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Power
of Video
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Efficiently driving store
visits through in-home &
on-the-go touchpoints
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Leveraging vics
I the home for brand »
building is ubiquitous,
offering unmatched
opportunities for
brand storytelling
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But how can
brands drive
peAllaction
outside of the
home?
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( OUR OBJECTIVE )

Test the effectiveness
of serving video ads I
asanadditional @ ||V
touchpomt when

n-tﬂ eare already

ego ¥
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types of video

to the t-e st by Connected Online
deployingand ™ Video
measu.l‘lng Programmatio Programmatic GSTV
their impact s |

on foot traffic
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Fielding
@ @ Impressions ran across all
screens over the course of °~

3 weeks

e KPI Measurement
Fast casual dining brand Measured foot traffic to

running all 3 types of video the brand’s casual dining
simultaneously locations

Ag:lebee's ‘e

GRILL + BAR

Campaign Goal
Video ads featured a new

promotion and aimed to
drive traffic to restaurants
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DrIVI n g ] On-the-Go
FOORBATKIC
to stores

INVESTMENT

37%

REACH

AVG FREQUENCY

1.8

Similar average Connected TV
INVESTMENT REACH
frequency across 11% 1.5M
. (1]
video platforms AVG FREQUENCY
= 1.2
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The Power of
an ‘On=tne=-Co’
Moment
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( THE IMPACT )

Reachin ople on-the-go
drove img':rlzaemgntal foot tgaffic

BEHAVIORAL LIFT EXPOSED CONVERSION RATE
(Incremental store visitation) (Store visitation)

ConnectedTV

f. No incremental lift
in store visits

4%

Exposed Conversion Rate

On its own, video
Onfine Video on-the-go was the
niine Vi 0 most effective

2 No incremental lift 6/0 in generating

in store visits i ..
Exposed Conversion Rate store visits
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(rwemener )
Video on-the-go + traditional video =

Amplitiea performance

BEHAVIORAL LIFT When video on-the-go

(Incremental store visitation) is combined with other

% increase video formats, synergy
drives even stronger
performance

VIDEO ON-THE-GO VIDEO ON-THE-GO + VIDEO ON-THE-GO +
ONLY CONNECTED TV 3 ONLINE VIDEO
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( THE IMPACT )

We consistently see on-the-go driving store

visits across verticals

BEHAVIORAL LIFT
% of campaigns with lift
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Source:

VIDEO ON-THE-GO

QSR/Dining

TV/Digital

VIDEO ON-THE-GO

Retail

TV/Digital

:Fours:

quare benchmark analysis, FY22 - FY23
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( THE IMPACT )

Video on-the-go
delivered efficient
incremental reach

more efficient compared
to Connected TV

39 people/dollar
3  OnlineVideo 37 people,/dollar

ConnectedTV 30 people,/dollar
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TOTAL CAMPAIGN REACH
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INCREMENTAL

REACH FROM VIDEO

ON-THE-GO

VIDEO ON-THE-GO
+ OTHER
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On-the-go video
succeeds by
connecting with
attentive
audiences on the
verge of
spending

“An object in motion
tends to stay in motion.”
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C MOMENTUM DRIVES ACTION )

When people are on-the-go,
they spend more

Consumers spent 3.7x more
immediately following a fuel
transaction than those

who did not purchase

fuel that day

CONSUMER SPENDING
S per thousand accounts | 3-hr post observation window

G‘—.‘ Fuel )
transaction
/ observed

+3.7X

No fuel
¢ transaction
thatday

M[["A 'I'RIM_S s T V Source: Affinity Solutions, analysis of fuel customers vs. non-fuel customers, April 1- July 31 2021. Data represents behaviorin the 0-3 hours following a gas transaction made between 6am-
- 12am. Index is vs. average hourly transactions by non-fuelers across 6am-12am. Non-fuelers = cardholders who do not make a fuel purchase on a given day within the analysis period. 15



C MOMENTUM DRIVES ACTION )

After fueling up,
people spend more R
across verticals N ‘

>
» >

3.6x 4.0x 4.8x 5.2x

more at more at more at more at more at more at more at
Drug Big Box Grocery Home Supply
stores stores stores restaurants stores stores restaurants

MH]IA 'I'mm-s STv Source: Affinity Solutions, analysis of fuel customers vs. non-fuel customers, April 1- July 31 2021. Data represents behavior in the 0-3 hours following a gas transaction made between 6am-
- 12am. Index is vs. average hourly transactions by non-fuelers across 6am-12am. Non-fuelers = cardholders who do not make a fuel purchase on a given day within the analysis period. 16



( IMPLICATIONS )

Continue to use online video at home to build
brand. Use video on-the-go as an additional

touchpoint to drive action m I-
| Capitalize on
momentum

Tap into the natural readiness of on-the-go

audiences by serving ads that inspire
immediate action @
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