, brands lean on agencies & service providers to help execute their strategies

How Brands Execute Their

Historically, brands were solely focused on Amazon; as more Retail Media Programs, %("
retail media networks have been built out, it has become
e . Agency Only
difficult for brands to completely manage in-house
: , 5.7%
Advancements in technology will help brands not only In-House Only
connect across various RMNs, but also integrate their data 29.6% some Agency, Some

throughout the value chain 64.8%

Evolution of How Brands Reach Retail Media Networks

Phase 1
Direct to Retailer » dMazon )
Phase 1 Walmart+ /\
i I[\ i l
> i —»> rger \Lll_ /
i O TARGET. - .
Brands Agencies & Service Providers ebay Reta.ll
Phace 3 T Media
ase 'b—’ i Networks
s T M Egr

3rd Party Technology Platforms
< rrosress Confidential 29
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Amazon’s Seller Universe

Amazon's 3P sellers now accounts for nearly 60% of the company’s retail sales

First Party Seller (1P)

i
- & a
i =
moomm [T

“Ships from and sold by Amazon”
Brand is wholesale vendor to

Amazon

22%

Of Amazon'’s Total Sales
are from 3P Sellers

3P Sellers Globally
on Amazon

Second Party Seller (2P)

Resell a

-m
er
L~
=
11

“Ships from and sold by Amazon”

Amazon supplier is not
manufacturer

amazon

Third Party Seller (3P)

S 3//P a
e =

L1

“Sold by merchant, fulfilled by Amazon”
Uses Amazon marketplace to sell D2C

76% 82%

Of Amazon SMB 3P Of Amazon Sellers
Sellers are Profitable are 3P

20 years ago, Amazon made the decision to open its marketplace to 3P sellers, aiming
to create a win for both small businesses and customers through increased product
selection, low prices, and fast delivery

Recently, Amazon announced its intention to scale back its private label businesses; in
2021, Amazon's private label brands accounted for ~1% of sales ($4.7B), seemingly
under-monetized to Apple's App Store and Google Search Ads

< PROGRESS

1). JungleScout
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The Future of 3P Sellers

Retail media networks could open the door for 3P sellers into other ecommerce
marketplaces that have been dominated by private label and large brands

Utilizing third-party sellers is attractive as it carries virtually no inventory risk - for its own
private label business, retailers must store, import, and liquidate inventory

Fueled by retail media networks, 3P sellers are now seeking to tap into other online
ecommerce giants

Top Alternative eCommerce Platforms for Amazon Top Alternative eCommerce Platforms
Sellers (Currently)” Sellers Plan to Join in 2022
1. eBay ebanv - 28% of Amazon sellers also sell here 1. Walmart
2. Shopify [ - 15% eolore aro ot 2. Shopify £l
. fairly confined
3. Etsy J:t‘EV -13% to Amazon 3. eBay b
4. Facebook Marketplace [ - 12% 4. Facebook Marketplace |3

5. Walmart -12% o>. Etsy Etsy

~=y PROGRESS Confidential 31
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Walmart Aims to be the Next Big Media Network

Walmart is Amazon's largest competitor and closing in quickly, however Walmart has
significantly less online customers and third-party sellers than amazon

Amazon's traffic scale drives much of Global Ecommerce Revenue ($B)
its success while Walmart's traffic scale
is significantly smaller than Amazon’s $73.2
In June 2022, Amazon received 3.61B $39.7 264.9
visits to its website, the 9th most out of $25.1
any website globally. Walmart received — $614.0 e
652.5M, 64t most globally $348.6 '

2019 2020 2021 2022

Amazon B Walmart

Walmart Partners with Shopify to Grow its Seller Network - 2020

12 :
(%% 3P Sellers - By the Numbers (2 g} The partnership granted access to

Shopify sellers to apply to bec.ome
a 6.3M 115k I 1.75M sellers on Walmart.com, opening a

1M+ ecosystem of third-party sellers
to begin selling on Walmart’s platform

In 2020, Walmart made its first partnership with a commerce platform, which
empowered SMBs to sell through its online marketplace

<=y PROGRESS Confidential 32
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The Future of Retail Media
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Amazon’s Retail Media Network

Amazon has demonstrated the benefits of building out an extensive Retail Media
Network; in 2021, 68% of the company'’s overall profits came from advertising(”

Operating Margins ‘ A Purchase Intent® %Q Product Discovery“ Q
) Increase in Of customers
~ 80% Operating 450% purchase intent 68% discover new

margins for f bile ad ¢
Arnaror's RMN A?r:wranz?)nl e adson products

Amazon Ad Revenue vs. Net Income(?

$33,364

AWS accounts for ~$19B of global
margin (through ~30% margin itself),
suggesting low profitability of the core
retail business

$11,588

$10,073

$596 $2,371
$2,950
$1,710 $10,108 $14,085 $21,453 $31,200
2015 2016 2017 2018 2019 2020 2021
B Advertising Revenue (SM) =o=—Net Income ($M)
PROGRESS Confidential 34
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Challenges for Network Providers

Building a successful retail media network comes with challenges; if addressed correctly,
it's not too late for newer entrants to get into the game

. . Global Website Visits, May-22 (Ms)?
Online scale constraints:

Retail media networks are constrained by
the scale of their eCommerce business(”

B %

Underpowered tech and capabilities: 2.0x total /
To build and refine the necessary deep traffic

data, targeting, optimization and

attribution capabilities in-house can be /
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Solutions for Network Providers

Network providers can take the following steps towards a successful RMN:

- Deepen customer touchpoints and harness data assets - tracking preferences,
shopping history, and click behavior to optimize networks(”

* Pursue ad inventory expansion - seeking off platform partnerships

- Leverage third-party technology platforms to get up and running fast - through an
internal team to drive strategy, manage operations, and guide technology(”

- Digitize and modernize the in-store advertising experience(’

- Integrate all eCommerce and in-store advertising placements under a coordinated
business teams - reducing friction in the customer journey(”

Motivation for U.S. CPG Brands to work with RMNs(2

( 62% . Lo
: 49%51% 51% | 49% . 43% 48% 48%
I 33% . 299% 38% 37% 34% 0
: 19% i 29% 28%
: ° ! 14%
1 1
I I
: I
: Accessto RMN''s first Build partnership w Betterunderstand the | Leverage O&O reatiler Open co-branding Deliver personalized  Accessreporting tied to Oblige merchants
: party data retailer sho pper : inventory opportunities comunications sales
I I
! Quickly rising importance of 1P .
i i I . . .
¢ data and customer relationships / m 2020 m2021 Source: eMarketer Retail Media Networks Perception Benchmark
1 PROGRESS Confidential 36

1). Lek 2). eMarketer



Solutions for Advertisers and Publishers

Given the rapid growth in retail media, both advertisers and traditional
publishers will need to develop strategies to adapt to the changing media

landscape

Solutions for

Solutions for

Create Partnerships

Work with RMNSs across several
networks

Focus on the Big Picture

Optimize spend holistically across
various networks and mediums

Set Expectations

Focus on ROAS and set high
expectations for RMNs

Gain New Business Insights

Leverage data-driven results to
uncover insights such as new
audiences and customer preferences
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Act Like a Retailer

Build eCommerce capabilities or
create a marketplace to understand
customer behavior

Engage with Lower Funnel

Create interactive and engaging
experiences to target audiences with
specific purchase intent

Partner with RMNs

Share data and cocreate content with
RMNs to utilize their inventory

Supply RMNs with new marketing
content to boost engagement
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Privacy Regulation and Private Privacy Monopolization

Changes in privacy regulation, both by governments and corporations, will continue to
reprice the ad market, increasing the appeal of onsite retail media as more traditional

digital strategies struggle to perform

California CPRA

Apple ATT

The California Privacy Rights Act, which expands the
California Consumer Privacy Act, will become
"operative” January 1, 2023. Enforcement will begin
July 1,2023 ™.

When the act goes into effect, “most personalized
advertising will no longer be possible in California” (2.

The CPRA initiates momentum towards privacy
regulation on the federal level and in other states.

In April 2021 Apple introduced App Tracking
Transparency, effectively giving users the ability to opt
out of targeted advertising on iPhone ().

Most users did opt out, significantly reducing the
efficacy of ad targeting on the platform ).

Advertiser ROl has fallen by almost 40% and mobile ad
spend by 25%" (4.

- Meta expects Apple's privacy changes will cost them $10B in revenue in 2022 (9
*  Recent Apple job listings indicate they may be building a DSP ©®
+  Apple, Google, and Meta will be direct competitors in the development of AR/VR

technologies
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Future Opportunity
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Retail Media is a Paradigm Shift in Digital Advertising

— Retail Media is Massive

Retail Media was the third largest digital advertising channel in 2021(")

$ 5 2 B /\UﬂidRiit‘Zld © In2021, it acc‘o'unt?d for 16.2% of all digital ad spend, or $31.4B of the $189B spent on
Spend, 2023 digital advertising("

Retail Media Ads are Effective

High-Intent For brands and sellers, RMN advertising is highly effective; search and banner ads are
w Shoppers strategically placed close to the point of sale and driving ROAS

B Amazon Dominates Retail media

Amazon will own 14.6% of US digital ad revenue by 2023
a n ~ + In 2021, Amazon's ad revenue reached $24.5B (approx. 68% of its profits), as the
! <J company accounted for 77.7% of total US retail media ad revenue®

Data and Analytics Still Developing

— RMNss are filled with first-party audience data
ﬁ /\j + Tracking, measurement, and analytics of this data is still underdeveloped and often not
L@‘ properly shared with brands and sellers need ROAS

3rd Party Tech Will be Key

to navigate; third-party providers who can help brands and sellers navigate this

+  For brands and sellers, the variety within RMNs is a confusing and difficult landscape
% landscape will play a major role in the industry’s growth
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Where We're Looking for Opportunity

Area

Opportunity

Key Players

Data, Identity,
Measurement, and

Secure collection, management, and
use of first-party consumer data to drive
competitive advantages and improve
targeting, segmentation, and identity
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Retail Media

The Consolidation of a New Era
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