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» All-up Microsoft Audience Network key performance
indicators (KPIs) remain up year over year (YoY) as the
Marketplace has grown across all three holiday verticals

* Clicks up >252% YoY

* Spend up >100% YoY

» Click-through-rate (CTR) up 30% YoY
» Cost-per-click (CPC) down 43% YoY

Microsoft Audience Network traffic for Retail, CPG and
Performance sna pShOt Tech & Telco has increased 25% week over week (WoW),

Global Microsoft Audience as momentum has started to pick up heading into the
Network performance peak holiday period

* Feed-based Microsoft Audience Network campaigns
drove the largest increase in impressions YoY (3,186%),
while clicks grew 5% WoW

* Top movers WoW:
» Beauty & Personal Care clicks up 52%
« Jewelry & Watches clicks up 29%
» Apparel & Accessories clicks up 27%
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All-up Microsoft Audience Network trends
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Retail, Tech Telco, & CPG all saw WoW growth & YoY gains @ ﬁ

All-up trends — Retail | CPG | Tech & Telco

Impressions Clicks Spend

+169.38% +252.04% +100.07%
Impressions YoY Clicks YoY Spend YoY
+28.17% +25.69% +30.55%

Impressions WoW Clicks WoW Spend WoW
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While KPIs continued to improve
All-up KPI trends - Retail | CPG | Tech & Telco

Cost Per Click Click Through Rate
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-43.17% +30.68%

CPC YoY CTR YoY

+3.87% -1.94%

CPC WoW CTR WoW
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Microsoft Advertising; 2020, Data through 11/20




Feed-Based Microsoft Audience Network trends
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Retalil, Tech Telco, & CPG all saw WoW growth & YoY gains

All-up feed-based trends — Retail | CPG | Tech & Telco

Spend —— T /1
Calendar Year #2012 @2020 Calendar Year #2019 @2020 Calendar Year #2019 @ 2020

+3,186% +2,656% +1,708%

Impressions YoY Clicks YoY Spend YoY

+3.25% +5.36% +10.23%

Impressions WoW Clicks WoW Spend WoW
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Microsoft Advertising; 2020, Data through 11/20



While CTR continued to improve WoW

All-up feed-based KPI trends — Retail | CPG | Tech & Telco

Cost Per Click I|ck Through Rate
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Calendar Year #2019 @ 2020 Calendar Year @ 2019 @ 2020

@ -34.37% @ -16.12%

CPC YoY CTR YoY

+4.62% +2.04%

CPC WoW CTR WoW

Microsoft Advertising; 2020, Data through 11/20




Microsoft Audience Network ad effectiveness
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Microsoft Audience Ads exposure improves downstream brand
awareness, consideration and purchase

+141%

Lift in brand awareness per user, measured by
post-exposure brand search rate

+399%

Lift in brand consideration per user,
measured by post-exposure domain visit rate

+318%

Lift in brand purchase per user, measured by
post-exposure conversion page visit rate
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Notes: Results may vary for each advertiser based on campaign settings, targeted audiences and other factors. Lift metrics represent an average of advertisers with completed lift studies to date (Sept. 2020).
These advertisers are a non-representative sample of all advertisers in the marketplace. Verticals represented include Retail, Technology & Telecommunications, B2C Services, and Food & Grocery. .. Mic rosoft
Lift measured between exposed users and a control group of eligible unexposed users, with lift represented on a per-user basis. Average user count per advertiser study = 1.98M, data collected May-Sept. 2020. .



In-market Audiences drive the highest post-exposure impact to user
journey stages
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+112%
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CONSIDERATION 4+ 33594 +664%
PURCHASE +479% +1,318°/o

Notes: Results may vary for each advertiser based on campaign settings, targeted audiences and other factors. Lift metrics represent an average of advertisers with completed lift studies to date (Sept. 2020).
These advertisers are a non-representative sample of all advertisers in the marketplace. Verticals represented include Retail, Technology & Telecommunications, B2C Services, and Food & Grocery. .. Mic rosoft
Lift measured between exposed users and a control group of eligible unexposed users, with lift represented on a per-user basis. Average user count per advertiser study = 1.98M, data collected May-Sept. 2020. .



Activate across both the search and audience networks to maximize
performance
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+200%

Domain visitation
vs. only search ad exposure

+264%

Domain conversion
vs. only search ad exposure

Notes: Results may vary for each advertiser based on campaign settings, targeted audiences and other factors. Lift metrics represent an average of advertisers with completed lift studies to date (Sept. 2020).

These advertisers are a non-representative sample of all advertisers in the marketplace. Verticals represented include Retail, Technology & Telecommunications, B2C Services, and Food & Grocery. .. Mic rosoft
Lift measured between exposed users and a control group of eligible unexposed users, with lift represented on a per-user basis. Average user count per advertiser study = 1.98M, data collected May-Sept. 2020. .



Microsoft Audience Ads exposure improves brand awareness,
consideration and purchase for Retail

+139%

Lift in brand awareness per user, measured by
post-exposure brand search rate

+427%

Lift in brand consideration per user,
measured by post-exposure domain visit rate

+323%

Lift in brand purchase per user, measured by
post-exposure conversion page visit rate
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Notes: Results may vary for each advertiser based on campaign settings, targeted audiences and other factors. Lift metrics represent an average of Retail advertisers with completed lift studies to date
(Sept. 2020). These advertisers are a non-representative sample of retail advertisers in the marketplace. Lift measured between exposed users and a control group of eligible unexposed users. Data points .. Mic rosoft
represent lift on a per-user basis. Average user count per advertiser study = 3.3M, data collected May-Sept. 2020. .



Activate across both the search and audience networks to maximize
performance for Retail
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+340%

Domain visitation
vs. only search ad exposure

+392%

Domain conversion
vs. only search ad exposure

Notes: Results may vary for each advertiser based on campaign settings, targeted audiences and other factors. Lift metrics represent an average of Retail advertisers with completed lift studies to date
(Sept. 2020). These advertisers are a non-representative sample of retail advertisers in the marketplace. Lift measured between exposed users and a control group of eligible unexposed users. Data points .. Mic rosoft
represent lift on a per-user basis. Average user count per advertiser study = 3.3M, data collected May-Sept. 2020. .



Microsoft Audience Ads exposure improves brand awareness,
consideration and purchase for Tech&Telco

+210%

Lift in brand awareness per user, measured by
post-exposure brand search rate

+248%

Lift in brand consideration per user,
measured by post-exposure domain visit rate

+131%

Lift in brand purchase per user, measured by
post-exposure conversion page visit rate
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Notes: Results may vary for each advertiser based on campaign settings, targeted audiences and other factors. Lift metrics represent an average of Technology & Telecommunications advertisers with
completed lift studies to date (Oct. 2020). These advertisers are a non-representative sample of retail advertisers in the marketplace. Lift measured between exposed users and a control group of eligible .. Mic rosoft
unexposed users. Data points represent lift on a per-user basis. Average user count per advertiser study = 818K, data collected May-Oct. 2020. .



Activate across both the search and audience networks to maximize
performance for Tech&Telco
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+214%

Domain visitation
vs. only search ad exposure

+296%

Domain conversion
vs. only search ad exposure

Notes: Results may vary for each advertiser based on campaign settings, targeted audiences and other factors. Lift metrics represent an average of Technology & Telecommunications advertisers with
completed lift studies to date (Oct. 2020). These advertisers are a non-representative sample of retail advertisers in the marketplace. Lift measured between exposed users and a control group of eligible .. Mic rosoft
unexposed users. Data points represent lift on a per-user basis. Average user count per advertiser study = 818K, data collected May-Oct. 2020. .



Next steps
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Launch evergreen campaigns 1-2 weeks ahead of high impact
¥ dates. Build history and remarketing pools to maximize volume and
% amplify during high impact timeframes.

Launch standard Shopping campaigns right away since you don’t need

Seve n Ste ps . gEk'(l;-;;V;E;(tpaa;:lO\/folljur(r)r:jeu:rAp;r;c;:\i:]ds while you work to update the tag to
for success

Stay top of mind by setting up targeted image-based campaigns in
_. addition to Shopping. Run Remarketing and Product Audiences to remind
consumers of products, promotions and offers.

. Limited time promotions work but be sensitive to current events. Refresh and
- test creative more frequently to avoid fatigue.

strategies during your promotional period.

' Don t be afraid to bid aggressively in the beginning to allow our system to learn your
campaign, optimize after the first 10 days, then 1x per week. We're here to help!
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Drive increased performance by implementing enhanced UET to Dynamically retarget product ads using the
specific product that the user engaged with.

. Use Shared Budgets and set up Automated Rules to maximize volume on top priority



Shopping Campaigns on Microsoft Audience Network: five steps to set up

Enhanced UET not required, campaign creation in two minutes or less!

1. Campaign Settings 2. Audi

> Bingads  Home Campaigns Opportunities Reports  Tools™W~  Import Campaigns v ¢ Tell us at{ S
% Campaign Name Contoso Test
Whal ind of s e yous want o 1 for i campaign” 5

Search o Create a campaign

115 characters remaining
and setting your poal here Jets us sugRest te oSt helptul Bing AGS Teatures for your CAMOAIgN. You's Sull Nave Bccess 1o Search ads

Daily budget @ Individual budget

1000.00 - per day

What's the goal of this campaign? Daily budget options

O Apply a budget from the Shared Library

Store @ ID: 1618177, Name: test store_sandbox v

Products @ Al products
O Filtered products @

-
Select Create New Campaign and select Sell Select Audience Ads option Set Campaign Name, choose MSC store and
Products From Catalog select All Products filter. We recommend no
product filters to maximize volume.
5 1. Campaign Settings :
= ¢ oaybudget | 1oo0co OB percas Important tips to remember
o I —— - «  Customer must have an active shopping feed and
v Sl achaimen be enabled in Microsoft Audience Network to
W Ad Schedule |aunch
[ save JIEXY . Even though Enhanced UET is not needed,

customer must have a UET tag in place to launch

*  Allow 24-48 hours for delivery to begin ramping

Set Daily Budget and Default Bid. We

Set Audience Targets. Any audiences should be recommend ~10% of search shopping spend as a =~
layered on as “bid only” to maximize volume. starting point and a minimum of $1.50 bid to N Microsoft
start,. Click Save and LAUNCH.



Shopping and Product Audiences — setup steps

Enhanced UET implementation required

Create campaign
> Bingads  Home Campaigns Opporturities Reports ToolsMW~  Import Campaigns v Aso
S - 1. Campaign Settings 2. Audie]
. Search o Create a campaign .
. Tell us about your campaign
Accounts A 5uCCesSTul Campain needs a clear QOal and setting your Qoal here lets us. st Teatures for You'l st 1]
tegartiess o the 0ol you Choase Campaign Name |Aud ience Campaign #5
All campaigns
109 characters remaining

~ Gampugn#t A

Ad Group #1

Ad Group #2 What's the goal of this campaign? Research & other tools Daily budget @) Individual budget
s PO ——— 2500 [B88] e

. s Visits to my website @ Researct s the. Planner Tool) @
» Faboc- Gore-Tex X . Q ARMORS, W Iiepwoet ! Daily budget options
» Fabrc - H s i
ming ‘. Visits to my business focation(s) @ 3| importtrom a fle @ Search Network Audience Network O Apply a budget from the Shared Library
Fumanings

» Faac- nsect Neting Conversions in my website @ mport rom .
asahe $x Conversions in my e | import from Google AdWords @ Store @ | ID: 1618177, Name: test store_sandbox ~
» Farc- Mash
e R L, Phone calls 1o my business @ W Free cosching on creating s campaign @ Products (@ Al products
» Faonc-Nyon
» F-nn:—l)::nwr ) Oynamic search ads @ Q Filtered products @
» Faoric- Spandex Sascn s ppaston o seach ek Nathe ot subec mterand v cesn e
e I T 5t rocuc wthBug Shoeeieg Gampnine & | W
» Fabrc- Watsrproot
2 Hoemy Save & go to next step

ame initial setup steps as Shopping Campaigns on Microsoft Audience Network...

Create campaign

New product audience %
1. Campaign Settings 2. Audiences & Targets 3. Ad Groups & Ads 4. Budget & Bids Create campaign
WO 60yt et 10 1arget ¢ yokr Campan? Target potential customers who have recently interacted with your products. 1 Compalgn - ”
e o = 1 [ ] Seschmar - P — .
o = r— = @ [T
Show your 305 10 Peopie N speChc locations. Show your ads 10 the udences you'd ik fo target * Show your ads to people using specific devices. mho B soans o v Avtmce @ + O @
; Next, youll your UET tag o report Lean more Stowmras . p. doons
s 00 P orplied e New product audience ot » 0. * oeopnsd
= X Show your ds 10 pecpi in SPECEC gander oroups. ‘Show your ads 1o peaple that work at spectic <script> P p— s PYSRp—p— Sy g i e
WS 1 perple MU (00 ot companies (tunctiontw 8.0, uXvar £ (wful=wiulIlLf=hunction({var o={t13000567.0 q=lu] wiu}=new comaan
Terget potenssi customars who have recenty imracted win yourorod{ | | UET(0)wlu) push(pageLoad') n=d srcatn 3synce1.n X
s=this readyState s84st=="loaded"88sl=="complete’||(1). onioad=n ) gNamelt i TR
i @ i, S0 tmctn® {01 parentiiode scrigt’, Iat vetd’) ettt
Show your a9 pecshe fhat werk st ek Show your ads 1o pecpls W 5DeGEC 100 nctions
indusines window uetq = window ue1a | [
window uelq push((prodid” 'PRODUCT_ID". ‘pagetype’ PAGE_TYPEY). RO e i
pro « s a5 it = s s
Select category v U8 200 Comaas ; Estmates presk

Location @ Show your ads 10 peopis i these locations

[ conr | [ eman | B T T y——— =

Select category

US and Canada ’ Remusingion +
Last, change the membership duration for the product audiences that wii be created and associated with iis ad group.
: Remarketing lists Audience @ Show your ads 10 the audences you'd ke 1o target Genersi viskors: vy )
7 v Promote your products to people who visited in the last 14 days «
Product audiences Piodact andinces boicatd
Product searchers: »
»
| Custom audiences Y e SaMOsIamG Mt vt Promate your products 1o peopie who have searched the same productinthelast |14 | days [— »
| . To get stanteq. create 3 new product sudience Product viewers:
| In-market audiences |
I, Promote your products 1o peopie who viewed those products in the last 14 days =
‘Shopping cart abandoners:
Promote your products 10 peOpi who viewed Of a0ded those products 1o Card i the last 14 days




To get actionable data, insights and best practices to
help make decisions and grow your business, visit

aka.ms/MicrosoftAdvertisinglnsights
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