THE FIVE | SURVEY HIGHLIGHTS

The Top 5% of Charts From Our 2,000+ Pages of Surveys This Quarter
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Summary Notes and Observations
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Overview: When The Arc of Change Gets Shocked

The arc of change in the consumer is typically long and bends over time in one direction or another. This
much we have learned from having conducted thousands of longitudinal surveys with them over the past
decade. Often without warning, though, exogenous shocks can collide with consumers to change their Initial Covid Headwinds and Tailwinds
behavior more rapidly - evoking imagery (for us) of Newton’s Cradle. The first very significant exogenous
shock that we watched unfold with consumers since we started surveying them in 2012 was the beginning
of Covid in early 2020. The momentum drove significant behavioral change and shift in sentiment. Changes
we just don't typically see. The changes were positive for some sectors/companies and negative for others,
and the momentum from the exogenous shock was compounded by excess liquidity, supply shortages, and CONONT) OOOO
people being thrown from their typical work and leisure schedules.

Some of the most important questions we have been grappling with since the start of Covid have included:
a) how much of the behavioral change due to Covid will stick vs. how much will regress? — the answer in
most cases is some, but not all... b) how much demand/TAM was pulled forward for Covid winners? c) How
much pent-up demand is there for Covid losers?

In the past few months of looking at our survey data as it has been coming back, it felt like there were two

new balls in our Newton’s Cradle analogy striking consumers a) the UNWIND of Covid concern and b)
Inflation/Gas Prices. Covid Unwind and Inflation/Gas Prices

We found ourselves often saying things like “xyz trend declined from Covid highs, but the data remains
above pre-Covid levels” (food delivery usage, grocery delivery, streaming usage, social media usage, at-
home fitness interest, online shopping, etc) or found ourselves flagging increased demand for things like
travel, shopping in-stores, clothing, etc. We also often pointed out an increased emphasis placed on pricing CCNCN) OOOO
by consumers in recent months and tempered commentary around sectors with pent-up demand by
flagging that some portion of consumers who have pent-up demand are also telling us their spending plans
have been impacted by inflation.

While paying attention to the arc of consumer change, we remain focused on gathering actionable primary
source feedback on key investment debates — some of the most popular ones we are being asked about
recently listed below... nvestment Debates

Top Investment Debates: ® W

. CVNA | Customer Satisfaction Tracked Over Time / Financing and Insurance Ops.

. META (Facebook and Instagram) vs. TikTok.

. TAM Exploration | PTON, SFIX, SNAP Subscription, BYND, OTLY, YETI, CROX. ' ‘
Boats and RVs.

1
2
3
4
5. Realtors and Zillow Flex / Home Builders.

6. Fixed Wireless Interest and Satisfaction | TMUS and VZ.
7

8

9.

1

. NFLX and Peers | Ad-Supported Tiers, Account Sharing, etc.
. Strength of Customer Relationships (BBWI, CROX, OLPX, etc).

Wayfair vs. Amazon Cross-Shopping and Identical Items Pricing Analysis.
0. Augmented Reality and Shopping, Social Commerce.



Macro Notes

US Survey: August Readings

After a brutal run for gas prices, national average prices have fallen every day for the past two calendar
months as of the end of August. Series that are sensitive to gas prices have had a major reversal: confidence
in the economy rose sequentially, while gauges of inflation expectations plunged as well. On balance, a
modest majority of our respondents reported noticing higher gas prices, but the 40.0% that reported lower
gas prices was the highest share since May of 2020.

Labor markets also appear to be hot still, with hours back to a similar level as pre-COVID and continuing to
rise. Most labor market indicators were improved MoM in August and are stronger than they were a year ago
including unemployment rates and concerns about job security.

One area of the economy that has weakened and a remained weak in our latest data is housing. Reported
building permit applications, recent purchases, and planned purchases all fell sequentially as well as versus a
year go.

Inner Band: Month-
Over-Month Change

Outer Band: Year-
Over-Year Change

Activity has also continued to soften across a range of consumer spending categories. Visits fell across big

box and dollar stores as well as department stores. Purchase activity fell across e-commerce, consumer outerBand [l positive [l Neural [l Negative
electronics, airlines, and restaurants. Purchase plans for autos also continued to fall. While lower gas prices inner Band [l setier [l some [l worse
are likely to be a major tailwind for consumer buying plans and purchase activity, that effect hasn’t been felt

in full yet.

Investors also continued to get more optimistic after a negative run that ended in the last couple of months;
of note, risk tolerance dropped despite higher stock market optimism.

International Surveys: July Readings
China

Covid concerns have pulled back from highs but remain worse than consumer feedback in the US, UK and
India. Sentiment toward finances have remained mostly consistent, but the percentage of respondents who
are trying to reduce spending increased q/q.

UK

Covid concerns have moderated with the share who are not concerned jumping to series highs. Consumer
sentiment has moved lower relative to our January update and the percentage of respondents who think the
economy will fare much worse in the next 12 months jumped considerably q/g.

India

As of July, concerns with Covid continued to recede and confidence in the economy improved g/q.

Consumers are increasingly reporting higher incomes y/y and positive feelings about their personal finances.

In contrast to US / UK / China surveys, spending confidence was holding steady in July relative to prior 4
volumes.



Top Charts | Data Inflections or Noteworthy Color

We combed through 2,000+ pages from our research reports published since July and pulled out what we found most
interesting (data inflecting or charts providing color on important investment debates).
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Number of Streaming Services

Consumer opinion of the right number of streaming video services to be paying for at the same
time has been driving higher...

HOW MANY STREAMING VIDEO SERVICES DO YOU THINK 15 THE RIGHT NUMBER TO BE PAYING FOR
AT THE SAME TIME?

Posed to all respondents.

Jul 22)
Apr (22)
Jan (22)
Oct 21
Jul 21
Apr 21
Jan 21)
Oct 20)
Jul 20)
Apr(20)
Jan (20)
Oct (B)
Jul (19)
Apr(B)
Jan (B)
Oct (8B)
Jul (1)
Apr(B)

0 -Mone 1 2 3

Source: Streaming Video Domestic Survey
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Spending on Streaming Services

But the amount of money they feel is appropriate to spend at any given time on streaming video
services in total has stalled out in the $30-535 range...

HOW MUCH DO YOU THINK 15 APPROPRIATE TO SPEMD ON STREAMING VIDEO SERVICES, IN TOTAL,
PER MONTH?

Posed to all respondents.

40

£35

50

825

520

315

10

113

50

& o = =] ER= A~ - o ]

22223888 8REE2R3SRLBOADRRERSSFRARE
o P L f 2= oo £ FE R > oo T P
§8338553325339533438288833338383833355

Source: Streaming Video Domestic Survey
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NFLX Sub Satisfaction

Netflix subscriber satisfaction with pricing/value has softened over time, while satisfaction with

movie selection has improved...

SATISFACTION WITH NETFLIX

Posed to Metflix subscribers.
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Jan (22)
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W &pr 21)
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W Got (20)
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= Apr 20)
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Jan (1)
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W Jan (18)
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W Sep (B)
W _jun ()
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m Jan (%)
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W Jul (5)
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W Jan (1)
W.Jun (#)

B Mar ()
= Jan (W)
|

WVery Unsatisfied Unsatisfied Somewhat Satisfied Satisfied Very Satisfied

Original Content
(Shows that are only
available on Netflix)

TV Senes Selection

Movie Selection

Source: Streaming Video Domestic Survey
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Ad-Supported Streaming Video Tiers

Despite high penetration rates, non-Netflix subscribers are the most interested in signing up for an
ad-supported tier...

HOW LIKELY WOULD YOU BE TO SUBSCRIBE TO AN AD-SUPPORTED VERSION OF THIS PLATFORM,
WITH COMMERCIALS, FOR A LOWER PRICE THAN ITS TYPICAL SUBSCRIPTION PRICE?

Posed to respondents who DO NOT use each of the following to watch video content at
home.

m Very Unlikely m Unlikely Somewhat Likely w Likely m Very Likely

Netflix

Amazon Prime

Paramount+

Peacock

HBO Max

Discovery+

Disney+

Apple TV+

Source: Streaming Video Domestic Survey
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NFLX Subs Contemplating Churn

The percentage of subs contemplating cancelling was at series highs in July...

ARE YOU CONSIDERING CANCELLING YOUR NETFLIX SUBSCRIPTION?

Posed to Metflix subscribers.

Source: Streaming Video Domestic Survey

%% BESPOKE INTEL | SURVEY RESEARCH 10



Interest in NFLX Ad-Supported Tier in India

A large portion of consumers in India expressed interest in an ad-supported tier. Indications are that an
ad-supported tier would drive conversion of those who have been contemplating a subscription...

Posed to respondents who do not currently have a Netflix subscription:

Extremely Interested 5.3%
Very Interested 25.7%
Moderate Interest 27.6%
s[MotSubs N = 413
Low Interest 19.1%
No Interest 12,49

0% 20% 40% 60% B80% 100%

Extremely Interested

Very Interested ® Previously said

likely to signup N = 176
for Nfl

Previously sa
unlikely to sign N = 237
up for{NFLX

Moderate Interest

[«

Low Interest

Mo Interest

0% 20% 40% 60% 80% 100%

Source: Streaming Video India Survey

Extremely Interested
Very Interested
Moderate Interest
Low Interest

Mo Interest

HOW MUCH WILL YOU BE INTERESTED IN THE AD SUPPORTED VERSION OF NETFLIX AT A LOW PRICE? HOW MUCH WILL YOU BE INTERESTED IN THE AD SUPPORTED VERSION OF NETFLIX AT A LOW PRICE?

Posed to respondents who access someone else’s Netflix account (N=70).

w Accesses
somepne else's
account

0% 20% 40% 60% 80% 100%
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Reasons why consumers in India do not have Netflix

The top reasons for why consumers in India are not Netflix subscribers are related to price/money...

WHY ARE YOU NOT A METFLIX SUBSCRIBER?

Posed to non-MNetflix subscribers

e HIGH =75 KNOW 5 gasaen | IME ...

mmEXPENSlVEthugﬁssE%*'FﬂL'l X
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Source: Streaming Video India Survey
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Snapchat+ / Willingness to Pay For Social Media Features

Snapchat users are the most likely of social media apps we test to be interested in paying for premium

features...

HOW MUCH INTEREST WOULD YOU HAVE IN PAYING TO GET PREMIUM FEATURES ON THE FOLLOWING?

This question was posed to all respondents who use each of the below.

N=
YouTube 247
Facebook 701
Instagram 476
Twitter 355
Pinterest 347
TikTok 335
Snapchat 265
Nextdoor 247
Discord 149
Roblox a7

Mot At Al Slightty Moderately  Very Interzsted  Exremely

Interested Interested Interested Interested

M Mot at al Interested B Slightly Interested W Moderately Interested B Very Interested Bl Extremely Interested

Roblox
Discord
Snapchat
TikTok
YouTube
Instagram
Twitter
Finterest
Facebook

Nextdeor

0% 20% 40% 60% &0% 00%

Source: Social Media Consumer Survey, US

WILL YOU SUBSCRIBE TO SNAPCHAT+ SUBSCRIPTION AT THE CURRENT PRICE OF $3.99 PER MONTH,
WITHIN THE NEXT COUPLE MONTHS?

This question was posed to Snapchat users (N = 247).

No 80.6%

Yes 19.49%

0% 20% 40% 60% 80% 100%
Posed to those who said yes, how certain are you that you will sign up? (N = 48)

0 - Not very certain 100 - Very certain

O [ ]

Average Number

0 - Not very certain 100 - Very certain
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Social Video Creation and Sharing

Snapchat and TikTok users are the most likely to create videos to upload to social media. Snapchat users
are most likely to use the Snapchat camera to create the videos...

WHEN YOU CREATE VIDEOS TO UPLOAD TO SOCIAL MEDIA, WHICH DO YOU PREFER:

This question was posed to all respondents with cross-tabs showing how often users of
each platform typically create videos to share (overall, not specifically on that platform).

= NA
® To record the video with your phone camera app/tool, outside of the app, and upload it
m To record the video within the social media app you are using

Snapchat Users
TikTok Users
Instagram Users
Twitter Users
Pinterest Users
YouTube Users
Facebook Users
All Respondents

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

Source: Social Media Consumer Survey, US
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Social Commerce

Interest in discovering/buying products within social platform experiences is increasing...

HOW OFTEN DO YOU DISCOVER PRODUCTS TO BUY ON THE FOLLOWING: HOW LIKELY WOULD YOU BE TO BUY PRODUCTS FROM COMPANIES OR BRANDS ON SOCIAL MEDIA
PLATFORMS (IE, CHECKING OUT WHILE STILL ON THE SOCIAL MEDIA PLATFORM, THROUGH THE SOCIAL

Posed to users of each of the following social media apps. MEDIA PLATFORM)
Posed to users of each of the following social media apps.
Finterest
Pinterest
TikTok
TikTok mJul (22)
Facebook o Jul 22) mApr (22)
W Apr(22)
u Jan (22) Instagram W Jan (22)
u Qet (21) m Oct (27)
Instagram wJul 2 mJul 21)
m Apr 21) Snapchat = Apr 21
= Jan 21) Apr 21)
Snapchat m Jan (21)
Facebook
Twitter
Twitter
Never Rarely Occasionally Often Very Often Very Unlikely Unlikely Somewhat Likely Likely Wery Likely

Source: Social Media Consumer Survey, US
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Shopping Virtually

Consumers would be most interested in shopping virtually for clothing and shoes of all product types...

WHAT TYPES OF ITEMS WOULD YOU BE MOST INTERESTED IN SHOPPING FOR VIRTUALLY?

This question was posed to all respondents who are at least somewhat interested in
shopping for clothes, shoes, cosmetics, and other accessories through augmented reality.

SLOTHES

= CLE :ru .ﬁnhl LS oy e — - —

2

Source: Social Media Consumer Survey, US
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Metaverse Interest

Consumer interest in the metaverse is still in very early innings. Most consumers associate it with
“virtual reality”; some associate it with Facebook specifically...

ARE YOU FAMILIAR WITH WHAT THE METAVERSE IS? IF YOU HAD TO BRIEFLY DESCRIBE WHAT THE METAVERSE IS TO SOMEONE, WHAT WOULD YOU SAY?

This question was posed to all respondents. This question was posed to all respondents.

Not at all familiar

Not so familiar
- = Jul 22) _— —
Somewhat familiar m Apr (02) s NE S s " S
r = ~*‘~‘-2-=VIRTUALWORLD—-—— B e R
: e S e

m.ton 02) FACEBOOK i
Very familiar
Extremely familiar

0% 20% 40% 60% 80% 00%

Source: Social Media Consumer Survey, US
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Consumer Sentiment Toward Social Media

Consumer sentiment toward social media in general has slowly softened over time, but usage has
grinded higher...

Posed to all consumers.

Posed fo all respondents

Jul 22) 282 .
: Jul 22) : 337
Apr (22) 292 Apr 22) j 333
: Jan 22) i 333
Jan @2) 2‘?3 oct 21 : 339
Oct (21) 283 Jul 21) : 325
e Apr (21 : 135
Jul 27) 281 Jan 21) ; 329
Apr (21 297 Oct 20) : 339
i Jul 20) 342
Jan 1) 285 4pr 20) : 343
Oct (20) 2:_89 Jan 20) t 343
: Oct (19) ; 345
Jul 20) 293 Jul (9) : 338
: Apr (=) : 343
Apr(20) : 303 Jan (19) : 128
Jan (20) 292 Oct (18) : 337
; Jul (8) : 329
Oct (19) : 302 aor (B) : -
Jul (19) 298 Jan (18) i 349
; Oct (T7) i 343
Apr (19) W 308 2l (7) ; 336
Apr (T} t 343
Very Bad Bad Neutral Good Very Good Jan () i 332
Oct (8) : 345
Jul (B) : 328
Apr (8) i 330
Jan (16} ! 327
Oct (15) i 323
Jul () i 324
Mar (5) : 327
Jan {15) . 3D
Oct () : 6
Jul(#) : 6
Mar () g kX i i
Very Infrequently Infrequenthy Somewhat Frequently Frequently Very Frequenthy
Source: Social Media Consumer Survey, US
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Social Media and Privacy | Opinions Overall

Consumers don’t love social media sites collecting personal data, but their acceptance of the practice
has grown over time...

WHAT IS YOUR OPINION OF SOCIAL MEDIA SITES COLLECTING PERSONAL DATA WHEN YOU USE THEM?

Posed to all respondents about social media in general

| don't like it will delete accounts

| don't like it, and will reduce usage

I don't like it, but I'm not going to change my usage

| don't care

0% 20% 40% 60 % 80%

Source: Social Media Consumer Survey, US
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Social Media and Privacy | Opt-Outs

But when prompted, they are very likely (and increasingly likely) to opt-out...

WHEN YOU HAVE GOTTEN THESE NOTIFICATIONS, WHAT DO YOU SELECT?

Pased to iPhone owners who have seen notifications like the below.

r 3
Allow “Nameof App” to track
your activity across other

companies’ apps and
websites?

[Here, in addition to other screens,
"Mame of App™ Can explain why users
should allow tracking.]

Ask App not to Track

Allow

| always select "Allow"

| usually select "Allow"

| usually select "Ask App not to Track”

| always select "Ask App not to Track"

0% 20% 40% 60% 80% 100%

Source: Social Media Consumer Survey, US
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Social Media and Privacy | By Age

Younger users are less likely to opt-out...

GOING FORWARD, IF YOU SEE THIS NOTIFICATION FOR APPS YOU USE, WHAT WILL YOU CHOOSE?

Posed to all respondents, cross-tabbed by age.

r-
Allow “Msmeof fpp” to track
your activity across other

companies' apps and

websites?
[Here, in addition to other screens,
“Wame of App” &N explain why users
should allow tracking.]

Ask App not to Track

Allow
[ d
| will always select “Ask App nat to Track” B will mare often select “Ask App not ta Track”
B will more often select "Allow" B | will always scloct "Allow"
75 or older i

G5 to T4

55 o 64

45 10 54

35044

251034

1Bt0 24

2

(=]

% 40% 60% BO% 100%

(=]
3

Source: Social Media Consumer Survey, US
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Social Media and Privacy | By Platform

Which is likely why platforms like Roblox, TikTok, Discord, and Snapchat are less likely to see opt-outs...

IF YOU GOT THE ABOVE PICTURED NOTIFICATION FOR THE FOLLOWING TODAY, WHAT WOULD YOU
CHOOSE?

Posed to i0S users who use of each of the following.

r -
Allgwy Hamest2ew” 1o track
your activity across ather

companies” apps and
websites?
[Her, in scidilion Ba other screens,
Pem el G ENDLIN Why LSETS
shold aliow tracking |

Ask App nat to Track

Allow

d

m | would chose ALLOW m | would chose ASK APP NOT TO TRACK

Mextdoor
Facebook
Instagram

Twitter
Pinterest
Snapchat
Discord
TikTok

Rablox

0% 20% 40% 60% 80% 100%

Source: Social Media Consumer Survey, US
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Instagram Reels

Feedback toward Reels has improved sequentially...

HAVE YOU CREATED ANY INSTAGRAM REELS YET? HAVE YOU WATCHED/SEEN ANY INSTAGRAM REELS VIDEOS YET?

Posted to Instagram Users who have heard of Reels: Posted to Instagram Users who have heard of Reels:

B.4%

No No
Jul 22) mJul 22)
Once, but not again since Apr (22) Igp: 32)
Oct (21) Once, but not again since W Oct (20
mJul @21)
Jul 21) = Apr @)
Apr (21) | W .Jan (2/1)
More than once Jan 21 66.9% w Oct (20)

Oct (20) More tha once

0% 20% 40% 60% 80% 100%

0% 20% 40% 60% 80% 100%

*Note: We did not ask this question in our January 2022 survey.

*Note: We did not ask this question in our January 2022 survey.

Source: Social Media Consumer Survey, US
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Instagram Reels vs. TikTok

Sentiment toward Reels has also improved in relative comparisons to TikTok...

HOW DOES INSTAGRAM REELS COMPARE TO TIKTOK WHEN IT COMES TO THE FOLLOWING:

Posted to Instagram Users who have heard of Reels AND use TikTok:

168

Making Videos

174

Quality of Videos You uJul 22)
Watch m Apr (22)

B Oct (21)

B Jul 21)

]

163 = Apr 21

m.Jan (21)
Feed of Videos The App = Oct (20)

Recommends That You
Watch
TikTok Is Better Same Instagram Is

Better

*Note: We did not ask this question in our January 2022 survey.

Source: Social Media Consumer Survey, US
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Advertising Budgets

Feedback toward client ad-budgets has whipsawed in different directions since the start of the

pandemic...

Source: Social Media Ad Execs Survey, US

Jul 22)
Apr(22)
Jan 22)
Oct 27

Jul 21
Apr 27
Jan 21)
Oct 20)
Jul 207
Apr 20)
Jan (20)
Oct (18)

Jul (19}
Apr (B)
Jan (1\8)
Oct (18)

Jul (18)
Apr (18)

Much Lower

i 3.01
el
: 321
208
: 327
m 309
288
284
244
259 |
1302
204
- 26
- 25
292
™ 309
3T
R

Lower Same Higher

PLEASE DESCRIBE YOUR CLIENT'S ADVERTISING BUDGETS OVERALL COMPARED TO LAST QUARTER.

This question was posed to the target audience.

Much Higher
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Advertising Winners and Losers

Ad execs see Google and Amazon as the most likely to be share winners in the next 3-6 months...

IN THE MEXT 3-6 MONTHS, DO YOU EXPECT THE FOLLOWING TO BE A MARKET SHARE WINNER OR LOSER?

This question was posed to the target audience.

m Jul (22)

Apr (22)
mJan (22)
mOct 21
mJul 21)
mApr 21
mJan 21
m Oct 20)
m Jul (20
W Apr (20)

Winner

Source: Social Media Ad Execs Survey, US
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Masks

Mask purchases and look forward projects on mask wearing are in decline...

HAVE YOU PURCHASED MASEK(S) THIS YEAR? HOW OFTEN DO YOU EXPECT TO WEAR A MASK DURING THE FOLLOWING PERIODS?

Posed to all respondents Posed to all respondents
More than a year
from now
Yes, multiple times
mJul Q‘ :' 7-12 months from i @2)
now W Apr (22)
m Apr (22) mlan (22)
H Jan (22) mOct (21)
3-6 months from Wl 21)
Yes, once m Oct (2f1) now ulapr 21
WJul @ mjJan (21)
.Apr '21) MNeuxt three moct (20)
B Jan (21) months
No, I have not = Oct (20) Never infrequently Somewhat Frequently  praquently Very Frequently
0% 20% 40% 60% 80% 100%

Source: Online Retailers Survey, US
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eCommerce Shipping

Issues with slow shipping are being worked out...

HAVE YOU NOTICED ANY CHANGES IN AVAILABLE SHIPPING TIMES WHEN USING THIS PLATFORM
RECENTLY?

Posed to users of each site/app.

Walmart

Target

n Ml 22)
B Apr 22}
Jan (22}
B Oct (21)
Bl 2T
B Apr @21)
B Jan (21)
B Oct (20)
B Jul 20)
u Apr 20)
B Jan (20}

Cwerstock

Wayfair

Much Slower Faster Much Faster

Source: Online Retailers Survey, US
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Amazon Prime

Prime memberships have grinded higher sequentially over time...

ARE YOU CURRENTLY A SUBSCRIBER TO AMAZON PRIME?

Posed to Amazon users

253% | M Jul (22)

5 m Apr(22)
mJan 22)
m Oct 21) :
Sdul 21)
W Apr (21)
m.Jan 21) :
m Oct 20)
mJul (20)
M Apr(20) :
= Jan (20) :
mOct (®) !
W Jul (B)
W Apr(B) !
W.Jan (1)
m Oct (18) |
mJul (8)
W Apr (B) |
W.Jan (1B) !
W Oct (T7)
mJul (T7)
W Apr (T7)
W.Jan (17)
mOct (K)
wJul(®)

0% 20% 40% G0% 80% V0%

No

Yes, | have access to Amazon Prime
from a family member or friend's log-n

Yes, lam the account holder and pay
for the subscription

Source: Online Retailers Survey, US
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Spending Confidence

Consumer confidence in spending money has declined off a recent high set in July 2021...

HOW CONFIDENT DO YOU CURRENTLY FEEL TO SPEND MONEY?

Posed to all respondents

i 22)
Apr 22)
Jan @2)
oot @21

Jul 24
Apr 1)
Jan @21
Dot g0}
Juil 20)
#Apr @n)
Jan 20}
oct ()

Jul{B)
Aprim)
Jan [8)
et [18)
il (E)
Aor (8]
Jan (1)
Oet (1)

Jul (T
Apr(T)
Jan (m)
et (1)
Jul{B)
Apr (%)
Jan (%)
et [15)
Jul{§)
Apr{E)
Jan {15)

Sotbien Weak Comidence Neutral Strong Confidence e Smng

Source: Online Retailers Survey, US
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Shopping | Online vs. In-Store

Online is firmly viewed as a consistent popularity gainer, at the expense of in-store and at malls.
However, the data has improved for in-stores as we emerge from the pandemic...

ARE THE FOLLOWING TYPES OF ACTIVITIES BECOMING MORE OR LESS POPULAR?

Posed to all respondents

Shopping at Malls

Shopping In-Stores

Shopping Online

W Jul ()

W Apr (B)

u Jan (16)
Much Less Popular Less Popular Same Meore Popular Much More Popular

Source: Online Retailers Survey, US
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eCommerce Customer Acquisition By Platform

Etsy and Wayfair have been growing into their TAM over the history of our survey...

WHICH OF THE FOLLOWING BEST DESCRIBES HOW OFTEN YOU PURCHASE ITEMS THROUGH EACH OF
THE FOLLOWING WEBSITES/APPS?

Posed to all respondents

" a3 .ﬁ %t
]
Amazon oetEn
Jul 21
1T mADTET
| ——————————————————————————————————————————— m.Jan 21)
Oct
Walmart oo gu“]'?
mADTED)
251 Jan [20)

Wayfair

Overstock

Wish_com W .Apr (T

Mewer One time, but not since Occasionally Fegularly

Source: Online Retailers Survey, US
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Amazon Mobile Participation

Amazon users are growing more likely to buy items through the app...

AMAZON USERS — HAVE YOU PURCHASED AN ITEM FROM THE AMAZON MOBILE APP IN THE PAST
THREE MOMNTHS?

Posed to Amazon users

B0%

80%

TO%
575%

B80%

i ,p—o—&—o._o/o\o—ﬂ_,o—o-*o
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o W -4

30%

20%
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E33385332885338852335533585338¢5¢53

Source: Online Retailers Survey, US
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Amazon Monthly Purchases

ltems purchased per month are quite strong for Amazon and have improved over the history of our

survey. But it is getting to a point where there isn’t much room to improve upon the latest survey
results...

PURCHASED THROUGH AMAZON IN THE PAST THREE MONTHS — HOW MANY ITEMS HAVE YOU
PURCHASED THROUGH AMAZON IN THE LAST THREE MONTHS?

AMAZON USERS — ON AVERAGE, HOW MANY ITEMS DO YOU BUY THROUGH AMAZON A MONTH?

mom(] mom o a0m 3+
al%

0%

Source: Online Retailers Survey, US

%% BESPOKE INTEL | SURVEY RESEARCH A



Wayfair Loyalty

Wayfair is slowly gobbling up a larger portion of customer furniture purchases...

WAYFAIR USERS — WHAT PERCENTAGE OF YOUR TOTAL FURNITURE AND HOME FURNISHINGS
PURCHASES DO YOU MAKE THROUGH WAYFAIR?

mA(E) M) nOot(B) man@D) wAprQ0) mii0) mOctRD) man2y cAE) mAuiR) WOl man Q) mAp ) sl

[ % A% % a% £% % % Bl% % %

Weighted Average of Chart Abave:

Jul (22
Apr (22)
Jan (22)
Qct (21
Jul 21

Apr (21)
Jan (27
Oct (20)
Jul 20}
Apr (20)
Jan (20)
Cct(1B)
Jul (8)

Apr (18]
0% 0%

Source: Online Retailers Survey, US
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Wayfair and Amazon Cross-Shopping

Most Wayfair users cross-shop Amazon...

HAVE YOU EVER BROWSED FOR THE SAME TYPE OF FURNITURE PRODUCT ON BOTH WAYFAIR AND
AMAZON?

Posed to Wayfair users.

64 6%
64 9%

Lil4] _2%. ul 22)
Yes, | have searched for similar fumiture tems : {?gq?ﬁ
on both Wayfair and Amazon : m Apr

Mo, | have not browsed for the same item on
both Wayfair and Amazon

0% 20% 40% 60%  B80%  100%

Source: Online Retailers Survey, US
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Etsy Shopping

Etsy users have become more active over time, albeit with some volatility...

ETSY USERS — HAVE YOU PURCHASED AN ITEM FROM ETSY IN THE LAST THREE MONTHS?
20%

20%

D%

0%
CCoCcoEgEEEEeowEa@e@eggTRSSSSTNY
238523852388 2388538553882838553

Source: Online Retailers Survey, US
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Etsy Shopping Items Per Month

Those who are buying from Etsy are buying more items per month...

PURCHASED THROUGH ETSY IN PAST THREE MONTHS — HOW MANY ITEMS HAVE YOU PURCHASED
THROUGH ETSY IN THE LAST THREE MONTHS?

ETSY USERS — ON AVERAGE, HOW MANY ITEMS DO YOU BUY THROUGH ETSY PER MONTH

ol =g o 2 o

Source: Online Retailers Survey, US
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Spotify and Audiobooks

Spotify users would be interested in audiobooks...

PLEASE EVALUATE YOUR INTEREST LEVEL IN BEING ABLE TO LISTEN AUDIOBOOKS ON SPOTIFY?

Posed to all respondents, cross-tabbed with filters.

® Extremely interested = Very interested = Somewhat interested m Not so interested = Not at all interested

Spotify Premium Account Holders

All Spotify Account Holders

All Respondents

0% 20% 40% 60% B0% 100%

Source: Audio Survey, US
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Audiobooks Mindshare

Audiobooks is a far less crowded field compared to music and podcasts...

WHAT IS THE FIRST PLATFORM THAT COMES TO MIND FOR LISTENING TO THE FOLLOWING?

Posed to respondents who listen to each of the following at least somewhat frequently.

MUSIC

PANDORA
YOUTUBE

E"""fdszon  RADID

- "SPOTIFY

PODCASTS

.. APPLE
_YOUTUBE

AUDIOBOOKS

AUDIBLE

AM;AP’ZONKLEW N e

Source: Audio Survey, US
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Audio Preferences

Consumer preferences are shifting from channels or stations to picking individual songs, interviews, or
playlists to listen to...

FOR LISTENING TO MUSIC AND TALK-SHOW CONTENT, WHICH IS BETTER?

Posed fo all respondents.

Jul 2
May 22}
m Feb 2]
B Ock 2
mJul 2
W May 21
W Jan 2
B Mo 20)
W Aug (20)

W May 20}
mFeb 20)

W Mov (8]
W Aug (8]
H May (18}
W Feb ()
N Nov (8)

Picking individual songs, interviews, or playists to listen to

Picking a channel or a station and having content played for me

0% 20% 40% 0% 0% 00%

Source: Audio Survey, US
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Podcasts

Joe Rogan dominates podcast mindshare...

WHAT ARE YOUR FAVORITE PODCASTS TO LISTEM TO AT THE MOMENT?

Posed to all respondents.

_JOEF

_—

THEDF'-"-V e ,,.,.mum IDONTKNOW MREVEENT woZemde | =7 ”._ B ANDORA
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Source: Audio Survey, US
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Connected Car and Audio

Though flatter of late, consumers have dramatically increased their usage of their phone connecting to
the car for audio listening...

DO ¥OU EVER CONNECT A SMARTPHONE TO LISTEN TO MUSIC APPS IN YOUR CAR LIKE SPOTIFY,
PANDORA, APPLE MUSIC, ETC?

Posed to all respondents who own / lease a car

Jul 22)
May 22)
Feb (22)
Cct (27
Jul 21
May 27
Jan (21)
MNov (20)
Aug (20)
May (20)
Feb 20)
MNowv (15)
Aug (19)
May (1)
Feb (19}
MNowv (18}
Aug (18)
May (18)
Feb (18)
MNov (17)
Aug (17)
May (17)
Feb (17)
MNov (16)
Sep (B)

0% 20% 40% 60% B0% 0VO%

Source: Audio Survey, US
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Connected Car vs. AM/FM

AM/FM Radio has been losing ground to alternatives in the car for some time now...

DO YOU REGULARLY OR OCCASIONALLY LISTEN TO THE FOLLOWING IN YOUR CAR? (SELECT ALL THAT
APPLY)

Posed to all respondents who own [ lease a car

AM/FM Radio
Talk on the phone
Jul 22
Spotify m May 212)
m Feb 27)
mOoct{2]
YouTube Jul 21
=May 211
Silence (not listening to anything) m Jan (2
m Mov 20}
Sirius Radio = Aug )
= May 20)
mFeb 20)
Pandora | Mov (8]
W Aug (B)
Apple Music H May (8)
W Feb (9)
o MNovw (18)
Fodeasts  Aug (8)
e 114% m May (%)
Amazon Prime mFeb (8)
o 5% | Mov (T}
Audiobooks = Aug (1)
= May (1)
-5 (1% = Feb (1)
None of the above H Mov (B)
27% ¥ Sep (B)
Other (please specify)
0% 20% 40% 60% B80% 100%

Source: Audio Survey, US
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Audio Hardware

Portable speakers and Airpods/Earbuds have grown in popularity...

DO YOU OWN ANY OF THE FOLLOWING?

Posed to all respondents

Portable speaker
mJul 2
Wired earbuds
B May (22)
Feb (292)
Wireless Earbuds (other than Airbuds) mOct(2
mJul 2
W May 27
Over-ear headphones W Jan (2
H Nov 20)
Airpods W Aug (20)
W May (20)
¥ Feb (20)
MNone of the above
0% 20% 40% 60% 80% 100%

Source: Audio Survey, US
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EV vs. Gas Preference

Consumers prefer gas and the data has remained mostly unchanged over time...

IF YOU WERE LOOKING TO GET A NEW CAR/AUTOMOBILE, WHICH WOULD YOU PREFER TO GET?

Posed to respondents who own/lease a car.

Jul 22) 335
Apr (22) 325
Jan (22) 338
Oct (21) 33
Jul 21) 33
Apr (21) 323
Jan (21) 322

Much Prefer Bectric Mo Preference Much Prefer Gas

Source: EVs and Autos Survey, US
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EVs Expectations

Consumers do think the EV wave is coming, though...

HOW LIKELY ARE ¥YOU OWN OR LEASE AN ELECTRIC VEHICLE...

Posed to respondents who own/lease a car.

In the next ten
years

In the next five
years

In the next three
years

173
173
1

In the next year

Very Unlikely Unlikely

Source: EVs and Autos Survey, US

292
P93
2597
298

Somewhat Likely

Likely

o Jul

(22)

W Apr (22)
mJan (22)
m Oct (21)

Very Likely
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Self-Driving Cars

Consumers are not yet sold on the safety of self-driving cars...

HOW WOULD YOU RATE HOW SAFE THE FOLLOWING ARE?

Posed to respondents who own/lease a car.

mJul 22)
WApr (22)
m.Jan (22)
mOct (21)
mJul 21
MApr 21)
W.Jan (27)

Autonomous/Self-Oriving cars

Humans driving themselves

Mot At All Safe 2 3 4 Wery Safe

Source: EVs and Autos Survey, US
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Tesla Interest “Drivers”

Among those who have interest in getting a Tesla, an increasing percentage say it is because they like

the brand or look/status of the car...

WHAT 1S THE PRIMARY REASON THAT YOU WOULD BE INTERESTED IN GETTING A TESLA?

Posed to respondents who own/lease a car and have interest in getting a Tesla.

386%

4%

T

More because | like the brand and/or 5o
look/status of the car ’

mJul 22)
W Apr (22)
W .Jan (22)
mOct (27)
mJul 27

i W Apr (21)

i m.Jan (211)

More because of the technology and self- o
driving/autonomous features .

%

A%

8%
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Source: EVs and Autos Survey, US
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Food Delivery Usage

Usage of food delivery apps jumped higher during the pandemic. The data has regressed since, but
remains above pre-pandemic levels...

HOW OFTEN DO YOU ORDER FOOD THROUGH WEBSITES OMLINE OR THROUGH APPS?

Posed to all respondents.

8% Jul (22)
Apr (22)
Jan (22)
Oct (21)
Jul (21)

Apr (21
Jan (21)
Oct (20)
Jul (20)
Apr (20)
Jan (20)
Oct (19)
Jul (19)

Apr (B)
Jan (19)
Oct (18)
Jul (18)

Apr (B)
Jan (18)
Oct (17)
Jul (17)

Very Frequently

Frequently

Somewhat Frequently

Infrequently

Never

0% 20% 40% 60% 80% V0%

Source: Food Delivery Survey, US
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Food Delivery Apps Share

DoorDash popularity has exploded higher over the history of our survey...

DO YOU REGULARLY OR OCCASIONALLY USE ANY OF THE FOLLOWING PLATFORMS FOR ORDERING
TAKEOUT FOOD DELIVERY?

Posed to respondents who use food delivery apps.

440%

Jul 22)
Apr (22)
W Jan (22)
% Oct 219)
mJul 27

H Apr (21)
® Jan 29)
" Oct 20)
m Jul (20)
M Apr (20)
= Jan (20)
= Oct (19)
W Jul (9)

5 Apr (B)

' ' ' ' ' m Jan (19)
0% V% 20% 30% 40% 50% 60% 70%

Door Dash

Uber Eats

MNone of the above

Grubhub

Postmates

Seamless

Source: Food Delivery Survey, US
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Food Delivery Apps Share Shifts

DoorDash has gained share from virtually everyone...

CROSS-OVER: REGULARLY OR OCCASIONALLY USES EACH OF THE FOLLOWING, WHAT OTHER
PLATFORMS DO THEY ALSO USE REGULARLY OR OCCASIONALLY?

Posed to respondents who use food delivery apps.

Uber Eats Users Also Use Door Dash Users Also Use
. : Sm Jul 22) “00% Jul 22)
Apri22) | Uber Eats Apr 22}
Door Dash ) 22
W Oct (21) mOct (27
ol 21 mJul 21
W Apr (21} BApr 21
Grubhub W Jan (21) Grubnue NJan (21
H Oct (20) W Oct (20}
W Jul 20) mJul 20)
B Apr (20} W Apr 20)
Fostmates W lan(2o) | Fosmates W.Jan (20}
B Oct (B) W Oct (D)
W Jul (18} W Jul (B)
N Apr(B) HApr(©)
Seamless W Jan (8) ‘Seamless MJan (9)
H Oct (8) W Oct (8)
0% 20% 40% 60% 80% 00% 0% 20% 40% 80% 0% 00%
GrubHub Users Alsa Use
g7 e B3
A-h;rcazz]lj Door Dash il @2)
mJan (22) p; 22
496% mOct 21 fodan (22)
mai2) B15%  mOot{2)
=Apr2T | perews w2y
m.Jan 21) mApr 2
m Oct (20) uJan 21
Al 20) 1 0ct (20)
W Apr 20) BJul 20)
mino) | CGrubhub WAgr 20)
W Oct () man (20)
Ll {B) mOct(B)
= Apr (B) WJul(B)
- Jan (B) Seamiess Mg (0)
M Oct (8) man (8}
0% 20% 40% 0% a0% no% 0ot (B)
B0% 0% 0%
MN=
Uber Eats 382
Door Dash 508
Seamless 84
Grubhub 254
Postmates 122

Source: Food Delivery Survey, US
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Food Delivery Order Share

The share of orders made through each of the apps we ask about has declined (indicating that people
are either crossing over more or ordering directly from the restaurants)...

WHAT PERCENTAGE OF YOUR FOOD DELIVERY/TAKEAWAY ORDERS DO YOU MAKE THROUGH THE
FOLLOWING?

Posed to respondents who have the following downloaded on their smartphone.

Seamless
Door Dash
mJul 22)
W ApT (22)
Uber Eats m Jan (22)
m Dct (21)
mJul 21
Grubhub m Apr (27)
m Jan (27)
Postmates
0% B0%  o0%  T0%
M=
Uber Eats 426
Door Dash 549
Seamless a0
Grubhub 295
Postmates 112

Source: Food Delivery Survey, US
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BNPL Usage

An increasing percentage of consumers would use BNPL options...

WOULD YOU USE "BUY NOW AND PAY LATER" SERVICES IN WHICH ¥YOU COULD BUY A PRODUCT FROM A
RETAILER NOW AND PAY LATER WITHOUT THE NEED FOR TRADITIOMAL CREDIT, UPFRONT FEES, OR
INTEREST (UMNLESS YOU ARE LATE ON A PAYMENT)?

Posed to all respondents.

Yes, | would use services like these

mJul (22)
m Apr (22)
u Jan (22)
96.7% |mOct(21)

58.4% [=Jul @D

Mo, | would not use services like

these 62.Te
614%

62.8%

0% 20% 40% 60% B80% 0%

Source: BNPL Survey, US
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BNPL and Spending

An increasing percentage of those who said they would use BNPL are saying that it would compel them
to spend more/buy more things...

IN YOUR OPINION, WOULD "BUY NOW AND PAY LATER" CHANGE HOW MUCH YOU SPEND/BUY?

Posed to respondents who said they would use buy now and pay later services.

Mo, ljust replace my usual purchases with “buy now and pay m i (27)
later” where it is available W Apr(22)
mJan (22}
mOct (2%
W 21
‘fes, | would spend/buy more things using "buy now and pay
later”
a0% 0%

Source: BNPL Survey, US
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BNPL Platform Awareness

Consumer awareness of BNPL platforms has been increasing...

HAVE YOU HEARD OF ANY OF THE FOLLOWING?

Posed to all respondents.

MNone of the above
After Pay
2)
Klama 22]
22)
1)
Affirm 1:]
Zip
Zebit
0% 20% 40% 60% a0% 00 %

Source: BNPL Survey, US
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BNPL Platform Usage

Consumer usage of BNPL platforms has been increasing...

HAVE YOU EVER USED ANY OF THE FOLLOWING?

Posed to all respondents.

None of the above
After Pay

Karmna

Affirm

Zip

Zehit

0% 20% 40% 60% 80% 100%

Source: BNPL Survey, US
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Smartphone Refresh Cycles

Smartphone refresh cycles have extended over time, but more recently the percentage who buy
frequently increased...

EXPECTATIONS FOR HOW FREQUENTLY CONSUMERS WILL PURCHASE NEW SMARTPHONES GOING
FORWARD

This question was posed to smartphone owners.

Jul (22)
Apr(22)
Jan @2)
mOct 21
mJul (21
W Apri21
Jan 21)
mOct 20)
mJul (20)
W Apr(20)
mJan @0)
mOct (19)
ol (18)
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m Jan (18]
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W Apr (T7)
WJan (1)
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Longer than every two years

Every Two Years

Every Year

Source: Consumer Electronics Survey, US
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Smartphone OS Share and Stickiness

Most smartphone owners have owned the same type of OS for multiple refreshes — ie, fewer “jump
balls”...

“TRIPLE PLAYS" — PERCENTAGE OF SMARTPHOMNE OWNERS WHO OWN THE SAME OPERATING SYSTEM
FOR LAST PHOME, CURRENT PHONE, AND PLAN TO USE SAME FOR NEXT PHONE

This question was posed to smartphone owners.

~O-Apple ~0-Android
50%
45%
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&
20%
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Source: Consumer Electronics Survey, US
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iPhone Purchases

2022 broke out of a down pattern in iPhone purchase recency among the iPhone user base...

GOT IPHONE WITHIN PAST THREE MONTHS

This question was posed to iPhone owners.

0%
EEsFfE0E0iEEBCEECEREREaEB5555508008888
585555935599 323855355535523558385283
Source: Consumer Electronics Survey, US
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Cash App Use Cases

Somewhere in the range of 37-47% Cash App users use it as their primary bank...

Posed to all respondents who use Cash App (N = 484).

Sending and receiving money
from friends and family
As a checking account (Cash
Card)

Investing in crypto

Borrowing money (Cash App
Borrow)

Investing in stocks
Buy now pay later (BNPL), with
Afterpay

Filing my taxes

Other (please specify)

82.0%

¥ Aug (22)

1.2%

0% 20% 40% 60% 80% 100%

Source: Mobile Payments Survey, US

WHAT DO YOU USE CASH APP FOR? SELECT ALL THAT APPLY WOULD YOU CONSIDER CASH APP TO BE YOUR PRIMARY BANK (IN OTHER WORDS, YOUR DEFAULT
ACCOUNT FOR SAVINGS)?

Posed to all respondents who use Cash App (N = 484).

No, I do not consider Cash

App to be my primary bank §2.7%

wAug (22)

Yes, I consider Cash App to

be my primary bank 473%

0% 20% 40% 60% 80% 100%

5;5"} BESPOKE INTEL | SURVEY RESEARCH

61



Crypto Sentiment

Crypto is falling out of favor with both existing investors and with those who are aware of it...

HOW LIKELY ARE YOU TO RECOMMEND BUYING THE FOLLOWING TO A FRIEND OR COLLEAGUE? HOW LIKELY ARE YOU TO RECOMMEND BUYING THE FOLLOWING TO A FRIEND OR COLLEAGUE?

Posed to respondents who said they currently invest in each of the following. Posed to respondents who said they are aware of each of the following.

Real Estate (not including your home) Retirement Plans

= Aug (22) 37
Retirement Plans Exchange Traded Funds (ETFs) u May (22)
mJan (22) 38
Fixed Income Products (Bonds) m et (21) B
Cryptocurrencies (ie, Bitcoin, Ethersum, Doge Coin, etc)
Mutual Funds
Fixed Income Products (Bonds)
Equities (stocks)
Exchange Traded Funds (ETFs)
CDs (Certificates of Deposit)
Equities {stocks)
Real Estate {not including your home)
CDs (Certificates of Deposit)
Cryptocurrencies (le, Bitcoin, Ethereum, Doge Coin, etc)
Mutual Funds Annuities
Annuities Commadities
=70 -60 -50 -40 -30 -20 -10 0

M=

— N= Cryptocurrencies (ie, Bitcoin, Ethereum, Doge Coin, etc) 544
Annuities a9 Equities (stocks) 467
Fixed Income Products (Bonds) 70 Fixed Income Products {Bonds) 370
CDs (Certificates of Deposit) 116 Real Estate (not including your home) 452
Equities (stocks) 175 Mutual Funds 530
Retirement Plans 245 Exchange Traded Funds (ETFs) 345
Mutual Funds 158 CDs (Certificates of Deposit) 525
Cryptocurrencies (ie, Bitcoin, Ethereum, Doge Coin, etc) 202 Retirement Plans 559
Exchange Traded Funds (ETFs) 103 Annuities 439
Real Estate (not incduding your home) 58 Commodities 263

Source: Mobile Payments Survey, US
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Mobile Payments Usage

Usage of mobile payments platforms has trended higher over time. It is consistently viewed as a
significant popularity gainer for spending and transferring money...

HOW OFTEN DO YOU USE THE FOLLOWING TO SPEND OR TRANSFER MONEY? DO YOU THINK THE FOLLOWING ARE GAINING OR LOSING POPULARITY AS A METHOD FOR SPENDING OR
TRANSFERRING MONEY?

Posed to all respondents Posed to all respondents
! 2.5
Aug (22)
Mabile Payment Apps May (22)
Credit or Debit Cards = Feb (22)
m Nov (21)
pug (2) mul (21)
L ey 22) W My (21)
Feb (22) M Feb (21)
Mow (21)  Nov (20)
Jul (21) Credit or Debit Cards W Aug (20)
My (21) m May (20)
Cash Feb (21) M Feb (20)
Nov (20) m Nov (19)
Aug (20) W Aug (19)
May (20) = My (15)
Feb (20) WF:h (15)
Nov (19) N Nov (18)
Pug (1%) Cash
May (19)
Mohile Payment Apps. Feb (13)
Nov (12)
Losing Popularity No Change Gaining Popularity
Never Very Often

Source: Mobile Payments Survey, US
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Mobile Payments Usage, By Platform

Both Cash App and Venmo have gained in popularity throughout the history of our survey...

DO USE ANY OF THE FOLLOWING? (SELECT ALL THAT APPLY)

Posed to all respondents

.85%
Paypal
Facebook Messenger
43.51% Aug (22)
Cash App May (22)
Venmo m Feb (22)
m Nov (21)
Apple Pay mul (21)
Zelle m May (21)
m Feb (21)
Chime = Nov (20)
Google Wallet m Aug (20)
H May (20)
Coinbase m Feb (20)
Robinhood m Nov (19)
_ W Aug (19)
Android Pay = May (19)
NerdWallet mFeb (19)
® Nov (18)
Levelup
0% 20% 40% 60% 80% 100%

Source: Mobile Payments Survey, US
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Mobile Payments Platform Preference

Cash app, Zelle, and Venmo have grown in the percentages of consumers that regard them as the best

mobile payments app...
IF YOU COULD ONLY USE ONE OF THE FOLLOWING MOBILE PAYMENTS APP/PLATFORMS GOING
FORWARD, WHICH WOULD YOU CHOOSE?

Posed to all respondents

Paypal
Cash App
None of the above / Not applicable Aug (22)
May (22)
1]
Zelle = Feb (22)
= Nov (21)
W ul (21)
Venmo a May (31)
mFeb (21)
Aople Pay » Nov (20)
m Aug (20)
Chime
= May (20)
B Feb (20)
Facebook Messenger = Nov (19)
m Aug (19)
Google Wallet u May (19)
M Feb (19)
Android Pay ® Nov (18)
Levelup
0% 20% 40% 60% 80% 100%

Source: Mobile Payments Survey, US
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Instant Transfer Fees

Mobile payments users are increasingly okay with instant transfer fees...

WERE YOU AWARE THAT SOME MOBILE PAYMENT APPS CHARGE A FEE FOR INSTANT DEPOSIT/INSTANT
TRANSFER?

Posed to mobile payment app users.

I am aware of that, and I am okay with paying
the fee to use it
W Aug (22)
= May (22)
20, Feb (22)
9 = Nov (21)
I am aware of that, and I do not use instant 30,
deposit [ instant transfer on apps that charge for 31, ® Jul (21)
it 3?12 m May (21)
% mFeb (21)
2 W Nov [i}
® Aug (20)
m May (20)
mFeb (20)
No, I was not aware of that
0% 20% 40% 60% 80% 100%%a

Source: Mobile Payments Survey, US
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Ride Sharing Satisfaction

User satisfaction has fallen a touch sequentially, but remains positive overall...

HOW WOULD YOU RATE THE USER EXPERIENCE WHEN INTERACTING WITH THE FOLLOWING?

Posed to respondents who have the following downloaded on their phone.

57
.74
8.89

Lyft

67 wiul (22)
wApr(22)
67 Wlan (22)

8.91" Oct (21)
Uber

J7
J7

Source: Ride Sharing Survey, US
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Ride Sharing Pricing Perceptions

In recent quarters, the share of users reporting that ride sharing apps are getting more expensive has
grown...

TO YOUR KNOWLEDGE, HAVE THE PRICES TO USE THE FOLLOWING BEEN CHANGING AT ALL?

Posed to respondents who have the following downloaded on their phone.

3.69
it 3.62
¥ 3.51 mJul (22)
mA
3.52 pr (22)
mJan (22)
m Oct (21)
3.65
3.65
Uber
3.58
3.59
Getting Much Getting Less No Change Getting More Getting Much
Less Expensive Expensive Expensive More Expensive

Source: Ride Sharing Survey, US
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Ride Sharing Convenience

But ride sharing users consistently view it as more convenient than alternative means of travel...

WHAT IS YOUR OPINION OF THE CONVENIENCE OF USING THIS SERVICE COMPARED TO ALTERNATIVE

MEANS YOU WOULD USE TO TRAVEL?

Posed to respondents who use each of the following more often than never.

385
369
l64
3.68
Jul
373 (22)
1.8 = Apr (22)
383 m.Jan (22)
mOct (21)
376 W Jul (21)
k| = Apr(21)
364 . Jan (21)
373 m Ot (20)
267 W Jul (20)
369 W Apr (20)
3.61 M.Jan (20)
369
373 mOct (19)
378 W Jul (19)
365 = Apr(19)
3.66
309
363
3.68
T4
36T
375
Much Less Convenient Less Comvenient Same More Conveniant Much Mare
Comvenient

Source: Ride Sharing Survey, US
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Uber and Uber Eats Cross-Over

User cross-over is down a touch from series highs but flat sequentially in recent quarters...

% OF UBER EATS USERS WHO USE UBER, AND % OF UBER USERS WHO USE UBER EATS

Posed to respondents who have used Uber and/or Uber Eats.

mAug (P2)
u May (22)
mJan (22)
mOct (21)
mAug (P1)
wMay (1)

Uber Eats who also use Uber Ride Sharing

41.4%

55.3%
57.0%
52.1%
58.3%
57.8%
58.6%

Uber Ride sharing who also use Uber Eats

0% 20% 40% 60%  80% 100%

Source: Ride Sharing Survey, US
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Why People are Using Forms of Travel LESS Than Normal

For people who are traveling less via public transportation, taxis, and ride sharing — Covid remains a
headwind. At the same time, gas prices are a headwind for people driving themselves...

POSED TO RESPONDENTS WHO SAID THEY ARE DOING THE FOLLOWING THAN NORMAL — WHY?

Posed to respondents who use the following forms of transportation (more than never).

Public Transportation: Driving Myself:

Taxis: Ride Sharing:

%Wmmmm T 4 R S g
EXPENSIVETOOEXPENSN'E”..:@E s
-mmeOST"mDON ERTE S

Source: Ride Sharing Survey, US
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Streaming Video Methods

Though the trend has flattened in 2022, over the history of our survey there has been a shift from
dedicated streaming devices to smart TV’s with built-in streaming operating systems...

WHAT HARDWARE DO YOU USE TO WATCH STREAMING VIDEO ON YOUR TV? (SELECT ALL THAT APPLY)

Posed to all respondents.

Cable / satellite box (for streaming video services specifically,
nat just for cable or satellite TV channel viewing)
smart TV with buit-in streaming operating system =l (22}
WApr (22)
m.Jan (22)
mOch(21)
Dedicated streaming device |/ stick ! dongle fe.g. Roku Stick, Bl @)
Fire TV Stick, Chromecast, Apple TV) mApr ()
m.Jan (21)
Mone of the above
0% 20% 40% il % B0% 00%

Source: Streaming Players Survey, US
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Smart TV OS Share

The percentage of smart TV owners who say their TV uses Roku TV has increased over time...

WHICH BUILT-IN OPERATING SYSTEM DOES YOUR SMART TV RUN? (SELECT ALL THAT APPLY ACROSS ALL
THE TVS YOU OWN)

Posed to all respondents who own a smart TV.

336%
Roku TV
Other /| don't know
Amazon Fire TV
mJul 2F)
Vizio Smartcast B Apr (22)
m.Jan (22)
Oct
Android TV m Oct (21)
mJul @1
W Apr 21
LG web0Ss = Jan (211
Tizen OS5
Firefox OS5
0% 20% 40% 60% B0% 10%

N = 500

Source: Streaming Players Survey, US
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Smart TV OS Satisfaction

Roku TV users report the strongest satisfactions scores, which have improved sequentially...

ON A SCALE FROM 1-10, HOW SATISFIED ARE YOU WITH THE SOFTWARE INTERFACE ON YOUR SMART TV?

Posed to all respondents who own a smart TV and use each of the following.

Roku TV

LG web0S

Android TV = 0ul 22)
HApr 22)
Amazon Fire m.Jan 22)
™
W Oct 21
Tizen OS Bul 2
B Apr 21
Vizgio BJan (219
Smartcast
Frefox OS5
o
Very Dissatisfied Very Satisfied

Roku TV 168
Android TV &0
Amazon Fire TV 85
Tizen 05 8
izio Smartcast =3
Firefox OS5 7
LG web0S 47

Source: Streaming Players Survey, US
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TV Purchase Factors

The TV manufacturer is becoming less important to consumers looking to get a new TV. The software on

the platform has gained in importance...

WHAT IS THE PRIMARY FACTOR THAT WILL DETERMINE WHICH TV YOU BUY?

Posed to all respondents who have plans to purchase a smart TV in the next 12-18 months.

Decide based on the price point
Decide based on the TV manufacturer (e.g.
Samsung. Sony, TCL, Vizio)
M Jul 22)
B Apr (32)
Decide based on the software platform (e.g. Roku m Jan (32)
™. Fre TV, Android TW) m et (1)
o Jul 21
B Apr (31)
Decide based on hardware specs = Jan (21
Decide Based on Other Factor (Please Specify)
0% 20% 40% 80% B0% 00%

N =215

Source: Streaming Players Survey, US
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TV OS Preference

Of those looking to buy a smart TV in the next 12-18 months, an increasing percentage would prefer
Roku TV above all others...

IFYOU HAD TO PICK ONE OF THE FOLLOWING SMART TV SOFTWARE PLATFORMS, WHICH WOULD YOU
CHOOSE?

Posed to all respondents who either currently use a smart TV and/or have plans to purchas
e a smart TV in the next 12-18 months.

| don't know / Mot applicable
Rioku TV

Amazon Fre TV mJul 22)

BApr22)

Samsung Tizen OS5 W.Jan (22)

BOct (27

WJul 21
Android TV

mApr 21

=.Jan (21)
Vizio Smartcast OS5
LG webOS
Firefox OS5

0% 20% 40% 60% B0% 00%

N = 588

Source: Streaming Players Survey, US
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Current Economic Environment and Video Games

Around a third of gamers say inflation and the current economic environment is impacting their
spending on video games. Heavier in-game spenders, however, are a bit more resilient...

WHICH OF THE FOLLOWING BEST DESCRIBES HOW YOU ARE IMPACTED BY INFLATION AND THE
CURRENT ECONOMIC LANDSCAPE (IE, POSSIBLE RECESSION)
This question was posed to the target audience.

I am reducing spending in some D 6%
areas, including video games :

I am reducing spending in some 24.0%
areas, but not video games ’

HAug (12)

It is not causing me o change 19.0%
my spending habits :

No impact at all H 24.5%

0% 20% 40% 60% 80% 100%

Cross-tab: Respondents who typically spend $50 or more per month on in-game purchases
(top 1/3 of spenders in our survey).

I am reducing spending in some areas, 20.4%
including video games '

I am reducing spending in some areas, 27.0%
but not video games :

It is not causing me to changs my
spending habits 20.6%
No impact at all 23.0%

0%  20%  40% @ 60%  B0%  100%

Source: Video Gamers Survey, US
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Call of Duty, Modern Warfare 2 Interest

Most gamers who have bought COD in the past are interested in the upcoming iteration. A DMZ game

mode would nudge some on the fence to buy it..

This guestion was posed to the target audience.

0 - Definitely WILL NOT 100 - DEFINITELY WILL

()

+ Average: 59 100
+ Median: 70 76-99
51-75
Distribution of responses 2650
1-25
a 11.70%
0% 5% 10% 15% 20% 25%

Likelihood of buying Modern Warfare (0-100), cross-tabulated:

Crosstab (Filter): Likelihood of buying Modern Warfare 2
All Respondents

Bought Call of Duty in 2021
Bought Call of Duty in 2020
Bought Call of Duty in 2019

Downloaded Warzone

"

Typical interest in COD releases: Extremely interested _j
Typical interest in COD releases: Very Interested _: 78
Typical interest in COD releases: Somewhat Interested _:l 58
Typical interest in COD releases: Not so interested -:l 28
Typical interest in COD releases: Not at all interested | 8

Source: Video Gamers Survey, US

30%

HOW LIKELY ARE YOU TO BUY CALL OF DUTY: MODERMN WARFARE 2 AFTER IT RELEASES ON OCTOBER IF THERE IS A DMZ GAME MODE IN CALL OF DUTY WARFARE 2, WOULD THAT IMPACT HOW INTERESTED
28™, 20227 YOU ARE IN THE GAME?

30.30%

35%

This question was posed to the target audience.

| wasn't going to buy the game,
but a DMZ game mode would
convince me to buy it

13.7%

| wasn't going to buy the game

and a DMZ game mode would 439%
not change my mind HAug (22)
| was already going to buy the 42 4%

game anyway

0% 20% 40% 60% B80% 100%
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Video Game Playing Dynamics

Video game playing frequency increased sequentially and is shifting to digital...

HOW OFTEN DO YOU PLAY VIDEOQ GAMES?

This question was posed to the target audience.

<1 hour perweek 1 hour perweek 2-3 hours perwesk 1-2 howrs per day I+ hours perday

FOR EACH OF THE FOLLOWING, WHICH BEST DESCRIBES YOUR USAGE?

This question was posed to the target audience.
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Source: Video Gamers Survey, US
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Excitement around PS5 and Xbox Series X Exclusive Lineups

Gamer excitement around exclusive game lineups has increased over time (stronger for PS5)...

PLEASE RATE YOUR LEVEL OF EXCITEMENT FOR THE EXCLUSIVE GAME LINEUP THAT WILL BE AVAILABLE
FOR THIS PLATFORM.

This question was posed to the target audience.

= Aug (22)
mMay (22)

Feb (22)
= Mowv (21)
= Aug (21)
mMay (21)
mMar (21)
o Mov (20)
= Aug (20)
u May (20}
= Feb (20)

P55

Xbox Seres X

Mot At All Excited Somewhat Excited Very Excited

Source: Video Gamers Survey, US

%% BESPOKE INTEL | SURVEY RESEARCH 0



Video Games With In-Game Purchases

Over the history of our survey, an increasing percentage of gamers are spending time (and money) on
free games with in-app purchases...

HOW MUCH OF YOUR GAME PLAYING TIME GETS ALLOCATED TO THE FOLLOWING? WHICH DO YOU PREFER?

Posed to respondents who own a P54/PS5 or Xbox One/Series X. Posed to respondents who own a PS4/PSS or Xbox One/Series X.

mmies{;lm : 512222: AUQ {22}

Fed Dead Redempon 2, eic) mHagy () May (22)
= g 21)

My (21) Feb (22)
M (21)

gy (20) Nov (21)
i 21)

iy (20 Aug (21)

i May (21

g o ey

Legends, Warzone, 2ic) gy (1) Mar (21)
=har (19

Aug (20)

May (20)

0% 0% 20%  30%  40%  S0% 0% TO E0%  90% 1DD%
Feb (20)

HOW MUCH OF YOUR GAME SPENDING BUDGET GETS ALLOCATED TO THE FOLLOWING? Nov (19)

Posed to respondents who own a PS4/PS5 or Xbox One/Series X. Aug (19)
' : : ' ' : May (19)
Mar (19)
et e, s ot oty st A Free GamesWith In-App New Releases Purchased
mrrm;:l:lm - My {22 Purchases Up-front

W Feb 22
W Mo 1)
g 1)
W My (21)
W Mar 21)
m Mov {20
B Ausg 200
Ry {200
W Esh 20
= Mo 190
A1)
Ry {150
M 150

Fres= games with In-3pp
purchases (e, Fortnke, Apex
Lepends, Warzone, =ic)

Source: Video Gamers Survey, US
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Digital Video Games

More evidence of digital gaining share...

“EVENTUALLY, ALL GAMES WILL BE PURCHASED OR DOWNLOADED DIGITALLY™ WHAT PERCENTAGE OF VIDEO GAMES THAT YOU BUY ARE DIGITAL DOWNLOADS?

This question was posed to the target audience. This question was posed to the target audience. Each percentage value below was a

multiple choice that they could select.

BI%

Aug (22) 3-3 Ao them, 100% -
May (22) 3.4 | j0es My (22)
Feb (22) 178 S0% (9 out of every 10 pames | buy e dgtal) nREIZI
Mow (21) 38 | v (21}
Aug (21) 378 E 1 WAug (2h
May |21) ars | BO% {8 out of every 10 games | buy are dgial) Wy (21)
i (2]
Mar(21) 38 i
Now (20) aTs TO% (7 oUt of mwery 10 games | buy s dgia) WAug (20
Aug (20) EL- Mty (20
M 363 e (2
F:::% . 0% {6 DUt of mvery 10 pames | buy are dgtai) f——
Now (18] 355 :";‘I"ﬁ
.ﬁug[m} 345 S0% {5 out of every 10 games | buy are digial) R
May (19) 3.57 Wk (18}
Mar (18] 3sd A0% {2 out of every 10 gaMes | buy e dgiai] AR (18
MNow (18) 36 ::;1‘:]3
Aug (18} 35 4 0% {3 0ut of every 10 games | buy are dgta) Wb (47}
or o
3.63 My (17
m"'[”‘] 58 20% (2 out of ewery 10 games | buy are digial) :Iﬂ'lﬁ‘]
Aug (17) 3ET Ehow (1)
May (17) 361 0% {1 out of every 10 games | buy are dgial) WA (18}
B [15]
Mar (17) ams |
Mow (18] 178
i Mone, [
Aug (18} 363
Mar 18] = | (. W%
Oct(15) 359 Aug (22 54
Jun (15) 349 e =L
Feb (15) H 363 Mo [21) 52
. Aug (21 [ R
Meither Agree Mor Disagree My (21} 64
Strongly Disagree Dizagree Agres Strongly Agree :‘;:g . &1
Aug 120} =3
My (200 EE
Feb(20% 55
Mo (13} =3
Hug (15§ a5
May [15) g1
Mar (13} 54
Mo (18) 52
Aug 18y 2
May 18y 52
Mar (18} 53
Mo (173 50
Aug (17} 54
May [17) 54
Mar (17} 52
Mo (16} ss
Aug 18y 52
Mar {16} 53
o% 10% 0% ES 0% £ 50% &0% 100%

Source: Video Gamers Survey, US
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Purchase Preferences if Buying a New Video Game Today

More evidence of digital gaining share...

IF YOU WERE BUYING A BRAND NEW GAME TODAY, WHERE WOULD YOU PURCHASE IT?

This question was posed to the target audience.

Digital Download (via Xbox Live or Sony Play

Station Network) Aug (22)
ug

May (22)

Feb (22)

Nov (21)

Aug (21)
HMay (21)
m Mar (21)
m Nov (20)

Aug (20)
B May (20)
mFeb (20)
mNov (19)
mAug (19)
m May (19)
" Mar (19)
B Nov (18)
W Aug (18)
HMay (18)
B Mar (18)
mNov (17)
W Aug (17)
mMay (17)
mMar (17)
m Nov (16)
W Aug (16)
mMar (16)
mOct (15)
m.Jun (15)
mFeb (15)

Gamestop

Amazon

Wal-Mart

Target

Bestbuy

Cosico

Other (please specify)

0% 10% 20% 30% 40% 50%

Source: Video Gamers Survey, US
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Fortnite Gaming Frequency Changes

Self-reported engagement with Fortnite has fluctuated, taking a step back in 2022 relative to 2021...

ARE YOU PLAYING FORTNITE NOW MORE OR LESS COMPARED TO THE FIRST MONTH AFTER YOU GOT IT?

This question was posed to respondents who have played Fortnite.

Aug (22)
May (22)
Feb (22)
Mo (21)
Aug (21)
May (21)
Mar (21)
Mo (20)
Aug (20}
May (20)
Feb (20)
Mo (19)
Aug (19)
May (19)
Mar (19
Mo (18)
Aug (18)
May (18]

Source: Video Gamers Survey, US
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NTDOY Switch Attach Rates

The average number of games purchased per Switch user continues to climb higher...

HOW MANY GAMES HAVE YOU PURCHASED SO FAR FOR THE SWITCH?

This question was posed to the target audience that owns a Nintendo Switch
14.4% 1 1

1" Aug (22} |
’ 4.7 i May (22)
10 | =Feb (22)
Now (21}
8 =Aug (21)
mMay (21)
g mMar (21}
MNow (20)
7 = Aug (20)
mMay (20)
8 mFeb (20)
= pow (19)
5 BAug (18)
=May (12)
4 mMar (10}
= piow (18)
3 WAug (18] |
mMay (18]
2 WMar (18}
mNow {17}
1 = Aug (17)
mMay (17)
1] |
0%
A , , , , , ,
May [22) [ ——————————— L]
Fe (22)
Now (21)
Aug (1) %
My (21)
M (2] ———————
Mow (20)
Aung (20)
N (2] ———————— € 25
Feo(20) | 1>
Now [15)
Aug (15)
May (19)
Mar [15)
Nov (18]
Al (1)
May [18)
Mar (18]
Nov (17)
Hurg (1T)

% 10% 2% % 40% 1% B0% 70% Bd% 50% 100%

Source: Video Gamers Survey, US
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Sports Gambling Participation

The percentage of consumers who gamble on sports has increased a bit over the past year...

T e TR ST T T GOING FORWARD, DO YOU EXPECT THAT YOU WILL INCREASE OR DECREASE HOW OFTEN YOU GAMBLE
' ON SPORTS?

Posed to all respondents. Posed to all respondents who gamble on sports more often than never.

Often
I will increase
Occasionally mAug (22)
56.7%
= Feb (22) No change Jon ® mAug (22)
Rarely m Oct (21) 56.7% MFeb (22)
m May (21) Oct (21)
No, never I will decrease
0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%

Source: Sports Gambling Survey, US
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Sports Gambling Pre or Post Legalization

An increasing percentage of sports gamblers say they started after it was legalized in their state...

WHEN DID YOU START GAMBLING ON SPORTS?

Posed to all respondents who gamble on sports more often than never.

After it was legalized in my state

mAug (22)
mFeb (22)
50.2% M Oct (21)
3.3% May (21)
.8%
58.9%

Before it was legalized in my
state

0% 20% 40% 60% 80% 100%

Source: Sports Gambling Survey, US
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Sports Gambling Platform Preference

Among the broader audience of sports gamblers, Draftkings is preferred by a plurality...

WHICH IS5 YOUR PREFERENCE FOR GAMBLING ON SPORTS?

Posed to all respondents who gamble on sports more often than never.

Draftkings 6%

5%
Other methods not available on apps P’
Fanduel

FOX Bet Sportsbook App

BetMGM
mAug (22)
Caeser's Sportsbook = Feb (22)
Barstool Sportsbook m Oct (21)
= May (21)

PointsBet Sportsbook App
BetRivers Sportsbook App

Unibet Sportsbook App

William Hill Sports Betting App

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

Source: Sports Gambling Survey, US
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Footwear Purchase Preferences | Retailer vs. Direct

Though the trend has moderated recently, consumer preferences have been shifting from retailers to
buying footwear directly from the brand...

WHERE DO YOU PREFER TO BUY SNEAKERS/FOOTWEAR?

Posed to all respondents

Aug (22)
May (22)
Jan (22)
Oct (21)

Jul (21)
May (21)
Feb (21)
MNow (20)
Aug (20)
May (20)
Feb (20)
Nov (19)
Aug (19)
May (19)
Feb (19)
MNow (18)

Prefer Direct from Brand Prefer Footwear
Website/ Store Mo Preference Retziler

Source: Footwear Survey, US
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Footwear Purchase Preferences | In-Store vs. Online

Though the trend has moderated recently, over time consumer preferences have been shifting from in-
store to buying footwear online...

WHERE DO YOU PREFER TO BUY SNEAKERS? THINKING OF THE LAST TIME YOU BOUGHT A PAIR OF SNEAKERS, DID YOU BUY THEM ONLINE OR IN A
' STORE?

Posed to all respondents Posed to all respondents

Aug (22) ' i 339

May (22) i i 3.37

Jan (22) | : 3.4

Oct (21) i i 3.37

Jul (21) : 33

May (21) 3.4

Feb (21) y ; 3.36

Nov (20} : : 3.33

Aug (20} 3.32

May (20) 351 5
reb (20) ; ; 351 In a store
Now (19) . 359 ;

Aug (19) ; i 36
May (19) £ i 3.58

Feb (19) J : EL

Nov (18} 357

Aug (18) : j 367 i _
May (18) : ! 367 Online
Feb (18) g I 377 i

Nov (17) 372

e ! 364 | = Nov (19)
May (17) | | 3.64 ! 0% 20% 40% 60% 80% 100%
Feb (17) i 3.76 i

Nov (16) i 377 '

Sep (16) ; 3.78

| don't remember

Much Prefer Online Prefer Cnline Mo Preference Prefer In-Stores Much Prefer In-
Stores

Source: Footwear Survey, US
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Footwear Purchase Frequency

Consumers have been increasing the number of sneakers they buy per year, on average...

HOW OFTEN DO YOU BUY A NEW PAIR OF SNEAKERS?

Posed to all respondents

Less than one pair per year
6%
One pair per year
37 8%
More than one pair per year
0% 20% 40% 60% B80%

Source: Footwear Survey, US
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Luxury Furniture Demand

Luxury furniture demand among respondents with HHI above $100k weakened q/q in August with the
main reason for weakening demand being inflation / the economy...

WOULD YOU SAY YOUR INTEREST IN BUYING LUXURY FURNITURE THIS YEAR IS STRONGER/WEAKER THAN RESPONDENTS WHO SAY THEIR INTEREST IN BUYING LUXURY FURNITURE IS WEAKER THAN NORMAL —
WHAT IT TYPICALLY WOULD BE? WHY?

Posed to respondents who said their interest in luxury furniture is weaker than normal.

Posed to all respondents

Much Weaker

Weaker

~ - INFLATION

5 ECONOMY 005 Ty P;&;

AFFORD FIN\I’JLI'\L
0% 10% 20% 30% 40% 50% DON 7%

Stronger

Much Stronger

Posed to respondents with household incomes of $100k and above (N = 224)

Much Weaker m Aug (22

= May (22

et

Weaker

0%
Same 57.7%

Stronger 26.9%

Much Stronger i 31.7%

0% 10% 20% 30% 40%

Source: Mattresses and Furniture Survey, US
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Furniture Purchasing Preferences | In-Stores vs. Online

Furniture purchase preferences have shifted toward online over time with a notable jump higher during
the pandemic. However, that trend has regressed in recent quarters...

DO YOU PREFER TO BUY FURNITURE IN-STORES OR ONLINE? WHEN IT IS TIME TO GET A NEW MATTRESS, DO YOU THINK YOU WILL BUY IT AT A STORE OR ONLINE?

Paosad to all respondents Posed to all respondents

No Preference Online = May (21)

|
g
&
—
2

Prefer In-Stores

At a store

=
JAIAIERLRES BB SEESEToSRE

8355585BEEREESE

Prefer Online

0% 20% 40% 60% 80% 100%

e

0% 20% 40% 60% 80% 100%

Source: Mattresses and Furniture Survey, US
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Mattresses | Memory Foam vs. Inner-Spring

Consumers are shifting from inner-spring to memory foam...

WHICH BEST DESCRIBES THE TYPE OF MATTRESS THAT YOU CURRENTLY SLEEP ON?

Posed to all respondents

i o

Memaory Foam

Inner Spring

I don't know

e ] =] o 00 00 MmO WD = = D D e PR

Hybrid

[l L P TR ) [l L T T T T

[=y]

0% 20% 40% 60% 80% 100%

Source: Mattresses and Furniture Survey, US
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Mattresses | Price Expectations

Consumers continue to revise higher the price they would expect to spend on mattresses...

EXPECTATIONS FOR SPENDING ON MATTRESSES BY SIZE

Posed to all respondents

Aug (22)
 May (22)
1 an (23)
1 0ct (21)

ul (21)
u May (21)
uFeb (21}
u Now (20)
1 Aug (20)
0 May (20)
u Feb (20)
u Nov (19)
u Aug (19)
B May (19)
BFsh (19)
B Nov (18)
 Aug (18)
B May (18)
B Feb (18)
1 Nov (17)
B Aug (17)
u May (17)
uFeb (17}
u Now (16)
u Sep (16)

King Sized Bed

Queen Sized Bad

Full Sized Bed

Twin Sized Bed

g g um 8BRS uB

Source: Mattresses and Furniture Survey, US
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Mattresses | Bed-in-a-Box

An increasing percentage of consumers have ordered a mattress online...

HAVE YOU EVER ORDERED A MATTRESS ONLINE? (IE. A BED-IN-A-BOX MATTRESS)

Posed to all respondents

H Aug (22)
B May (22)
W Jan (2E)
moOck (21)
W Jul (21))
= May (21)
WFeb (21)
W Now (20}
W Aug (20}
B May (20)
W Feb (2D)
B Mov (18]
W Aug (19)
B May (19)

Yes, [ have

No, never

100%

Source: Mattresses and Furniture Survey, US
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Mattresses | Bed-in-a-Box vs. Expectations

Bed-in-a-Box type mattresses are consistently over-delivering relative to expectations...

OPINION OF BED IN A BOX MATTRESS PROVIDERS WHO SHIP MATTRESSES TO CUSTOMERS IN A VACUUM
HOW IS THE MATTRESS HOLDING UP OVER TIME COMPARED TO YOUR EXPECTATIONS? SEALED BOX

Posed to respondents who have ordered a mattress online Posed to all respondents
Aug (22) 2.38
May (22) 2.38 = Aug (22)
m May (22)
Jan (22) 2.33 Positive mJan (22)
Oct (21) 2.39 mOct (21)
Jul (21) 2.35 Jul (21)
o May (21)
May (21) 2.38 mFeb (21)
Feb (21) HNov (20)
Nov (20) Neutral / No Opinion m Aug (20)
W May (20)
Aug (20) mFeb (20)
May (20) 2.33 m Nov (19)
Feb (20) W Aug (19)
Nov (19) m May (19)
mFeb (19)
Aug (19) Negative HNov (18)
May (19) ® Aug (18)
mMay (18)
Worse What I Expected Better WFeb (18)
20% 100%

Source: Mattresses and Furniture Survey, US
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Mattresses | Purchase Factors

Convenience is increasingly factoring into the mattress decision making process...

FROM PREVIOUS PAGE, WHY DID YOU SELECT THAT BRAND?

Posed to all respondents

52.2%

It has the quality I am looking for Aug (22)
m May (22)
mlan (22)
moct (21)

Jul (21f)
m May (21)
EFeb (21)
m MNov (20)
W Aug (20)
W May (20)
m Feb (20)
W MNov (19)
W Aug (19)
m May (19)
mFeb (19)
HMNov (18)
W Aug (18)
W May (18)

m Feb (18)
0% 20% 40% 60% B80% 100%

It has the comfort I am looking for

It has the price point I am looking for

It is convenient/easy to purchase

I think there will be health benefits to that
mattress

It is the brand that I have been using

Other (please specify)

Source: Mattresses and Furniture Survey, US
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Milk Alternative That Consumers Feel Is Healthiest

An increasing percentage of alternative milk user feel Almond milk is the healthiest. Oat milk also gained

WHICH ALTERNATIVE MILK TYPE DO YOU FEEL IS THE HEALTHIEST?

Posed to all respondents who use milk alternatives regularly or occasionally.

Almond Milk
Crat Milk
Soy Milk
Coconut Milk
u May (22)
Hemp Milk = Feb (22)
Mo (21)
B Jul (21)
None of the above
Flax Milk
Rice Milk
A2 Milk
60% 0% 100%

Source: Milk Alternatives Survey, US
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Milk Alternative That Consumers Feel Tastes Best

An increasing percentage of alternative milk user feel Almond milk tastes the best. Oat milk also gained

WHICH ALTERNATIVE MILK TYPE DO YOU FEEL IS THE TASTES THE BEST?

Posed to all respondents who use milk alternatives regularly or occasionally.

42 6%
Almond Milk
Oat Milk
Coconut Milk
Soy Milk
Cashew Milk W Aug (22)
= May (22)
Hemp Milk " Feb (22)
ENov (21)
) = Jul (21)
AZ Milk
Rice Milk
Flax Milk
None of the above
60% B80% 100%

Source: Milk Alternatives Survey, US
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Milk Alternatives Engagement

Among those who consume milk alternatives, consumption patterns have softened sequentially...

HOW OFTEN DO YOU DRINK NON-DAIRY ALTERNATIVE MILK?

Posed to all respondents who consume one or more milk alternatives regularly or occasiona

[ly.
Rarely
Sometimes m Aug (22)
m May (22)
m Feb (22)
Often B Nov (21)
m Jul (21)
Very Often
0% 20% 40% 60% 80% 100%

Source: Milk Alternatives Survey, US
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Meat Alternatives Engagement

Meat alternatives consumption has softened in recent quarters relative to prior readings...

WHAT IS YOUR EXPERIENCE WITH PLANT BASED MEAT SUBSTITUTES (IE. BURGERS THAT ARE MADE WITH WHICH OF THE FOLLOWING BEST DESCRIBES YOUR POSITION TOWARD PLANT BASED MEAT SUBSTITUTES
PLANT PROTEIN AND DON'T CONTAIN ANY BEEF). (IE, BEYOND MEAT BURGER, IMPOSSIBLE BURGER, ETC)?

Posed to all respondents Posed to all respondents

| eat it regularly Currently consume it regularly dul @2
Jun 23)
May (22)
W Apr 23)
5 Aug (22) Currently consume it cccasionally W Mar (23)
| 2at it cccasionally 1 May (22) Feb (23]
B Feb (22) Jan (23)
¥ Mow (21) Have consumed it once or twice, but not again since M Dec 27}
B Jul {21) W HNov 20}

Tred it once, but not again since " May @1) W Oct (24
’ WFed 21} Hawe never consumed it, but would consider trying itin the H Sep (21}
B Now (20) future HAug 26

B Aug (20) Jul 2
33%

B May (20) Wiun 2

Heard of it, but haven't tried ::‘:ﬁ‘;:; Heard of it. but would never consume it myself B May (2

B Aug (19) WApr 2

B May (19) W Mar (2

Have never heard of it HFeb 2

W.an (2
Mever heard of them WDec 20)

40% 60% 80% 00%
60% 20% 100%
Source: Meat Alternatives Survey, US
102
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Meat Alternatives Awareness

Awareness of Beyond Meat and Impossible Foods has increased over time...

HAVE YOU HEARD OF ANY OF THE FOLLOWING BRAMDS? (SELECT ALL THAT APPLY)

Posed to all respondents

Beyond Meat
Momingstar Fams
Impossible Foods / Burger
Boca Foods
B Aug (22)
Mone of the above B May (32)
N Feb (22)
Tofurky m Mov (21)
) mJul (21)
Gardein uMay (21)
Sweet Earth mFeb (1)
u Moy {20)
Hungry Planet B Aug (20}
H May (20)
Alpha Foods uFeb (20)
m MNowv (19)
m May (19
Mext Level Ay (19)
Perfect Data
Field Roast Grain Meat Co.
80% 100%

Source: Meat Alternatives Survey, US
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Meat Alternatives Projected Engagement

Consumer expectations around how often they will eat meat alternatives going forward has pulled back
from series highs...

HOW LIKELY ARE YOU TO EAT FOOD FROM THIS BRAND IN THE NEXT MONTH?

Posed to all respondents

Impossible Burger Aug 22)
May (22)
Feb (22)
Mow (21)
Jul {21)

May (21)
Feb (21)
Mov (20)
Aug (20)
May (20)
Fek (20}
Mowv (18)
Aug (18)
May (19)

Beyond Meat

Definitely Will Mot Probably Mot Probably will Dafinitely Wil

Source: Meat Alternatives Survey, US
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Meat Alternatives Satisfaction

Satisfaction with Beyond and Impossible among people who have tried it has softened in recent
quarters...

HOW SATISFIED WERE YOU WITH THE PRODUCT? IN YOUR OPINION, DOES IT TASTE BETTER OR WORSE THAN A BEEF BURGER?

Posed to respondents who have tried food from each of the following. Posed to respondents who have tried food from each of the following.
mAug|(22)
= Aug (22] = May|(22)
M May (22
mFeb|(22)
mFeb (22 ;
Impossible Foods ! Burger B Nov (21] Impossible Foods / Burger B Nov|(21)
:.:;:2{;}1 B Jul (21)
WFeb (21 = May|(21)
W Nov (20] mFeb|(21)
W Aug (20]
m May (20 B Nov|(20)
HFeb (20 m Aug|(20)
Mov (18
on 19 = May)(20)
= May (19 mFeb|(20)
Beyond Meat Beyond Meat m Nov|(19)
mAug|(19)
u May|(19)
Very Very Satisfied
Unsatisfied  Unsatisfied Satisfied Satisfied
Worse Same Better

Source: Meat Alternatives Survey, US
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CPGs | In-Store vs. Online

Though online has gained a bit, CPGs and personal care items remain firmly in the in-store purview for
most consumers...

WHERE DO YOU BUY HOUSEHOLD AND PERSONAL CARE ITEMS?

Posed to all respondents

Aug (22)
May (22)
Feb (22)
Nav (21)

Jul (21)
May (21)
Feb (21)
Naov (20)
Aug (20)
May (20)
Feb (20) 207
MNov (19)
Aug (19)
May (19) 203
Feb (19)
MNaov (18)
Aug (18)

212
2.16
21
21
2.15
214
221
2.16
223
217

Always In-Stores More Often In-Stores Equal More Often Online Always Onling

Source: CPGs and Personal Care Products Survey, US
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CPGs | Household Inventory

Consumers are pulling back considerably on the pandemic trend of keeping excess household item
inventory on-hand...

WHEN IT COMES TO BOTH PERSOMAL CARE ITEMS AND GROCERIES, ARE YOU KEEPING MORE OR LESS
INVENTORY IN YOUR HOME LATELY?

Posed to all respondents

234
234
i 236
Groceries 235
242
238
234
24 5 Aug (22)
May (22)
= Feb (22)
m Mov (21)
W Jul (21)
Personal care items m May (21)
2og  WFeb(21)
= Nov (20)
¥ Aug (20)
B May (20)
Less No Change More

Source: CPGs and Personal Care Products Survey, US
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CPGs | Spending Changes By Category

Consumers reported significant increases in spending on a number of household items during the
pandemic. Survey data has regressed back closer to “no change” for most items in August...

HAVE YOU RECENTLY CHANGED YOUR SPENDING ON THE FOLLOWING ITEMS YOU TYPICALLY SHOP FOR?

Posed to respondents who regularly or occasionally make purchase decisions on each.

M
W

Hand Sanitzer

||
&

Todat Paper

§
§

Cough, Cold, and Fu Relief

Skin Care

:
|

]

e
28
Detergents or dsh washing liquids
FT
Al Purpose Cleaners
27
Shampoo and Conditioner
- mhug (Z2)
May (22)
Paper Towels mFeb (22)
205 mMow (21)
R —
i mMay 21)
oo [ o
e mNov (20)
el e
2 mhiay (20)
F
%:

7
i

Mane

Source: CPGs and Personal Care Products Survey, US
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CPGs | Davids vs. Goliaths

Consumers are increasingly likely to agree that smaller brands in CPGs and household products have
been winning them over...

HOW MUCH DO YOU AGREE WITH THE FOLLOWING STATEMENTS?

Posed to all respondents

i

!
"Smaller brands in = Aug (22)
personal care and May (22)

household products |
have been winning F:Eb (22)
me over with ] Nlmr (21)

messaging that !

caters to my wants : J}JI (21)

and needs” m May (21)
mFeb (21)

]
[ Nlmr (20)
e u Alug (20)

"There are more i
brand options . May 20)
available now for m Feb (20)
personal care and ® Nov (19
household products iw (19)
than | remember u ’51”9 (19)
there being in the m May (19)

an ]
past ® Feb (19)
_ m Nov (18)
Neither Agree = Aug (18)

Strongly Disagree nor Disagree Agree Strongly
Disagree Agree

Source: CPGs and Personal Care Products Survey, US
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CPGs | Hand Washing

The over-emphasis on hand washing during the pandemic has started to pull back...

HAVE YOU RECENTLY CHANGED HOW OFTEN YOU DO THE FOLLOWING?

Posed to all respondents.

Wash my hands
Eat Healkhy HAug (22)
May (22)
HFeb (22)
= Mo (21)
Cleaning dishes Wl (21)
W May (21)
HFeb (21)
Clean my living area FMNov (20)
W Aug (20)
B May (20)
Laundry
Exarcizse
Much Less Much More

Source: CPGs and Personal Care Products Survey, US

%% BESPOKE INTEL | SURVEY RESEARCH Ho



CPGs | Out of Stock

Consumers are significantly less likely to encounter shortages compared to pandemic highs...

HAVE YOU HAD TROUBLE WITH INVENTORY OUTAGES OF ANY OF THE FOLLOWING TYPES OF PRODUCTS
IN THE PAST MONTH? (SELECT ALL THAT APPLY)

Posed to all respondents.

I : . 48.9%
None of the above _
%
Toilet Paper
Paper Towels
Hand Sanitizer
All Purpose Cleaners
Hand Soap B Aug (22)
Shampoo and Conditioner May (42}
Detergents or dish washing liquids = Feb (22)
N B Nov (211)
Feminine Care Products mJul (21)
Fabric Care / Laundry Defergents u May (31)
Oral Care mFeb (21)
) HNov {210)
Cough, Cold, and Flu Relief = Aug (20)
Skin Care m May (20)
Razors
Makeup
Baby Products [ Diapers
Alcoholic beverages
0% 20% 40% 60% 80% 100%

Source: CPGs and Personal Care Products Survey, US
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CPGs | Hard Seltzer

Hard Seltzer’s share of alcohol consumption is softening...

WHAT PERCENTAGE OF YOUR ALCOHOL CONSUMPTION WOULD YOU ESTIMATE GOES TO HARD
SELYTER?Y

Posed to all respondents who have consumed hard seltzer (N = 618).

One year
from now
B Aug (22)
B May (22)
Now EFeb (22)
B Nov (21)
B Jul (21)
" May (21)
One year
ago
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

Source: CPGs and Personal Care Products Survey, US
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Pet Retailers | Price Checking Amazon

The percentage of pet retailer customers who price check on Amazon often has declined sequentially...

WHEN ¥YOU SHOP FOR PET FOOD OR PRODUCTS FROM THE FOLLOWING, HOW LIKELY ARE YOU TO PRICE
CHECK THE ITEM ON AMAZON BEFORE MAKING THE PURCHASE?

Posed to pet owners who regularly or occasionally shop each of the following.
Pet \Valu

1800 Petsrmed

Pet Supplies Plus.
W Aug (22}
B May (22}
mEeh (22)
WMoy (21}
Petco W ()
= May (21}
Feb (21)
B Mo (20}
Chewy.com
Very Lniikety Very Likedy

Source: Per Retailers Survey, US
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Pet Retailers Customer Sentiment

Chewy customers offer the most positive feedback on the platform...

WHAT IS YOUR OPINION OF THIS RETAILER IN GENERAL FOR PET PRODUCT PURCHASES?

Posed to pet owners who have shopped each of the following retailers in the past month

427

Chewy.com
i Aug (22)
May (22)
Feb (22)
W Nov (21)
mJul {21)
EMay (21)
mFeb (21)
H Nov (20)
= Aug (20)
m May (20)
mFeb (20)
W Nov (19)
W Aug (19)
HMay (19)
mFeb (19)
W hov (18)
B Aug (18)

""|
E%

Petsmart

424

Fet Supplies Plus

Amazon.com

Petco

1800 Petsmed

Pet Valu

Ih
(=1

Very Negative Megative Neutral Positive Very Positive

Source: Per Retailers Survey, US
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Yeti Awareness

Yeti awareness has climbed higher sequentially...

DO YOU KNOW WHAT THE YETI BRAND 157

Posed to all respondents.

No

m Aug (22)
m May (22)
59.6% m Feb (22)
Yes b /. 3%
6%
0% 20% 40% 60% 80% 100%

Source: Yeti Survey, US
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Yeti Product Ownership

Among those who are aware of Yeti, number of items owned per respondents has increased...

DO YOU OWN ANY YETI ITEMS?

Posed to respondents who are aware of what Yeti is.

3 or more

W Aug (22)
W May (22)
mFeb (22)

Mone

0% 20% 40% 60% 80% 100%

Source: Yeti Survey, US
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Yeti Purchase Dynamics

Yeti owners were more likely to have made their most recent Yeti product in person and of those buying
in a store, an increasing percentage did not specifically go to the store in order to buy a Yeti product...

DID ¥OU MAKE YOUR MOST RECENT YETI PURCHASE ONLINE OR IN A STORE? WHEN DID YOU DECIDE TO BUY THE YETI PRODUCT YOU BOUGHT?

Posed to respondents who own one or more Yeti products. Posed to respondents who bought a Yeti product in a store.

. 1%
65.5%
I saw it when I was walking
In ast g
| store o around the store and 62.1%
% decided to buy it
’ 5B8.6%
W Aug (22) u Aug (22)
mMay (22) W May (22)
0% W Feb (22) mFeb (22)
Online 49, I decided to buy it before I
went to the store
. 3% 4%

0% 20% 40% 60% 80% 100% 0% 20% 40% 60% B80% 100%

Source: Yeti Survey, US
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Yeti Direct

Yeti owners are becoming less likely to go directly to Yeti for their next purchase...

IF YOU NEEDED OR WANTED TO BUY A YETI PRODUCT TODAY, WOULD YOU BE MORE LIKELY TO_..

Posed to respondents who own one or more Yeti products.

Buy it from a store in person
from a retailer that carries
Yeti products

Buy it online from a retailer M Aug (22)
that camries Yeti products m May (22)
B Feb (22)

. 1%;

38.8
41.7

0% 20% 40% 60% 80% 100%

Buy it directly from the Yeti
website or store

Source: Yeti Survey, US
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Department Stores and Clothing Brands Popularity

Amazon + Lower Priced/Value options (Shein, T) Maxx, Target, Kohls Ross, H&M, Old Navy, Zara, etc) are
viewed most often as popularity gainers...

MNET POPULARITY CHANGE - % SAID GAINING POPULARITY MINUS % SAID LOSING POPULARITY

Posed to all consumers.

Amazon

Shein

T Maxx

Target

Kohl's

Ross Dress For Less
HEM

Od Mawy

Zara

Burlington

Zappos

Express

Macy's

Kahl's

Victoria Secrat

1 Craw

Ralph Lauren
Banana Republic
Nordstrom

Mew York and Company
White House Black Market
A Taylor

Chicos

Dillard's

Limited

Gaks
Blaomingdala's

IC Penney

Mone of the above

-30% - 200 -1 0% 10% 20% 30% 40% 50%

mAug (22)
mAug (21)
wAug (20)
=g (19)
uAug (18)
mAug (17)
m Aug (16)

Source: Department Stores Survey, US
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Shein Awareness and Engagement

Consumer awareness of Shein and purchases from Shein have increased considerably...

ARE YOU FAMILIAR WITH ANY OF THE FOLLOWING SITES/APPS? HAVE YOU EVER MADE A PURCHASE FROM ANY OF THE FOLLOWING?

Posed to all respondents. Posed to all respondents.
Forever 21 None of the above
H&M Forever 21
Mone of the above H&M
Shein Shein
mAug (22)
Zara Mo (32 7ara m Aug (22)
= May (22) = May (22)
Fashion Nova =Feb (22) Fashion N » Feb (20)
woct (21) -ashion Nova ool
Revolve = Jul (21 (2
Revolve = Jul (21))
Net-a-Porter
Farfetch
Farfetch
allyLikes
allyLikes
Met-a-Porter
Mytheresa
Mytheresa
0% 20% 40% 60% 80% 100%
0% 20% 40% 60% 80% 100%

Source: Department Stores Survey, US
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Wal-Mart Consumer Trends

Among those shopping Wal-Mart less, an increased percentage are either shopping less in general or are
trading down to dollar stores...

SINCE YOU ARE SHOPPING LESS AT WAL-MART, ARE YOU GIVING THAT BUSINESS TO ANY OF THE
FOLLOWING RETAILERS INSTEAD?

Posed to respondents who have purchased from Wal-Mart in the past 12 months AND said
they have been shopping Wal-Mart less recently.

Amazon : i
© - Aug (22)
| W May (22)
- mFeb (22)
mOct(21)
[ ul (21)
- = May (21)
- Feb (21)
= Nov (20)
- wAug (20)
- mMay (20}
- mFeb (20)
- ®Nov (19)
- ®Aug (19)
- mMay (19)
{mFeb (19)
| mNov (18)
‘ mAug (18)
- ™ May (18)
- mFeb (18)
- mOct (17)
- wAug (17)
- mMay (17)
- mFeb (17)
: mOct (16)
- mAug (16)
W May (16)
- wFeb (16)

I am just shopping less in general, not necessarily
aiving the business to a another retaller

Dollar General

Dollar Tree

Target

Family Dollar

Costeo

Other (please specify)

Five Below

0% 20% 40% 60% 80% 100%

Source: Low Cost Retailers Survey, US
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WMT and TGT Pricing

Customers of both Wal-Mart and Target have become considerably more likely to say they noticed prices
increasing during their last visit...

WHEN YOU LAST VISITED, DID YOU NOTICE ANY CHANGES TO PRODUCT PRICES?

This question was posed to consumers who have shopped each retailer in the past 12

L] | ] mHi u .
mont‘ns. Much Lower Lower Same Higher Much Higher

Aug (22) 1
May (22) 1
Feb (22) 1
Nowv (21) 2
Jul (21) 2
May (21) 1
Feb (21) 1.
Now (20) 2
Aug (20) 1.
WALMART May (20) 2
Feb (20)
Nowv (19) 1
Aug (19) 2
May (19) 1
Feb (19) 1
MNov (18) 1. : : : : o
Aug (18) 3 : : : : 3%
May (18) : : (3%
Feb (18) 1 ' : , 2%

0% % 40% % ?ﬂ% 100%
-M.Im%?ﬂwef mlLower ©Same IHG er = Much Hgher

Aug (22) 0.
May (22} 1
Feb (22) 0,
Nov (21) 1
Jul (213 1
May (21} 1
Feb (21) 1)
Nov (20) 1)
Aug (20) 1
May (20} 1
TARGET Feb (20) 2
Nov (19) 2
Aug (19) 1 2
May (19) 1 |§%nEa0°
Feb(19) 0
Nov (18) 0. . . . ; j
Aug (18) ' 56.6 5%
May (18] 1 5%
Feb (18)1 : : . : 3%

0% 20% 40% G60% 80% 100%

Source: Low Cost Retailers Survey, US

%% BESPOKE INTEL | SURVEY RESEARCH e



BBQ Grills Mindshare

The first brand that comes to mind when consumers think about grills is Weber...

WHEN YOU THINK OF GRILLS/BARBEQUES, WHICH BRAND COMES TO MIND FIRST?

Posed to all respondents who own a grill/barbeque.

WEBE

- .~ CHARBROIICOLEMAN

KINGSFORD it TRAEGER 1. C

Source: BBQ Grills Survey, US
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BBQ Grills Satisfaction

Weber Grill owners are very satisfied with the product and satisfaction has only increased over time...

HOW SATISFIED ARE YOU WITH THE FOLLOWING PRODUCT(S)? HOW LIKELY ARE YOU TO RECOMMEND THE FOLLOWING TO A FRIEND OR COLLEAGUE (NPS)?

Posed to all respondents who own the below. Posed to all respondents who own the below.

Weber Grill

Traeger Grill
Doni pzza oven
Char-Brail Grill
= Aug (22,
Big Green Egg
Bull Grill
Charcoal grill
0 - Mot At All 5 5
3 10 - Very Satisfied
Satisfied &0 70
N=
‘Weber Grill 335 M=
Traeger Grill 115 Weber Grill 336
Bull Grill 101 Traeger Grill 115
Big Green Egg 124 Bull Grill 101
Char-Broil Grll 251 Big Green Egg 124
Doni pizza oven 75 Char-Broil Grill 251
Charcoal grill 178 Ooni pizza oven 75
Charcoal grill 178

Source: BBQ Grills Survey, US
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Hand Soaps and Sanitizers Importance

Hand soaps and sanitizers are becoming more important to respondents...

ARE THE FOLLOWING BECOMING MORE OR LESS IMPORTANT TO YOU OVER TIME?

Posed to all respondents who regularly or occasionally use the below products.

B Less important @ Nochange W More important

Hand soaps and sanitizers 3

Ajr freshseners

Fragranced body care (body
wash and gel, shampoo,
moisturizers, etc)

Candles

0% 20% 40% 60% 80% 100%
MN=

Candles 556

Fragranced body care (body wash and gel, shampoo, moisturizers, etc) 824

Air freshseners 676

Hand soaps and sanitizers

Source: Bath and Body Works Survey, US
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BBWI Brand Opinion

BBW!I has a rare combination of high awareness relative to peers and strongest brand opinion relative to

peers...

WHAT IS YOUR OPINION OF THE FOLLOWING BRANDS?

Posed to all respondents who are familiar with the below.

0 - Very Negative 5 - Neutral 10 - Very Positive
N=
Bath and Body Works 818
Yankee Candle 703
MEST 156
Rodan + Field's 140
Origins 166
L'Occitane 178
Apostrophie 162
Aesop 102
Kiehl's 202
Geologie 57

Source: Bath and Body Works Survey, US
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BBWI Stickiness

More than half of BBWI customers first bought from the brand 5+ years ago...

FOR HOW LONG HAVE YOU BEEN A CUSTOMER OF BATH AND BODY WORKS?

Posed to all respondents who have purchased or received products from Bath and Body Wo
rks.

Less than 3 months
3 months

6 months

1 year

2 years HAug (22)

3 years

4 years

For more than 5 years /...

61.?‘F/u

0% 20% 40% 60% 80% 100%

Source: Bath and Body Works Survey, US
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BBWI In-Store vs. Online

BBW!I is a brand that customers prefer to shop in-store.

HOW DO YOU PREFER TO SHOP BATH AND BODY WORKS?

Posed to all respondents who have purchased or received products from Bath and Body Wo
rks.

Online

m Aug (22)

In-Stores 75.4%

0% 20% 40% 6% 80%  100%

Source: Bath and Body Works Survey, US

%% BESPOKE INTEL | SURVEY RESEARCH 8



BBWI Loyalty

BBW!I customers are loyal to the brand across categories...

FOR THIS TYPE OF PRODUCT, DO YOU ALWAYS USE BATH AND BODY WORKS OR DO YOU USE OTHER
BRANDS AS WELL?

Posed to all respondents who have purchased or received products from Bath and Body Wo
rks.

= Always use Bath and Body Works » Usually use Bath and Body Works w Seldom/Rarely use Bath and Body Works

Hand Soaps

Air Fresheners

Bath & Shower Products
Moisturizers

Candles

Hand Sanitizers

Perfume and Cologne

Body Sprays & Mists

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

Source: Bath and Body Works Survey, US
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SFIX Awareness

Among those who have never shopped SFIX, awareness remains stubbornly low...

HAVE YOU HEARD OF STITCH FIX?

This question was posed to respondents who have never shopped SFIX.

| am familiar with what Stitch Fix
s

| 46. )

I've heard of it, but not very 44 Jul 22)
familiar with it :

439 Apr (22)

Jan (22)

398
393
42.

I've never heard of it

0% 20% 40% 60% 80% 100%

N = 1383

Source: SFIX Survey, US

%% BESPOKE INTEL | SURVEY RESEARCH 0



SFIX Interest Among Non-Users

Among those who have never shopped SFIX, interest in the platform when we described it to them is
relatively low and unchanged...

STITCH FIX IS5 A AN ONLINE PERSOMNAL STYLING SERVICE FOR CLOTHING ITEMS. CUSTOMERS TAKE A
PERSOMAL STYLE QUIZ AND CAN EITHER HAVE A BOX OF ITEMS SHIPPED TO THEIR HOME TO TRY ON OR

THEY CAN VIEW THE SUGGESTIONS ONLINE AND BUY THEM INSTANTLY. HOW INTERESTED WOULD YOU
BE IN USING THIS TYPE OF SERVICE TO BUY CLOTHING ITEMS?

This question was posed to respondents who have never shopped SFIX AND those who
have either never heard of it OR have heard of it but aren’t familiar with what it is.

2% —
Not at all interested i 3%
M 9%
Mot so interested
; % Wl 22)
Somewhat mterested 9% e
i3 W Apr 22}
HJan (227)
Very interested
Extremely interested

40% 60% 80% M0%

N = 1187

Why?

Source: SFIX Survey, US
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SFIX Purchases

The percentage of consumers who have purchased items from SFIX has been mostly flat over time...

HAVE YOU EVER MADE PURCHASES FROM ANY OF THE FOLLOWING? (SELECT ALL THAT APPLY)

Posed to all respondents.

632%
MNone of the above
Amazon Wardrobe
Stitch Fix mJul 22)
W Apr (22)
) W Jan (Z22)
mJul 217)
N Apr (21)
Wantable B Jan (21]
W Oct (20)
Trunk Club
Le Tote
0% 20% 40% 60% 80% 10%

Source: SFIX Survey, US

%% BESPOKE INTEL | SURVEY RESEARCH 132



AMZN vs. W Pricing Analysis

In recent quarters, the % of times Amazon is cheaper than Wayfair has increased...

FINDINGS: PRICING ANALYSIS

O On identical/similar items, Amazon is cheaper than Wayfair, but the share of times Wayfair was cheaper increased.

%o of items out of the total that were cheaper on Amazon vs. Wayfair

79.2%
80.8%
79.2%

Amazon Cheaper

7
F-6% mAug (22)

May (22)
u Feb (22)
= Nov (21)
mAug (21)
m May (21)
| Feb (21)
= Sep (20)
m1un (20)
w Mar (20)

Wavyfair Cheaper

Same

0% 20% 40% 60% B0% 100%

Source: AMZN vs. W Identical Items Pricing Analysis
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AMZN vs. CHWY Pricing Analysis

In recent quarters, the % of times Amazon is cheaper than Chewy has increased...

FINDINGS: PRICING ANALYSIS

O Onidentical items, Amazon and Chewy are more often than not in-line with one another on price. The % of times Chewy is cheaper has
declined sequentially.

% of items out of the total that were cheaper on Amazon vs. Chewy

Amazon Cheaper

m Aug (22)
m May (22)
" Sep (

® May (21)
mFeb (21)

17.6%
T7.6%

Chewy Cheaper

—

Same 68.0%

68.0%

0% 20% 40% 60% 80% 100%

Source: AMZN vs. W Identical Items Pricing Analysis
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Internet Subscriptions | Pricing Power

Online dating apps, PTON/PLNT, and News subscriptions have the most pricing power...

Pricing Power | How much can the following increase prices for their service without causing you to

stop paying for it?

Posed to respondents who said they are currently paying for subscriptions with each of the following.

Hinge (Preferred Membership) 3.18
Bumble (Boost or Premium) o 3.03
Peloton Digital .| 58
Tinder (Plus, Gold, or Platinum) o 2.79
News York Times | 264

Wall Street Joumal | EE—— 2.63 Ne
Planet Fitness Black Card | 6 Amazon Prime Video 1081
| Costco 361

Uber One . N—— 258 Peacock 419

Shipt | E—— H Disney+ 734
Walmartt  — 233 Amazon Prime 1150

Pandora 2.33 HBO Max 592

Aople Musc | ——— Vo S e
Door Dash DashPass | EG— 2.19 Netiix 1430
Spotify .| 216 :hm:s:Mw ig

I ‘outube

nstacart . 2.14 Apple TV+ 216

Apple TV+ - ———2.13 Instacart 172

Youtube TV 2.12 Spotify 534

Costco .85 Door Dash DashPass 198

Sirlus XM 1591 Apple Music 331

Metflix 1,91 Pandora 309

Paramount+ 1o Walmart+ 359

HBO Max 19 Shipt 4

Amazon Prime 1.89 Uber One 122

Planet Fitness Black Card 132

Disney+ 1.48 Wall Street Journal 117

Peacock 186 New York Times 183

Amazon Prime Video 1.81 Tinder (Plus, Gold, or Platinum) 80

Mo room to increase Slight room to increase Moderate room to Large amount of room to Pelaton Digital 7%

prices prices increase prices increase prices Bumble {Boost or Premium) 61

Hinge (Preferred Membership) 49

Source: Internet Subscriptions Survey, US
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Streaming Subscriptions | Pricing Power

Among streaming platforms, Netflix, HBO Max, and Sirius have the most pricing power...

Fill-Ins | What Price Subscribers Would Consider It To Be:
a) A Bargain
b) So expensive that they would decide to cancel

Posed to respondents who said they are currently paying for subscriptions with each of the following.

—Median Price Considered a Bargain =—Median Price That Would Cause Cancellation
peacock:
(csirusXm) 000 o

$12.00 $15.00

S lramonnt +
$15.00
$20.00
$10.00 2
NETFLIX e gtv+
$17.00 e
prime video . Spotify
o — $15.00 $15.00
€ MusIC ’
pandora

Source: Internet Subscriptions Survey, US
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Internet Subscriptions | Stickiness

Amazon Prime and Apple Music are the stickiest subscriptions...

Stickiness | How likely are you to still be paying for the following one year from now?

Posed to respondents who said they are currently paying for subscriptions with each of the following.

Amazon Prime

Apple Music
New York Times
Spotify
Wall Street Joumal
Costco N=
Amazon Frime Video Amazon Prime Video 1081
Disney+ Costco 361
MNetflix Peacock 419
HBO Max Disney+ 734
Walmart+ Amazon Prime 1180
Hinge (Preferred Membership) HBO Max 592
Paramount+ 416
Pandora Netflix 1430
Sirius XM Sirius XM 273
Bumble (Boost or Premium) Youtube TV 283
Peacock Apple TV+ 216
Uber One Instacart i72
Spotify 534
Instacart Door Dash DashPass 198
Youtube TV Apple Music 331
Door Dash DashiPass Pandora 300
Paramount+ Walmart+ 359
Peloton Digital Shipt 43
Planet Fitness Black Card Uber One 122
Apple TV+ Planet Fitness Black Card 132
Tinder (Plus, Gold, or Platinum) ‘::: i:ie:i::;nal i;;
Shipt Tinder (Plus, Gold, or Platinum) 80
Definitely WILL NOT Prabably WILL NOT Peloton Digital 76
Bumble (Boost or Premiurm) 61
Hinge (Preferred Membership) 49

Source: Internet Subscriptions Survey, US
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SAAS Satisfaction

Of all platforms, Docusign has the strongest customer satisfaction...

How satisfied are you with the following?

Posed to respondents who self-reported that their company uses each of the following.

Docusign
Microsoft Azure
Amazon AWS
Quickbooks
Zoom

Adobe
Microsoft Teams
Wix
Salesfarce
GoDaddy
Squarespace
DigitalOcean
Service Mow
Canva
Hubspot
Zendesk
Slack
Monday.com
Freshdesk
Upwork
Mailchirmp
Freshworks
Fiverr

[=2]

®
&

8.79

Weighted Average Scale:
1-11 (Not satisfied at all -> Very satisfied)

Source: SMB & IT Decision Maker Survey, US

w

9.68
9.63
9.58
9.54
9.48
9.45
9.44
9.4
9.4
9.31
9.3
9.29
9.29
9.27
9.26
9.25
9.24
9.24
9.23
9.1
91

Zoom
Microsoft Teams
Adobe
Salesforce
Quickbooks
Microsoft Azure
Amazon AWS
Docusign
GoDaddy
Slack
Zendesk
Squarespace
Canva
Service Now
Mailchimp
Upwork

Wix

Fiverr
Hubspot
Monday.com
Monday.com
Freshworks
Freshdesk
Dobe
DigitalOcean

210

129
121
114
112

338

71
65
62
56
41

37
31
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SAAS Importance

Cloud services and Docusign are the most important to IT Decision makers...

How important are the following to your business?
Posed to respondents who self-reported that their company uses each of the following.

Amazon AWS 9.6 M=
1 —
Microsoft Azure 9.6 Zoom 386
I
Docusign 9.55 Microsoft Teams 356
Quickbooks 9,48 Adobe 346
I
Sefvallfjf;x 1 — 0.35 945 Salesforce 249
1 — ' .
Zoom 9.21 Quickbooks 240
I i
Microsoft Teams 9.1 Microsoft Azure 227
Souarespace |m—— 001 Amazon AWS 210
1 — .
Adobe 9.18 Docusign 207
I —
DigitalOcean 9.16 GoDaddy 129
I
GoDaddy 9.16 Slack 121
e —
Monday.com 9,13 Zendesk 114
I
Freshdesk |FRRRRRR— .08 Squarespace 112
Canva 9.06 Canva 28
Mallcillifs EBSIZS Service Now 77
Zendesk 8,95 Mailchimp 3
Upwork 8.03 U|:.|work 71
Wix 8.83 Wix 65
Hubspot 8.78 Fiverr 62
Freshworks 8.66 Hubspot 58
Fiverr 8.32 Monday.com 56
8 g 10 Monday.com 50
Freshworks 41
Freshdesk 39
Weighted Average Scale: Dobe 37
1-11 (Not very important -> Extremely important) DigitalOcean 31

Source: SMB & IT Decision Maker Survey, US
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Online Grocery Usage Each Month

After surging during the pandemic, the percentage of consumers who had groceries delivered during the
past month has softened...

Have you gotten groceries delivered in the past month from any of the following?
Posed to all respondents.

—Amazon Fresh —Jet Fresh —Peapod —Fresh Direct —From Another Service Not Listed Here

—Instacart

30%

25%

20%

MMMMA’E
T~ I~ I~T~T~T~1~ 0000 0000 0 O EO LV VD VDD D DM NN DD D L NN OO OO OO
>SESoOoonR>0cossS>Zc=so0anR>0co
85330502808 28533508
=5"2nCPzo-Hu=S<s

"OO’_‘\—‘—‘—‘—’_\—N""\:\
o (o] -~ AT T (o]
SRR QTR NS NNNNINSIRARN
— b — >0
LS o= o0 > L s o= o
:s_,::u;ooaammmﬁ-mz_j,:smo Cogs252
S7PZnOzZzaHL SIS v =

No

Source: Monthly Survey of US Consumers

.'gf} BESPOKE INTEL | SURVEY RESEARCH

140



Meal Kits Usage Each Month

After surging during the pandemic, the percentage of consumers who had meal kits delivered during the
past month has softened...

Have you gotten meal kits delivered from any of the following in the past month?
Posed to all respondents.

—Blue Apron —Sun Basket —HelloFresh —From another meal kit service not listed here
16%
14% A
12% A fyLSQEA\
10%
8%

A NS TAWA
29% A\ A~ M_/\ . R .

0%

NN NSNS N OO0 ORODODODINDNDNDID DO O0000000 o R S raNaNT N rr ooy
T T T T T T T T T T T T T T T T T T T T T T T T T T e T ANANANNANNNN SN S SN S S S SN IS NN SN S ANNNNN SN
D e et v i Sttt et i il i e e g
SRS OAE >0 COssSE "CS0DaAE >0COsE:sE>CS D0 >0Ccass>>cs03s c TomcsoQ o c o
m:%:mgowmmmﬂ-m:%:msommm‘“ﬂ-m:_:’,:smoocuma:mﬂ-m3%:%828:5&24‘2“3-:30;82@20:‘“&@::-::
=959 772 nCPzacuLESL=sS5 TP zanuLS<==5""gn " ZzaoHwL=<=5"Zg = S Iw APL=<=sS &

Source: Monthly Survey of US Consumers
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Online Grocery Ordering In General

After gaining share for a number of months, consumer participation in online grocery ordering has been
flatter of late...

Please characterize your experience with ordering groceries online:
Posed to all respondents.

—| have never ordered groceries online

—I| ordered groceries online once, but not again since
—| order groceries online occasionally

—| order groceries online regularly

90%
o #v‘\_'\k

70% __4.._/"\/"\\,.

50%

40%
30%

10% s ——

0%
>OCQ‘—h>C_ OCOS>CS0N0>0C OS> c2m5 :!cn,_'-', O =
T R R TS
= =

Source: Monthly Survey of US Consumers
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Meal Kits Ordering In General

After gaining share for a number of months, consumer participation in meal kits ordering has reversed
trend and has been worsening in recent months...

Please characterize your experience with ordering meal kits online:
Posed to all respondents.

—I have never ordered meal kits —I ordered meal kits once, but not again since —I| order meal kits online occasionally —I order meal kits online regularly

100%

90%

80% -\‘\\vf*\H_“\E___,_/ﬁ\/—/\/\ﬁ\‘\

70% PN -
o \/\/\/*ﬁ’\\vﬁ\\ ‘/_/\/ﬁ/h/

60%

50%

40%

30%

20%

10% w

0%
ﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁﬁ B e e e e S e S S e T T e S e i e e e o
[ N N N N N R R R R R EE R L Lt R T v et N I I NI Y
LT oo oo oo o o o o o o - T NN A NN NN N SN oSN SN N N SN N NN NN SN

— — — ! -_— [«% > O O = = > =5 > c =

> C ool >0 co0s: " >-C oaoh >0 caks s >xC DO >0caOaks - >xc o bz c [Wl=% cJoafn [&] oSS >c o
m:%:mSowmmmQm:%:mgommamﬁm:%:moowmomam:%:$8§8m$§<§:ﬁ:aggmgmmﬂm:ﬂ:
SsS57dnPCzouL=E<=z5 " qnPzao- L=<z dsn " zo->L=2I<s5"< - )] APL=EIL<=sS &g

Source: Monthly Survey of US Consumers
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Online Dating Sentiment

Sentiment toward online dating platforms has fluctuated over time in our survey, more recently ceding
gains made in 2021...

What is your opinion of online dating apps/sites?

Posed to all respondents.
%

= Aug (22
= Jul (22)

Jun (22)

May (22
m Apr (22)
= Mar (22
mFeb (22
m Jan (22)
m Dec (21

Nov (21
m Oct (21)
m Sep (21
= Aug (21
mJul (21)
mJun (21)
= May (21
mApr (21)
m Mar (21
mFeb (21
mJan (21)
m Dec (20
= Nov (20
m Oct (20)
m Sep (20
mAug (20
mJul (20)
m Jun (20)
m May (20
m Apr (20)
m Mar (20

0% 20% 40% 60% 80% 100%

Very Positive

Positive

Neither Negative nor Positive

Negative

Very Negative

Source: Monthly Survey of US Consumers
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Cruises Sentiment

The percentage of consumers who would feel uncomfortable going on a cruise today has declined in
recent months...

How comfortable would you feel going on a cruise today?
Posed to all respondents.

mVery Uncomfortable ®m Uncomfortable = Neutral/No Opinion m Comfortable mVery Comfortable

Aug (22)
Jul (22)
Jun (22)
May (22)
Apr (22)
Mar (22)
Feb (22)
Jan (22)
Dec (21)
Nov (21)
Oct (21)
Sep (21)
Aug (21)
Jul (21)
Jun (21)
May (21)
Apr (21)
Mar (21)
Feb (21)
Jan (21)
Dec (20)
Nov (20)
Oct (20)
Sep (20)
Aug (20)
Jul (20)
Jun (20)
May (20)
Apr (20)
Mar (20)

0% 20% 40% 60% 80% 100%
Source: Monthly Survey of US Consumers
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News Platform Engagement

Following a period in which readership increased across platforms, the percentage of respondents
regularly reading an array of news platforms has declined in 2022...

Which of the following do you read regularly or occasionally?
Posed to all respondents.

—New York Times —Wall Street Journal —Financial Times
Washington Post —USA Today —None of the above
70%
60%
50%
40%

30%
o M

—

0
0%
o O O o i i — 1 i AN &N AN NN (V]
N 222 dddd a2 a2«
il Sl rdits St didiieis S G Sl Sdis SR T R s i
c3 Y353 8c58553s532383585855353%®

Source: Monthly Survey of US Consumers
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Paid News Subscriptions

Of those who read the New York Times, WSJ, and Washington Post, the share who report only reading
free content has increased while the percentage who has a paid subscription has declined...

Do you currently have a paid subscription with any of the following?
Posed to all respondents who said they read each of the following.

New York Times (n=296) Wall Street Journal (n=220)

—No | only read free content —Yes | have a paid subscription —No | only read free content —Yes | have a paid subscription
70% 80%
60% 70%
50% 60%
50%
40%
o 40%
30% 30%
20% 20%
10% 10%
0% e o _ 0% o o
888SRS8SS8E8E8588E8EEE38S8REER 888SR8S5588858858E583888RNERER
5253828585238 5353823:5838533853¢% S3385285858585353582388385335°33

Financial Times (n=131) Washington Post (n=205)

—No | only read free content —Yes | have a paid subscription

—No | only read free content —Yes | have a paid subscription
80%
80%
70%
70%
60%
50% e
(]
40% 50%
30% 40%
20% 30%
10% 20%
0% el _ 10%
RRESEERSSHEdEEEEddEEEdERNRRSH 0%
RN EEEEEEES ENEE Y R ° S L _
ToeTeET T EREs saeEa TR s s 555888855858 g58555558:888¢§88¢¢8
R c 35 w2 g 3 P cL F 8 Fecdwag gL Soss >c S w
Source: Monthly Survey of US Consumers 5233%828882225°38828%¢8828837°2
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NYT Engagement

The percentage of NYT readers who read the publication daily has softened in recent monthes...

How often do you read the following:
Posed to all respondents who said they read the New York Time (N = 296)

10%

Aug (22)
Jul (22)
Jun (22)
= May (22

Less than Monthly

Monthly

Weekly

Daily

= Aug (21)
0% 20% 40% 60% 80% 100%

Source: Monthly Survey of US Consumers
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Online Pharmacy

Consumers are increasingly open to the idea of ordering prescriptions through an online pharmacy...

How open would you be to ordering prescriptions through an online pharmacy?
Posed to respondents.

Jun (22)

May (22)
" Apr(22)
» Mar (22)
B Feb (22)
m Jan (22)
B Dec (2
U Nowv (2
m Oct (21
mSep (21
W Aug (2
m Jul (21)
| Jun (21
® May (21)
| Apr (21
B Mar (21

| like the idea of ordering prescriptions online for delivery

I am not sure

I am opposed to doing that

0% 20% 40% 60% 80% 100%

Source: Monthly Survey of US Consumers
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Amazon as a Pharmacy

But they have been less likely over time to say they think it is a good idea to use Amazon for all
prescriptions...

How open would you be to using Amazon as your pharmacy for prescriptions?
Posed to respondents.

Jun (23)

May (22)
® Apr (22)
» Mar (22)
mFeb (22)
W Jan (22)
W Dec (2
W MNow (2
| Oct (21
W Sep (21
B Aug (2
| Jul (21)
W Jun {21
B May (21
W Apr (21
m Mar (21

I think it is a good idea to use Amazon for all prescriptions

I'think it is a good idea to use Amazon for some |
prescriptions

e

| am not open to using Amazon

0% 20% 40% 60% 80% 100%

Source: Monthly Survey of US Consumers
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