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Corporate Disruption

Communication

COVID 19/Work From Home

Digital
Transformation
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Enterprise Solutions

Communication Digital Transformation
» Migration to Office 365 - Teams * Optics — Proprietary Ul For
« Slack, SharePoint, Dropbox, Chatter Campaign Performance

- Daily & Weekly Corporate Newsletter * Datorama Data Visudlization.
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Marketplace Trends

Accelerated Shift To Media Plan Push For Transparency & Real
Programmatic Buying Diversification Time Access to Data

AUTOMATION --- AGILITY --- ACCESS
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Active's Private Marketplace
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Premium Inventory  Easy Implementation Media Savings On Your Terms



Platform Innovation

#' Instacart

#1 platform for grocery, Optimal social platform to Innivl?Atill?:nan;gl)UR%ch:;hen £
dry goods, & food & #Launch Something New, .
beverage delivery as 2020 #Connect with What's Make a connection; g new
has shifted customers Hoppening NOW, or #Enggge iNn Trend; the Nnews, §Omeor\e S
Shopping behaviors a conversation dCIy Make TikToks.
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Flexible Self-Serve Buying Models &
Savings Opportunities
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Contact Information

Ben.dumas@involvedmedia.com

jahid.mirza@activeinternational.com
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