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Investment Risks

Risks to achievement of investment objectives include, but are not limited to, the following:
* Reliance on key top management
» Changing consumer preferences
« Changes in input costs and raw materials
* Markdown risks
* Product flow and inventory disruptions
» Competition
» Lack of pricing power
» Deleveraging of fixed expenses
« Foreign exchange rate risk
« General macroeconomic uncertainty
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Key Takeaways — Demographics & Spending

This Fall, we captured ~2.4 million new data points on this all-important GenZ; we now have >60 million data points around teen preferences and
spending in the 22+ years of researching teens:

Our 46th semi-annual Taking Stock With Teens survey was conducted between August 14 and September 27

Regional responses were 36% in the South, 29% in the Midwest, 21% in the West and 14% in the Northeast

37% of teens hold a part-time job — down slightly from 40% last Spring 2023

Teen “self-reported” spending was down 1% Y/Y to $2,316, and down 4% vs. last Spring; parent contribution was 62% vs. 60% last Spring

Males led the increase in teen spending, with upper income (Ul) male spend up 11% Y/Y and up 11% vs last Spring, while female spend
was down 8% Y/Y and down 2% vs last Spring

Female fashion spend was down 7% Y/Y with lower spend across Apparel (-9% Y/Y) and Shoes (-5% Y/Y), offset by strength in
Accessories spend (+8% Y/Y)

For upper-income teens, Food was the No. 1 wallet priority for male spending at 25% share, while clothing remains at the top of female
wallet share at 28%, down 260 bps vs last Fall when female clothing wallet share peaked at 30%

Since last Fall, shopping channel preferences have shifted toward Off-Price (+545 bps Y/Y) and Online Only e-Tailers (+121 bps Y/Y) and
away from Specialty, Discount, and Outlet dropped (-162 bps Y/Y, -440 bps Y/Y, and -81 bps Y/Y, respectively)

The core beauty wallet (cosmetics, skincare, fragrance) stood at $324/year (+23% Y/Y), led by cosmetics (+33% Y/Y)

Cosmetics held the highest priority of beauty spending at $127, the highest level seen since 2019

Weekly usage of VR devices declined to ~10% from ~14% in Spring ’23. But 31% of teens now own a VR device, up from 29% last survey
Video games are 11% of male teen wallet share (vs. 12% LY), and 33% expect to purchase a NextGen console within 2 years

SQ’s Cash App ranked No. 1 for most preferred peer-to-peer money transfer app at 50% vs. PYPL’s Venmo at 36%

For BNPL, teens said they used PayPal “Pay in 4’ most frequently, followed by SQ’s Afterpay

Apple Pay ranked No. 1 for payment apps used within the last month at 42%, followed by Cash App at 27%

® O O O

Executive Summary Teen Behavior & Habits Teen Brand Preferences Demographics & Appendices
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Key Takeaways — Brand & Preference Rankings - update

55% of teens cite Amazon as their No. 1 favorite e-comm site; SHEIN, Nike, GOAT, and Temu took spots No. 2-5
Nike remains the No. 1 brand for all teens in both apparel (35%) and footwear (61%)

New Balance surpassed Vans as the No. 4 favorite footwear brand, New Balance gained ~200 bps of mindshare y/y while Vans lost ~350
bps of mindshare yly

Crocs ranked No. 6 and Hey Dude ranked No. 7 favorite footwear brand among all teens, gaining ~30 bps and ~50 bps of mindshare yly,
respectively

On Running and Hoka One One were the No. 8 and No. 13 favorite footwear brands, respectively, for all teens, and the No. 5 and No. 3
favorite athletic footwear brands for upper income teens, respectively

e.l.f. remains the No. 1 cosmetics brand, increasing 13 points Y/Y to 29% for female teens
Specialty Retail for beauty purchases reached the highest level yet at 79%, and mass/dept/drug reached a new low of 11%

Sephora surpassed Ulta for the No. 1 preferred beauty shopping destination (Ulta at No. 2) and held the strongest loyalty membership at
67% (Ulta at 60%)

Chick-fil-A remains the No. 1 favorite restaurant at 16% share, followed by Starbucks (13%), and McDonald’s (9%b)
Teens that consume or are willing to try plant based meat hits all time low with 35% in Fall 2023 vs. 49% in Spring 21
Teens report highest intentions to eat more or the same amount of MDLZ's Clif Bar; CPB’s Goldfish remain most preferred snack brand

Monster (28%), Red Bull (23%) and Celsius (16%) are teens’ favorite energy drink brands; Celsius at 16% is well above its ~10% market
share

70% of teens have used Spotify over the last 6 months (up from 68%), with 46% of teens opting to subscribe/pay for Spotify (up from 44%)

TikTok improved slightly as the favorite social platform (38% share) by 80 bps vs. Spring ‘23. SNAP was No. 2 with 28% share, followed by
Instagram (23%)

Teens spend 28.7% of daily video consumption on Netflix (-220 bps vs Spring 2023) and 29.1% on YouTube (+100 bps vs Spring 2023)
Phone remains the No.1 preferred method for customer service interactions (50% share); Text/SMS shows the best multi-year gains

87% of teens own an iPhone; 88% expect an iPhone to be their next phone; 34% own an Apple Watch

‘ () () ()
/ / —/
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Stock Highlights: Global Lifestyle Brands, Retail & Digital Disruptors

Edward Yruma, Managing Director | Sr. Research Analyst
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TJIX (+), BURL (+), ROST (+): OFF-PRICE CONTINUES TO TAKE SHARE

Off-price took 545 bps incremental share y/y and 70 bps sequentially. We think that spending pressure is
causing teens to be more selective in spend and that off-price inventories are fresh and highly relevant. Within
the space, we continue to favor TJMaxx given its strong good/better/best selection. While we remain Neutral
over the next year on Burlington and Ross Stores due to concerns around lower income consumers, we remain
constructive on off-price longer term.

TDUP (-), REAL (-), ETSY (-): SECONDHAND MARKETPLACE PARTICIPATION FELL WITH UPPER-
INCOME FEMALES

Secondhand adoption is clearly stagnating (52%, down slightly from 56% in Spring 2023), with secondhand
eCom platforms seeing continued pressure amongst female upper income teens. We think that dollar share
within value continues to shift to off-price, which is likely serving as a headwind to continued secondhand growth.

RVLV (-), AKA (-), LVLU (-): FASHION SPEND IN APPAREL IS DOWN WITH THE FEMALE CONSUMER

Female fashion spend was down 7%, with particular weakness in apparel (-9% yl/y). We believe that the teen
female is becoming more selective with spending due to economic pressures and inflation. Apparel wallet share
was down 260 bps y/y. On a relative basis, online-only e-tailers did see some share improvement (+121 bps yly).
We would also note that SHIEN has moved back up to position 2 of favorite websites for shopping for upper-
income teens and that Temu appeared for the first time.

Executive Summary

() () ()
_/ _/ _/
Teen Brand Preferences

Teen Behavior & Habits Demographics & Appendices
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Stock Highlights: Global Lifestyle Brands, Athletic & Footwear

Abbie Zvejnieks, Vice President| Sr. Research Analyst
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CROX (+)

Crocs held the No. 6 favorite footwear brand spot, gaining +40 bps of mindshare sequentially and +30 bps y/y.
Crocs moved to the No. 5 favorite footwear brand among male teens, up from No. 6 in the Spring and Fall 2022.
The largest mindshare gain was among average income (Al) teens. Hey Dude was the No. 7 favorite footwear
brand, up from No. 8 in the Spring, gaining +35 bps of mindshare sequentially and +50 bps y/ly. We feel
confident that both brands continue to take share with younger consumers.

LULU (+/-)

Lululemon held the No. 3 favorite apparel brand ranking, yet lost -30 bps of mindshare sequentially and -50 bps
yly. Importantly, lululemon held the No. 1 apparel brand ranking among Ul females. LULU was the No. 2 favorite
athletic apparel brand among Ul teens, gaining +290 bps sequentially and y/y, and LULU was the No. 1 favorite
athletic apparel brand among Ul female teens. Lululemon lost athletic apparel share mindshare among Al teens,
-100 bps sequentially and -45 bps y/y, possibly due to pressure on discretionary spending and LULU’s premium
price point. Alo Yoga and Vuori combined represented <0.15% of Ul mindshare, while LULU represented 25.2%.
11.6% of female teens cited LULU as a new brand they are wearing compared to 10.8% in the Spring.

NKE (+/-)

Nike continued to be the No. 1 favorite brand across apparel, athletic apparel, footwear, and athletic footwear. In
footwear, Nike gained +35 bps of mindshare sequentially and +180 bps y/y. That being said, in athletic footwear,
Nike lost -175 bps of mindshare sequentially among Ul teens and -390 bps y/y as brands such as HOKA, On
Running, and New Balance gain share. Nike gained +170 bps of apparel mindshare sequentially and +375 bps
yly, but similarly Nike lost -75 bps of athletic apparel mindshare y/y among Ul teens, including a -380 bps yly
decline among Ul female teens. We think Nike continues to lead in sportswear, which is arguably more exposed
to macro pressures, but is losing share in performance especially among an upper-income consumer.

‘ () () ()
-/ -/ -/
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Stock Highlights: Global Lifestyle Brands, Athletic & Footwear

Abbie Zvejnieks, Vice President| Sr. Research Analyst
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ONON (+)

On Running was the No. 8 favorite footwear brand up from No. 12 in the Spring and Fall 2022, gaining +30 bps
of mindshare sequentially and +35 bps y/y. Notably, On Running outpaced HOKA by 35 bps in overall favorite
footwear brad mindshare. Additionally, On Running maintained the No. 5 favorite athletic footwear brand among
Ul teens, gaining +100 bps sequentially and +115 bps y/y. Among Ul female teens, On Running was the No. 4
favorite athletic footwear brand, up from No. 5 in the Spring, and ONON gained +250 bps of mindshare with
female Ul teens y/y. We think this exemplifies ONON'’s increasing credibility in performance in tandem with the
significant lifestyle opportunity from styles such as Cloudnova which are resonating with younger consumers.

DECK (+)

HOKA moved to the No. 3 favorite athletic footwear brand among Ul teens, up from No. 4 in the Spring and Fall
2022, gaining +55 bps of mindshare sequentially and +200 bps y/y. Notably, HOKA was the No. 2 favorite
athletic footwear brand among Ul female teens, up from No. 3 in the Spring, and HOKA gained +365 bps of
mindshare y/y with this demographic. HOKA was the No. 13 favorite footwear brand overall, up from No. 17 last
Fall. UGG was the No. 10 favorite footwear brand, up from No. 25 last Fall but down from No. 7 in the Spring
(typically impacted by seasonality). UGG was the No. 8 favorite brand among all female teens and the No. 5
favorite brand among Ul female teens. We are encouraged by momentum at both HOKA and UGG.

SKX (+)

SKECHERS Skechers was the No. 15 favorite footwear brand, up from No. 16 in the Spring and Fall 2022. Mindshare was

oW, PT $59

roughly flat sequentially and y/y. Skechers was the No. 11 favorite athletic footwear brand among both upper-
income and average-income teens, up from No. 12 and No. 13 respectively last Fall. We don’t believe teen
mindshare is necessarily important for SKX, but we are encouraged by slight improvements in footwear rank.

‘ () () ()
-/ -/ -/
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Stock Highlights: Global Lifestyle Brands, Athletic & Footwear

Abbie Zvejnieks, Vice President| Sr. Research Analyst
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UAA (+/-)

Under Armour continues to be the No. 1 brand no longer worn by Ul male teens, with 27% of Ul teens citing UAA
as a brand they no longer wear (+450 bps y/y). Under Armour was the No. 4 favorite athletic apparel brand
among Ul and Al teens, losing -40 bps and -100 bps of mindshare y/y among the respective income groups.
Notably though, UAA did gain mindshare sequentially with Ul teens in both athletic apparel and athletic footwear,
+85 bps in apparel and +25 bps in footwear, and UAA gained +120 bs of athletic apparel mindshare sequentially
with Ul females. We think sequential mindshare gains among Ul teens could be a result of new product releases
like slip speed, but we continue to believe UAA has lost relevancy with its target demographic.

VFC (-)

Vans fell to the No. 5 favorite footwear brand from No. 4 in the Spring, losing -150 bps of mindshare sequentially
and -350 bps y/y. Vans lost -300 bps of mindshare y/y among male teens and -400 bps y/y with female teens.
Although we have seen some green shoots on new products such as Knu Skool, we do not think new product
has been enough to fill the gap left by weakness in core classics. Notably, The North Face was the No. 8 favorite
athletic apparel brand among Ul teens, down from No. 6 in the Spring and No. 7 in Fall 2022.

FL (+-)

Foot Locker was the No. 9 favorite footwear brand among teens, up from No. 10 in the Spring but down from
No.8 in Fall 2022. Mindshare declined -10 bps y/y, led by a decline in female mindshare, but improved +15 bps
sequentially. Interestingly, the biggest sequential increase in mindshare was among Ul teens (+35 bps) vs. Al
teens (+10 bps). Although we are encouraged by positive sequential trends, the y/y decline in mindshare still
gives us caution on FL'’s relevancy among the core teen demographic.

‘ () () ()
-/ -/ -/
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Stock Highlights: Beauty

Korinne Wolfmeyer, Vice President | Sr. Research Analyst

BBWI (+) TOP FEMALE FRAGRANCE, LOYALTY SURGES

The fragrance category held up strong, with female fragrance spend +14% Y/Y this survey. BBWI remained the

& O% top fragrance brand for female teens at 31% mindshare versus No. 2 Sol de Janeiro at 17% mindshare. The

brand also moved up one slot to No. 6 from No. 7 in the spring among male teens. Separately, the brand’s new
loyalty program (launched last August) is gaining great traction, surging to 57% of female teens with a beauty
N, PT $37 loyalty program membership, compared to 4% in the Spring and 2% last Fall.

COTY (+) BEAUTY SPEND RISES, FRAGRANCES RANK WELL

The core beauty wallet stood at $324/year this survey, up 23% Y/Y and also surpassed the historical average
of $294. All categories grew, with cosmetics and fragrance (COTY’s two largest categories) up 33% and 14%

Y/Y, respectively. COTY had a number of fragrance brands (~60% of total sales) rank in the top 10, including

SINCE 1904
Gucci for males and Marc Jacobs, Gucci, and Burberry for females. Additionally, we were pleased to see
oW, PT $14 CoverGirl move up two slots from the Spring to the No. 13 favored cosmetics brand among female teens.
ESTEE EL (+/-) BEAUTY SPEND RISES, BRAND STRENGTH WEAKENS, BUT THE ORDINARY THE STAND OUT

All categories of spending grew Y/Y, with Cosmetics +33%, skincare +19%, fragrance +14%, and haircare
I_AU DE R +5%. With EL having fairly broad-based exposure across categories, but smallest exposure to haircare, we
COMPANIES view these results as playing nicely in EL’s favor. In female skincare, The Ordinary maintained its No. 2 spot at
9% mindshare (up 2 points Y/Y), but Clinique moved down to No. 8 from No. 7 in the Spring. On the cosmetics
N, PT $155 side, both Too Faced and MAC fell out of the top 10, and Aveda moved out of the top 20 in haircare.

ELF (+) REMAINS NO. 1 MAKEUP BRAND AND GAINS 13 POINTS OF SHARE Y/Y

Both cosmetics and e.l.f. were standouts this survey, with cosmetics spend +33% Y/Y and the e.lL.f. brand up
13 points Y/Y in cosmetics mindshare, maintaining its No. 1 position. The brand also ranked No. 1 amongst
upper-income teens for the third time in a row (+9 points Y/Y), and it maintained its No. 1 position amongst
average-income teens for the sixth survey in a row (+14 points Y/Y). On the skincare side, e.l.f. continued to

Ow, PT $152 rank in the top 10, and it also made it into the top 10 beauty shopping destinations for the third time in a row.
‘ () () ()
—/ —/ —/
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Stock Highlights: Beauty

Korinne Wolfmeyer, Vice President | Sr. Research Analyst
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IPAR (+/-) FRAGRANCE SPEND +14% Y/Y, PRESENCE IN TOP 20 WEAKENS

Fragrance spend continues to grow and was up 14% Y/Y, with the annual fragrance spend for females being
$75 vs. $66 last Fall. Annual fragrance spend for males also improved to $75 vs. $60 last Fall. Additionally,
72% of females reported wearing a fragrance every day, and 45% of males reported wearing a fragrance every
day. From a brand perspective, IPAR did see a few brands drop out of the top 20, including Jimmy Choo and
Hollister for males. Coach remained in the top 20 for females at No. 19 compared to No. 17 last survey.

OLPX (+/-) HAIRCARE SPEND WEAKEST AT +5% Y/Y, OLAPLEX STILL NO. 1 BUT LOSES MINDSHARE

Annual haircare spend stood at $96 (+5% Y/Y). While this was the slowest growing category in beauty this
survey, it is still nicely above the $76 level from when we first started asking about the category in Spring 2021.
Olaplex maintained its No. 1 spot this survey, but lost 1 point of mindshare from last Fall and 2 points from the
Spring, now sitting at 8% mindshare. With no brand now having >8% mindshare, we view this as a testament
to the still heavy competition and weaker stickiness we’re seeing in the haircare category.

SBH (+) SPECIALTY RETAIL REACHES ALL-TIME HIGH, SALLY MAKES IT BACK INTO TOP 10

Like we’ve said above, total beauty spending is on the rise for female teens, though haircare grew the least.
However, with SBH broadening its assortment of products, we view this as largely mixed-to-positive for the
retailer. Sally also moved back into the top 10 favorite beauty shopping destinations, coming in at No. 9
compared to No. 14 in the Spring. We are also seeing an ongoing shift toward specialty retail for beauty

Ow, PT $11 purchases (highest level yet at 79% of upper income female teens), which should play out nicely for SBH.
J _ ULTA (+/-) BEAUTY SPEND RISES, BUT ULTA DROPS TO NO. 2 FAVORITE BEAUTY DESTINATIONS
l ' L I A All categories of beauty spending increased Y/Y, and specialty retail continued to rise in preference. However,
BEAUTY we also saw Sephora surpass Ulta for favorite beauty shopping destination, with 5 more points of mindshare
' compared to Ulta having 13 more points in the Spring. We see this as partially a function of household income
being higher this survey, and we’d like to see another survey of weaker performance for Ulta before getting too
OW, PT $540 concerned, especially in the current macro where we see opportunity for share gains for Ulta.
‘ () () ()
/ / /
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Stock Highlights: Restaurants

Brian Mullan, Director | Sr. Research Analyst
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CMG (=) REMAINS TOP 5 BRAND OVERALL

Chipotle fell to No. 4 from its No. 3 spot as the most preferred brand among All Teens. It maintained its No. 4
most preferred brand among average-income teens and its No. 3 spot among upper-income teens. We note
Chipotle has held onto low-DD% mindshare among average and upper-income teens since Spring 2021.
However, among average-income and overall teens, Chipotle lost their low-DD% mindshare to the ever
increasing private brand Chick-Fil-A. Chipotle continues to be most preferred at Hispanic cuisine level across
both upper-income and average-income teens. We believe gaining mindshare among average-income teens
represents the largest opportunity as the company’s marketing efforts aid overall awareness.

MCD (=) REMAINS TOP 5 BRAND OVERALL WITH SEQUENTIAL INCREASE IN MINDSHARE

McDonald’s increased to No. 3 from its No. 4 brand ranking among All Teens at 9%; mindshare among upper-
income teens ranked No. 4 at 6% vs. Spring at 5% and 4% in Fall 2023. Mindshare among average-income
teens ranked No. 3 at 10% vs. Spring at 7%, and 7% in Fall 2023. McDonald’s continues to be the most
preferred within the Hamburger cuisine category across both upper-income and average-income teens.
McDonald’s gaining share among teens could indicate that their behaviors are reflecting the potential
recession—especially when considering it gained share from Chipotle who raised prices 8% on average in 2022.

SBUX (=) REMAINS MOST PREFERRED PUBLIC COMPANY BRAND AMONG ALL TEENS

Starbucks experienced sequentially stronger mindshare among upper-income teens (up to 16% vs. 14%
mindshare in Spring 2023 but still below 17% mindshare in Fall 2022). We note that the brand’s mindshare is
approaching historical peak levels (18% Fall 2013 & Spring 2007; 16% Spring 2008). Among average-income
teens, Starbucks maintained its No. 2 spot (with 12% mindshare vs. 12% in Spring 2023 and 12% in Fall 2023).
We continue to view Starbucks’ brand equity as relevant social currency and note it is the most preferred brand
at the coffee cuisine level across both upper-income and average-income teens. Starbucks gaining slightly
among upper income and all teens points to its grasp on teen consumer trends.

‘ () () ()
-/ -/ -/
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Stock Highlights: Packaged Food

Michael Lavery, Managing Director | Sr. Research Analyst
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CELH (+) TEENS FAVOR CELSIUS MORE THAN OVERALL POPULATION DOES

Celsius over-indexed with teens in our Fall 2023 survey. Of those who do consume energy drinks, 16% listed
Celsius as their favorite energy drink brand vs. a ~10% market share in US measured retail scanner data (12
weeks ended 9/10/23). Of the teens who favor Celsius, 23% plan to drink more over the next six months, slightly
ahead of the amount of respondents who said the same for Monster (20%) or Red Bull (19%)

MDLZ (+) TEENS REPORT STRONG INTENTIONS TO CONSUME MORE CLIF BAR

MondeleZ's Oreo was the seventh most preferred snack brand by teens, maintaining its position from our Spring
2023 and Fall 2022 surveys, with 4% of teens listing it as their favorite (up 1.0pp from Spring 2023), Clif Bar,
Nature Valley, Ritz and Chips Ahoy were favored by 1% of teens. Also, net ~77% of teens who listed Clif Bar as
their favorite brand plan to eat more or the same amount of it over the next six months (% planning to eat more +
same — less), which was highest among preferred snack brands.

BYND (-) TEENS WILLINGNESS TO TRY PLANT-BASED MEAT HITS ALL TIME LOW

Teens’ willingness to try plant-based meat hits all time low at 24%, down from 40% in our Spring 2021 teen
survey. Impossible was the most preferred plant-based brand among teens with a plant-based brand preference
(48%), followed by Beyond Meat (29%). Younger consumers also appear less interested in eating plant-based
meat in the future. Of the 11% of teens that do consume plant-based meat, 25% plan to eat less plant-based
meat over the next 12 months, in-line with our Spring 2023 teen survey and up from 23% in Fall 2022.

Executive Summary

() () ()
/ / /
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Stock Highlights: Infrastructure & Communication Software

Jim Fish, Director | Sr. Research Analyst
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FIVN (+) PHONE CUSTOMER SERVICE STILL LEADS THE WAY WITH TEENS

With ~50% of teens still preferring to use telephony / voice for customer service, this bodes well for contact
center usage that should benefit Five9 and its CCaaS peers (NICE, LVOX, etc.). Concern remains around
whether net-agent count in the market begins to contract, especially with the impact of Al, but this has not
shown up yet. Additionally, Five9 has a full omni-channel platform for inbound/outbound use-cases.

TWLO (+) SMS/TEXT & MARKETING CAMPAIGNS CONTINUE TO INCREMENTALLY GROW

While voice / telephony is the #1 mode of communication for customer service with teens, SMS/ Messaging is
the #2 and one area that showed the most incremental growth over the last few years. Additionally, SMS/Text
and email marketing campaign frequency was net +31% compared to the last 6 months. Customer service and
experience trends were overall net most positive for Twilio as a result, though we have concerns in non-
marketing use-cases within CPaaS and Software in terms of fundamentals near-term.

NET (+) GAINING IN ECOMMERCE, WITH MOST TO GAIN FROM INCREASING PRIVATE RELAY

Overall Ecommerce traffic is concerning for the space, but Cloudflare implicitly gained ~10% / 2x more relative
share Y/Y of the top 10 Ecommerce sites that should be viewed as an incremental positive. Unlike peers,
Cloudflare lacks exposure to the bytes tied towards Gaming and Streaming. Additionally, Cloudflare most
benefits from iCloud+ Private Relay traction, where 54% of teens are interested in using the service, which is
higher than our initial framework estimate and up 13% from the prior survey.

AKAM (=) STABLE, STABLE, STABLE... INCUMBENCY HELPING IN THIS ENVIRONMENT

As the largest Media Content Delivery Network, Akamai’s traffic is highly dependent on underlying trends from
Streaming/OTT and Gaming, in addition to Ecommerce. Trends across Streaming (application utilization and
time spent), Gaming (time spent, budgets downloads, consoles, etc.), and Ecommerce (mix % and top sites)
were relatively stable, suggesting stable internet traffic growth and pricing (that is inline with our CDN Tracker)

Oow, PT $114 We did see a slightly lower percentage of Top 10 Ecommerce sites using Akamai than prior, but this was
driven by teen website preference changes rather than underlying CDN share gains.
‘ () () ()
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Stock Highlights: Internet

Tom Champion, Director | Sr. Research Analyst

META (+) GAINS SHARE IN INSTAGRAM, FB BLUE STEADY

Instagram monthly usage improved ~15bps to ~80% of teens and remains the most used app by ~500 bps (vs
~600 bps lead in Spring 23). FB Blue monthly usage was roughly flat at ~28%. ~23% of teens voted Instagram as

Metq their favorite app, up ~70 bps versus Spring '23. Just ~2% of teens view FB Blue as their favorite app, down
slightly from Spring "23. We continue to find resiliency in time spent as encouraging. We view a combination of (1)
oW, PT $365 new ad products, (2) new advertiser tools and (3) share gains as positive drivers for the stock.

PINTEREST (+) MONTHLY USAGE PEAKS AGAIN AT 35%

]
@ P|ntereSt Pinterest monthly usage peaked again at ~35%, up ~50 bps from the prior peak in Spring ‘23. Teens voting
Pinterest as their favorite app has stayed roughly flat at ~2%. With PINS, we see 'Many Ways to Win' amidst

oW, PT $35 (1) improving ad products, (2) inflecting growth & (3) AMZN partnership.

SNAP (+/-) GAINS SHARE BUT IS NOW #3 MOST USED APP vs #2 PRIOR

Snap Inc. SNAP was again the #2 favorite social app among 28% of teen respondents, flat with Spring ‘23. But SNAP
declined to the #3 in usage at ~74%, now ~50 bps behind TikTok at #2. Engagement declines could be a
N, PT $8 negative indicator & SNAP remains challenged operationally.

AMZN (+) CONTINUES AS MARKET LEADER, ONLY MINOR TEMU IMPACT

ama;on AMZN is again the most widely used retailer among teens, improving to 59% of respondents saying AMZN is
S— their favorite online retailer from 57% in Spring '23 & 52% in Fall ‘22. 87% of U.S. households have a Prime
OW, PT $185 subscription, in-line with prior surveys. Only 1% of teens voted Temu as their favorite retailer, suggesting
AMZN still has a big lead. We continue to view Prime and Amazon Shopping as a dominant teen franchise.

‘ ) ) ()
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Stock Highlights: Orthodontics

Jason Bednar, Director | Sr. Research Analyst

align

oW, PT $415

€ Envista

OW, PT $46

ALGN (+) EASILY THE TOP CLEAR ALIGNER BRAND, INTEREST/DEMAND EXHIBITS DURABILITY

To nobody’s surprise, ALGN was the far and away leader in the ortho category, with 86% of teens opting to
choose Invisalign as their preferred clear aligner brand (spot on with the 86% we found in our Spring survey).
And while our survey was conducted before SmileDirectClub filed for bankruptcy (a point that we don’t think is
yet widely known by most consumers), we would anticipate even some upward bias in this preference for
Invisalign at the expense of SDC (not covered). Also encouraging from the survey results were 1) a majority of
teens showing preference for clear aligner therapy if given the choice of clear aligners vs. brackets and wires,
and 2) good durability of orthodontic interest despite growing macroeconomic and consumer spending
uncertainties (student loan repayments, higher interest rates, diminishing excess savings).

NVST (+) SPARK ON PACE TO MAKE ENVISTA A SOLID #2 PLAYER IN THE CLEAR ALIGNER MARKET

Beyond the positive takeaways discussed above for the clear aligner market, it was encouraging to see interest
in Spark finish at #2 among the preferred clear aligner brands for teens, and we do think the greater influence
doctors have over teens in determining the orthodontic treatment path is helpful for Spark (NVST’s

relationships with the orthodontic community are strong). And with SDC’s future uncertain, we think it's
reasonable to conclude that other orthodontic brands like Spark could move to fill some of the void left by the
DTC-focused aligner company (albeit, through the professional channel), which could lead to incremental case
volume opportunities for NVST’s Spark. The growth of Spark over the last few years has been nothing short of
impressive, and we continue to view this offering as the most important growth factor and one of the more
important profitability levers across the business when we look out over the next few years.

‘ M M (M
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Stock Highlights: Semiconductors & Internet

Harsh Kumar, Managing Director | Sr. Research Analyst

’ AAPL (+) IPHONE SHARE REMAINS NEAR RECORD LEVELS

Both the 87% iPhone ownership and 88% intention to purchase an iPhone metrics are near record highs for our
survey. We believe the elevated penetration and purchase intention are important given the mature premium
smartphone market. Additionally, these trends are encouraging as the company continues to introduce new

OW. PT $220 iPhones proving the overall stickiness of the product portfolio. We think these positive trends can also be a catalyst
' for further services growth as well, as the install base for Apple hardware continues to grow.

‘ () () ()
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Stock Highlights: Vertical Marketplaces

Matt Farrell, Vice President | Sr. Research Analyst

SPOT (+) IS THE MOST USED MUSIC STREAMING PLATFORM AMONG TEENS

Over 70% of teens are using Spotify for their music streaming services, over 2x the closest competitor in the
space based on our survey. In addition, ~46% of teens are paying for Spotify, which is up from ~44% in our
Spring 2023 survey. With over 96% of teens already using a music streaming service, the market appears to
be penetrated, but there remains an opportunity to convert more teens to paying users moving forward.

N, PT $150

NETFLIX (-) FALLS BEHIND YOUTUBE FOR DAILY VIDEO CONSUMPTION AMONG TEENS

N ETFL Ix For the first time, Netflix has fallen behind YouTube as the leader in daily video consumption among teens. In

the Fall 2023 survey, Netflix lost over 200 basis points of consumption time relative to six months ago, which

follows a nearly 100 basis point decline in our Spring 2023 survey. We wonder if this is a push or a pull in

N, PT $440 regards to the changing consumption habits, as content on YouTube appears to be improving over time and
the streaming industry becomes more and more competitive.

® O O O
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Stock Highlights: Financial Technology

Kevin Barker, Managing Director | Sr. Research Analyst

SQ (+) CASH APP LEADS PEER-TO-PEER MONEY TRANSFER APPS

Block’'s Cash App beat out PYPL’s Venmo by 14%, with 50% of teens that use a peer-to-peer money
transfer apps preferring Cash App. Among payment apps teens used in the last month, the penetration rate
of Block’s Cash App trails only Apple Pay and gained significant market share during the year. Additionally,
Block’s buy now pay later (BNPL) platform, Afterpay, ranked 2nd behind PayPal “Pay in 4” with 36% market

<

oW, PT $77

share.
‘ () () ()
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E-Commerce Social Media & Content

Key Themes,
Trends &
Takeaways

N O

Food & Snacks Payment & Crypto

Teen Behavior & Habits
T

=

Fashion & Beauty Video Games
() () ()
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GenZ Insights: They Actually Care About The World

Most Important Political and Social Issues

SPRING 2022 FALL 2022 SPRING 2023 FALL 2023
1 Russia/Ukraine Invasion 13% | 1 Environment 15% | 1 Environment 19% | 1 Envronment 18%
2 Environment 11% | 2 Abortion 11% | 2 Racial Equality 9% 2 Inflation 9%
3 Racial Equality 10% | 3 Racial Equality 9% 3 Abortion 6% 3 Racial Equality 7%
4  Gas Prices 10% | 4 Inflation 8% 4 Inflation 6% 4 Abortion 5%
5 Inflation 4% 5 Gas Prices % 5 The Willow Project 4% 5 Economy 3%
6 Abortion 3% 6 Equality 5% 6 Economy 4% 6 Gas Prices 3%
7 LGBTQ+ Rights 3% 7 Women's Rights 4% 7 Women's Rights 3% 7  Gun Control 3%
8 Economy 2% 8 Economy 1% 8 Gas Prices 3% 8 Healthcare 3%
9 Equality 2% 9 Gun Control 3% 9 Gun Control 3% 9 Women's Rights 3%
10 Women's Rights 2% | 10 LGBTQ+ Rights 2% | 10 Equality 2% | 10 LGBTQ+ Rights 2%

* We started asking teens to “name a political or social issue that is important’ to them for the first time in Fall 2019
« GenZ is unique in that they appear to care more about social justice & the environment versus former generations

« The economy has overtaken GenZ mindshare, ranking as the No. 5 most important social/political issue in Fall 2023,
with 3% mindshare, falling just below abortion (5%) and slightly above gas prices, gun control, healthcare and
women’s rights

«  The Environment ranked No. 1 with 18% mindshare this Fall, down 115 bps vs Spring 2023, and up 330 bps Y/Y

* Inflation (9% mindshare), racial equality (7%), and abortion (5%) remain consistently prominent issues, and
healthcare entered the top 10

() () ()
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Staying On The Green Theme — Let’s Look At Carbon Footprint

Do you pay attention to your Carbon Do you consider your Carbon Footprint
Footprint? when making purchasing decisions?

What is a Carbon
Footprint?
33%

Yes
16%

Historically, a mainstay in teens’ biggest Social or Political concern has been the Environment. This Fall, it took the highest
mindshare at 18%. We asked teens if they paid attention to their Carbon Footprint, with 16% indicating that they do. Of
this 16%, 49% indicated that their Carbon Footprint impacts their purchasing decisions.

O @ O O
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GenZ Insights...The Who’s Who?

PIPER | SANDLER

Who They Like & Who They Follow

Favorite Celebrities Favorite Social Media Personalities
* 1. Taylor Swift *1. Alix Earle
2 5 2. Adam Sandler 12 M. Beast
1 3. Drake 4 3. Taylor Swift
¥ 4. Ryan Reynolds 4+ 4. Drake
12 5. Kanye West fs. Sam Sulek
+* 6. Dwayne “The Rock” Johnson f6. Kai Cenat
W 7. Kevin Hart ¥ 7. Andrew Tate
' 8. Zendaya ‘.‘8. Kanye West
4 9. Lionel Messi 4r9. David Goggins

4" 10. Zach Bryan ¥ 10.

Selena Gomez

«  Zach Bryan moved to the No. 10 favorite celebrity spot from No. 35 in the Spring while Taylor Swift remained the No.
1 favorite celebrity since the Spring. Selena Gomez and LeBron James fell out of the top 10 from No. 3 and No. 9 in
the Spring to No. 15 and No. 11, respectively, and Lionel Messi moved into the top 10 from No. 15 in the Fall.

« Alix Earle maintained title as the No. 1 social media personality after being unranked the same time last Fall. Taylor
Swift, Drake, Sam Sulek, Kai Cenat, and David Goggins joined the top 10 while Emma Chamberlain, Dwayne “The
Rock” Johnson, CoryxKenshin, Markiplier, and Kevin Hart fell from the ranking.

() () ()
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TikTok & Instagram Gain Share, Snap Falls to #3 Most Used

Favorite Social Media Platform (%)

40% 38% 37% 38%
33%
31%30%
9 27%28%
30% o 23%
22/020<y 23% 0
20%
10%
T 2% 206 2% 106 3% 206 3% 20 5% 4% 30 3% I
Twitter Facebook Discord Instagram Snapchat TikTok
B Spring 2022 ®Fall2022 ®Spring 2023 ®Fall 2023
Highest Social Media Engagement (%)
100%
81% 80% 80% 80%
0% 76% 76% 7305 74% 7306 76% 750 74% 080%80%
60%
37% 359 0
40% 28% 2706 28% 28% 035/036/032(y 3104 34% 35% 35%
0%
Facebook Twitter Pinterest Snapchat TikTok Instagram

B Spring 2022 ®Fall 2022 ™ Spring 2023 ®Fall 2023

For favorite app, TikTok (38%) gained ~80 bps of share while Snapchat (28%) was flat and Instagram (23%) gained ~70 bps.
Instagram (80%) continues to lead in monthly usage, up ~15 bps, while TikTok surpassed Snap to become the #2 most used.
When asked, the average teen in our survey spends ~4.5 hours per day on social media, up slightly from prior surveys.

() () () .
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What'’s In Your Wallet? Food, Video Games & Clothing

Upper-Income Teens

Males’ Wallet Share Females’ Wallet Share

1 Food 25% % Clothing 28%
2 Clothing 17% A Food 19%
3 Video Games/Systems 11% N Personal Care 14%

. Food was the most important category for male spending this Fall and increased 200 bps Y/Y and 50 bps vs last
Spring

* Video Games/Systems remains the No. 3 wallet choice for males at 11% share, and decreased 120 bps Y/Y and
~125bps vs last Spring

*  Clothing placed No.2 with 17% share for males, down 50 bps Y/Y and down 20 bps since Spring 2023

. Clothing remains the top-choice within the wallet for females, down 40 bps from Spring 2023; Food stayed at No. 2

*  Personal care was the No. 3 wallet choice for females at 14% share, increasing 290 bps Y/Y and 180 vs last Spring

() () ()
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Teen Spending Down 4% Y/Y, Down 8% Vs. Spring 2023

Peak Spend
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+ Teens self-reported spending ~$2,236 per year in our survey, implying total teen spending of ~$62B, assuming 27.7M
teens ages 13-19.
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Accessories Growth Supports Female Spending

Upper-Income Female Spend — Apparel, Footwear and Accessories

$1,500

$1,400
1% YIY

Down -3% vs Spring

$1,300

$1,145
$1,200

$1,100

$1,000

* Female fashion spend was down 7% Y/Y with lower spend across Apparel (-9% Y/Y) and Shoes (-5% Y/Y), offset by
strength in Accessories spend decline (+8% Y/Y)

« Compared to Spring 2023, female fashion spend declined -3% with a significant decrease in spend on Accessories (-
14% vs Spring) and Apparel (-3% vs Spring), while Shoes showed strength (+2% vs Spring)

O @ O O
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Clothing Wallet Share is Showing Some Moderation

Upper-Income Females

38%

36%
34%

Down 40 bps vs.
32% Spring ‘23
30%

28%
28%
26%
24%
22% I
20%
Q N\ "D O o QW Q

«  Among upper-income females, the wallet share for clothing fell -260 bps Y/Y and -40 bps since Spring 2023 at 28%.
Clothing wallet share remains above trough levels we saw in Fall 2017 at 24%.

O @ O O

Ul Female Clothing Wallet Share
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Females Now Lead Digital Shift

Upper-Income Teens

100% 96%
95%
90%
92%
85%
80%
75%
70%
65%
60%
55% —Female —\ale
50%
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«  When asked if teens shop online, until 2020 (outside of a single instance in Spring 2013), digital shopping had higher
penetration with Males vs. Females

. In Spring 2022, digital penetration for females (~95%) was above that for males (~91%) -- the gap incrementally
widened last Fall, with digital penetration for females at 95% vs. males at 90%

« This Fall, the gap narrowed a bit, although females remain ahead of males at 96% online penetration vs 92% for

males
() () ()
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Shopping Channel Preference

Upper-Income Teens

Secondhand
7%

Online Only
eTailers
21%

Specialty*
28%

Catalogs
1%

Major Chain /
Dept Store
9%

Qutlet
11%

Discount Off-Price
9% 14%

*  Specialty retail is the most prominent channel for teens—with 28% of their time spent in this channel
*  Notably, Off-Price as teens’ preferred shopping channel increased 545 bps Y/Y and 70 bps vs last Spring

*  Outlet also gained momentum with 11% of teens choosing secondhand as their preferred channel vs 10% last Spring;
males who prefer outlet shopping increased 45 bps to 14% vs 13% last Spring

* Over the last five years, we have seen a significant shift toward online only shopping preferences (21% vs 18% in Fall
2018) and away from catalogue (1% vs 5% in Fall 2018)
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Secondhand Market Adoption

Upper-Income Teens Sold Secondhand Clothes

62%
% of Ul Teens Who Have Tried a Secondhand eCom Platform ml... .
56%
55% 55% 55%
46% 520 [ 5206 5206
40% [ 41% 4094 a7
0apg
Secondhand 35% 320,
Ranks
Male Female Overall
®Spring 2022 ®Fall 2022 = Spring 2023 = Fall 2023
21%
# :I 5 180619%19%19%19% <~ "° 19% Purchased Secondhand Clothes
60%
57% 56% 5500
49%
Favorite 22% 4o 8 4%
Brand/Retailer 309 37 [ 2
When Aggregated*
ggreg Male Female
mFall 2020 = Spring 2021 = Fall 2021 = Spring 2022
mFall 2022 = Spring 2023 m Fall 2023

Male Female Overall

®Spring 2022 = Fall 2022 = Spring 2023 = Fall 2023

« We asked teens about their activity on popular Secondhand Marketplaces, including Poshmark, The RealReal,
Tradesy, thredUp, Mercari, and Depop — above, Upper-Income teen participation on these platforms is charted

« Secondhand marketplace activity is trending similarly between female and male upper-income teens: For Ul males,
secondhand activity decreased slightly to 19% vs 21% in Spring of 2023, while Ul female activity declined to 33% vs
35% in Spring of 2023

« 46% of Ul teens have PURCHASED clothes secondhand (either a marketplace or a thrift store) & 55% have SOLD
on a secondhand marketplace with female engagement higher than male at 58% vs. 52%.

() ‘ () ()
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Rental Market Appetite
Upper-Income Teens

Would You Pay a Monthly Fee For a Rent-and-Return Retail Service?

379 39% 39% 39%
0
33%
30% 28% 28% > o

0 27% 0
26% 2504
I 22% I I I I

Male Female

m Fall 2020 ®Spring 2021 = Fall 2021 mSpring 2022 = Fall 2022 = Spring 2023 = Fall 2023

+  Appetite from Ul teens for a rent-and-return service increased sequentially with female interest up 600 bps vs. Spring
2023 and flat Y/Y. Male sentiment was flat Y/Y, but increased 100 bps sequentially.
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Athletic Apparel Trending Upward

Aggregate Athletic Mindshare As Favorite Apparel Brand - Upper-Income Teens
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47% of preferred apparel brands that are “athletic,” up 300 bps Y/Y and 200 bps vs. the Spring, with Nike taking 33%
share followed by lululemon with 10% share.
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Athletic Footwear Brands Losing Some Share

Favorite Footwear Brand Mindshare - Upper-Income Female Teens
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Other includes: New Balance, Puma, Reebok, Under Armour, On Running, and Hoka One One

«  87% of females prefer an athletic brand of footwear (above), down 100 bps Y/Y and up 300 bps sequentially; 87% of
males prefer an athletic brand of footwear, powered by Nike’s share gains (62% share, -200 bps Y/Y)
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Beauty: Cosmetics Spending Surpasses Skincare Again

All Female Teens
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—Skincare =———=Cosmetics =———Fragrance =——=Haircare

*+  Cosmetic spend remained above skincare as the highest priority of spending in the wallet for all female teens.
Specifically, total cosmetics spending came in at $127 versus skincare at $122.
* All categories grew Y/Y, with cosmetics +33% Y/Y, skincare +19% Y/Y, fragrance +14% Y/Y and haircare +5% Y/Y.

* All categories also grew sequentially, with cosmetics +3%, skincare +3%, fragrance +5%, and haircare +6%.
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Beauty: Accelerating Trends In “Everyday” Makeup Wearers

All Female Teens
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mmmm Sometimes Everyday === Never

« We asked female teens if they wear makeup “everyday”, “sometimes” or “never”.

«  Though teens that wear makeup “sometimes” was down from 40% to 30% both Y/Y and sequentially, we saw a
significant acceleration in “everyday” makeup wearers (from 41% in Spring 2023 to 57% in Fall 2023) as a promising
indication for the category as a whole despite the current macro state. Additionally, 55% of Ul females now claim to
wear makeup “everyday” vs. 50% last year.

 Those that wear makeup everyday spend an average of $196/year on cosmetics (vs. Fall 2023 survey average of
$127), with Ul female teens that wear everyday spending $227/year on the category.

) ‘ ) )
/ / /
Executive Summary Teen Behavior & Habits Teen Brand Preferences Demographics & Appendices

Taking Stock With Teens Survey - Fall 2023 Results

| 37



PIPER | SANDLER

Beauty: Clean & Science-Backed Beauty Highlights

All Female Teens

O Look At Ingredients In Their Beauty/Personal Care Products
O (vs.49% in Fall 2022 and 50% in Spring 2023)

Willing To Spend More

8 5 ()/ For “Clean” Or Natural
O Beauty

(vs.86% in Fall 2022)

Average Pricing

O Premium For “Clean” Or
O Natural

(vs. 38% in Fall 2022)

50%

27%

Willing To Spend More
For Science-Backed
Beauty
(vs.51% in Fall 2022 and
57% in Spring 2023)

Average Pricing
Premium For Science-
Backed
(vs. 25% in Fall 2022)
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For the First Time, YouTube Leads in Video Consumption

Daily Video Consumption by Platform (%)
40%

35%

30%

25%

20%

15%

10%

||II i il ||||||||
N it R I

Cable TV Amazon Prime HBO Max Disney+ Other streaming Hulu Netflix YouTube

B Spring 2020 MW Fall 2020 ®™Spring 2021 = Fall 2021 = Spring 2022 MW Fall 2022  m Spring 2023  ® Fall 2023

*  YouTube is now the leader in daily video consumption for teens at 29.3%, as it sees a ~100 bps increase from Spring 2023.
* Netflix is second among consumption at 28.5%, which is down over 200 bps from the Spring 2023 survey.

+ Cable TV, HBO Max, and Hulu were share donors relative to Spring 2023, while Prime Video and Disney+ were share gainers.

() ‘ () ()
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Online Video Continuing to Gain Share

* Cord Nevers: 43% of teens in our survey indicated that they do not have
cable TV in their household, which is flat from 43% in the Fall 2022.

* Cord Cutters: 8% of teens said they expect their household to cancel
cable TV within the next 6 months, which is ahead of Fall 2022.

* Migration of Time/Wallet to Online Video: As aresult of these trends,
we expect to see an ongoing transition toward online video / streaming
services.

Are you planning to cancel your cable subscription over the next 6 months?
(% of students)

Fall 2015 P9 raii016 P9 pai2017 SPMN9 o018 SPMNY Eaiioo19 SPMNY Eaiizozo SPMY panioopn SPMNY ko022 SPHNG gy 0023

2016 2017 2018 2019 2020 2021 2022 2023
| don't have cable 17% 19% 17% 17% 20% 22% 25% 28% 32% 33% 35% 37% 40% 41% 43% 44% 43%
No 74% 70% 75% 2% 2% 69% 66% 62% 60% 58% 58% 56% 53% 52% 51% 48% 50%
Yes 9% 11% 8% 10% 8% 10% 9% 10% 9% 8% 7% 7% 7% 8% 7% 7% 8%
() () ()
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Teens are Streaming Music and Most are Subscribers

Which of the following music streaming services

80.0%
70.0%
60.0%
50.0%
40.0%
30.0%
20.0%
10.0%

0.0%

have you used over the last 6 months?

Spotify Apple Music  YouTube Amazon Other | Do Not Use
Music Prime Music (Soundcloud, Music
Pandora, Streaming
Deezer, etc.) Services

W Spring 2023 m Fall 2023

Spotify is market leader but teens are using

multiple services

When asked if teens are using music streaming services,
over 70% of teens said they use Spotify.

Spotify usage gained ~200bps from our Spring 2023 survey,
while Apple Music lost ~200bps of usage among teens over
the last six months.

It appears music streaming is well penetrated among U.S.
teens, as less than 4% are not using music streaming
services at this point in time.

Which of the following music streaming services have
you subscribed to/paid for over the last 6 months?

50.0%
45.0%
40.0%
35.0%
30.0%
25.0%
20.0%
15.0%
10.0%

5.0%

0.0%

Spotify Apple Music  YouTube Amazon Other | Use the Free
Music Prime Music (Soundcloud, Versions of
Pandora, Music
Deezer, etc.) Streaming
Services

M Spring 2023 ™ Fall 2023

Most teens are paying for at least 1 service

When asked if teens are paying for music streaming, ~80%
noted they are paying for at least one service.

Spotify has the highest number of teens paying a subscription,
with over 46% noting they are payers (up from 44% in our
Spring 2023 survey).

However, it appears Apple Music and Amazon Prime Music
have a higher percentage of payers, as we suspect this is tied
to a subscription bundle including other services as well as
music streaming.

() () ()
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Enter the Metaverse: 31% of Teens Own a VR Device

* We recently introduced a new series of questions around VR device ownership, usage, and the Metaverse. 31% of respondents
noted owning a VR device, up from ~29% in Spring '23 and ~26% the prior two surveys.

» That said, of those with a VR Device only 3% use daily and ~10% use it weekly (down from ~14% in Spring ‘23). To us, the
lukewarm usage demonstrates that VR remains ‘early days’ and that these devices are less important than smartphones.

+ Interest in the Metaverse appears mixed: ~52% of teens are either unsure on the Metaverse or not interested / no intentions to
purchase a device, up slightly from prior surveys. Just 6% are interested and intend to purchase a VR device.

Of Teens that Own a VR Headset (%)

60%

50%

40%

30%

20%

10%

0%

56%

3403°% 33034%
"0 /010%
7%
5%
Innm

53%

51%
s./| ‘

Owns VR device, Occasional user Moderate user Frequent user
seldom uses it (several times / (several times / (daily)
month) week)

B Spring 2022 M®WFall 2022 ®Spring 2023 MW Fall 2023

() ()

Of Teens that Do Not Own a VR Headset (%)

37%
35%

32%29
50/%50/%6%
18968%
outev, 16787
9%9%
I I7 %606

Not |nterested, Moderately Unsure Interested, no Interested,
no plans to interested, may plans to intend to
purchase purchase purchase purchase

W Spring 2022 ®WFall 2022 ™ Spring 2023 ™ Fall 2023
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Customer Service Channel Preferences

“When having to interact with customer service, what communication channel do you most preferto utilize ?”

50%

60%

50%

[%2]
§2]
C
(3] Prefer Telephony Customer
2 40% .
5 Service
o
8.,
- 30% o 58%
5 54% o
< %0| 50% [49%| 50%
o
20%
0,
10% . 7% 18% 18% 19% % 6% e 2o 7%
129, 15% 15% 119, [13% 149, 129 1142, % 10 % 29
g o o} 10% gy, 10% 10% 10%I( go; 2% 29, . . 2% 2%
0%
Phone Text/SMS Live Chat /1M - Human Email Social Media Live Chat/IM - Chatbot

Channel of Communication

E1H21 m2H21 @1H22 m2H22 ©D1H23 @2H23

. 50% of teens prefer to pick up the phone and call a customer service agent (similar to the last 3 surveys), followed by Text
/ISMS and Live Chat with a Human.

. Unsurprisingly, teens are more willing to use new communication channels like text/SMS, Live Chat, & Social Media than the
average consumer. As the population continues to shift towards Millennials & GenZ, we expect to see continued shifts to digital

channels.

. We view results as most positive for Twilio given SMS trends, and supportive for Five9, NICE, and LiveVox due to Phone
remaining the #1 choice, majority of interactions and omnichannel support. Chatbot desire remains fairly low at just 2%.

() ‘ () ()
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Video Games: Teen Spending And Preferences
$217 - Expected Video Game Spend in 2H23

$300 12% - Budget Spent On Video Games in 2H23 [ 18%
- 16%
$250
- 14%
$200 - 12%
- 10%
$150
- 8%
$100 - 6%
- 4%
$50
- 2%
$0 - 0%
S N T Nt S AR A A G G S
N N N R N S N N R R N
«° & «° & «° & «° & «° & «° & «° & <° & <°®
% 3 3 % % R R R
mm \ideo Game Spend (Male+Female) -#-Video Game Spend Allocation (Male)

 Teens are expected to spend $217 on video games during 2H23, down from $239 in the Spring 2023 survey
*  For upper-income males, video games as a percentage of total budget remained 12% in the Fall 2023 survey
Expected video game spending levels have remained off the pandemic-level highs

O @ O O
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Video Games: Current “Gamer’ Behavior

I % Of Teens In Our Survey Play Games Once a Week or More
O Of Gamers Plan to Buy New Console System in the Next 2 Years
O (vs. 47% in Spring 2023)

O Of Games Are Fully Downloaded By Teens
O (vs. 56% in Spring 2023)

O @ O O
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Teen Video Game Trends Mostly In-Line with Historical Trends

r

0 « Of Gamers Play Video Games on Both
27 /0 < Console and PC

-
/
0 « Of PC Gamers Use a GPU
61 /0 < Board/Graphics Card
-
g « Of PC Gamers Plan to Buy a GPU
27% < Board/Graphics Card in the Next 6
Months
-
r
0 « Of GPU Board/Graphics Card
40 /O < Purchasers Would Pay Over MSRP
-
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Top Payment Apps for Teens

Penetrationfor Payment Apps on Smartphone and Used in Last Month

Cash Appranked#1for the most preferred

60% peer-to-peer money transferapps
55%

®m Apps on smartphone ———
50% m Apps used in the last month
42%
40% 37% Cash App, 50%
34%
Venmo, 36