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WHO ARE SUBJECT TO
DRAMATIC FORC

Racial
Tensions

uve
Virus Variants Push

Nations to Lock Down
and Zi

President Biden Is Vowing to
Schools Quickly. It

Up Borders

COVID-19 pandemic accelerated shift to e-
commerce by 5 years, new report says

Sarah Perez

A summer of digital protest: How 2020
became the summer of activism both online

Q

and offline

h

Coronavirus
Outbreak

K

Ex-U.S. Capitol Police chief says he
would ‘deserve to be fired’ for Capitol
takeover

| — st N
Online Buying I_ Recession U, . 1 touch 100
e ) I
- Climate Change Diminished
9 Brand Loyalty

U.S. Officially Leaving Paris Climate
Agreement

a

How Consumers’ Loyalty to Brands Has
Shifted Throughout the Pandemic

Study shows changing shopping habits over the past 2 months

Source: Gartner
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BUT YOUR CURRENT
a SEGMENTATION
STRATEGY IS NOT HUMAN




AND YOUR EXISTING PERSONAS
ARE NOT HUMAN

- Female
- Age 25-34
- 1 child

- Male - Male 50% and - Female 60%,
. Age 25-38 Female 50% Male 40%

- No children - Age 13-23 - Age 55-75

. Household - Live with parents - Retired
income $50-75K - Income - no - Enjoy walking

Suburban : : : Active 5
Moms on the mgf_ng]g?jls gggigtgoaal Boomers in =
Move Retirement m

Resonate.com/segmentation

- Household
income $75-100K




YOUR AUDIENCE IS HUMAN

“Suburban Moms
on the Move”

Age 28-36

BIG BOX SHOPPER Female BIG BOX SHOPPER
AGE 28-36, MARRIED, 2 CHILDREN, $75-100K AGE 28-36, MARRIED, 2 CHILDREN, $75-100K
HHI HHI
« Childrenage 2 « Childrenage5, 6
« Low discretionary income 2 children « High discretionary income
« In market for dishwasher *  Amazon Prime customer

+ Uses coupons Household «  Values nature
« Values creativity & financial stability «  Only buys organic food
« Invests in mutual funds income « Recycles regularly
« Considering switching investment firms Watches TV on her phone

« Cord cutter $ "] 5 —_ 1 0 OK Reads New York Times

«  Wants safer schools Supports school vouchers
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oo MEXICAN AMERICANS stexcosticotic  osimmmne PUERTO RICAN AMERICANS <ssesssessss  SIMRISISNI CUBAN AMERICANS swssmmmms
MORE LIKELY LESS LIKELY MORE LIKELY LESS LIKELY MORE LIKELY LESS LIKELY

T0 BUY PRODUCTS THAT ARE: T0 BUY PRODUCTS THAT ARE: 10 BUY PRODUCTS THAT ARE: 10 BUY PRODUCTS THAT ARE- T0 BUY PRODUCTS THAT ARE: T0 BUY PRODUCTS THAT ARE:

0
POPULAR ~A COST-EFFECTIVE [ ) ] ["‘H COST-EFFECTIVE ] [@ EUN/EXCITING ] Ei e
; POPULAR

| | UNIOUE ]

A e G, susmLe

G?J EASY-TO-USE

PURCHASE DRIVERS OF HISPANIC
SUB SEGMENTS VARY
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CULTURAL AFFINITY & GEOGRAPRHY
MATTER MORE THAN EVER

IN SANM ANTONIOJ/AUSTIN, HISPANIC PRESERVERS.. IN MIAMI, HISPANIC PRESERVERS..

Value religion, hard work, and charitable issues Value religion and family time

Speak English first, but also speak Spanish Often look to Spanish-speaking cultural figures

Consurme media through social media and Consume media through traditional TV and
streaming services radio and enjoy Spanish language programming

@ Marketing Solutions | Case Study | qlmq resona e
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MICROSEGMENTATION
IS THE KEY TO
GROWTH
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TRADITIONAL
SEGMENTATION
GIVES WAY TO
DEEPER,
DYNAMIC
SEGMENTATION
POWERED BY Al
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Al-POWERED DATA SCALED FOR ACTION

[ RESONATE DATA ]

090 (=x

LARGEST U.S. CONSUMER

O

200,000 6-3

Responses Weeks + Recent
Events Every 2-3
Weeks

Resonate.com/segmentation

[ METHODOLOGY J

1B

Daily
Web/Mobile
Observations

ONLINE BEHAVIORS
& CONTEXT

RESONATE IGNITE
PLATFORM

Al & MACHINE
LEARNING

120B 13,000 600M  200M

Daily Proprietary, Connected Consumer
Predictions Privacy-safe Data Devices Profiles
Points
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ADVANCED
MICROSEGMENTATION
IGNITES

Acquisition

Retention & Churn Prevention
Brand

CX

Product & Solution Development
Content Development

Loyalty Programs

Creative, Messaging and Offers
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MICROSEGMENTATION
IGNITES

ACQUISITION
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WHO'S READY TO SWITCH?

20% 33%

LIST CUSTOMER SERVICE AS ATOP-5
PLAN TO SWITCH WRERESR COMNSIDERATION WHEN SELECTING A

PROVIDERS IN THE NEXT YEAR PROVIDER

CHALLEEMNGES OPPORTUNITIES FOR TELECOM MARKETERS

v/ Rising consumer expectations for privacy AND personalization
v/ Positioning your brand as the go-to wireless partner for the post-pandemic mobility boom
v Keeping pace with consumer sentiment toward industry innovation, like 5G

v Gaining and maintaining consumer trust and easing anxieties

v Maximizing customer lifetime value
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Non-Verizon High Value Acquisition .

COMPETITIVE Targets
Audience Size and Definition: PROIECTED ADULT POPULATION: | ADDRESSABLE:
N l | E | | N 21% | 47M 4IM

1§ RESOMNATE ELEMENTS

Technology & Telecom > Telecom = Wireless > Current Wireless Carrier
. . o CIED
Verizon Acquisition Targets

Audience Size and Definition: PROJECTED ADULT BOBULATION

@ RESONATE ELEMENTS

Technology & Telecom = Electronics/Technology = Product Ownership & Usage = Products Currently Own

Mobile Phone

AND
— @ RESONATE ELEMENTS

@ RESONATE ELEMENTS
Technology & Telecom = Telecom = Wireless = Current Wireless Carrier

o CID

— @ RESONATE ELEMENTS

Technology & Telecom = Telecom = Wireless > Timeframe to Switch Providers

® Not Planned

Technology & Telecom = Electronics/Technology > Proaduct Ownership & Usage > Products Currently Own

Mobile Phone

— @ RESONATE ELEMENTS

[ RESONATE ELEMENTS

Demographics > Demographics > Identity > Household Income

$75-100K $100-150K $150K+

Technology & Telecom = Telecomn = Wireless = Timeframe to Switch Providers

sl \Within 2 Months X 2-6 Months X 6-12 Months

[ RESONATE ELEMENTS

Technology & Telecom = Telecom = Wireless > Average Cost per Cell Phone Line

G £76 1o $100 $101 to $150 $151 to $200 $200+ $51 to $75

W | m RESONATE ELEMENTS
Demographics = Demographics = Identity = Children Under 18
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Y DON'T B

-HAV

. - . 1 U l ! = imm lhei o . . .

Top Paid TV Streaming Top TV Networks 4 TV Consumption Insights ’ CC Paid TV Streaming > Top TV Networks > TV Consumption Insights >
Subsc riptions BY INDEX with minimum composition: 33 BY INDEX with minimum composition: 15% Subscri DtiO ns BY INDEX with minimum compasition: 3% BY INDEX. with minimum compasition: 15%

BY INDEX with minil m ition: 5% . . with minis m Hon: 5%
with minimum composition: 5° 281 CNBC E Through TV Streaming Service 132 BY INDEX with minimum compasition: 5% 202 CNN IC Time-adjusted;"DVR 123
245 Bravo 184 MTV
ITUNES / APPLE TV 216 ESPN [0 onPhone 1n8 HULU PLUS 140 HEO [0 onphone 121
INDEX ?iCGMPgSITIDN ::j:s ;SSA _ L] online - Tablet n7 - " COMPOETION 130 ESPN [0 online-Tablet 110
merica . / . .
216 7% D online - Computer n2 164 10% 127 Brave } g Through TV Streaming Service 108
unes / Apple Tv [N -1 Hulu Plus I 16
Apple Tv+ N 150 Hours Online Per Week > ot I 13 Hours Online Per Week 5
Hulu with Live v [N 155 L EEMEosTIoN 32% Hulu Plus No. N 14> % COMPOSITION 31%
. . 28% Commercials X
. Online Adult Online Adult 25% o
Disney I 154 Papulation 21% Hula with Live T I 14 Population 23%
Hulu Plus I 143 12% Pluto Ty I 141 13%
Peacock N 12 ( = 524 Tubi Tv I 120 : 6%
109 L‘.'. 0 190 l\.‘. <1%
Cnline adult Population - online Adult Fopulation -

\ / <] 15 510 10-20 20-40 40+ \ / <] 15 510 10-20 20-40 40+
Over The Top Devices Top Social Media Netwaorks > \ @.pps By Category \ Over The Top Devices > ff Top Social Media Networks > op Apps By Category >
BY INDEX with minimum composition: 3% BY INDEX with minimum composition: 10% BY INDEX with minimum composition: 10:% BY INDEX with minimum composition: 3% BY INDEX with minimum composition: 10% BY INDEX with minimurm composition: 10%

159 Amazon Fire TV Stick @ Linkedin 148 214 Google Chromecast Reddit 137
157 Apple TV BUSINESS TOOLS / PRODUCTIVITY 108 Amazon Eire TV Stick ENTERTAINMENT / LIFESTYLE
) o
150 Google Chromecast Reddit 125 ) 107 Roku [U] Instagram 134 .
129 Rok ; B E EoMPOsmON 88 Apple TV n Twitt 130 INDEX ﬁ % COMPOSITION
oku TikTok 124 173 [ 19% PP witter 227 & 46%
[ rwitter 122 @) rinterest 125
NOTE: There are any 4 significant values for this metric. NOTE: There ar= anly 4 sigrificant values for this metic. j
\ ) Bus;gscz'gc_ﬁjg I 1T \ Entertainment / Lifestylc [ INNG_G_—_————— 7
th & Fitness NN Business Tools | | 17,
Too Newspapers Read Top Magazines Read > ezl & Feness m Top Newspapers Read > Top Magazines Read > Productivty
BY INDEX with minimum composition: 3% BY INDEX with minimum compaosition: 53 sports NN 155 BY INDEX with minimum composition: 3% BY INDEX with minimum compasition: 5% Food & Drink NG 157

246 Chicago Tribune
144 New York Post
143 New York Times
140 Los Angeles Times
139 UsAToday

229 Food & Family
224 Real Simple
178 Us weekly
172 Food & Wine
133 People

Finance/Stocks/Investme |
R 152
Trzve! I 150

Books | Educations| |
Materials v 143
w00
online Adult Populetion

148 USA Today

121 New York Times
106 Chicago Tribune
104 Wall Street Journal
96 LosAngeles Times

187 Forbes

109 People

103 Better Homes & Gardens
92 AARP The Magazine

NOTE: There are only 4 significant values for this metric.

Books | Educationa| |
Haﬂ:erials 155
Health & Fitness NN 143
Photo & Video Services | I 144

wa
Online Adult Populetion

J

YOU WON'T FIND THEM IN THE SAME PLACES

Resonate.com/segmentation
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Verizon Acquisition Targets

BASELINE: Online Adult Population | CONTAINS: Survey Data

BYINDEX 1 Baseline with Index of 100: Online Adult Population

Top 3 Personal Values »

146 - Reputation - Maintaining a Good Public Image: May, or may desire to,
place more emphasis on preserving a public image, and avoiding

embarrassment and dishonor. Life is about social respect. &

. . . . - . O Creativity
Tip: Consider using themes of strong values and being a good citizen in AS
your creative and messaging. J’JJ

W Independence
22 ) 104

145 - Authority - Being in Charge and Directing People: May be, or may Ly
desire to be, more likely to exercise control, be authoritative, and be seen as 8‘ Stimulation (122

influential. May be more likely to be decisive and direct, to take risks to gain
rewards, to have high self-confidence, and to be motivated by solving
challenging problems. Life is about social power and being in control.

109

Tip: Consider using themes of being assertive, commanding, and confident
in your creative and messaging.

143 - Achievemnent - Show Abilities and Be Admired: May, or may desire to,
seek success and the admiration of others for being successful.
Ambitiousness and determination may be distinguishing attributes. Life is
about getting ahead, “winning,” and impressing others.

Tip: Coensider using themes of being admired, appreciated, successful, and
acknowledged in your creative and messaging.

Resonate.com/segmentation

IR
NDED IN

DECISION-MAKING IS

DIFFERENT VALU

Non-Verizon High Value Acquisition Targets

PROIECTED ADULT PORPULATICN ADDRESSABLE:
13.3% | 29.7M 25.4M BASELINE: Online Adult Population | CONTAINS: Survey Data
BYINDEX (1 Baseline with Index of 100: Online Aduit Population
SELF\?-
'%/V Top 3 Personal Values >
S
(\é‘/]/ 157 - Authority - Being in Charge and Directing People: May be, or may
O@ desire to be, more likely to exercise control, be autheritative, and be seen as
1. influential. May be more likely to be decisive and direct, to take risks to gain
Nature Q(\ rewards, to have high self-confidence, and to be motivated by solving o Creativity
94 Equality challenging problems. Life is about social power and being in control. ~reativity a
ns 87

81  Dependability

- 86  Caring

. 126 Humility

B7 | Conformity

105 Tradition

Security

Independence

Stimulation @
k
5 109

96

Tip: Consider using themes of being assertive, commanding, and confident
in your creative and messaging.

S
g
<
<
[
a
e]

126 - Influence - Acquiring Wealth and Influence: May be, or may desire to
be, more likely to accumulate wealth, and the status and power that comes
from money and material possessions. May alsoc be more outgoing, self-
disciplined, and organized; and less softhearted. Life is about money and
social status.

Achievement
Tip: Consider using themes of prestige, importance, prosperity and power

attained by accumulating wealth in your creative and messaging.
Authority

125 - Stimulaticn - Life Full of Excitement, Novelties, & Challenges: May, or
may desire to, seek new and thrilling experiences, and be more likely to
take risks to achieve those experiences. May have low patience for
uninteresting or tedious tasks. Life is an adventure consisting of novel,
stimulating, and surprising challenges and experiences.

Influence

Reput:

Tip: Coensider using themes of adventure, inventiveness, excitement and
variety in life in your creative and messaging.

%
4
C‘@ »
6‘,\,?_

© Resonate. All rights reserved. Proprietary & Confidential.
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ADDRESSABLE:

4.1M

PROJECTED ADULT POPULATION,

21% | 47M
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Nature /i/("((\
o Equality
a3
rendability
Tt~ 108 Caring
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o 95 | Humility
i
'
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‘
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107 Tradition
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MICROSEGMENTATION
IGNITES

EFFECTIVE
ADVERTISING

Resonate.com/segmentation
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UNDERSTANDING TOYOTA AUDIENCES
BROADLY

re@QOnate EE DasHBOARD > MEMTAT

AMALYTICS = MEASUREMENT +

Cnline Adult Population

_nayners PRCIE _'. 2 FlAEULA ADCRESSAELE
o _ o 12.2% | 27.1M 23.2M
EADD NEW EADD SAVED nline Adult Population COMNTAING: Survey Data
1 added (max 5} DEMOGRAPHIC HIGHLIGHTS MOTIVATIONS & LIFESTYLE HIGHLIGHTS
% COMPOSITION for highest indexing Too Personal Values 3 5
. BY INDEX BY INDEX with minimum compasition: 10%
‘I‘ 54% are Female Obeying Laws and N - Social/Professional N
Fulfilling Obligations - Status =
- 53fe;-.-'in Oneselfand N 1S T Expressing Individuzlity NN 152
mbw  18% are 65+ Years of Age Family
L Trust from Others I 1
Awvoiding Upsetting or _ - _
) Harming Pecple . 127 onfine ;:1_-':0:::_ nticn
ﬂ 22% with Household Income of 100
$75-100K T
e~ 12% with Post-grad Degree Top Hobbies > Daily Routine >
BY INDEX with minimum composition: 15% BY INDEX with minimum Compos tion: 25%
@ 60% are Married Watching the Olympics INIINININGE 105 Awvoid Drinking Soda I 120
COTG o e Value Athletic I
Accomplishrments 107 ]
[ Q. i Happy Hour
i 63% do not have Children Under ¥ < Eat with Family &x per s
A Age 18 e __j_'_:D;:__ . Week n
100
Onfine Adult Populetion
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GOING DEEPER INTO DIFFERENCES
THAT MAKE A DIFFERENCE
IN ACQUISITION

MILLENNIAL MOMS+IN MARKET MILLENNIAL MOMS+IN MARKET+FORD+QUALITY+RELIABILITY

BY INDEX aseline with Index of 100: Online Adult Population
BY INDEX {:} Baseline with Index of 100: Online Adult Population Se
Top 3 Personal Values  » LEy
|
130 - Tradition - Maintaining Traditions: May, or may desire to, emphasize TOD 5 Personal Values > A'/SC-\
the preservation pftradlt\oms and customs, |r\.cludmg those within Tamfly 163 - Reputation - Maintaining a Good Public Image: May, or may desire to, (},/ /I/O
culture, and religion. May be inclined to do things in & way that maintains . . o - > C.
place more emphasis on preserving a public image, and avoiding 1
continuity with the way they have always been done and may be more X e N e
N L embarrassment and dishonor. Life is about social respect. e (¢
altruistic and sympathetic. () <
) . . ~ Tip: Consider using themes of strong values and being a good citizen in &O 104
Tip: Fon;lder u_,\_ng themes gf fa!’m\y, rellg\on_. appreciation fc_)r culture and your creative and messaging. (/c;J 96
traditional practices and beliefs in your creative and messaging. o1 I
s .
124 - Nature - Caring for Nature: May, or may desire to, emphasize the Ly .- B 103
1 - g v-S v i ce ilve ; o i i B
28 - Safety f’afet) in Oneself and Family: May, or may de“”e_ to, emphasize preservation of the natural environmment. Life is about protecting the 8‘ Stimulation -4 ~
the preservation of their own safety, seeking secure surrcundings and environment. +
X . - .
avoiding circumstances that might be unsafe. May also be more likely to 1 ‘| 107 Hu T
N - P - ﬁ - . . i
seek harmony and stability and avoid conflict and change. Life is about Tip: Consider using themes of unity with nature, safekeeping and Pleasure J
personal safety. conservation in your creative and messaging. ) .-
Conformit
, y
Tip: Consider using themes of personal safety, awareness, assurance, shelter e
and protection from harm in your creative and messaging. 121 - Safety - Safety in Oneself and Family: May, or may desire to, emphasize \ 85
the preservation of their own safety, seeking secure surroundings and Dut
. . avoiding circumstances that might be unsafe. May also be more likely to 19
21 - Humility - Being Humble: May, or may desire to, keep their own seek harmony and stability and avoid conflict and change. Life is about
accomplishments and importance in perspective, may avoid drawing personal safety. 75 Tradition
attention to themselves and may emphasize the welfare of others. May also
be more likely to be modest, grateful and generous. Tip: Consider using thernes of personal safety, awareness, assurance, shelter > tation =ecurit ,\\O
and protection from harm in your creative and messaging. ‘_\‘?‘
Tip: Consider using themes of humility, modesty and respect in your (é}
creative and messaging. \_\‘9
©
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MILLENNIAL MOMS+IN MARKET MILLENNIAL MOMS+IN MARKET+FORD+QUALITY+RELIABILITY

Top Psychological Drivers > (Top Psychological Drivers )
BY INDEX with minimum composition: 10% BY INDEX with minimum composition: 10%
Romantic Love I Living an Exciting Life [ NG 12
Living an Exciting Life [ INRNREG__a 127 Proving I 111
Competence/Skills
Recognition from Peers (NG 1>
A Optimistic Outlook I

-
Online Adult Population \ 100 /
Oolipe Adult Panyl=tion

Daily Routine > Daily Routine >
BY INDEX with minimum composition: 25% BY INDEX with minimum composition: 25%
palue workBeyond N 136 Value Work Beyond N 139
Income Income
Eat with Family 4xper N 125 Family Time Best Part | 1>,
Week of Day
Family Time BestPart 1 125 Eat with Family 4x per | 15>
of Day - Week -

100 100

Online Adult Population Online Adult Population

SIMILAR BUT DIFFERENT KEY DRIVERS
THAT MOTIVATE THEM

ReSOﬂate.Com/Segmeﬂtation © Resonate. All rights reserved. Proprietary & Confidential. resonate.com ‘ resona te



MICROSSEGMENTATION
IGNITES

BRAND
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DRIVERS & NON-DRIVERS

resonate  §m DASHECARD

Build a New Analysis
show met REPORTS ANALYTICS

Anheuser-Busch Drinkers

nline Adult Population

© ADDNEW ) ADD SAVED

T ad

=]

MPOSITION

6 Persanally Driven By -

Sexual Relationships

1

Persona
Recog

a Persanally Driven By -
\ Optimistic Qutlock

anally Driven By -
1g an Exciting Life

riven By -
rom Peers

=
| |
]

8]

12%
33%

1%

44% /

Persanally Driven
Respect from Ot

¢ Driven
rofessional Status

Personally Driven By -
Trust from Others

o

102

&

)

[1s]
[N B, (. -

[1s]
[s]

g

Persanally Driven
Proving Competer

=
e

/ Driven By -

®

© Resonate. All rights reserved. Proprietary & Confidential. resonate.com ‘ rResCona t e @

27%

8%

43%

22%

15%

30%

19%

13%



Anheuser-Busch Drinkers

BASELINE: Beer Drinkers | CONTAINS: Survey Data 226% | 503M

INSIGHT INDEX

PROIECTED ADULT POPULATION: ADDRESSABLE:

43.0M

% COMPOSITION

0
@
6
=

Consumer Engagement
Activities - None of the
Above

Consumer Engagement

[}
1
[]
I
1
i
1
1
i
1
[}
1
I
]
Activities - Share Opinion — 105
i
1
I
I
:
:
I 9s
1
I
I

of Product/Company

Consumer Engagement
Activities - Download App
from Retailers

Consumer Engagement
Activities - Contact
Companies to Share
Thoughts

Resonate.com/segmentation

Consumer Engagement [ v
ﬁg e e N e ———
Company's Societal ! >
Program | 9%
1
Consumer Engagement ! \
B8 Activities -First to S 1
Know/Bu
/Buy H 24%
e T N
1
Consumer Engagement [ LY
ag Activities - Follow on — 15
L Social Media 7%
( Consumer Engagement » )
ag Activities - Pay More o
Based on Important Issue 13%
\. J
w

10%

32%

36%

8%

NUANCED
SEGMENTS
REVEAL
DIFFERENCES

MAKE

A DIFFERENCE
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3Y UNDERSTANDING THE
HUMANS WITHIN THEIR
SEGMENTS, BRANDS HAVE
AN OPPORTUNITY TO TELL
MORE PERSONALIZED
STORIES THAT RESONATE




'S TIME TO MODERNIZE YOUR
SEGMENTATION

" Insight-driver
. e e v e e . ... Informed with fresh data
T '* 1\ /* ’H‘ ﬂ ﬂ\ '*‘ T @ ’*‘ ’*‘ - More comprehensive
s o o o e o o o o o © o understanding of customers
)F ’!‘ ? @ T /!‘ * ’!‘ /n\ }!\ 1‘ T « Scaled for reach & for accuracy
" T POMMRM MNP ¢ Frequentupdates
« Actionable

XX KRR X KT K RNV
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DEEP,
ACTIONABLE
INSIGHTS IGNITE
BT TER

SEGMENTATION
& DRIVE CLV

Resonate.com/segmentation

Customer
Lifetime
Value

RETAIN

EXPAND

RETAIN

® Resonate Data
Powered by u

’ @ Other Third-Party Data

Time
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THE INTERSECTION OF DATA & TECH TO
SUPPORT MODERN SEGMENTATION

DATA IN FOR INTELLIGENCE DATA OUT FOR ACTION
Segmentation Digital
& Typing Tools Advertising

On-going Custom
gong Website

< Research D
Personalization
Website \ >
/ E-mail
< Mobile App
Direct Mail
< Custom
Database Database
Modeling
, 13,000+ 200K+ 200M+
Third-Party Data
Data points NCS Connec ted
per profile Respondents Profiles
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LEARN MORE
resonate.com/segmentation
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