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Trend 2: Playing Catch Up
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Fasing of Covid restrictions
s likely to prompt a surge
in demand for things
pneople haven't be able to
do during lockdown.
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‘op priorities for investing our hard-earned savings
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ooking & feeling our best Leisure & entertainment Travel




People want to look

and feel their best
when they socialise
again

Witches
cinema
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Priorityis professional Is becomingmore gI'ObaI, Of men say they are removing
beautytreatments* expansive and intertwinedwith face/body hair less during
individuals’ sense of wellbeing * lockdown

e

*Kantar Social Survey 2020/ McKinsey: How Covid is changing the world of beauty




How might we...

Promote beauty businesswhenthey are open for
businessagain?

Supportlocal beauty salons and barbers
with Trip Advisor & AdSmart from Sky

* Aco-branded partnership with Trip Advisor and a finance brand,
using AdSmart to encourage consumers back out onto theirlocal
high street, spending with local businesses.

* Fromthebest barber to sleek salons, with AdSmart, we can
localise the message, using “super reviewers”comments pulled
through from Trip Advisor as the local element of our content.

Live your best life with Sky VIP competitions

» Sky VIP s our free-to-join loyalty programme for all Sky
Subscribers. The longer they stay with Sky the greater the rewards.

* Include a competition as part of your next campaign, by offering
couplesthe chance to win exclusive spa and makeovers followed
by weekends away when the borders open up.

* Destinationsand makeover styles would be themed to a Sky
Original show, to give our winners the full show experience.
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the Leisure & Entertainment space...
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0 Dining out with friends

fés

2 Visiting ca

o Drinking in the pub



On the whole, consumers are still
apprehensive about resuming
“normal” leisure activities

+49%

Of adults claim to be very worried that safety
measures won't be followed by everyone

+65”

Of people expect to spend more of their
spare time at home in the next year
compared to before the outbreak

+55%

Of adults are uncomfortable at the prospect
of visiting the cinema

Your Honor

atlantic




low might we...

Make the most of leisure time; to inspire, reassure
and get consumers planningleisure activities?

Maximise reach as venues reopen &
convert late bookings

* Weighted activity to support opening dates

* Build confidence in venue safety with targeted messaging

* Fill remnantinventory &encourage people to keep their bookings
* Targeted offers

Engage audiences with entertainmentinspiration

* Editorially aligned branded content to inspire Summer plans
* Shoppable QR codes
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There's a ,- g
for holidays this year,

despite uncertainty

Ben Fogle in the Sahara
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Are planpinga holiday

in 2021

54%

Of people are planning
a UK staycationin 2021



How might we...
Satisfy travel cravings & inspire people to plan a holiday?

Dynamic ads serving real-time holiday pricing Sustainable Travel Planning

HAWAII
FIVE-Q

" *Prices correct within 2 rﬁinut‘es of broad




