


#1

Video publisher on mobile in the U.S.

We reach over 50% of the overall U.S.
population...

n l ne ...and we reach 70% of U.S. millennials A18-34

200

4 We have a highly-engaged and loyal fanbase
PoPsUGARS THRAIIST the Seecer gn'y-engag Y

of over 200M followers, with 150M in the
U.S. alone

50+

Hours of content our combined audiences
spend watching our content each month

Nielsen DCR (July 2019), ComScore Platform Analytics (July 2019)

*Pending close of Group Nine’s acquisition of POPSUGAR




THE #1 MOST

WOM EE\INSG AI:CIEFEEDS ¥-VY|[ II-EI POPSUGAR. We give authentic, relevant guidance

SITE IN THE U.S. and intel for her life, right now.

POSITIVE. PURPOSEFUL. PLAYFUL.

0 group II 8 E ?I; OPOUDB L II)SRI-II E & LIVE LIFE TO THE THRILLIST
o , I'HR“"S] The most trusted digital brand in food, drink,
nine AND TR AI:II, I(E) |I-3 Icl). 2 travel & entertainment.

A family of brands
that spark action, FHILRTEE . the  Teling animai stores trouan
prioritize positivity & = ctoski dodo  empathy and ety

create community

THE #1 ALWAYS CURIOUS

The digital leader in science and tech —
SCIENCE BRAND
ON MOBILE See (er inspiring a new generation of curious minds.

THE #1 MOBILE STORIES THAT MOVE

NEWS BRAND The trusted voice of young people, covering topics
IN THE U.S. THIS that matter, from pop-culture to current events.

*Pending close of Group Nine’s acquisition of POPSUGAR




Scale matters

Social will mimic cable

Consolidation will happen

bellefs. -

Video will win







Content consumption has
‘'moved rapidly to social

And the rate of adoption and
penetration’is unprecedented

Over the past

60% 2vyears. 200MM+

Approximate Every social platform Number of Americans

percentage of time has made major viewing video content
spent on mobile using product updates to on social platforms
social apps (1) feature videos daily (2)

Sources: Flurry Analytics (1): eMarketer (2)



Social is the new tv

of video views
o in the U.S.
+ o happen on a
mobile device




0O Reality check: everyone but

the 65+ age demo is tuning out

-10.1% TOTAL

65 AND OLDER

-1.9% A50-64

-10.9% A35-49

-24.7% A25-34

-33.1% A18-24

-37.9% A12-17

-22.2% A2-11

Data: Weekly time spent with live TV + DVR / time-shifted TV: Source: Nielsen Change in time spent watching TV
Total Audience Reports Q2 2017. Q2 2016. Q2 2015 By U.S. age group, 2014-17



) Social video trends

Watch Pages have
been restructured to
Video pages OR
playlists like YouTube.

Like other platforms
YT is finding success
in their Stories product
and we anticipate a
larger push.

Video is growing
rapidly on Twitter.
+265% In views over
last 2 years with 60%
growth from 2017.




€) Time spent...
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Source: comScore, Dec 2018




€) But...where are we visiting the most?

23 YouTube
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3 YouTube

amazon

Google

YaHOO!

Gmail

Pinterest

Source: comScore, Dec 2018




) Here they come...

ATT 4= p°

Game Streaming+ core
audience Is <35 & male

TIKTOK

Vine 2.0, short-form video teen
users but aging up fast

AUDIENCE

eSports athletes

15M+ DAU; 120M+ MAU

500M+ MAU: 1B+ Installs

group
nine






€) Digital dominates attention

We asked: “How much time do you spend per day consuming each of the following types of media?”

B 1-2 hours per day 2+ hours per day

Smartphone Apps/Web

Desktop/Laptop

GENERATION Z

TV (Streaming or OTT)

TV (Recorded or Cable)

0% 30% 60% 90%

group
nine




() Media consumption habits

We asked: “On average, on many hours do you spend on social media in a typical day?”

GENERATION Z

33%

group
nine

® <1 hour 1-3 hours 3-5 hours @® 5+ hours




Platform preferences

We asked: "How often do you use or check each of these social media platforms?”

20+ times 10-20 times: 5-9 times @ 2-4 times : Every few Once Monthly or . Rarely or
: . : : Once daily
daily daily daily daily days weekly SO never

) 17% 4% 38% 8% 21% 0% 4% 8%
50% @ 13% 4% 4% 0% 0% 0% 4%
@ 8% 17%  17% 8% 0% 0% 0% 42%

0% 17%  13% . 25%  25% 8% 8% 4%

17% 4% 21% 4% 17% 0% 0% 21%



From the source

We asked what platform features they use the most or are excited about

[Stories are] a useful way to
Sometimes I'll find myself post something in the
checking Instagram Stories for moment... [they] have a

N like 20 minutes straight and ['ll huge impact on actually It's weird to see how
Z realize that | am essentially just getting to know someone influential any site can be... |
: watching TV and "changing the through the internet. It's remember a meme trend that
g channel” with every new story more dynamic. originated on [TikTok], and
z that comes up. the song used in it just broke
© the record for longest #1

song in the country. It

showcases
— | definitely think that IGTV is

becoming more of a
source of viewership rather
than YouTube.

group
nine







the
dodo

#1 animal brand
on digital media

vw #1 most loved
~< publisher on facebook

oY, #1 media brand in the world
— by social engagement

v**v 2b+ monthly video views

Ny

~v, 110mm+ people reached

- monthly in the u.s.



Winning at video

Virality Iis not a strategy. Learn more from
what your fans don’t like.

Dog relaxing | The Dodo LIVE Trangu

luesdays




Winning at video

Virality is not a strategy. Learn more from
what your fans don’t like.

Meet your fans where they spend the most

time: online and IRL.
. ]




Winning at video

Create a sense of community.




Winning at video

Text TIBBLE to 38349 for more information.

Virality is not a strategy. Learn more from
what your fans don’t like.

Meet your fans where they spend the most
time: online and IRL.

Create a sense of community.

Build trust: have a purpose, take a

stand, spark action.
R







