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SOCIALIS AT THE (5[ OF CULTURE
AND AS A BRAND IF YOU WANT T0 BE

AL IERRdta 1) YOU NEED TOBEA

PART OF SOGIAL GONVERSATION
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18-34’s 8%
ESTIMATE THAT GROWTH IN

OVER 7 HOURS ON 2023-2024 TO

SOCIAL MEDIA 5.4 B".I.I““
PER DAY




BETCHES

THE MOST INFLUENTIAL & AUTHENTIC
FEMALE-FOCUSED HUMOR BRAND IN
THE MARKET




AS OF OCTOBER 2023

TWO POWERHOUSE BRANDS
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BETCHES

THE EXPERTS AND
AUTHORITIES ON
WOMEN'S CONTENT &
CULTURE
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THE WORLD'S BIGGEST SOCIAL
PUBLISHER ON A MISSION TO
ENERGIZE AND ENTERTAIN
GENERATION SOCIAL
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WE HAVE THE “15.[T: AND THE [ [T[{TH: TO

EMBED BRANDS INTO SOCIAL CONVERSATION

920M 15.5M\

monthly social
video views followers
3.1M 1.8M
monthly podcast newsletter
downloads subscribers

290M+

cross-platform reach

4.5 BILLION 419M\

monthly social
video views followers

1T79M 12.9BILLION

monthly comments  monthly views on our content

1.1 BILLION+

cross-platform reach




WHY BETGHES?

CONNECTING

the funniest members of your group chat

REACHING WOMEN
when they are looking to take a break from
the daily doldrums

ORGANIC BY NATURE

our tactics are rooted in organic engagement

SCARCE BY DESIGN

we limit the number of brand partners to
maintain our quality and each partnership’s
authenticity
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HOW TO PARTNER WITH BETCHES
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BETCHES PODCASTS

Betches podcasts offers 13 unique shows, across a variety of topics. From wedding
planning, to becoming a new mom and spilling the tea on all-things Bravo, the
Betches Podcast Network has something that will guarantee laughs along the way.
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THE NUMBERS

Ll 43M

ENGAGING ANNUAL
SHOWS DOWNLOADS

90% 93%

FEMALE A18-44
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https://podcasts.apple.com/us/podcast/betches/id1156258047
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quow do you get professional comedlans and ¢ content

< T SO DT TONS SR T

Lcreators to not onIy care about da but have them fuse




Taking an operations led approach to use analytics as a means to unify creative led
processes and business based decisions around a mutual data culture

oBJecCTive

Walled Garden Algos
New Google Analytics

Google Search Changes
Discoverability shifting
Meta changing KPlIs
Increasing Privacy Laws
Maturing Infrastructure

suBJecCcTive

Diagnose performance
Spur engagement
Adjust Social Platform
Help other accounts
Draw connections
Improve messaging
BE FUNNY!




OO Meta ©YouTube
Q LISTENFIRST a TikTOk

’ emphfl Apple Podcasts
ooe Spotify
ol @ spotify

Analytics

boostr & Looker

crm-oms QNETruUST
SAILmRU a FLIGHTPATH

" Megapﬁ%ﬂﬁ? A shopify

STRAT/ .
researchbods

Analytics Infrastructure

Insights &
Strategic Decisioning

Reporting & Analysis



HIGHLY AGTIVE &

MILLENNIAL & GEN Z2

L 28%
18280 35-44 YEARS
50% 94%
25-34 YEARS 21+ YEARS

TIKTOK

35%
18-24 YEARS

Source: Instagram Analytics;
Betches Audience Survey 2022.

AFFLUENT

90%
EMPLOYED

56%
EARN $100K+

29%
EARN $50K - $100K

VARIOUS LIFE
STAGES

72%
INA RELATIONSHIP

25%
SINGLE

30%
HAVEKIDS

2%
gmm\\‘

HIGHLY
ENGAGED

3-5X
DAILY INTERACTIONS

9X
HIGHER ENGAGEMENTS
¥S. COMPETITORS

6%

ENGAGEMENT RATE
(VS.1-2%]



THE AVERAGE CPG BRAND THAT PARTNERED WITH

BETCHES IN 2023 SAW:

7 M (e
C?ﬂate Midol

#TheRealReason

+9829%

More engagements with
Betches’ branded content than

their average brand-owned post.

+112%

Overall social talkability*
increase throughout the
campaign flight.

GRAZA @D B

+60%

Increase in brand-owned
post popularity during the
campaign flight.

+199%

Rise in new follower
growth throughout
the campaign flight.

AT
ﬂNGIES

POP

+155%

Increase in brand-owned
video viewership during the
campaign flight.

+154%

Increase in organic
search during the
campaign flight.



RETAIL

THE AVERAGE RETAIL BRAND THAT PARTNERED WITH
BETCHES IN 2023 SAW:

%EDY%A\ILF& dolce vita

+480% +48% +93%
More engagements with Increase in brand-owned Increase in brand-owned
Betches’ branded content than post popularity during the video viewership during the
their average brand-owned post. campaign flight. campaign flight.
+60% +32% POSITIVE
Overall social talkability* Rise in new follower The sentiment expressed
increase throughout the growth throughout most frequently within

campaign flight. the campaign flight. post commentary.



THE AVERAGE FINANCE BRAND THAT PARTNERED WITH
BETCHES IN 2023 SAW:

20 0

+183% +198% POSITIVE
More engagements via Betches’ Increase in brand-owned The sentiment expressed
branded content than their post popularity during the most frequently within
average brand-owned posts. campaign flight. post commentary.
HIGH AFFINITY +160% +26%
Finance ranked among the Top 3 Rise in social talkability Rise in new follower
strongest categories of all Betches’ as a result of Betches’ growth throughout

partnership campaigns in 2023. promotions. the campaign flight.



ENTERTAINMENT

THE AVERAGE ENTERTAINMENT BRAND THAT PARTNERED WITH

BETCHES IN 2023 SAW:
@

+2759% POSITIVE 2X

More engagements with Betches’ The sentiment expressed More average engagements
branded content than their most frequently within earned than any other Betches’
average brand-owned post. post commentary. Partner category.

+107%
+ ° o
L 83/° >432% Search volume increase
Rise in new social follower More impressions/post than the throughout the campaign flight. To

growth compared to partner's average M&E post in 2023 note, this metric is highly
owned norms. correlated with intent to view
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Tins For Building”
A Data Driven
Organization




GASE STUDY WEDNESDAY

conTenT PperFormance

Asset I:
1.7 M 42.1 K
ImPressions ENnGaGcemenTs

webDhnesbDay PerFormance

Asset Il:

2.1 M 94 K
IMpPressions ENGaGcemenTsS
Asset Ill:

3.5 M 206 K
IMPressions EnGcaGcemenTs

BranbebD PerFormance Averagces

S5M 334 K
ImPressions ENnGaGcemenTs

9 i
- ME BEFORE WATCHING

WEDNESDAY! !




‘ trash jones
W @jzux

coworker: hey circling back on that thing we
talked about in december

me: stop living in the past

#1- Stakeholder Involvement

conNnTenNnT anbD SOoClal mebDla come WITH
Many DaTa LimiTaTions.

MeTriIC avalLaBILITY CHanGges CONsTanTLy,
anbD hew KPIS are reLeasebD OFTen.

AS SOClal meDla BeCame LeSsSS DaTa-
FrienbLY, we usebD THIS asS an OPPOrTUNITY
TO SLOW DOWN anb enGcgaGce sTarkeHoulbpers

SHIFTING Teams OUT OF 100% SeLF-Serve
mobDe HelLPeD THem unberstTanbd THe
Nnuances OoOF SOClal mebDila.

THIS aPProacCH BUILT GgreaTer TrusT anbD
accePTance OF FUTUre CcHanges.



#2 Leat with Purpose

caTeGgorizinGg conNnTenT BY PUrpPose IS viTal FOr
DaTa LeabDers acCross atLl INbusTries.

unberstTanbiNnGg THe "WHY" reQulires suiLbinGg
THe FIGHT BacCKenoD, NOT JUST CHeCKING a BOX:

WITHOUT CcaTeGcorizaTion, baTa Can Be
mistLeabdinG anb INcompLeTe.

our FOUr PUrrPose BUCKeTS rerPresent more
THanN GoalLs—THeY emBODY OUr mission.

DIFFerenT Teams ma4d Have DIFFerenTt GoalLs,
BUT a SHarebD mission IS KeY TO BUlLDING a
STronNnGg baTa CculLTure.

Branbeb




# 3 DATA GOVERNANCE >
DATA PLATFORM

< Bosts e EXPEensive PLATFOrms aLone cannoT soLve
@ votches o comPLEX cHaLLenGes.

e AUDIT CcurrenTtT governance eerFore abbinNnGg
TOOLS.

e SIMPLE SOLUTIONS are NnoT enNnouGH FOr
compPLex DaTa heebs.

e NeWw TOOLS SHOULD INCrease eFFiCcieNncCcyY oOor
Provibe genuinewLyY new INSIGHTS.

MY DaTa governance

BUDGEeT VS MY DbaTa .
e NO TOOL Can makKe DISOrGanizeb DaTa UseFuL;
8 . DaTa cLeanLiness IS essenTiaLl.

e POOr DaTa QuUalLITY LeabDs TO BabD DecCisions,
DUPLICaATION, anbD erobes baTa CuLTure over
TimMme.



#4 Dashboards for coliahoration

DasHBOArbDs are oFTen seen JUsT as

9 —— SeLF-serve TooLsS.
@kayyorkcity

Me and my work bestie debriefing IT'S aLSO ImMPOrTanT THeY BrinG

after a company meeting PeOPLE TOGEeTHer FOr DISCUsSsIon.
#PumpRules

we DesiGheD DasHBOarbs arounbp
meeTIiNG FLOW, SO aLlL INFO IS IN one
PLacCe

GrouP reviews HelLP Team memBpBers
reab DaTa consisTenNnTLY.

4 { &
+= g-Thatdidn't hit for me.
2y e -l didn't even listen.

THIS rebuces BaCK-anb-FOrtH anbD
BUILDS ON THe sPeeD OF TrusT.




#9 Contextualize

USING DaTa TO uncover THe FULL STOoryYy
reaulires contexT TO avoID misLeabDING
numpBers.

conNTexT BeGins BY PaArTITIONING conNnTtTenT
BasebD ON PUrrPose TO unberstTanb THe "WHY."

conTenT CcreaTors neeb cusTom
caTeGcorizatTion—MoT OUT-OF-THe-BOX
soLuTIions.

Oour CUusTOom caTeGorizaTions caPTure i Betches
uniQaue Branb THemes, LiIKke NosTalLGlia,
TUMMY acHes, TTPD, TO TrendbinG momenTsS. il “answers one singular email*
o
caTeGorizaTion HelLPS DIaGhose conTtTenT
PerFormance across DIFFerenT FormaTs
(e.G., TWeeTS VS. reeLs).

QuUaLITY INSIGHTS DePenD ON aualLiITy
AT AC I ATION



GASE STUDY WEDNESDAY ,

conTenT PperFormance -
_ - N
Asse_tll.7 M 421 K REEL EBIEFOREWATCHING’

ImPressions ENnGaGcemenTs

webDhnespPpay PerrFormance ;
RERLEE DesiIGheD

2.1 M o4 K TWeEeeT
IMPressionNs  EnGaGcemenTs

Asset Il TWEeeeT
3.5 M 206 K ReeL

IMPressions EeEnGcaGcemenTs
*»**BranbebD PerFormance AveraGes**x*

5™ 1.1M 334K 29K
ImPressions ENnGaGcemenTs N\

Great work today.




THANK YOU
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