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The Internet
has democratized
creation and access
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People have moved from...

GOING SHOPPING ALWAYS SHOPPING

Routine, functional, intent-based Serendipitous, curated, integrated

into daily life



Thriving businesses recognize that the consumer

journey starts well before intent
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ECOMMERCE
People find products
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Q. Chic tops|

Red One-Piece Mustard Sweater
$$ $$$

Women'’s dressy tops and blouses

Chic city tops and dresses

Blazer
$$

DISCOVERY COMMERCE
Products find people
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Outdoor Roller Sk... EI
$315.00
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Hiking Bag
$79.00

; Discovery Commerce Is
_— B engineered serendipity
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Handmade Cat ...
$90.00



META DISCOVERY COMMERCE SYSTEM

PERSONALIZATION ENGAGING ADVERTISING AND OPTIMIZATION AND
ENGINE SURFACES CONVERSION TOOLS MEASUREMENT TOOLS
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Embrace agility for an optimal customer

experience

Personalize while protecting privacy

Key tips for driving
discovery

Optimize your marketing for mobile

Measure what matters



Embrace agility for an optimal customer experience
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Personalization and privacy can coexist

4

o .

PRIVACY-SAFE DATA

PERSONAL DATA



Optimize your marketing for mobile

Create mobile-first creative campaigns

Build short-form video

Think differently about
vour marketing to
captivate your customer
through discovery

Frame your content for mobile

Highlight your brand early

OBOROROMO

Use a clear message
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Optimize your marketing for mobile
g y . 2:04 =

04 @ Pepsi @
Sponsored (demo) - Q

Stock your coolers. Pepsi was made for football

g 7.6X

return on campaign ad

Deliver curated creative
experiences to people where
they’'re already spending time

Pepsi showcased mobile-first creative
across multiple surfaces

1.2M Views

o5 Like () Comment

@ Write a comment...
Source: Meta case study, Sep 2021.
ft C &




Measure what matters

Optimizing for conversions drives better results

Clicks 0
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- Source: Facebook data on 7,200 studies with 9,300 different cells with pixel purchase objectives from August 2017 through October 2019.



Measure what matters

Incremental
Lift

Incrementality is our
standard

Incrementality measures the causal effect driven
by an isolated marketing activity, by answering Sales

the key question:

“What would have happened anyway?”
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Control Test
(Did not see (Exposed to Facebook

Facebook Ads) Ads)

This objectively allows us to understand, the

true value being delivered.



Measure what matters

12.9X

incremental return
on ad spend (iROAS)

11%

lift in omni-channel sales,
with online sales growing by
more than 20% and in-store
by 6%

- Source: Meta Case Study, Oct 2020

Audience

Define who you want to see your ads. Learn More

Create New Audience Use Saved Audience »

Custom Audiences ©
Exclude ' Create New w

People living in this location w

Canada
@ M6G

@ Ottawa, Ontario w

@ Include

Locations ©

£

WY

Add Locations in Bulk

Age © 18w - 65+ w

Gender © “ Men Women

English (All)
Languages ©

@To ronto

@ Drop Pin

Audience Definition

/\ Your audience is
‘ defined.

Potential Reach: 760,000 people ©

Estimated Daily Results

Reach ©

18K - 52K

e Tala = TalT, S C < - acom s artnre ik " e
The accuracy of estimates is based on factors like past
campaign data, the budget you entered and market data

Numbers are provided to give you an idea of pp~

P g Ih osctirmatoc ar
for your budget, but are only estimates and ¢
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Were these estimates helpful? Home Favorites Recent s

N
=== Hudson's Bay @
- Sponsored (demo) - @ Public

Bay Days is on! Find your favourite fall styles
during our biggest sale.

YOUR BEST STYLE AT HOME

UP TO

55% OFF

HOMEWARES

SAVE ON OUR TOP BRANDS

facebook

Home

HUDSON'S BAY

BAY DAYS

Favorites

Recent

SAVE ON OUR TOP BRANDS

30 Views
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David J Allan commented.
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