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The Best of Both Worlds:
Effectively Combining D2C and
Marketplace Sales Channels

Ross Keating

Chief Commercial Officer
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Part 1

The case for both
marketplaces and D2C



The age of digital
marketplaces

The eCommerce boom has led to an
increase in the number of online
marketplaces as well as marketplace
share of sales.

62.95%

Amount of global online spending that
occurred via digital marketplaces in 2020
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NoO surprise:
Amazon is still
the reigning king

Amazon is still the number three global
leader and the number one leader in the
United States.

63%

Percent of shoppers who start their search
on Amazon

Source: Wunderman Thompson Commerce



But there are other

A 40 of the top 100 marketplaces were
launched in the last decade

A Walmart Marketplace expands offerings to
compete with Amazon

A Launch of Debenhams marketplace

A The fastest - growing U.S. marketplace in 2021
was home furnishings marketplace Chairish

Source: Digital Commerce 360



Benefits of marketplaces

Brand awareness and visibility

Brands have the potential to reach a higher number of potential customers.

Lower customer acquisition costs

Due to the customer volume on marketplaces, the cost per acquisition tends to be lower.

Consumer trust

Well - known marketplaces are familiar and instill trust in consumers.

Reach new markets

Marketplaces enable brands to easily expand their reach to customers around the world.
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D2C still has a +80%

certain lure for
h Consumers who are expected
t ke at least h
SNOPPETS. o b b oo

next 5 years.

A Brands can provide customers a more
personalised and engaging experience

A Customers like to go directly to the website
for high quality and accurate information

O ®© 0 O
1T T T
A D2C brands provide convenience through a One out of five shoppers

streamlined path to purchase start their product search on
brand sites.

Source: Wunderman Thompson Commerce, Direct - to- Consumer Purchase Intent Index



Benefits of D2C

High customer lifetime value

Brands can build more loyalty and engagement with consumers, thus increasing CLV.

Control over brand

Having control over the brand messaging and customer experience are important factors.

Access to consumer data

D2C enables brands to collect valuable first - party data from customers.

Higher margins

Brands can sell products on D2C at retailer prices, therefore increasing profit margins.
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Part 2

Combine and Conquer



You can have
your cake and
eat It too.

The most successful brands capitalise on a
combined D2C and marketplace strategy.

+248%

Average conversion rate increase by
switching from pure DTC to a hybrid model

Source: ChannelSight Data




How does a

hybrid strategy
work?

\

Hybrid provides consumers an
easy route to wherever they prefer
to shop b whether that be D2C or
through a marketplace. Hybrid
models are key for eCommerce
conversions
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Step 1:Focus on
the omnichannel
consumer
journey

Create integrated experiences between
brand site and retailers. Consider the
whole omnichannel consumer journey,
not only the brand  sales funnel.
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customers optlons and convenience

B2C technology manufacturer, Tado °, seamlessly directs customers from their product

pages to preferred marketplaces.

Smart Thermostat (Wired) - Starter Kit V3+ «x
You need the Smart Thermostat (Wired) if your home has a traditional wired

room thermostat to control your boiler or underfloor heating controls.

€219.99

>

Underfloor heating starter kit refurbished

tadoo Vv In stock View offer
Smart Thermostat (Wired)

erhdltlich bei

. k 1ew ofrer
Your heating, only better amazon e S

The Smart Thermostat (Wired) replaces existing wired room thermostats to control
your heating system from anywhere with the tade® app. cyberport + In stock View offer

amazon- o

=— All bestseller Amazon Basics offers customer service

hardware store  offers  Tools for professionals ~ power tools ~

hardware store » building supplies » Heat cool » Thermostats & accessories

|
|| Mein zuhause




Tip:

Customise sales
channels for

each product

Hoover directs customers to

retailers and marketplaces for
products that perform better on

those sites. For top - selling products,
the D2C 'Buy Now' button is more
prominent.

H-HANDY 700 EXPRESS
HH710M 001

Voltage (V)

JOVIS PLUS
SM550AC 001

Dry capacity




Step 2: Maintain
control over your
digital shelf

Monitoring your digital shelf is key to
maintaining brand reputation and

product performance. Ensure you have a
reliable and efficient way to maintain
control over how your products are

being displayed on marketplaces.




Tip: Keep an
overview of all
product content

GRADE BREAKDOWN

RETAILER EREAKDOWN

- = ‘ ‘ t

brands have to lose control over

product listings or brand messaging. GRADE DISTRIBUTION
A digital shelf tool can automate this
to ensure marketplace content is as .
. . BMGrade A | Grade B [ Grade C M Grade D M Grade F = : ’ = '
high quality and accurate as D2C

content.




Step 3. Leverage
data from D2C
and marketplaces

Integrating data from marketplaces
with first - party consumer data from
brand sites can provide a richer
understanding of customers.




Tip: Leverage basket composition

data from marketplaces

Basket composition data provides a wealth of information about consumer shopping
habits that can be used for product bundles and recommendations.

PRODUCT BUNDLES

PRODUCT LEVEL DATA
' I l I I YOU MIGHT ALSO LIKE
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Tip: Integrate data
sources from
brand site and
marketplaces
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BUY NOW
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Focus on data integration, building your - i
own data banks, and enriching your e [T T T T T T i —

CRM = g !IIII.II-I!-II-..-\

Data integration can be used for user
journey analysis, audience
segmentation and lookalike targeting.




Recap

Focus on the entire
omnichannel
consumer joumey

Maintain control
over your digital
shelf

Take advantage of
both D2C and
marketplace data
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Marketplace
Advertising
Trends in 2022

soq
0.’.. °

tinuiti




E Commerce Is growing, and so Is the need for
Advertising

US ecommerce channel ad spending, 2019-2024
billions, % change, and % of digital ad spending

$41.33

9.4%

2019 2020 2021 2022 2023 2024

. Ecommerce channel ad spending === % change === % of digital ad spending

Note: digital advertising that appears on websites or apps that are primarily engaged inretail ecommerce; examples include advertising
on Amazon, Walmart, and eBay; excludes advertising on social networks or search engines.

Source: eMarketer




I Trend #1: Diversifying Advertising Channels

R £
for Paid and Organic
placements




The benefits of expanding your advertising
Investment in new marketplace channels
can include:

6 Increasing your Customer Base
5 More Data Insights
5 More Testing Opportunities



Trend #2. Staying Flexible

RETAILER

BIG BOX/REACH Walmart ® TARGET Krdger
LAST MILE #" instacort 3‘1: , Shipt LCJ
DRUG/BEAUTY \&_LT/\ YCVUS Whégreens
| « wayfair K"j
DEPARTMENT STORES *MOCYS KOHLS
ELECTRONICS %%SYT

petco &
OUTSIDE OF THE US , Morrisons 2 Instacort Walmart
O - vor: [T ©TaRGET Kriger
SELL-SIDE PLATFORMS Crited ~ PromotelQ @CitrusAd

PROGRAMMATIC PLATFORMS  [RURT T-1[r=e 10 G




Trend #3: Display

5 Instacart (Self-Service):
3 Behavior Targeting
3 Keyword Targeting

o Walmart;
z DSS

Additional Display Opportunities:
o Target




How to Choose the Right Channel for Your Brand

RETAILER
BICG BOX/REACH Walmart @® TARGET Hroger
LAST MILE Finstocort JOFPUTT Shipt[i] COnS|derat|0nS:

— UTA  @CVS  wisgrenn 1. Timing

i [ 2. Budget

N < woms 3. Stock and Merchandising
W 4. Performance Goals

PETS petco X

OUTSIDE OF THE US ASDE Morrsais #" instacart Walmart !"‘

PROPRIETARY RETAILER- -7+ Wakmart m ® TARGET b(r\czjer

ssssssssssssssss criteo.. PromotelQ @Citrus/Ad

PROGRAMMATIC PLATFORMS  [ORTITI(FTe 0 0 "G B






ENTERING THE

MIDDLE EAST ON
MARKETPLACES

David Quaife
General Manager MENA, Pattern
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WEORE THE
AT WHAT WE DO

Amazon Seller Units Shipped
Globally Monthly Tmall Trade Partner
Countries Selling In Global Revenue Series B Funding
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BRANDS WE
ACCELERATE R\ Panasonic ¢ BlackbDiamond  JOGITEA

BOSCH o KONG 8 Vi

SOREL

T e AVDER PROTOCOL  "BUURT’S BEES

We represent a portfolio of klean 3 _.
100+ consumer brands on CKlean  WWZEBRA  rawoora  Google

global marketplaces, taking \Nfcoravin Whittard  asppgenders havaianas

CHELSEA 1884

care of every aspect of |
listing, marketing and #i DOUGLAS  Moét Hennessy THORNE'

i LABORATORIES

selling their products =
Feetures FOIRE QO HollandsBarrett £ Skullcandy

OMRON ICONIC  VITAL @VO°

LONDON

S peCtra INfecraTive  SLENDERTONE & Owlet
4 pattern / 34




WHY THE MIDDLE EAST?
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Ecommerce is thriving across the GCC

Projected Annual Ecommerce Sales for the GCC Markets in US$billions

v 4
&»”
A
2024 $4 $2 $2'
»”
2025 $5 $1 9%
$- $10 $20 $30 $40 $50 $60

BKSA mUAE mQatar = Kuwait mOman Bahrain
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Where the UAEOs online shopper

Clothing, Shoes & Accessories NG 40% s 29%
Haircare [EEEASTSN 36% T13% 13%
Skincare & Make-up  [IENSOGNNNNNN 36% A% 17%

Vitamins and Supplements [INIEEGSEE 28% M11% 16%
Pet Food & Supplies I 26% 1B% 10N
Food & Pantry [INNIZZSENEN 51% 143% 16%
Luggage & Travel Gear IS 27% 0% 12%

Automative Parts & Accessories [[IIIGIESSD 27% 12% 11% I
DIY/Home Improvement GG 34% 12% 13%
Home & Kitchen Products [N 1% 11% 12%
Sports, Fitness & Outdoor Products NG 32% 3% 14%
Toys, Kids & Baby Products [IINEGEGESE 33% 4% 20%
Electronics & Computer Equipment |GG 39% 10% 11% IEEE

Books & eBooks IO 20% % s T

® Amazon Noon
® Online-only retailer (e.g. Namshi or Mumzworld) Retailer with stores and website (e.g. H&M or Babyshop)
B None of these/| do not expect to buy this online in 2022
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Our consumer polling shows unmet demand
Have you bought any products online that have beenshipped overseas in the past 12 months?

Yes - from Amazon

Yes - from another marketplace (such as eBay, AliExpress or
Zalando

Yes - from an overseas brand's own website (such as Next)

Yes - from an overseas online-only retailer (such as Net-a- 0
Porter, or iHerb) 88 L 6 A)

Yes - from an overseas brand's own website (such as Next) 15.4% bought online

cross-border
Yes - from an overseas retailer with stores and a website in 2021

(such as Selfridges or Harrods) 9.4%

No - | have not bought anything online that was shipped from

0,
another country in the past 12 months 11.4%

10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0% 80.0%
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Amazon Is considered for many categories

How likely are you to buy from Amazon.aein the future?

Clothing, Shoes & Accessories IINNEGEGEGNNNSOGN 40% T112%° 92%
Haircare SN 38.4% 1106%  138%
Skincare & Make-up G S S 33% [138% = 146%
Vitamins and Supplements IIIEENEGEGEGNESTNNN 342% - 132% 21.2%
Pet Food & Supplies IINENNENNZSN 31.2% - 86% 32.2%
Food & Pantry [NZSSEN 36% . 164% 18.8%
Luggage & Travel Gear S 36.4% - 8.8% 17.4%
Automative Parts & Accessories [IIINIEGEGEGESITEN 31.4% - 108% 26.8%
DIY/Home Improvement SIS 44 8% B66% 12%
Home & Kitchen Products S 41.4% 194% 7.8%
Sports, Fitness & Outdoor Products S ESS 39.2% ['86% 144%
Toys, Kids & Baby Products S EEN 39.6% 7.6% 16%
Electronics & Computer Equipment IS 34.4% [86% 9.6%
Books & eBooks INSSEN 33.4% - 86% 19.4%
mAmazon is my first choice in the future Amazon is one of the retailers | would consider
m | would not consider Amazon for this item | never buy this/not sure

/2 pattern
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Consumers want relatively fast delivery

When you are buying non-essential products online (notincluding groceries)
whatisthelongest delivery timeframe you are prepared to accept?

Delivery in 10 days or more 11.6%

Delivery in 6-9 days 12 8%

5%
0
2 hour delivery - 4.8% want delivery
in 5 days
or less

None of the above 0.6%

/2 pattern
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REAL -LIFE EXAMPLES
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LAUNCHING AUS BRAND ON
AMAZON IN THE MIDDLE EAST

CHALLENGE

US supplements brand Thorne needed support to launch in the United Arab Emirates, and particularly to
list on Amazon.ae. This included support with registering its products, so they could be sold locally, rather
than cross -border.

APPROACH
Ao SR - I ..« - . -party certifier . R
A We developed arobust launch strategy for the brand, considering sell -through rates, dates of cover,

sales uplift

campaign forecasts and lead times, to avoid OOS situations.

‘ ‘ ‘ il o y = il ‘ X il ‘ )

A - L - ’ - ﬂ - | . . b -
= 1 t ‘ ’ 1 ‘ ) t ‘ ﬂ voo- - X
J - s e s« .+ = 4 0o N 4+ o - w - .
s
RESULTS THORNE
S £ U . .. 1’ Mdvanced Nutrients
3 oK ['3’“" ooooooo

A - ’ ‘ ’ ‘ e 7 ‘ ’ i ‘ ﬂ - ‘ ’ ‘ DIETARSY SUPQLEPE?TX

[ . + J . ° J o + > or w o= s . LI - + a o - + -

M - ‘ 3 7 ’ ‘ ’ I ‘ t ‘ ‘ 2 Rae 1 oy -

A <. . P I . P o ko . . S:l PN - “ oo . PR o ¢ o+ o 1 e - . o - J .

stores
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STABILISING PRICE & POLICING
THE MARKETPLACE

CHALLENGE

Slendertone was being sold by Amazon in the UAE, but struggling to stand out amongst a number of sellers

5N o x ° + = o ¢« = .

_di’sc&)uhfing v;/a§ dame{gihg to ifs .brand plosaiti(‘)r.ﬂng‘.
APPROACH

O < T
Amazon.

e 17906
selling fake products. We identified key grey market sellers and the source of their stock; so the brand

could cut off their supply.

sales uplift

Ao T S €
RESULTS

A An average of 89% growth in the UAE over a period of nine months.

A Sales growth from 2019 b 2020 was +178%

A Prices have stabilised, they had dropped 31% between 2018 - 2019 while being sold directly by Amazon.

/2 pattern SLENDERTONE




Make us your Middle East Distribution partner

WE CAN ACT AS YOUR DISTRIBUTOR FOR ONLINE & OFFLINE CHANNELS

WE BUY YOUR STOCK WE LIST ON MARKETPLCES WE GROW YOUR BUSINESS
YOU SHIP TO OUR FACILITY AND SUPPLY PRODUCT TO WE REPORT BACK

AGREED RETAIL PARTNERS

Pattern acts as an extension of Pattern gets your product We will grow your sales

your brand. Our aim is to be a
seamless extension of your

listed with the right retailers for through your chosen channels
your brand - and lists on and share everything we learn

/2 pattern /a5




Thanks for listening

Patternis the categoryleader in globalecommerceand marketplace acceleration Aswell
as being one of the largest Amazonsellers in the world, we are also present on Noon,
Tmall JD.com, eBayand other marketplaces

Our unigue model delivers growth and control to consumer brands selling on Amazon,
with Pattern taking care of every aspect of their Amazon presence, utilising our
proprietarytechnologyto optimise and report on key success metrics. Unlike an agency,
we buy stock from our brand partners; and so when you sign up to work with Pattern, we

pay you.

For more information on how we work and to arrange a time to chat:
mena@pattern.com

/2 pattern /a6
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Amazon 2021 Advertising
Benchmarks By DataHawk
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Agenda

.- What Makes a Good Advertising Benchmark?
2. How Brands Allocate Their Ad Spend

3. Amazon Advertising Throughout the Year

4. Amazon Holiday Advertising Trends



What Makes a Good
Advertising Benchmark?
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Monthly Amazon Seller Metrics

Quartile Sales cpc ConversionRate | RoAS

Ad Ve rt i s i n g N Bottom $6,070 $0.69 718% 23x 19.4%

Products Median $33,713 $1.03 1.43% 3.6x 27.6%

Be n c h m a r ks 98.32% Top $130,866 $1.48 17.98% 5.1 42.6%

I Average $180,560 $1.21 1319% 2.4x 40.6%

This table is a breakdown of Bottom  §770 $08 457% 18 222%

DataHawk users’ pel’fOI‘mGnCG Sponsored  Median $4,327 $0.89 8.37% 31 31.9%

vis-a-vis key odvertising e Top $17,126 $1.36 13.52% 45x 51.8%
metrics for each of the 75.08%

different Amazon ad types. Average $20,460 $114 9.74% 1.9 63.6%

Bottom $1,819 $0.80 7.41% 2.4x 22.6%

The table is Segmented into sponsored Median $5,996 $1.02 1.27% 3.3 30.2%

bottom quartile, median, top WGREs Viceo on e e - ro o
quartile, and average to 80.47%

or ovide perspe ctive on how Average $20,645 $1.21 12.60% 27 36.7%

Amazon businesses Bottom $218 $0.64 331% 12x 287%

performed in 2021. sponsored  Median $1,024 $0.90 6.01% 2.4x 5%

::::;y Top $4,003 $133 9.84% 3.5x 79.7%

Average $5,678 $1.04 7.34% 1.3x 74.1%



How Brands Allocate
Their Ad Spend

2




Allocation of Ad Spend

100%

Amazon brands allocate on
average 81% of their ad
budgets to Sponsored
Product ads, making them
the most popular ad type.

In May, when ad spend on all
other ad types was reduced,
Sponsored Brand ads and
Sponsored Brand Video ads
increased significantly,
presumably because of Prime
Day in June.

Ad Spend

80%

70%

40%

O

83.2%

77.3%

80.2%

822% 8'7%  g0.6% 79.3% 783%  gu% 81.9% 81.3% 80.9%
2.7% 2.8% 2.6% 2.6% 2.5% 2.5% 3.8% 3.8% 3.6% 3.7% 3.8% 3.6%
\)-——-——'_—'0_——_‘ e e
[, — O O O ‘f O —C O ©
7.6% 7.3% 7.4% 7.7% 8.5% 8.1% 8.3% 7.7% 1.7% 8.8% 8.9% 8.8%
202 April, 2021 July, 2021 tobe
‘ Brands Brands Video ' Display . Products



Amazon Advertising
Throughout the Year




RoAS

Weekly Median RoAS

3.85 3.88

Products ads were the most efficient
ad type 42-weeks of the year.
Brands Video ads generated the
highest RoAS from Nov. 22 (3.9x) to
Dec. 19 (4.2x).

232 2.33 Brands ads had notable spikes,

WW\ surpassing Sponsored Products,
/ ros 201 during the weeks of Apr. 5-11, Jul. 19-

25, and Sep. 6-12.

Le1 Display ads delivered the greatest
increase (42%) between May 16 and
Apei 2021 Jal. 2021 October, 2021 oz JUNE 16, registering an upsurge of 39%.

® overall . Brands Brands Video . Display . Products
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