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The Mainstreaming of the     
Direct Brand Economy
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The Direct Brand Economy is Achieving Mainstream Status
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2019: Incumbents Lead in Buying Successful Disruptors

6

—AdAge—The New York Times

—TechCrunch 

—BusinessWire

—beautyindependent.com

—TechCrunch

—Forbes —Target 
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32 Disruptors Founded in the Last 10 Years had M&As in 2019

7

DTC Acquired by

Swish Beverages ZX Ventures

Alcohol/Beer/Wine

DTC Acquired by

Greats Steve Madden

Reformation Permira

Bow & Drape
WIN Brands 
Group

Lively Wacoal

Apparel/Fashion

DTC Acquired by

Thinkful Chegg

CodeMonkey Studios TAL Education Group

Portfolium Instructure

zyBooks Wiley

Osmo BYJU's

Socratic Google

Education

DTC Acquired by

NurturMe Grays Peak Capital

Tio Gazpacho Novamex

Halo Top Wells Enterprises

Hungry Harvest Ungraded Produce

Purple Carrot Oisix ra daichi

Cameron's Coffee Grupo Nutresa

Revive Kombucha Peet's Coffee & Tea

Food & Beverage

DTC Acquired by

littleBits Sphero

Wisp Target Group

Henge Docks Brydge

Consumer Electronics

DTC Acquired by

Habit Viome

AVA Royal DSM

Foodstand Diet ID

Health/Wellness

DTC Acquired by

Sustain Natural Grove Collaborative

Walker and Company Procter & Gamble

Christophe Robin The Hut Group

Drunk Elephant Shiseido

Kylie Cosmetics Coty

Oars & Alps SC Johnson

Tatcha Unilever

This Is L Procter & Gamble

Personal Care

Source: CB insights 7
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Top 2019-2020 Direct Brand Economy Trends

1. Brands are now born “storelessly” and grow across channels

2. The entire brand supply chain is increasingly available “as-a-service”

3. Delivery wars intensify: next-day now the norm, same-day the frontier

4. Buy online, pickup in-store (BOPIS) is the new normal in shopping

5. To survive, retailers and brands are engaged in a raging “experience war”

6. Emerging tech now fully emerged to elevate digital shopping experiences

7. A “Shopify ecosystem” is materializing as a direct brand alternative to Amazon

8. Digital data output will triple from 2019 to 2025, powering demand for – and availability of –
personalized services, products, content, and marketing

9. Regulatory concerns about consumer data are high, but not yet affecting companies’ data investments

10. Video consumption is skyrocketing – entirely on direct-to-consumer channels

11. The video ad market is really two markets: story-based, and “me-based,” and both, content, commerce, 
and data are converging

12. Shoppable video ads are edging close to mainstream

13. Podcast and audio streaming are creating breakout brand opportunities

8



IAB Proprietary Research

Indirect Brand Economy (1879 – 2010) 

retailer

publisher

advertising 
agencybrand

consumer

finance

sourcing

manufacturing

logistics

distribution

integration
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Direct Brand Economy, 2010+
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Welcome to the “Storeless Brand”
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B&M Store Closings Up 68% YoY to a Record 9,300 Stores
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US Store Closings Have Spiked to Their Highest Levels in Years in 2019

Total Store Closures Total Store Openings

Sources: https://qz.com/1771909/2019-saw-a-dramatic-spike-in-us-retailers-closing-stores/; https://coresight.com/research/reviewing-year-to-date-us-store-closures-and-openings/ 12
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Sources: eMarketer, October 2019; https://content-na1.emarketer.com/us-E-commerce-2019; A decade in review: E-commerce sales vs. retail sales 2007-2018

• Ecommerce is growing 5x the 
rate of total retail, and its 
share has nearly tripled in 
the last decade (from 5% to 
14%)

• 82% of U.S. adults shop 
online, accounting for nearly 
$600 billion in 
2019 (up 13% YoY)

• In 2020, for the first time 
mobile will account for half 
of all online sales

The Rise of E-commerce Powers the Direct Brand Economy

13
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Comparing Growth: U.S. Retail Sales* vs. E-commerce

Total Retail Sales Growth* E-Commerce Sales Growth

*Factoring out the sale of items not normally purchased online, such as fuel, automobiles and sales in bars and restaurants 

https://forecasts-na1.emarketer.com/584b26021403070290f93a27/5851918a0626310a2c1869d9
https://content-na1.emarketer.com/us-ecommerce-2019
https://www.digitalcommerce360.com/article/e-commerce-sales-retail-sales-ten-year-review/
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E-commerce Market Share will Increase ~50% across All Categories by 2023

Source: https://forecasts-na1.emarketer.com/584b26021403070290f93a31/5851918a0626310a2c186abc 14

US Retail E-commerce Sales Share by Product Category
% of Total Retail Sales

Timeframe 2019 2020 2021 2022 2023

Apparel & Accessories 25.20% 27.90% 31.00% 34.00% 37.00%

Auto & Parts 3.70% 4.10% 4.40% 4.70% 5.00%

Books, Music & Video 51.20% 56.20% 61.80% 67.80% 74.40%

Computer & Consumer Electronics 39.40% 43.40% 47.70% 52% 56.30%

Food & Beverage 2.60% 3.10% 3.60% 4.20% 4.80%

Furniture & Home Furnishings 22.20% 25.20% 28.30% 31.20% 34.30%

Health, Personal Care & Beauty 10.20% 11.70% 13.60% 15.50% 17.60%

Office Equipment & Supplies 26.60% 28.40% 30.30% 32.20% 33.90%

Toys & Hobby 32.70% 36.80% 40.80% 44.90% 49.00%

Other Categories 24.20% 24.30% 24.20% 24.20% 24.10%

https://forecasts-na1.emarketer.com/584b26021403070290f93a31/5851918a0626310a2c186abc
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Sources: Nielsen.com 7/26/19, "Total Consumer Report 2019“; Digitalcommerce360.com, 10/18/19, "e-commerce has an outsized impact on the CPG market, research shows“; 
Nielsen.com 7/26/19, "Total Consumer Report 2019“; KPMG Organic Growth Barometer 2019 15
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While CPG brick-and-mortar unit & sales growth are flat to declining YoY, e-commerce sales are up significantly

https://www.nielsen.com/us/en/insights/report/2019/total-consumer-report-2019/
https://www.digitalcommerce360.com/2018/10/18/e-commerce-has-an-outsized-impact-on-the-fmcg-market-research-shows/
https://www.nielsen.com/us/en/insights/report/2019/total-consumer-report-2019/
https://home.kpmg/uk/en/home/campaigns/2019/07/kpmg-organic-growth-barometer-2019.html
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60 Years of Big Brand Dominance is Eroding

Source: (1983), “Study: Majority of 25 Leaders in 1923 Still on Top,” Advertising Age, P.32. & Various 16

Nearly 60% of the Top 20th Century Brands Have Lost Share or Stopped Trading

Brand 1923 1983
2016-
2019

Brand 1923 1983
2016-
2019

Swift's Premium Bacon 1 1
Out of 

Business
Sherwin-Williams Paint 1 1 3

Kellogg's Corn Flakes 1 3 3 Hammermill Paper 1 1 1

Eastman Kodak Cameras 1 1 Bankrupt Gillette Razors 1 1 1

Del Monte Canned Fruit 1 1 2 Coca-Cola Soft Drinks 1 1 1

Hershey's Chocolates 1 2 2 Campbell's Soup 1 1 1

Crisco Shortening 1 2 1 Ivory Soap 1 1 6

Wrigley Chewing Gum 1 1 2 Lipton Tea 1 1 1

Nabisco Biscuits 1 1 1 Goodyear Tires 1 1 3

Eveready Batteries 1 1 6 Palmolive Soap 1 2 2

Golden Medal Flour 1 1 1 Colgate Toothpaste 1 2 3

LifeSavers Mint Candies (Wrigley) 1 1 5
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Marketing Strategies are Becoming Fundamentally More Personalized

Sources: https://www.marketingdive.com/news/pgs-sales-jump-as-ad-spending-shrinks-data-driven-marketing-ramps-up/559912/; https://www.prweek.com/article/1593429/p-g-slashes-ad-spend-350m-cutting-waste-agency-fees; 
https://www.thedrum.com/news/2019/04/19/unilever-ups-ad-spend-300m-2-years-thanks-agency-cutbacks; https://www.campaignlive.co.uk/article/unilever-saves-%E2%82%AC500m-in-housing-more-efficient-agencies/1578798 17

"Once you have the smart audiences, you can do propensity marketing with people that have similar characteristics.”

- David Taylor
CEO, Procter & Gamble

July 2019

https://www.marketingdive.com/news/pgs-sales-jump-as-ad-spending-shrinks-data-driven-marketing-ramps-up/559912/
https://www.prweek.com/article/1593429/p-g-slashes-ad-spend-350m-cutting-waste-agency-fees
https://www.thedrum.com/news/2019/04/19/unilever-ups-ad-spend-300m-2-years-thanks-agency-cutbacks
https://www.campaignlive.co.uk/article/unilever-saves-%E2%82%AC500m-in-housing-more-efficient-agencies/1578798
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• Apparel retailers’ earnings 
were down 24% in Q1 
2019— the worst showing 
since Q1 2008 (-40%)

Apparel Industry Illustrates Brands’ Big Shift

18

Apparel Industry Profits
Retail Metrics Apparel Group percent change in earnings

Source: Retail  Metrics

Source: https://www.digitalcommerce360.com/product/online-apparel-report/  
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Source: https://www.digitalcommerce360.com/product/online-apparel-report/  

• U.S. online apparel sales 
grew 18.5% in 2018 vs. total 
apparel (+5.3%) and now 
represent more than a third 
of all apparel sales

Apparel Industry Illustrates Brands’ Big Shift

19

30.6%

34.4%

2017 2018

Online Share of Total Apparel Retail Sales
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• The top five women's 
underwear brands’ market 
share from 52% in 2013 to 
41% in 2018 

• Digitally native brands’ share 
increased to 36% in 2018 
from 28% in 2013

• Sales for Rihanna’s lingerie 
brand Savage X Fenty, which 
debuted in 2018, are 
growing while Victoria’s 
Secret’s sales are declining

As Consumers go “e,” DTCs are Trouncing Top Women’s Underwear Brands

Sources: https://www.retaildive.com/news/top-5-womens-underwear-brands-losing-market-share/555374/; WSJ.com, 8/27/19, "Rihanna's Lingerie Brand Savage X Fenty Receives $50 Million in Fresh 
Funding; Direct-to-consumer brand has been gaining market share on Victoria's Secret since its debut last year" 20

Savage X Fenty Lingerie by Rihanna

https://www.retaildive.com/news/top-5-womens-underwear-brands-losing-market-share/555374/
https://www.wsj.com/articles/rihannas-lingerie-brand-savage-x-fenty-receives-50-million-in-fresh-funding-11566923431
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• Sales from The RealReal, 
ThredUp, Poshmark, Grailed, 
Depop, and other digital 
resale marketplaces are 
expected to reach $64 billion 
in sales by 2028, $20 billion 
more than the estimated fast 
fashion sales by global giants 
like H&M, Uniqlo and Zara

Secondhand Apparel Marketplaces Forecasted to Outpace Fast Fashion Giants

Sources: https://www.uschamber.com/co/good-company/launch-pad/retailers-fuel-resale-trend; https://www.thredup.com/resale 21

Secondhand is Capturing Market Share

$378B

$431B

3% annual 
growth

16% annual 
growth

$24B
$51B

Retail Apparel Secondhand Apparel

https://www.uschamber.com/co/good-company/launch-pad/retailers-fuel-resale-trend
https://www.thredup.com/resale
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Production: 
At-Your-Service

22
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• Instead of paying full price 
for the purchase and upkeep 
of expensive equipment, 
manufacturers can now 
lease that equipment and 
pay only for the amount 
they use

Hardware-as-a-Service: Rent Your Own Tool Set

Sources: RERMag.com, 1/22/19, "5 Manufacturing Trends to Watch in 2019”; https://www.wired.com/wiredinsider/2018/07/industrial-iot-how-connected-things-are-changing-
manufacturing/?kui=UAPMrn6f3aP3eaSFc8xssw#_ts=1547651787952

23

https://www.rermag.com/supply-side/5-manufacturing-trends-watch-2019
https://www.wired.com/wiredinsider/2018/07/industrial-iot-how-connected-things-are-changing-manufacturing/?kui=UAPMrn6f3aP3eaSFc8xssw#_ts=1547651787952
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Source: https://www.forbes.com/sites/bernardmarr/2019/08/05/robots-as-a-service-a-technology-trend-every-business-must-consider/#1f7d0baa24ea

• RaaS (robots-as-a-service), 
the leasing of robotics using 
a cloud-based subscription 
service, is predicted to 
have 1.3 million installations 
by 2026 generate $34 billion 
in revenue

The Leasing of Robots Will Grow From a Million to a Billion $ Business by 2026

24

Google Cloud Robotics

https://www.forbes.com/sites/bernardmarr/2019/08/05/robots-as-a-service-a-technology-trend-every-business-must-consider/#1f7d0baa24ea
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Source: Technology trends shaping the future of manufacturing

• Generative design explores 
all the possible permutations 
of a solution, quickly 
generating design 
alternatives and maximizing 
production productivity

A SaaS Product for Design Increases Speed-to-Market

25

Generative Design

https://www.autodesk.com/solutions/future-of-product-design-and-manufacturing?mktvar002=1068208&&mkwid=s%7cpcrid%7c356190047709%7cpkw%7cmanufacturing%20trends%7cpmt%7ce%7cpdv%7cc%7cslid%7c%7cpgrid%7c72483745379%7cptaid%7ckwd-768919382326%7c&intent=&utm_medium=cpc&utm_source=google&utm_campaign=GGL_FOMT_US_NB_SEM_EXACT&utm_term=manufacturing%20trends&utm_content=s%7cpcrid%7c356190047709%7cpkw%7cmanufacturing%20trends%7cpmt%7ce%7cpdv%7cc%7cslid%7c%7cpgrid%7c72483745379%7cptaid%7ckwd-768919382326%7c&addisttype=g&s_kwcid=AL!8131199977!3!356190047709!e!!g!!manufacturing%20trends&gclid=EAIaIQobChMIvYSC6oK15AIVGonICh1HQwUoEAAYAiAAEgLD8vD_BwE&gclsrc=aw.ds
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• WaaS companies have 
created a marketplace for 
existing warehouses and 
3PLs to match unused 
storage space, packaging 
providers, and smaller 
companies and brands

Warehouse-as-a-Service Marketplaces Align Storage Openings with Demand

Source: MultiChannelMerchant.com, "Warehouse-as-a-Service Providers Address E-commerce Fulfillment Niche" 26

https://multichannelmerchant.com/operations/warehouse-service-providers-address-ecommerce-fulfillment-niche/
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5PL
A logistics company manages 
a farmer’s complete supply 

chain network from 
production to delivery.

4PL
A logistics company strategically 
manages a 3PL on behalf of the 
farmer to package and deliver 

eggs to grocery store.

3PL
A fulfillment company with

a fleet of trucks cartons
eggs and transports them

from farm to grocery store.

2PL
A courier 

delivers eggs 
from farm to 
grocery store.

1PL
A farmer who 
delivers eggs 
to a grocery

store for sale.

Source: MultiChannelMerchant.com, "Warehouse-as-a-Service Providers Address E-commerce Fulfillment Niche"

• Total U.S. third-party logistics 
gross revenues increased 
15.8% in 2018 to $213.5 
billion (the highest since 
2010) as the market expands 
into to 4PL and 5PL service 
levels

The 3PL Category Is Posting Its Highest Revenue Growth in a Decade

27

https://multichannelmerchant.com/operations/warehouse-service-providers-address-ecommerce-fulfillment-niche/
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Product Postponement Places the Storefront + Consumer “At-Your-Service”

• To reduce complexities in the production stage, companies like Blueland produce and ship liquid cleaning products in 
tablet form only

• Zara’s ships incomplete “product skeletons” that are completed at and tailored to the individual market destinations

Sources: Delivering on "direct to consumer" in the CPG industry; https://www.vox.com/the-goods/2019/7/30/20727387/just-add-water-dehydrated-cleaning-beauty-
environmental; https://www.ft.com/content/3f581046-cd7c-11e9-b018-ca4456540ea6 28

https://supplychainquarterly.com/topics/logistics/20181219-delivering-on----direct-to-consumer----in-the-cpg-industry/
https://www.vox.com/the-goods/2019/7/30/20727387/just-add-water-dehydrated-cleaning-beauty-environmental
https://www.ft.com/content/3f581046-cd7c-11e9-b018-ca4456540ea6
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The Delivery Wars:
Speed Is of the Essence

29
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https://www.slideshare.net/ActivateInc/activate-technology-media-outlook-2020-185417815

• After Amazon rolled out 
one-day shipping for 
Prime members in Q2 
2019, the competition 
increased their services 
as well

In 2019 Amazon Forced Next-Day Delivery to be a Market Standard

30

Macy’s debuted a pilot 
program offering free 

same-day delivery with 
a $75 minimum Walmart announced roll 

out of $98 annual 
membership for same-day 

grocery delivery

Walmart launched free 
next-day delivery with 

a $35 minimum

Target extended its  
same-day delivery 

option to all customers 
(previously only available 

to Shipt subscribers)

Amazon announced 
standard Prime shipping 
update from two-day to 

next-day delivery

Response to Consumer Demand for Fast Shipping by 
Select Major U.S. E-commerce Companies in 2019
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Two-Day Delivery is a Cost-of-Entry Standard for Brands

31

Key Benefits:

• Two-day shipping is available to 92% of the U.S.

• No pricing on website; cost-effective, high-level service fulfillment 
solutions

• Best-in-class providers in an alliance of design, implementation, 
fulfillment center, technology, automation, and delivery companies

• Business model based on those of the best E-commerce and online-
to-offline (O2O) businesses, including distributed logistics, 
automated, multi-client, flexible, scalable, and focusing on inventory 
flow not storage

• Compelling value proposition including no upfront capital, low 
operating costs, increased revenue due to faster delivery, affordable 
two-day or under delivery, streamlined return processing

• Industries served include new forays into toys, healthcare, and 
food/beverage
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• The rise in the volume of 
online orders and the 
consumer willingness to 
pay extra for fast delivery 
pushed the value of the 
Last Mile market to $31.2b 
in 2018.

• Market will reach $61.6b 
by 2025

Last-Mile Delivery is Expected to Grow at 10% CAGR Through 2025

Source: https://www.marketwatch.com/press-release/at-102-cagr-last-mile-delivery-market-size-to-surpass-usd-61573-million-by-2025-2019-08-22 32

https://www.marketwatch.com/press-release/at-102-cagr-last-mile-delivery-market-size-to-surpass-usd-61573-million-by-2025-2019-08-22
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Sources: AdWeek.com, 10/15/19, "Walmart’s In-Home Grocery Delivery Service Is Live“;  https://www.adweek.com/digital/amazon-adds-in-garage-delivery-as-its-latest-fulfillment-option/;  Adweek.com, 11/4/19, "Amazon Expands In-Car 
Delivery to Compete With Brick-and-Mortar Retailers”; 

Delivery Has Moved From Outside Your Door to Inside Your Spaces

33

Retailer
In-Home 
Delivery

In-Garage 
Delivery

In-Car 
Delivery

Amazon ✓ ✓ ✓

Walmart ✓ ✓

Target

Walgreens

Consumer Delivery Methods

https://www.adweek.com/digital/walmarts-in-home-grocery-delivery-service-is-live/
https://www.adweek.com/digital/amazon-adds-in-garage-delivery-as-its-latest-fulfillment-option/
https://www.adweek.com/digital/amazon-in-car-delivery-holiday-shopping-season/?utm_content=position_9&utm_source=postup&utm_medium=email&utm_campaign=FirstThingsFirst_Newsletter_191105082810&lyt_id=1157999
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Shippers Rise to The Challenge

• FedEx and UPS now offer delivery 
services 7 days a week

• UPS expanded its access point locations 
to 90% of the U.S. and enabled 
customers to tender shipments later for 
next-day ground delivery 

• FedEX expanded its Freight Direct 
Business to 80% of the U.S. 

Sources: https://pressroom.ups.com/pressroom/ContentDetailsViewer.page?ConceptType=PressReleases&id=1563910123636-117; https://www.wsj.com/articles/how-amazons-shipping-empire-is-challenging-ups-and-fedex-11567071003; 
https://about.van.fedex.com/newsroom/fedex-ground-announces-seven-day-residential-delivery-year-round/; https://pressroom.ups.com/pressroom/ContentDetailsViewer.page?ConceptType=PressReleases&id=1563910123636-117 ; 
finance.Yahoo.com 10/15/19, "FedEx Announces Expansion of FedEx Freight Direct“; https://pressroom.ups.com/pressroom/ContentDetailsViewer.page?ConceptType=PressReleases&id=1563910123636-117

34

https://www.theverge.com/2019/8/7/20758346/fedex-amazon-ground-shipping-ending-contract
https://pressroom.ups.com/pressroom/ContentDetailsViewer.page?ConceptType=PressReleases&id=1563910123636-117
https://www.wsj.com/articles/how-amazons-shipping-empire-is-challenging-ups-and-fedex-11567071003
https://about.van.fedex.com/newsroom/fedex-ground-announces-seven-day-residential-delivery-year-round/
https://pressroom.ups.com/pressroom/ContentDetailsViewer.page?ConceptType=PressReleases&id=1563910123636-117
https://finance.yahoo.com/news/fedex-announces-expansion-fedex-freight-130000482.html
https://pressroom.ups.com/pressroom/ContentDetailsViewer.page?ConceptType=PressReleases&id=1563910123636-117
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• The crowdsourced delivery 
model is meeting rising 
demand for parcel delivery 
by leveraging local 
nonprofessional couriers 
to get packages to 
customers’ doors

Crowdsourced Delivery Provides Low Barrier for Smaller Brands & Retailers

$859 

$675 

$450 

$278 

$187 

$52 
$40 

Deliveroo Instacart New Dada Postmates DoorDash Fetchr Deliv

Funding Raised to Date By Crowdsourced Delivery Startups
Global Millions ($)

Source: https://www.businessinsider.com/crowdsourced-delivery-report 35

Source: Crunchbase, 2017

https://www.businessinsider.com/crowdsourced-delivery-report
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Sources: https://www.businessinsider.com/crowdsourced-delivery-report; SupplyChainDive.com, 11/12/18, "New York City's next big congestion challenge hides in plain sight“; 

• New crowd-sourced 
companies are emerging 
for same-day parcel delivery 
similar to Amazon including 
Fetchr, Deliv, Roadie, and 
Hired Hitch, which deliver 
by car, bicycle, motorbike
or on foot

Crowdsourcing (& Amazon) Fueling the Same-Day Delivery War

36

fetchr

https://www.businessinsider.com/crowdsourced-delivery-report
https://www.supplychaindive.com/news/new-york-city-crowdsourced-delivery/541499/
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Autonomous Delivery Vehicles Tests are Increasing

• Amazon’s Scout robot, Pepsi’s self-driving “snackbot”, and Domino’s self-driving Ford cars are the most 
noteworthy initiatives among leading brands and retailers

Sources: AboutAmazon.com, 1/23/19, “Meet Scout: Field testing a new delivery system with Amazon Scout”; TheVerge.com, 1/23/19, “Amazon has made its own autonomous six-wheeled delivery robot” ; Pepsico.com press-release, 1/3/19, 
"PepsiCo's Hello Goodness snackbot is Off to College“; LadyFirst.com, 11/17/19, “Domino's trial self-driving delivery cars” 37

Amazon PepsiCo

https://blog.aboutamazon.com/transportation/meet-scout
https://www.theverge.com/2019/1/23/18194566/amazon-scout-autonomous-six-wheeled-delivery-robot
https://www.pepsico.com/news/press-release/pepsicos-hello-goodness-snackbot-is-off-to-college01032019
http://www.lady-first.me/article/domino-s-trial-self-driving-delivery-cars,11451.html
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• The FAA predicts commercial 
drone sales to more than 
quadruple this year from 
$600K to $2.7 million, as 
Google, UPS, Amazon, 
Walgreens, and Uber all 
forge ahead in the space

Drones, Soon to be a Reality, will Bring the Last Mile to the Air

Sources: WSJ.com, 10/25/19, "The Drones Are Coming“; https://www.latimes.com/business/technology/story/2019-09-19/alphabets-wing-plans-drone-drug-store-deliveries-within-a-month; : UPS.com Press Release, 7/23/19, "UPS Announces 
Innovative New Products And Services To Help Customers Grow And Succeed“; BusinessInsider.com 9/19/19, "From electric vans to autonomous robots, here are all the vehicles Amazon has and will use to deliver packages to your doorstep" 38

Wing

https://www.wsj.com/articles/the-drones-are-coming-11571995806?mod=flipboard
https://www.latimes.com/business/technology/story/2019-09-19/alphabets-wing-plans-drone-drug-store-deliveries-within-a-month
https://pressroom.ups.com/pressroom/ContentDetailsViewer.page?ConceptType=PressReleases&id=1563910123636-117
https://www.businessinsider.com/amazon-vehicles-used-deliver-packages-2019-7#personal-vehicles-7
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The New Shopping Experience: 
Selling Your Brand in an Omnichannel World

39
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Source: https://www.radial.com/sites/default/files/BOPIS--%20Understanding%20the%20Growth%20and%20Impact%20of%20Omnichannel%20Fulfillment.pdf

• BOPIS neutralizes retailer 
warehouse and shipping 
costs, lets them use existing 
employees, and offers 
incremental value as 85% of 
shoppers say they made an 
additional in-store purchase 
while picking up online 
orders

More Than 9 in 10 Retailers have a BOPIS Program

40

3%

5%

92%

Retailers Adopting BOPIS Programs at High Rate
Does your company currently have a buy online, pickup in-store (BOPIS) program?

No, and no plan to launch a BOPIS
program in the next 12 months

No, but plan to launch such a
program in the next 12 months

Yes

Source: NAPCOResearch

https://www.radial.com/sites/default/files/BOPIS--%20Understanding%20the%20Growth%20and%20Impact%20of%20Omnichannel%20Fulfillment.pdf
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BOPIS
48%

Delivery 
52%

2018

Source: Digitalcommerce360.com, 10/18/19, "e-commerce has an outsized impact on the CPG market, research shows"

• Click-and-collect CPG orders 
increased 60% between 2016 
and  2018

• The majority of online 
grocery sales are delivered 
by third-party drivers and 
delivery service

BOPIS Represents Nearly Half of Online CPG Orders

41

Source: Nielsen Retail Measurement Services, Total U.S. CPG; E-commerce sourced via Rakuten Intelligence; 52 weeks ended Aug. 25, 2018

Click-and-collect
18%

Delivery
82%

2016

Click-and-Collect Has Surged Since 2016
How consumers got their online CPG orders

https://www.digitalcommerce360.com/2018/10/18/e-commerce-has-an-outsized-impact-on-the-fmcg-market-research-shows/
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Walmart Covers 80% of the U.S Population for Online Grocery Order Pickup

• In the last 2 years, Walmart has expanded the number of in-store pickup kiosks by 8x to 1,700 stores and 
expects curbside service will account for 33% of their digital sales in 2020

Sources: https://www.grocerydive.com/news/walmarts-grocery-pickup-is-reaching-new-high-value-shoppers/555158/; https://www.supermarketnews.com/online-retail/walmart-inhome-delivery-goes-live; Walmart restructures supply chain 
team in omnichannel push; Walmart to expand in-store tech, including Pickup Towers for online orders and robots 42
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Target Integrates ~80% of E-Commerce Sales in Stores

Sources: Big-Box Rebound: How Target Packaged a Turnaround; BusinessInsider.com, 6/13/19, "Target is doubling down on same-day delivery as Walmart and Amazon spar over one-day delivery”; https://www.cnbc.com/2019/11/20/target-
is-cutting-costs-by-90percent-thanks-to-its-same-day-delivery-options.html 43

Target

“When Target customers order online 
and pick up at a store, use curbside 
pickup or select shipping via Shipt
about 90% of the cost goes away.”

– Brian Cornell
CEO, Target
November 2019

https://fortune.com/longform/target-retail-big-box-turnaround/
https://www.businessinsider.com/target-same-day-shipping-grows-website-2019-6
https://www.cnbc.com/2019/11/20/target-is-cutting-costs-by-90percent-thanks-to-its-same-day-delivery-options.html
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Retail Brands have Launched an “Experience War” 

Sources: Big-Box Rebound: How Target Packaged a Turnaround; BusinessInsider.com, 6/13/19, "Target is doubling down on same-day delivery as Walmart and Amazon spar over one-day delivery”; https://www.cnbc.com/2019/11/20/target-
is-cutting-costs-by-90percent-thanks-to-its-same-day-delivery-options.html 44

"In thinking about the two 
transformative elements of modern-
day retail, it begins by creating unique 
and relevant experiences. If you can't 
create a customer experience in your 
brick-and mortar store, an experience 
that goes beyond convenience, you're 
just another node in the supply chain. 
And that in-store experience must 
then be extended to a digital mobile 
relationship.”

– Kevin Johnson
CEO, Starbucks
January 2020
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• Shoppers scan their Amazon 
app while in-store video 
cameras and AI build a 3D 
profile allowing the shopper 
to simply grab what they 
need and walk out

Amazon Go: The “Super-Convenience” Experience

Sources: https://www.cnn.com/2018/10/03/tech/amazon-go/index.html;  https://www.bloomberg.com/news/articles/2019-11-20/amazon-go-cashierless-supermarkets-pop-up-stores-coming-soon 45

https://www.cnn.com/2018/10/03/tech/amazon-go/index.html
https://www.bloomberg.com/news/articles/2019-11-20/amazon-go-cashierless-supermarkets-pop-up-stores-coming-soon
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• Mitsubishi is partnering with 
data tech company BirdDog 
to identify prospective 
buyers and then connect 
with them at locations 
tailored to their interests 
(e.g., malls, cultural events, 
etc.) where the ride-and-
drive is set up

Mitsubishi: The Geo-Specific, Interest-Based Pop-Up Experience

Sources: MarketingDive, 8/29/19, Mitsubishi merges hyper-local targeting with experiential test drive pop-ups; Mitsubishi Pop-Up Site; Mitsubishi Press Release 46

https://www.marketingdive.com/news/mitsubishi-merges-hyper-local-targeting-with-experiential-test-drive-pop-up/561907/
https://www.mitsubishismallbatchdrives.com/
https://www.prnewswire.com/news-releases/mitsubishi-motors-extends-small-batch-marketing-initiative-with-innovative-consumer-brand-experience-pilot-300907890.html
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• Patagonia features 
three-month mobile pop-up 
stores stocked with their 
Worn Wear and ReCrafted 
Collections and services 
including repair and 
upcycling workshops

Patagonia: Embracing Brand Extensions in Alternative Environments 

Source: https://www.retaildive.com/news/patagonia-opens-first-worn-wear-store/567533/ 47

Nylon

https://www.retaildive.com/news/patagonia-opens-first-worn-wear-store/567533/
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• Lululemon’s Mall of 
America location includes 
yoga and HIIT studios, a 
"grow room" customers 
can rent out for group 
meditations or other 
events, and a "fuel bar" 
complete with seating 
areas, coffee, smoothies, 
etc.

Lululemon: The Store as a Clubhouse

Source: https://www.retaildive.com/news/how-lululemons-mall-of-america-megastore-puts-experiential-retail-on-displ/567702/ 48

Lululemon/MSP Mag

https://www.retaildive.com/news/how-lululemons-mall-of-america-megastore-puts-experiential-retail-on-displ/567702/
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• Joann Fabric & Craft is 
remodeling its stores to 
include community spaces 
for hosting events and 
workshops including 
digitally-powered updates 
to staffers to execute online 
fabric cutting orders, a 
concierge service for 
custom sewing and tailoring 
needs, and 3D printers to 
buy or use in-store

Joann: the Store as Community Center

Source: RetailDive.com, 11/6/19, "Joann entices holiday crafters with 3D printers, new tech“; 49

Joann Stores

https://www.retaildive.com/news/joann-entices-holiday-crafters-with-3d-printers-new-tech/566726/
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• The Warby Parker Virtual 
Try-On app uses AR to 
overlay computer-generated 
frames onto the customer’s 
face while AI provides 
personalized answers to 
customer queries based on 
location, seasonality, 
individual store-policies, 
inventory availability, etc.

Emerging Tech Personalizes and Elevates the Digital Customer Experience

Sources: The Fascinating Ways Warby Parker Uses Artificial Intelligence And AR To Change Retail; How AI is assisting the comeback of brick & mortar retail 50

Apple App Store

https://www.forbes.com/sites/bernardmarr/2019/04/18/the-fascinating-ways-warby-parker-uses-artificial-intelligence-and-ar-to-change-retail/#4e010d0a4b2e
https://www.retaildive.com/spons/how-ai-is-assisting-the-comeback-of-brick-mortar-retail/545561/
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Source: How McDonald's super sizes its data for an optimized supply chain

• McDonald’s uses Dynamic 
Yield’s AI-driven 
personalization software for 
an automated drive-through 
menu system for the 
customer that also provides 
supply chain efficiency by 
recommending items based 
on available inventory levels

McDonald’s: AI Personalizes Menus & Improves the Supply Chain

51

McDonald’s

https://www.supplychaindive.com/news/mcdonalds-AI-demand-planning-supply-chain-optimization/553185/
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Source: PRNewswire, 5/26/19, Fastest Growing Online Engagement Ring Company Four Mine Reinvents Itself as "With Clarity" to Continue Driving Unprecedented Growth

• With Clarity's exclusive Home 
Preview service allows 
shoppers to create and 
receive up to two 3D-printed, 
replica rings that mimic the 
exact look and feel of their 
bespoke diamond creation, 
free of charge and 
middleman price markups

“With Clarity” 3D Printing Revolutionizes Ring Shopping

52

With Clarity

https://www.prnewswire.com/news-releases/fastest-growing-online-engagement-ring-company-four-mine-reinvents-itself-as-with-clarity-to-continue-driving-unprecedented-growth-300851151.html
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The New Shopify Economy:
Powering the Direct Brand Ecosystem

53
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45% are actively selling on Amazon and of those …

Amazon accounts for one-fifth of revenue

Amazon Continues to be a Frenemy

54

55% are not actively selling on Amazon and of those …

26% are testing or planning to test

29% not in use at all and not even testing

Source: IAB Founder’s Insights Benchmarking Study, November 2019

https://www.iab.com/wp-content/uploads/2019/11/DTC_Founders_Benchmark2019_WEB.pdf
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• The U.S. E-commerce 
software application 
market will be worth over 
$4.4 billion by the end of 
2019, an increase of 14% 
year-over-year

Shopify + WooCommerce = 46% of the $4.4b E-commerce Software Market

Source: https://www.oberlo.com/statistics/E-commerce-platform-market-share-in-usa 55

Leading U.S. E-commerce Software Platforms 2019

Source: Trends.builtwith

https://www.oberlo.com/statistics/ecommerce-platform-market-share-in-usa
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• In 2019, Shopify launched 
an AI-powered fulfillment 
network which lets 
merchants reduce shipping 
costs and provide consumers 
with Amazon-level services

The Shopify Fulfillment Network Aims to Compete with Amazon’s FBA

Sources: zdnet, Shopify creates AI-powered fulfillment network for SMB merchants;  Shopify Launches Fulfillment Network for SMB Merchants 56

Retailer
Within 
2 Hours

Same-Day 
Delivery

Next-Day 
Delivery

Two-Day
Delivery

Subscriptions

Amazon ✓ ✓ ✓ ✓ ✓

Shopify ✓ ✓ ✓ ✓ ✓

Delivery Timing and Type Capabilities

Sources: zdnet, Shopify creates AI-powered fulfillment network for SMB merchants;  Shopify Launches Fulfillment Network for SMB Merchants

https://www.zdnet.com/article/shopify-creates-ai-powered-fulfillment-network-for-smb-merchants/
https://multichannelmerchant.com/operations/shopify-launches-fulfillment-network-smb-merchants/
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Source: Shopify, Shopify launches new retail hardware to transform in-store shopping

• Shopify’s Tap & Chip 
Reader, Dock, and Retail 
Stand work together as a 
POS software system 
offering multi-channel 
inventory management, 
secure payments, and a 
consolidated backend that 
connects directly with a 
brand’s online store

Shopify’s New Retail Hardware Coordinates Transactions across Multiple Channels

57

Shopify

https://news.shopify.com/shopify-launches-new-retail-hardware-to-transform-in-store-shopping
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Source: Shopify, Postmates Offers Same-Day Delivery App for SMBs in Shopify

• Same-day delivery platform 
Postmates has a delivery 
app in the Shopify App Store 
that lets smaller Shopify 
merchants offer their 
customers the new option of 
a two-hour delivery window

Shopify Institutes Same-Day Delivery

58

https://multichannelmerchant.com/operations/postmates-offers-day-delivery-app-smbs-shopify/
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The First Party Data Economy:
Personalization Confronts Regulation

59
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Source: https://www.itu.int/en/ITU-D/Statistics/Pages/stat/default.aspx

• Around half the world uses 
the internet, including 87% 
of the US population (+13% 
in the last 5 years)

Internet Use is Increasing YoY to 4.1 Billion Internet Consumers Worldwide
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By 2025 the Amount of Digital Data Generated Globally will More than Triple
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https://www.forbes.com/sites/tomcoughlin/2018/11/27/175-zettabytes-by-2025/#3314b7575459
https://www.networkworld.com/article/3325397/idc-expect-175-zettabytes-of-data-worldwide-by-2025.html
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Mobile Data Generation is Projected to More than Double by 2022
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• 41.6 billion connected IoT 
devices are estimated to 
generate 79.4 zettabytes (ZB) 
of data by 2025

IoT Device Data will Grow at a CAGR of 29% through 2025

Source: idc.com, 06/18/19, “The Growth in Connected IoT Devices Is Expected to Generate 79.4ZB of Data in 2025, According to a New IDC Forecast” 63

https://www.idc.com/getdoc.jsp?containerId=prUS45213219
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Diverse Data Output = Refined Audience Targeting for Media Buying/Planning

Source: https://content-na1.emarketer.com/customer-experience-2019-part-1-audience-segmentation-and-targeting 64

Select Data Sets Used to Identify and Segment Audiences on Basic Attributes, May 2019

Data Type First-Party Source Second-Party Source Third-Party Source

Identity:
device-level; 

online-to-offline (O2O)

• Customer relationship management (CRM)—e.g., email, address, 
phone number

• Point-of-sale (POS)

• Publisher/digital commerce platform (e.g., login info, email, 
username, etc.)

• Retailer (e.g., POS data)

• Agency

• Data co-op

• Identity resolution provider (standalone or as offered via DMP or DSP)

• Panels (e.g., Comscore, Nielsen)

Demographic: 
age, gender, 

household income

• CRM

• Customer data platform (CDP)

• Publisher

• Data management platform (DMP)

• Demand-side platform (DSP)

• Data co-op

• Data reseller (e.g., Epsilon, Experian, Acxiom, etc.)

• Panels (e.g., Comscore, Nielsen)

• DMP offering access to third-party data sets

• DSP offering access to third-party data sets

Firmographic: 
company size, 

revenues, industry, etc.

• CRM

• CDP
• Publisher

• Data co-op
• Third-party data reseller (e.g., Dun & Bradstreet)

• Site scrapers/crawlers

Behavioral: 
marketing-specific data

• Website and app analytics

• Analytics from multichannel marketing hub 
(e.g., Salesforce, Oracle, Adobe, SAP, etc.)

• Publisher-provided analytics and reporting

• Platform-provided analytics and reporting 
(e.g., DSP, exchange, location analytics platforms, etc.)

• Ad server

• Attribution

• Panels/surveys

• Data resellers (e.g., intender data)

• Search data

Purchase
• CRM

• Billing/invoice systems

• In-store/POS

• Retailer

• Publisher/digital commerce platform

• Data co-op

• Loyalty/credit card companies

• Data reseller (e.g., Kantar, IRI, Experian, etc.)

• O2O data onboarder

Psychographic: 
attitudes, interests, 

lifestyles, values

• Surveys

• User profiles

• Website/app analytics (e.g., specific interest in content types)

• Social analytics

• Publisher

• Data co-ops

• Data resellers

• Panels

• Reputational/social monitoring and listening tools

Nonmarketing data

• Call center

• Merchandising

• In-store, POS

• Billing/invoice

• Data co-op • Data reseller (e.g., foot traffic data)
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Engagement Data = Consumer Journey Optics + Opportunity for Lifetime Value

Source: https://content-na1.emarketer.com/customer-experience-2019-part-1-audience-segmentation-and-targeting 65

Select Data Sets Used to Identify and Segment Audiences Based on Their Existing Relationship with a Brand, May 2019

Data Type First-Party Source Second-Party Source Third-Party Source

Voice-of-customer 
(VOC)/customer satisfaction

• Call center logs

• Surveys/Net Promoter Score (NPS)

• Data resellers (e.g., iPerceptions)

• Panels

Sentiment
• Natural language processing 

(call center activity, emails, etc.)

• On-site ratings and reviews

• Ratings and reviews on external sites

• Reputational/social monitoring 
and listening tools

Customer life cycle journey 
data: marketing-specific data 

• Website and app analytics

• Analytics from multichannel marketing hub 
(e.g., Salesforce, Oracle, Adobe, SAP, etc.)

• Publisher-provided analytics and reporting

• Platform-provided analytics and reporting 
(e.g., demand-side platform [DSP], 
exchange, etc.)

• Ad Server

• Search data

• Panels/surveys

• Attribution

Customer life cycle/journey 
data: purchase and loyalty data

• Customer relationship management (CRM)

• Billing/invoice systems

• In-store/point-of-sale (POS)

• Retailer

• Publisher/digital commerce platform

• Data co-op

• Loyalty/credit card companies

• Data reseller 
(e.g., Kantar, IRI, Experian, etc.)

• Online-to-offline (O2O) data onboarder

External data: weather, 
competitor, economic, etc.

• Data co-op

• Loyalty

• Publishers/specialty data owners 
(e.g., The Weather Company)

• Analysis of competitor website,
financial earnings, etc.

• Data resellers

• Search analytics/data

• Panels/surveys
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Data Growth Leads to Higher Programmatic Investment, Enabling Automated Buying
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https://s3.amazonaws.com/media.mediapost.com/uploads/ProgrammaticMarketingForecasts2019.pdf
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Personalization is a Proven Tactic: Consumers are Likely to Purchase or Become Loyal

34%

44%

46%

49%

51%

Make an unintended purchase

Subscribe to a brand's channel

Recommend the brand

Become loyal to the brand

Make a purchase

What Consumers are More Likely to do if a Brand Personalizes Content

Source: https://www.slideshare.net/adobe/2019-adobe-brand-content-survey 67
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Success With Personalization is Driving its Evolution and Usage Capabilities 

Source: https://www.bcg.com/publications/2019/next-level-personalization-retail.aspx 68

Building Basic
Personalization Capabilities

Scaling Advanced
Personalization Capabilities

Delivering Highly
Connected Experiences

• Expand beyond email 
personalization to website and 
mobile channels; test social 
media and paid search

• Develop loyalty programs to 
reward and recognize customers

• Implement dynamic merchandizing 
and systematic retargeting based 
on website behavior

• Move toward greater customer 
data centralization and more-
detailed customer segmentation

• Implement basic attribution and 
test-and-learn approaches

• Broaden use of paid digital 
channels to include personalized 
display and video marketing 
and paid social media

• Implement more dynamic 
personalized experiences on 
desktop and mobile websites 
and apps

• Start automating personalized 
offers and recommendations

• Develop advanced customer 
insights using integrated first-
and third-party data

• Start using customer identifiers to 
track customer experiences across 
touch points

• Use programmatic approaches for 
audience activation and messaging

• Integrate across paid, owned, 
and earned channels to create 
seamless customer experiences

• Use artificial intelligence and 
machine learning at scale for 
advanced real-time targeting 
and personalized messaging

• Implement real-time, 
advanced marketing that is 
triggered by online behavior 
and content consumption

• Create one centralized data source 
for a full view of the customer

• Implement an advanced 
measurement approach that
is based on ROMI and that uses 
Media Mix Modeling, Multi-Touch 
Attribution, and an advanced 
test-and-learn method

Tier
four

Tier
one

https://www.bcg.com/publications/2019/next-level-personalization-retail.aspx
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10% More Direct Brands are Allocating Budgets for Personalization in 2020

Source: IAB Media and Customer Acquisition Study 2019 69

46%

56%

2019 2020

DTC Budgets for Personalization by Year
“We have experienced firsthand the 
performance benefit of reaching 
consumers who browse our site 
online with a relevant piece of direct 
mail. We recognize the value of 
providing a physical reminder that 
they can share, discuss, and consider 
on their own terms. As a result of our 
digital and direct mail campaigns, 
we’ve been able to decrease our CPA 
and add new customers to the brand.”

- Scott Palladini
Founder, Bear Mattress

https://www.iab.com/insights/media-customer-acquisition/
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• Organizations see 
acceleration in their 
adoption of AI-powered 
applications

Building on Personalization Success, Marketers are Greatly Increasing AI Projects

70

4

10

20

35

0

20

40

2019 2020 2021 2022

How Many Projects Using AI or Machine Learning will Companies 
Worldwide Deploy on Average?

Source: https://www.gartner.com/en/documents/3940005/survey-analysis-ai-and-ml-development-strategies-motivat

https://www.gartner.com/en/documents/3940005/survey-analysis-ai-and-ml-development-strategies-motivat
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Regulation + Browser Restrictions = Dramatic Constriction of Cookie-Captured Data

71

MarTech Today arsTechnica

PerformanceIN ZDNet
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Marketers: Regulation is the Biggest Obstacle to Deriving Value from Data

22.2%

25.0%

29.2%

33.3%

34.7%

52.8%

Insufficient ability/functionality of supporting technology

Lack of direction/resources from my organization's leadership

Lack of internal experience (at the functional/operational level)

Difficultly in proving ROI of our data-driven programs

Siloed organizational structure/poor data-sharing protocols

Government regulation/threat of regulation

Sources: AdAge.com, 10/14/19, “BRACING FOR SWEEPING NEW DATA PRIVACY LAW: How brands are preparing as the California Consumer Privacy Act becomes a reality in 2020”; https://www.iab.com/insights/2019-outlook-for-data/ 72

Challenges that May Impede U.S. Digital Marketers’ Ability to Derive Value 
from Their Data-Driven Marketing/Media Initiatives in the Year Ahead

https://adage.com/article/news/how-brands-are-preparing-californias-privacy-act-becomes-reality-2020/2205586
https://www.iab.com/insights/2019-outlook-for-data/
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Few Brands have Lowered Data Spending Due to Regulatory Anxiety

56%

43% 42%

36% 35%

24%

16%

Strengthened and/or
clarified our consumer

opt-in policies and
disclaimers

Revised policies
governing how we
use and share data

internally

Revised policies
governing how we
source data from

third parties

Expanded our
legal and/or data

governance teams

Developed (and/or
revised) central
data-use teams

Invested in new
technology to support

compliance
requirements

Reduced our
spending/reliance on
certain kinds of data

Source: IAB Data-Centric Organization Study, Jan 2020 73

“Which of the Following Actions has Your Company Taken to Address New/Potential 
Data Privacy Regulation?”

Notes: N=86; multiple responses allowed and not all answer options are shown

IAB Data-Centric Organization Study, Jan 2020
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Instead ~70% of Companies are Building Strategies to Govern Data Use

4%

17%

39% 40%

5%

17%

49%

23%

6%

25%

53%

16%

No overarching strategy,
and no plans to develop one

No overarching strategy today,
but planning to develop one

Has taken steps to develop an overarching
strategy, but has not fully implemented it yet

Has developed and implemented
 an overarching strategy

2016 2017 2019
Notes: N=86; multiple responses allowed and not all answer options are shown

74

“To What Extent would You Say Your Organization has an Overarching Strategy 
to Govern How it Collects, Manages, Shares and Uses Audience Data?”
2016 vs. 2017 vs. 2019

Source: IAB Data-Centric Organization Study, Jan 2020

IAB Data-Centric Organization Study, Jan 2020
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Opportunity: More than Half of First-Party Data has yet to be Tapped

19

41

40

29

6

0-20%

21-40%

41-60%

61-80%

81-100%

Source: https://www.globenewswire.com/news-release/2019/03/26/1768325/0/en/New-Report-Advertiser-Perceptions-Latest-Study-Reveals-200-Brand-Marketers-First-Party-Data-Use-Goals-and-Significant-Data-Confidence-Divide.html 75

What Percent of Your Company’s First-Party Data Potential do You Think You’re Tapping Into?

https://www.globenewswire.com/news-release/2019/03/26/1768325/0/en/New-Report-Advertiser-Perceptions-Latest-Study-Reveals-200-Brand-Marketers-First-Party-Data-Use-Goals-and-Significant-Data-Confidence-Divide.html
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• Over two thirds of marketers 
(67%) expect to realize their 
first-party data goals in the 
next 18 months

Marketers are Now Working Fast to Achieve First-Party Goals

76

When Do You Anticipate Your First-Party Data Goals will be Realized?

Source: https://www.globenewswire.com/news-release/2019/03/26/1768325/0/en/New-Report-Advertiser-Perceptions-Latest-Study-Reveals-200-Brand-Marketers-First-Party-Data-Use-Goals-and-Significant-Data-Confidence-Divide.html

https://www.globenewswire.com/news-release/2019/03/26/1768325/0/en/New-Report-Advertiser-Perceptions-Latest-Study-Reveals-200-Brand-Marketers-First-Party-Data-Use-Goals-and-Significant-Data-Confidence-Divide.html
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• Marketers will leverage 
a variety of technologies 
including DMPs, cloud 
infrastructure, data 
warehouses, e-commerce 
platforms, CRM, CDPs, etc.

Tech is Being Leveraged to Realize First-Party Data Potential Quickly

Source: https://www.globenewswire.com/news-release/2019/03/26/1768325/0/en/New-Report-Advertiser-Perceptions-Latest-Study-Reveals-200-Brand-Marketers-First-Party-Data-Use-Goals-and-Significant-Data-Confidence-Divide.html 77

Selected an Average 
of 3.4 Technologies

Selected an Average 
of 2.2 Technologies

1

Marketers Who Expect to Realize Their First-Party Data Goals 
Sooner Use More Technologies on Average

2 3 4

Expect to Realize 1P Data 
Goals in 19+ Months

Expect to Realize 1P Data 
Goals in 18 Months or Less

https://www.globenewswire.com/news-release/2019/03/26/1768325/0/en/New-Report-Advertiser-Perceptions-Latest-Study-Reveals-200-Brand-Marketers-First-Party-Data-Use-Goals-and-Significant-Data-Confidence-Divide.html
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Source: https://www.globenewswire.com/news-release/2019/03/26/1768325/0/en/New-Report-Advertiser-Perceptions-Latest-Study-Reveals-200-Brand-Marketers-First-Party-Data-Use-Goals-and-Significant-Data-Confidence-Divide.html

• Leveraging different types 
of first-party data (e.g. app 
and site analytics, social 
media, online sales, etc.) 
creates complexities when 
consolidating and parsing 
for insights

As Marketers Look to Increase First-Party Data, Complexity Arises

78

35%

35%

36%

38%

38%

39%

40%

41%

46%

46%

46%

50%

52%

55%

64%

61%

57%

59%

58%

51%

56%

58%

51%

49%

51%

52%

47%

46%

41%

33%

5%

8%

5%

4%

10%

5%

2%

8%

5%

3%

2%

3%

2%

5%

3%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Ad Serving Data

Coupon Redemptions

Customer Feedback Forms

Call Center Data

In-Store Beacons / In-Store Visit

User Registration Data

Customer / Site Visitor Survey Data

Organic Serach Data

Point of Sale / Offline Sales Data

Email and Marketing Automation Data

CRM

Site Analytics

Online Sales Data

Social Media Platform Data

Mobile App Analytics

Increase Stay the Same Decrease

Expected Change in Use of First-Party Data, Next 12 Months

https://www.globenewswire.com/news-release/2019/03/26/1768325/0/en/New-Report-Advertiser-Perceptions-Latest-Study-Reveals-200-Brand-Marketers-First-Party-Data-Use-Goals-and-Significant-Data-Confidence-Divide.html
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New Martech Solutions Surface to Generate Privacy-Compliant First-Party Data 

• Jebbit creates interactive, omnichannel experiences (such as product matches, personality quizzes, knowledge 
tests, etc.) on a brand’s site/app that capture direct-from-consumer, first-party consented data while abiding to the 
four "right to" provisions under the California Consumer Privacy Act (CCPA) 

• Sourcepoint uses emails shared directly by site visitors to generate a first-party, privacy-compliant data set 
enabling publishers to serve personalized ads on behalf of brands without requiring the use of third-party cookies

Source: https://www.businessinsider.com/marketing-advertising-companies-helping-ccpa-regulation-2019-8#acxiom-says-it-wants-to-help-marketers-develop-plans-for-regulation-1 79

https://www.businessinsider.com/marketing-advertising-companies-helping-ccpa-regulation-2019-8#acxiom-says-it-wants-to-help-marketers-develop-plans-for-regulation-1


IAB Proprietary Research

• In Thrive Market’s Facebook 
Group, subscription 
members share feedback on 
new products and swap 
recipes; Peloton’s Facebook 
page is a forum that 
connects users and offers 
updates on new Peloton 
features and announcements

Facebook Groups are being Used to Get Data Directly from Consumers

Source: https://digiday.com/retail/retailers-facebook-groups-can-data-goldmines/ 80

“The request-to-join nature of 
Facebook Groups makes them feel 
more intimate than public pages, 
helping to fuel more natural 
conversation”
-Digiday

https://digiday.com/retail/retailers-facebook-groups-can-data-goldmines/
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Source: https://lp.cdpinstitute.org/DL2066-CDPI-Industry-Survey-2019

• Consumer, B2B, and 
marketing technology 
companies all have difficulty 
using customer data, 
particularly with assembling 
a unified dataset for 
advertising purposes

As Second-Party and Third-Party Data Use Continues, Obstacles Beyond 
Legislation Remain

81

23%

32%

34%

38%

47%

53%

64%

29%

42%

34%

33%

43%

52%

62%

30%

19%

35%

32%

54%

62%

62%

Budget is inadequate

Poor cooperation across organization

Technology staff lacks time or skill

Marketing staff lacks time or skill

Can't extract data from source systems

Can't apply unified customer data in delivery systems

Can't assemble unified customer data

Obstacles to Using Customer Data (Top 3)

Consumer B2B Martech

https://lp.cdpinstitute.org/DL2066-CDPI-Industry-Survey-2019
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Source: https://blog.treasuredata.com/blog/2018/03/13/the-evolution-of-customer-data-management-dmp-vs-cdp/

• Like data management 
platforms (DMPs), 
consumer data platforms 
(CDPs) leverage anonymous 
data (cookies, device IDs, 
etc.) but also use individual 
data (e.g. name, address, 
email, etc. from CRMs) to 
create a single unified 
customer profile beyond 
DMP customer segments

CDPs: Combine the Functionality of DMPs + CRMs for a Better Data Platform

82

Flexibility

Sc
o

p
e/

Sc
al

e
CRMs (~1990s)
• Registered customers
• Customer/prospect 

management
• First-party data
• Member ID
• Predefined data

DMPs (~2000s)
• For advertisers
• Enriched data profile
• Second- and third-

party data
• Anonymous IDs
• Often cookie-based

CDPs (~2016)
• Unified customer view
• Single source of truth across systems
• First-, second-, and third-party data
• Known PII (Personal Identification Info)
• Includes raw, event-level data
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Sources: https://www.prnewswire.com/news-releases/the-relevancy-group-releases-the-relevancy-ring-2019-customer-data-platform-cdp-buyers-guide-300920143.html ; https://blog.hubspot.com/service/customer-data-platform-guide; 
https://lp.cdpinstitute.org/DL2066-CDPI-Industry-Survey-2019

• Nearly 50% of companies 
have adopted CDPs in the 
last 12 months and an 
additional 35% of companies 
are looking to do so within 
the next 12 months

CDPs are Most Likely to be Leveraged to Build a Unified Customer View
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23%

29%

29%

35%

44%

43%

44%

49%

58%

83%

27%

28%

29%

41%

36%

42%

49%

48%

64%

89%

24%

14%

27%

49%

35%

24%

65%

49%

51%

86%

Faster response to changing data management needs

Improved message delivery

Less time spent on data management

Improved data analysis and segmentation

Access to otherwise-unavailable data

Less reliance on IT resources

Improved orchestration of customer treatments across
channels

Improved message selection and personalization

Improved predictive modeling and recommendations

Create unified customer view

CDP Benefits (Top 3)

Consumer B2B Martech

https://www.prnewswire.com/news-releases/the-relevancy-group-releases-the-relevancy-ring-2019-customer-data-platform-cdp-buyers-guide-300920143.html
https://blog.hubspot.com/service/customer-data-platform-guide
https://lp.cdpinstitute.org/DL2066-CDPI-Industry-Survey-2019
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Measurement and Attribution Remain Most In-Demand Features

20%

30%

35%

49%

33%

34%

41%

34%

34%

35%

49%

35%

23%

49%

21%

15%

27%

27%

30%

36%

41%

Data processing and hygiene

Non-PII data management, as typically supported by a data management platform
(DMP)

Campaign management (segmentation and audience selection)

Predictive analytics and modeling

Customer/prospect data management, as typically supported by a CDP

Marketing automation/rules-driven decisioning and messaging

Cross-channel measurement and channel attribution

2019 2017 2016

84

“What Specific Technology Functions or Features do You Think will be Most Important in Supporting Your 
Organization’s Efforts to Achieve Value from its Future Use of Audience Data?”
2016 vs. 2017 vs. 2019

Source: IAB Data-Centric Organization Study, Jan 2020

IAB Data-Centric Organization Study, Jan 2020
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• U.S. marketers utilizing 
programmatic and cross-
channel advertising feel that 
optimizing campaigns and 
the complexity of integrating 
data sources are the biggest 
measurement challenges 

Data Growth + Complexity will Increase Cross-Platform Measurement Challenges 

Source: “Smarter, Not Harder: Driving the Efficiency of In-House Programmatic” 85

Top 3 Pain Points

60% complexity of
optimization

58% complexity of integrating 
data sources

48% conflicting ad results
from different sources

https://info.origamilogic.com/hubfs/Advertiser%20Perceptions/OrigamiLogic_AdvertiserPerceptions_FINAL.pdf
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Attention:
The Battle to Reach Consumers

86
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Daily Time Spent Consuming Media is +21 Min YoY

4:10

3:53

0:36

0:34

1:46

1:42

0:06

0:05

0:14

0:14

0:26

0:35

0:39

0:33

2:22

3:01

0:55

0:47

Q1 2018

Q1 2019

Average Time Spent Per Adult 18+ Per Day
Based on Total U.S. Population

Live TV Time-Shifted TV Radio

DVD/Blue-ray Device Game Console Internet Connected Device

Internet on a Computer App/Web on a Smartphone App/Web on a Tablet

Source: NIELSEN TOTAL AUDIENCE REPORT, Q1 2019 87

Terrestrial radio?
Down 4 mins

TV?
Down 17 mins

Desktop?
Down 6 mins

Mobile?
Up 42 mins

11:27

11:06

https://www.rbr.com/wp-content/uploads/Q1-2019-Nielsen-Total-Audience-Report-FINAL.pdf
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Every One of Those Additional Minutes is in an On-Demand DTC Channel

4:10

3:35

0:36

0:34

0:46

0:54

0:10

0:05

0:10

0:13

0:05

0:07

Q1
2018

Q1
2019

Average Time Spent Per Adult 18+ Per Day on Video
Based on Total U.S. Population

Live TV Time-Shifted TV Radio
DVD/Blue-ray Device Game Console Internet Connected Device
Internet on a Computer App/Web on a Smartphone App/Web on a Tablet

88

DTC Applies both to the Goods and Services People Buy and to the Mediums through which They’re Consuming

Mobile Video?
Up 5mins

TV Connected Devices?
Up 8 mins

5:46

5:57

Source: NIELSEN TOTAL AUDIENCE REPORT, Q1 2019

https://www.rbr.com/wp-content/uploads/Q1-2019-Nielsen-Total-Audience-Report-FINAL.pdf
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Video Now Comprises 80% of All Internet Traffic

89

6 pm 
-

12 Midnight
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The Current State of Video Is Confusing and Fractured

90

Addressable 

Audience-based 

Programmatic TV 

Convergence 

Content 
Distribution

Data-Driven 

Digital Ad Experience 

Dynamic Ad Insertion 

Inventory yield 

Measurement morass 

Media 

Mobile First 

Streaming Service 

Targeted Video Viewers 

Technical complexity 
Open Measurement

Addressable VOD
Fragmentation

Shoppable Video 

Vertical Video

Privacy 

Advanced TV

Connected TV 

Smart TV 

Connected Devices 

OTT 

SVOD 

AVOD 

VAST 4.x

6 second adsStories

Performance Branding 

CPPA compliance

Broadcast 

Cable 
GRP 

Household 

Linear Pass-through 

Networks 

Television 
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The Video Delivery and Consumption Landscape Overlaps

91

Platforms & 
Delivery

Game 
Consoles 

Streaming
Devices

Smart 
TVs 

Streaming 
Services

MVPDs vMVPDs
Ad 

Networks

SVOD

Ad Supported
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Industry is Focused on the “Streaming Wars”…

Sources: https://www.vulture.com/2019/11/new-streaming-services-2019-2020.html; https://www.consumerreports.org/streaming-media-devices/new-streaming-video-services-to-check-out/; https://techcrunch.com/2019/08/26/amazons-
free-streaming-service-imdb-tv-comes-to-mobile-devices/

92

https://www.digitaltrends.com/movies/disney-plus-streaming-service-news/
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…The Reality: $113 Billion in Video Ad Spend is Actually Two Markets…

$70.83 $71.18 $70.47 $69.76 $69.07 

$36.01 

$42.58 

$49.02 
$53.99 

$58.39 

2019 2020 2021 2022 2023

U.S. TV* and Digital Video** Ad Spending, 2019–2023
billions

TV* Digital Video**

93

1. Story-Based video
(story/characters)

2. User-Generated Content
(about me)

Source: https://chart-na1.emarketer.com/226493/us-tv-digital-video-ad-spending-2019-2023-billions
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… And There are Only Two Ad Models that Matter

94

1. By Program 
(Traditional)

2. By Audience
(Internet Connected/Digital)

Traditional 
Linear TV

HHs viewing same 
show see same ad 

(broadcast, cable, satellite in-
home)

Data-Driven
Linear

HHs viewing same 
show see same ad

(advertiser buys specific 
programs based on 

viewing data)

Addressable 
TV

HHs viewing same show 
see different ads

(addressable HH data informs 
audience segmented buys)

Connected
TV

HHs viewing same show 
see different ads 

(CTV device data and  
streaming service data  
informs audience buy)

Mobile & 
Tablet

Individuals view 
different content and 

different ads

(device data and publisher 
data informs audience buy)

Desktop & 
Laptop

Individuals view 
different content and 

different ads

(device data and publisher 
data informs audience buy)



Top Influencers Now Matching Leading Television Networks in Reach

95Source:  Mediakix.com

Top Instagram Influencers: 30 Major-League Instagrammers Worth Following

1. Amanda Cerny (@amandacerny) – 24.7M Followers

2. Zach King (@zachking) – 20.5M Followers

3. Liza Koshy (@lizakoshy) – 17.7M Followers

4. James Charles (@jamescharles) – 15M Followers

5. Nikkie de Jager (@nikkietutorials) – 11.8M Followers

Amanda Cerny Zach King Liza Koshy James Charles Nikkie de Jager

IAB Proprietary Research
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Live Streaming Is Inventing a New, Mass Segment with New Players

• Fortnite (250 million registered players; 53% GenZ, ages 10-25) generated 10 million participants for its 
live Marshmellow concert in Feb 2019 and 2.3 million concurrent viewers for its 2019 eSports World Cup

Source: https://www.cnet.com/how-to/a-16-year-old-just-won-3m-playing-in-the-fortnite-world-cup/; https://www.wired.com/story/fortnite-marshmello-concert-vr-ar-multiverse/; https://www.androidcentral.com/fortnite-and-tiktok-
partner-host-emote-contest; https://www.reuters.com/article/us-tiktok-cfius-exclusive/exclusive-u-s-opens-national-security-investigation-into-tiktok-sources-idUSKBN1XB4IL 96
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• Target’s Roundel: Creates campaigns and 
content for clients using first-party data

• Walmart’s Vudu: Video-on-demand 
platform that streams ad-supported              
shows and movies with an audience 
extension network for scale

• Amazon’s Channels: Provides subscription-
based media companies (like HBO) a way 
to serve video to millions more customers

Commerce, Content and Data are Converging in Video

97

Nov 12, 2019 Nov 1, 2019

May 2020
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More Important than Content? First-Party Data as Connective Tissue

98

AdAge TechCrunch

The Observer AmazonAdvertising.com
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Tech and Video Platforms Leverage First-Party Data Walled Garden-Like Ad Offerings

First-Party Data Owners are Creating Content and Selling both Ad Opportunities and Incremental Reach 
as Revenue Share to Brands and Media Companies

99

Multichannel News AdExchanger

Digiday
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Shoppable Ads: Connecting Content to Purchase Opportunities in Real-Time

100
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Pinterest Launched Mobile 
Shoppable Updates in 2019, 
Including the New “Shop The Look” 
Mobile Ads:

• Brands’ profiles can be customized with 
videos or images 

• Dedicated Shop tab enables “Pinners” to 
shop directly within brand profiles

• New messaging feature for brands provide 
quick support and feedback to customers

Pinterest Expands Shoppable Ad Capabilities to Mobile

Source: https://www.adweek.com/digital/pinterest-unveils-shop-the-look-ads-retooled-business-profiles/ 101
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• TikTok (27 million monthly 
U.S. users; 60% ages 16-24) 
is beta testing shoppable 
short-form videos which will 
allow viewers to click on the 
in-app video and be taken 
directly to the creator’s store 
without leaving TikTok

TikTok Brings Short-Form, Shoppable Videos to Gen Z

Source: https://www.adweek.com/digital/tiktok-confirms-its-testing-social-shoppable-videos/ 102
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Source: https://chart-na1.emarketer.com/227964/us-social-referral-share-of-total-traffic-E-commerce-sites-q1-2016-q1-2019-of-total

• The referral share of traffic that 
social provides e-commerce 
sites grew 20% from 7.6% to 
9.1%; this is the largest growth 
seen since 2016

“Shoppable Social” Escalates Social Referrals

103

3.10%

4.80% 4.70%

6.00%

6.70%

7.60%

9.10%

Q1 2016 Q3 2016 Q1 2017 Q3 2017 Q1 2018 Q3 2018 Q1 2019

US Social Referral Share of Total Traffic to
E-commerce Sites, Q1 2016–Q1 2019
% of total

Note: social networks include Twitter, Reddit, Pinterest, Instagram and Facebook
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• Google found that 50% of 
online shoppers consider 
buying an item after seeing 
an image of it

• This insight led Google to 
create a shoppable image 
results page ad format, 
which allows retailers to 
showcase brands (and when 
users hover over a shoppable 
ad the price pops up)

Google Brings Shoppable Ads to Image Results

Sources: Google Is Bringing Shoppable Ads to Images Results; Google Tests New Type Of Shoppable Ad; https://techcrunch.com/2019/11/05/shopping-ads-come-to-youtubes-home-feed-and-search-results/ 104

https://www.adweek.com/retail/google-is-bringing-shoppable-ads-to-images-results/


IAB Proprietary Research

Beyond Video? Audio Streaming on Smart Phones is Up 16% YoY

13%

14%

43%

92%

20%

16%

50%

92%

Streaming Audio on Tablet

Satellite Radio

Streaming Audio on Smartphone

Radio

Weekly Reach of Audio Amongst Adults 18+
Based on Total U.S. Population

Q1 2019 Q1 2018
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50% of U.S. Adults Now Use Their Smartphones to Stream Audio

Source: NIELSEN TOTAL AUDIENCE REPORT, Q1 2019

https://www.rbr.com/wp-content/uploads/Q1-2019-Nielsen-Total-Audience-Report-FINAL.pdf
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Stream

13.7% 86.3%

100%

32.1% 67.9%

87% 13%

84.6% 15.4%

Download

Shift to Podcast Streaming Enables More Optimization via Dynamic Ad Insertion

Source: https://blog.simplecast.com/whats-the-difference-between-streams-and-downloads/ 106
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Spotify Unveiled Streaming 
Ad Insertion (SAI), its New, 
Proprietary Podcast Ad Technology

• Real-time ad targeting

• Key performance metrics using first-party 
listener data

Spotify Makes Streaming Dynamic and Measurable

Sources: https://www.spotifyforbrands.com/en-US/news/sai-announcement; https://techcrunch.com/2020/01/08/spotify-brings-streaming-ad-insertion-technology-to-podcasts/; https://newsroom.spotify.com/2020-01-08/spotifys-head-of-
global-ads-business-and-platform-jay-richman-talks-new-spotify-podcast-ads/; https://www.theverge.com/2019/6/17/18681978/spotify-podcast-ad-targeting-launch 
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• By acquiring Stuff Media, 
iHeartRadio has 
transformed into a leading 
podcast publisher and 
leveraged first-party data 
to optimize campaigns for 
leading audio advertisers

Initially an Aggregator, iHeartRadio is Now Producing Content

Source: https://news.iheart.com/podcast-advertisers/ 108
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More Than 1 in 3 Adults (36%) Use Voice Assistance

109

Voice Assistant Reach Among Adults 18+
Based on Total U.S. Population

Smart Speaker Penetration Among Households
Based on Total U.S. Population

36%

Q1 2019

28%

Q1 2019

Source: NIELSEN TOTAL AUDIENCE REPORT, Q1 2019

https://www.rbr.com/wp-content/uploads/Q1-2019-Nielsen-Total-Audience-Report-FINAL.pdf
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• Amazon’s virtual smart home 
experiences across desktop, 
mobile, and connected TV 
give consumers a way to try 
out real “Alexa” voice 
commands — from turning 
on a coffee machine to 
vacuuming with a Roomba —
populated with ads and 
E-commerce integrations

The Leading Ad Format? Storytelling-at-Your-Command

110
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• Launched in 2019, Pandora’s “Voice 
Mode” enables listeners to respond 
to ads with their voice to learn 
more about the promoted brand

Interactive Voice Ads Enable Consumers to get More Details Faster

Sources: https://techcrunch.com/2019/12/12/pandora-launches-interactive-voice-ads/; https://techcrunch.com/2019/04/01/pandora-to-test-interactive-voice-ads-later-this-year/; https://voicebot.ai/2019/12/13/pandora-begins-running-
interactive-voice-ads/; https://www.adweek.com/brand-marketing/pandora-begins-testing-interactive-voice-ad-functionality/ 111
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Creative = Disrupted. Trending: Creative-as-a-Service

• VidMob connects brands to people with relevant video creation skills allowing marketers to 
produce high volumes of video content that can be used across platforms and for different 
formats, in a short amount of time

• MikMak’s mission is to make any media shoppable with any etailer, anywhere

112
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• 1 in 3 of the most watched Instagram 
Stories are from businesses

• A study by VidMob found that 70% of 
Instagram and Snapchat users watch 
stories on both platforms daily 

Story Ads Integrate Brand Stories Seamlessly into Social Environments

Source: Business Insider, How to use IGTV, the new Instagram app for watching and creating long-form videos; https://embedsocial.com/blog/instagram-stories-analytics/ 113
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Thank You!
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About Us

The Interactive Advertising Bureau (IAB) empowers the media and marketing industries to thrive in the digital economy. Its membership is comprised of more than 650 leading media 
companies, brands, and the technology firms responsible for selling, delivering, and optimizing digital ad marketing campaigns. The trade group fields critical research on interactive 
advertising, while also educating brands, agencies, and the wider business community on the importance of digital marketing. In affiliation with the IAB Tech Lab, IAB develops technical 
standards and solutions. IAB is committed to professional development and elevating the knowledge, skills, expertise, and diversity of the workforce across the industry. Through the work 
of its public policy office in Washington, D.C., the trade association advocates for its members and promotes the value of the interactive advertising industry to legislators and policymakers. 
Founded in 1996, IAB is headquartered in New York City.

For more information, please visit iab.com
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About Our Strategic Partners

Google’s mission is to organize the world's information and make it universally 
accessible and useful. Through products and platforms like Search, Maps, Gmail, 
Android, Google Play, Chrome and YouTube, Google plays a meaningful role in the daily 
lives of billions of people and has become one of the most widely-known companies in 
the world. Google is a subsidiary of Alphabet Inc.

For more information, please visit google.com.

Hulu is the leading premium streaming service offering live and on-demand TV and 
movies, with and without commercials, both in and outside the home. Launched in 2008, 
Hulu is the only service that gives viewers instant access to current shows from every 
major U.S. broadcast network; libraries of hit TV series and films; and acclaimed Hulu 
Originals like Emmy® and Golden Globe Award-winning series The Handmaid’s Tale and 
The Act, Golden Globe Award-winning series Ramy, Emmy® Award-nominated series 
including The Looming Tower,  Catch-22, Castle Rock, and Pen15 alongside hit series 
Marvel’s Runaways, Dollface, Shrill and Oscar® and Emmy®-nominated documentary 
film Minding the Gap. The service also streams live news, entertainment and sports from 
21st Century Fox, The Walt Disney Company, NBCUniversal, CBS Corporation, The CW, 
Turner Networks, A+E Networks and Discovery Networks – available all in one place. 
Upcoming Hulu Originals include Little Fires Everywhere from Reese Witherspoon and 
Kerry Washington and The Dropout based on the ABC News investigative podcast and 

starring Kate McKinnon.

Pinterest is a visual discovery engine people use to find inspiration for their lives, including 
recipes, home and style ideas, travel destinations and more. People have saved more than 200 
billion Pins across a range of interests, which others with similar tastes can discover through 
search and recommendations. Located in San Francisco, Pinterest launched in 2010 and has 
more than 300 million monthly users around the world. Available on iOS and Android, and 
at pinterest.com.

For more information, please visit pinterest.com.

Spotify's mission is to unlock the potential of human creativity—by giving a million creative artists 
the opportunity to live off their art and billions of fans the opportunity to enjoy and be inspired by 
it. Spotify transformed audio streaming forever when it launched in Sweden in 2008. Discover, 
manage and share over 50m tracks and 500K podcasts for free. With 271m users across 79 
markets, we are the largest audio streaming network in the world. 

For more information, please visit spotify.com.

For more information, please visit hulu.com.
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About Our Supporting Sponsor

PebblePost invented Programmatic Direct Mail® (PDM), the leading digital-to-direct mail platform, to enable the most relevant and respectful at-home marketing. Our full-

stack platform leverages scaled proprietary data, algorithmic optimization, advanced measurement and analytics, and a printing and logistics supply chain to engage high-intent 
consumers with the greatest likelihood to convert and meet marketers' goals. PebblePost is a venture-backed company based in NYC.

For more information, please visit pebblepost.com.
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