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Weather Impacts Everything

2014 Q1: Weather mentioned in 195 (39%) S&P 500 Earnings
Conference calls ...




Weather Impacts Everything

2014 Q1: Weather mentioned In 195 (39%) S&P 500 Earnings
Conference calls ...

81% higher than the prior year.
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et FORTUNE . DOW 18,000.40 +236.36 NASDAQ 5,076.69 +62.82 S&P 2,105.20 +25.05

Boardroom Version
M3'El POPULAR FORTUNE 500 P&
of the Dog Ate My e The weather ate my returns

The weather ate my returns ApRIL 24, 2015

I I O I I l eW O r k by Jen Wieczner @jenwieczner APRIL 24, 2015, 12:30 PM EDT

Remember Emojli, the emoji-only
social network? It's shutting down.

6:55 PM EDT
NN ENEN S

Box talks up $500,000 deals, industry
ambitions 6:54 Pm EDT

Investigation of 'Celebgate' nude

oy e e ienesey WHAT S&P 500 COMPANIES TALK ABOUT ON EARNINGS CALLS
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J. Crew to lay off 10% of
headquarters after horrific sales

The @

: b
Weather [0 \A/L) WSI

Company



WEATHER IMPACTS EVERYTHING

We’ve Seen The
Trend Continue...

= FORTUNE

M3 POPULAR m FORTUNE 500 B%

Ferocious winter weather slowed car
sales in February MARCH 3, 2015

Exclusive: Bit9 acqui-hires Objective
Logistics 247 P ot

Millionaires now control an even
bigger share of the world’s wealth 2.4
PM EDT

5 things 'Office Space' can teach you
about employee retention 2:20 pu £01

This U.S. state could win big from the
EPA’s clean power plan 2:14pmenT

Bit9 acquires Objective Logistics

AUTOS AUTO SALES

Ferocious winter weather slowed
car sales in February

by Reuters MARCH 3, 2015, 11:25 AM EDT
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We’ve Seen The

T re n d C O nti n u e R Limited-Service, Unlimited Possi;llities
SUBSCRIBE | ARTICLES | RESEARCH | EVENTS | NEWS | VIDEO

INDUSTRY NEWS @ March 11, 2015 :
Top industry content

delivered to your in-hox

Restaurant Sales Decreased in Boston amid Winter giouomaicciess | Subscribe
Storms

Boston has been under a deep freeze this winter and so has
consumer spending according to a new SpendTrend report
released by First Data Corporation, the global leader in
payment technology and services solutions. While fair weather
and an improving economy brought higher sales elsewhere,
Read More About the analysis of r.nore than 25,000 lo@ Boston merchfmts
; showed a drastic drop of 6.2 percent in overall spending
Consumer Trends, Finance, , _ C e e
First Data during the period of historic blizzards of January and
February. Nationally, consumer spending increased 1.5
percent during the same time period.

Bookmark/Share this post with:

B »
Email this story
s Printer-friendly version

“While Boston always experiences cold winters, the severity of the storms this year resulted in a major
decrease in consumer spending, particularly in merchant establishments that rely on foot traffic or
available parking,” says Krish Mantripragada, senior vice president of Information and Analytics

Snlntinne at Firet Nata “Tn 9n14 Rnctnn artnally caw a mandect vear-aver-vear enendinge ornuwth nf n o

Source: http://www.qsrmagazine.com/news/restaurant-sales-decreased-boston-amid-winter-storms The‘ h ) b o
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WEATHER IMPACTS EVERYTHING

Jason Furman, The White House Economist,

Estimates That The Snow Alone “Reduced Annualized
Growth By About A Full Percentage Point This Quarter.”
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DRIVING
CONSUMER
BEHAVIOR AND
PURCHASES
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A.) Before the inclement weather hits
B.) After the inclement weather hits
C.) During the inclement weather

D.) Two weeks after the inclement weather hits
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Across 2015 To Date...

This February is Now the 3rd Snowiest Warmest Winter on Record
on Record In Chicago

: ' k
Rank Amount (Inches) Year Site 2014/15 Rank Previous Record | Records go bac

Season to...
2 29 2011 San Francisco DT 29 2011 1875
2 318 1896 SFO Airport 37.8 1896 1945
3 26.4 2015
Redwood City 26.4 2015 1930
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Predictive Analytics To Anticipate Shopper Needs

Portable Snacks for the Family On-the-go:
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When there’s...

* Forecasted clear skies, avg temp, avg humidity...
String Cheese sales increase

« 2 consecutive days of high humidity, below avg
wind speed... Single Serve Pack chips increase

(90)
thy '-hrxl/-‘*,ougtolg (D
SugarLand p l. y
@ ea ané
When there’s...

* Forecasted below avg temp, below avg humidity,
and high winds... String Cheese sales increase
« 3 consecutive days of avg humidity, above
average cloud coverage, precipitation...
Single Serve Pack chips increase

Houston
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A.) Wind speed
B.) Humidity
C.) Cloud coverage

D.) None of the above
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Yogurt: Wind speed is Consistent Condition but Varies By Geo and Season
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Chicago

* Wind creates clearer skies and below
average cloud coverage that drives
Incremental yogurt consumption

« Combination of below avg temperature
and above avg wind speed creates a
cooler feels-like condition more
conducive to yogurt consumption

—
O

DEHEL

* Below average wind speed and above

average temps create a relatively warmer
feels-like conditions that drive people to
eat colder foods

* Above average wind speed and cloud
coverage result in cooler than average
feels-like condition resulting In
Incremental yogurt consumption

The @
Weather
Company

%
The ‘ o
e W) WS
Channel



ON LOTION SALES
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Spring Weather Impact on Body Lotion Sales for NA

) &
Below avg temps Boston
(?(r)]\(/je(;g)gued ' . ~ ‘ A‘ Belc():\glvae\;ggceloud
-
.l Chicago )
. L “‘
Phoen |“‘ "
Above avg "‘
temperature
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Fall Weather Impact on Body Lotion Sales for NA

cloud coverage

coverage and
, I humidity
. . Chicago
:\l/:- Below av%wind
e . Spee
Phoenix
Above avg
wind speed

D
; A
e W
Below avg Boston
precipitation and Below avg cloud

The @
Weather
Company

"‘ b
Theeather w WSI 7




CONDITIONS DRIVING

DIABETES
SYMPTOM
FLARE UPS

| v -

. o
E




27

Diabetes Symptom Flare Ups

\\‘Il
Weather Conditions
and Seasonality

Weather Impact

Everyday and acute mixes of conditions
cause core Diabetes symptoms to
become more pronounced

Sweating, blood sugar fluctuations and
glucose levels

Increased risk of sunburn

Feels like hot and warm; High humidity,
extreme temperatures and volatility (hot

and cold)
Due to relative weather, occurs across

seasons; strongest in Summer
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Real Time Messaging Is Critical

Everyday

Seasonal

L ocation

Severe
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WEATHER’S IMPACT THROUGHOUT MARKETING
PLANNING PROCESS

B e

How marketers are leveraging WeatherFX to:

« Better understand consumer behavior
* Drive Increased media efficiency, messaging relevancy,
and sales

R w—

Macro- Upfront Planning & Strategy
Micro- Real-Time, In-Campaign
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ANALYSIS AND DECISIONING PROCESS

Marketer Sales or Activity Data TWC Proprietary Weather Data TWC Proprietary Location Data

WeatherFX Data Analysis

ldentifies most weather- Derives consumer Optimal weather
Impacted brands and Insights and optimal use condition mixes for
products cases for consumption each product

Content Media Activation
WeatherFX Seasonally Aligned Clrr?tsesg’;—rsagirsﬁn Seasonal Campaigns Rotational Products
derived
consumer
Insights and .
Cross-Channel Activation
use cases

Digital Media Cable TV CRM/Email Social Media Native Integrations
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RETAIL: PRODUCT SELECTION PROCESS;
WEATHER IMPACT

AR

ADVERTISER CATEGORY SUB-CATEGORY
Quilts
Bedding Bed Sheets
Retaller Men’s Shoes Athletic Shoes

Dress Shoes
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RETAIL: MICRO AND MACRO APPLICATION

Micro Impact

Applied at product level

Weather endemic and non-
endemic products

Drive sales for individual products
during optimal weather conditions

Applied across campaigns and

overall top weather impacted
products

In Parallel

I

Macro Impact

« Applied at overall store or
category level

* |ncrease foot traffic during
optimal shopping conditions

« Evergreen initiative across
marketing calendar
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Hypothesis
—"  Weather Has a Significant Impact On
Auto On-site Actions

Data Inputs

« TWC Weather Data

» Auto Site Data: Site Visits and Other
On-site Actions (Create A Vehicle,
Test Drive, Etc...)

Conclusion
= Weather Has a Strong Impact On Site
~  Visits and On-site Engagement

74 Impact
More Users Entering the Funnel Wil
~ Translate To More Sales

Recommendation
7 Apply Weather-triggered Media To
-~ Take Advantage of Optimal Weather
Conditions And Reduce Wasted Media

03 oS, Y R




)\ WEATHER AND THE AUTOL \ g ~
* PURCHASE FUNNEL B

Weather-triggered media drives purchases by
Increasing traffic to the upper funnel

Weather-triggered media
drives upper funnel actions

Consideration

Increased traffic in the upper
funnel drives purchases

Purchase
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FORECASTS MAPS VIDEO PHOTOS NEWS TV HURRICANES 2 Signin

1 1 i ;
e ther 4 17° New York, NY 4 18° Weehawken,... + to M Search city, zip or place (Disney World) Q

Channel

Allergy Tracker

In partnership wn'h‘
Houston, TX #° change ¥ w o ’0

Outdoor Allergy Tracker Tomorrow

gy

I S
e

- . More Forecasis v

b

- oo -y e —
]
Tree is the primary concributor F c’ N As E®

ALLERGY RELIEF

Sprint = 5:28 PM FULL PRESCRIPTION

_ i STRENGTH

Conditions are

IMPROVE WITHOUT THE PRESCRIPTION

See details for tomorrow

Total Count*

1108

/
Maps Pollen Breathing Mold

2] Traciar | (uovass) Tree Pollen
l ) _ LOW _im@ VERY HIGH

N
MODERATE POLLEN COUNT
TODAY IN GROVE CITY

Allergen Report:\ive ByAt
~ AS OF February 187

Advertisement

Indoor Allergy Tracker
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Regional Effects on Ice Cream Sales for NA

High Humidity
Low Wind . N\ '
Clear Skies High Humidity H!_OhWHPre%Pt
Low Precip [N Temp R L i
mixed)
\
<
Low Wind . = Condition More Impactful
Clear Skies . o ”? .
_ High Humidity
Low Precip | . = Condition Less Impactful
Clear Skies
Low Wind A -iceCreamBrand 1
= Ice Cream Brand 2
Low Wind
Low Humidity

High Max Temp
Clear Skies
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DATA VISUALIZATION

Time Period

200 2

Triggers

-Select Triggers- v
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summary: Weather Impacts Everything
* Weather impacts how we feel and how we plan.

* \Weather impacts what we buy.

Weather Data Can Forecast Consumer Behavior
» Weather conditions are relative and ever changing.

» Weather conditions affect consumer and sales differently based on location and
season.

* Weather conditions impact consumption in many categories: Retail, CPG, QSR,
Pharma, Auto, FinServ.

Smart Marketers Market Smarter with Data

» Allows for fluid and efficient real time messaging about the right products at the
optimal time and place.

* Provides an “always on” strategy ¢
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Thank You.
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