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Which devices are used in the classroom in a typical week?
U.S. classroom device weekly usage 2016

Share of respondents
0.0% 10.0% 20.0% 30.0% 40.0% 50.0% G010

Laptop computer 56%

Desktop computer 54%
Tablet 1%
Interactive whiteboarnd 45%
Chromabook - 23%
Dedicated a-readers 5%

Wearables 3%

Mote: Uniled States; 2016, 18 years and clder; 2,800, Prek-12 cdassram |=achers in public or privabe schools; parents of children under age of 18, wha, if they have scheal-aged
thildren do not home-scheal their child; children in kindergaren through grade 12
Further information regarding this stalistic can be found on page B4

 Sourcels): Deloilbe: 10 ISARNS
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Which digital learning materials do you use in your classroom in a typical week?
U.S. classroom digital learning materials weekly usage 2016

Share of respondents
0.0% 10.0% 20.0% 30.0% 40.0% 50.0% GO0 T0.0% A0.0%
Online educational videos B7%
Educational apps or software B5%

Websites for research 56% °

Games that are focused on specific content or skills 52%
E-books

17%

Simulationsfvirtual reality (like virtual science laba)

E-magazines

Mote: Uniled Stabes; 2018, 18 years and older; 2,800 Prek-12 clastroom ieachens in public of private schools, parénts of children undes age of 18, wha, if they have sthoal-aged
children da mat home-school their child; children in kinderganan through grade 12

Further information reganding this stalistic can be found on page 55
B Source(s): Deloitte; IDESAATE
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Perceived positive difference of classroom usage of education technology according to educators in the
United States in 2016

U.S. positive influence of education technology usage 2016

. . Share of respondents who believe technology makes a really big/pretty big difference
Adaptive learning and Engagement 0.0% j00%  200%  300%  400%  S00%  60.0%  700%  B0.0%  900%

Allowing students who have mastered the topic to move on Tﬁ'ﬁ
Providing leaming opponunities oulside the classroom 745
Allowing students to work at their own speed or pace 719,
Creating a customized leaming experience T3%
Allowing students who are behind in school o catch wp . : : : : : EE*.&
Allowing students to get feedback and help even when school is not in season B4,

Allowing students to collaborate even when not together IB“.-"-

Mote: Uniled States, 2016; 18 years and ofder; 2,B00; Prek-12 cassroom {eachers in public or private schools; parents of children under age of 18, wha, if they have school-aged
children da nat home-schoal their child; children in kinderganen through grade 12
Further information reganding this stalisic can be found on G806 56,

B Source(s): Delcitie; [DASA500 Mt
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Which are the top reasons you acquire or want to acquire digital learning materials for your
classroom?

U.S. classroom digital learning materials acquisition reasons 2016

. . .. Share of respondents
Engagement and gamification are critical. oo _— - _— 0.0 _— - _— -

To engage my students 745
To hawe materials that are fun/entertaining for my studenis 61%
T help develop the skills | want to improve in my students 60%
I can personalize leaming to my students’ skill levels and interests m
My students express interest in using digital leaming materials A58
| can see how my students are understanding the materals in real time A4%,

To provide 8 way to work with other students even if they are not all in the same place 3!%

Mote: Uniled States, 2016, 18 pears and obder; 2,800 Prek-12 dassmoom (sachers in public o privabe schools, panents of childréen under age of 18, wha, if they have schoal-aged
children da rot home-school their child; childnen in kinderganen through grade 12
Further infarmation reganding this statistic can be found on gage 5T

EEE Sourcejs): Deloiite; I0ESREA0
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\uhr'nfhich?are the top reasons you acquire or want to acquire digital learning materials for your
ome”

U.S. home digital learning materials acquisition reasons 2016

Skills development and engagement are critical. S of respondents
0% 10.0% 2000% 300% 40.0% S0.0% GO0

To develop the skills | want o improve in my child E3%
To engage my child

To have materials that are fun‘entertaining for my child

iy child expresses an interest in using digital leaming materials

| want o help connect my child's at home activities to what's being done at school™
Tao provide a weay for my child to work with other students even if they are not ail in the same place” ‘lﬁ

My child's teacher recommended them o me* 1ﬁ

Mote: Uniled States, 2016, 18 pears and older; 2, 800; Prek-12 dassroom teachens in public or private schools: parents of children under age of 18, wha, if they have school-aged
children da rat home-schoal their child, children in kinderganen through grade 12
Further information regarding this stalisic can be found on gage 58
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Which things do you feel represent the biggest barriers to increasing the use of educational technology
inside the classroom?

Barriers to educational technology implementation in U.S. classrooms 2016

It’s more about hardware than content. Share ol respendents
0.0 10.0% 20.0% 30.0% 4 0% 50.0% 60.0% T
Schoolidistrict doesn't hawe the funding . : . 63%
Mot encisgh devices for students B0%
WiFi connections are too slow A5%,
Current school devices are oo okd 44%;

Teachers aren't trained on using educationsl technology 41%

Mot engugh time in the day to make greater use of educational technology M%

Difficulty integrating digital learming materials with current instructional content 22%

Schoolidistrict sdministrators don't support using educational technology T%

I don't beliewe educational technology enhances student leaming &%

Mote: Uniled Stabes, 2018, 18 yaars and older; 2,800, Prek-12 dassooam (Eachars in public of privabe schooks; parents of children urder age of 18, wha, if they have ssheal-aged

children da nat home-schoal their child; chilidren in kindenganen through grade 12

Further infarmation regarnding this statishic can be found on gage 58
B  Sourcels): Deloitte: 10 BSASSR
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Fevenue in millon U.S. dollars

Revenue of technical and vocational secondary education (EFIS (NACE)
8532) in Turkey from 2009 to 2020 (in million U.S. dollars)
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Tink Dijital Marketing Plan 2020-2021




Tink Dijital Marketing Plan 2020-2021

Marketing objective

Video
solutions

Audience
type

Expected
metrics

Measure
the impact

December 2019
Maximize reach &
increase awareness

Through Out the Year
Build consideration &
interest

January 2020
Drive online action &
sales

Masthead
TrueView for reach

Bumper ads
Non skips 15/20s

TrueView discovery
TrueView in-stream

TrueView for action
For campaign
goals including:

- Website actions
- Lead generation

Detailed demo
Video by Chris Judd
Video by Asya Tektas
Video by Sercan Bayikli
Video by Zeynep Dereli
Affinity audiences
Custom affinity audiences

Video by Ferruh Glrtas
Video by Tolga Karaman
Life events
In- market audiences
Similar audiences

Start with:
Remarketing, Custom intent
Expand:

In- market, Customer match, Similar
audiences

TRY 30.000

Calculate based on client’s
input

Calculate based on this
minimum budget estimation

Calculate with Media Planner
based on budget input, or with
Reach Planner based on reach

input.
# of impressions

Calculate impressions with
Media Planner, and views/clicks
based on account VTR & CTR

# of views
# of clicks

Calculate based on this
conversion estimation:

# of conversions

Impressions
Frequency
Reach/Unique reach
Awareness lift*
Ad Recall lift*
Brand Interest*

*Not available for Masthead

Views
Website visits
Consideration lift*
Purchase intent lift*

*Not available for TrueView
Discovery

Website Conversions
Micro Conversions
View-through conv.

Story-driven videos for brand-building efforts, while product explanation videos focused on boosting conversions.
https://www.youtube.com/watch?v=LDDcy9KFzBU
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https://docs.google.com/presentation/d/1DBmntGPEFRLReEeqvB-gzeqdhj5YBU8zQDNVSSSVg4s/edit#slide=id.g5b83c79c53_8_480
https://docs.google.com/presentation/d/1DBmntGPEFRLReEeqvB-gzeqdhj5YBU8zQDNVSSSVg4s/edit#slide=id.g5b83c79c53_8_628
https://docs.google.com/presentation/d/1DBmntGPEFRLReEeqvB-gzeqdhj5YBU8zQDNVSSSVg4s/edit#slide=id.g5b83c79c53_8_646
http://go/pinot-gt
http://go/reachplanner
https://docs.google.com/presentation/d/1DBmntGPEFRLReEeqvB-gzeqdhj5YBU8zQDNVSSSVg4s/edit#slide=id.g5b83c79c53_3_771
https://docs.google.com/presentation/d/1DBmntGPEFRLReEeqvB-gzeqdhj5YBU8zQDNVSSSVg4s/edit#slide=id.g5c48d0894a_0_23
http://go/pinot-gt
https://docs.google.com/presentation/d/1DBmntGPEFRLReEeqvB-gzeqdhj5YBU8zQDNVSSSVg4s/edit#slide=id.g5c48d0894a_2_105
https://docs.google.com/spreadsheets/d/1lWqp-OrtQG1JhxEiWEyzdxkq857Wx8q1EMrVeJJJEK8/edit#gid=302700050
https://docs.google.com/spreadsheets/d/1lWqp-OrtQG1JhxEiWEyzdxkq857Wx8q1EMrVeJJJEK8/edit#gid=302700050
https://www.youtube.com/watch?v=LDDcy9KFzBU

“awareness” activity

Success Measurement Format + Audiences
metrics CPMMCPM
Reach Reach metrics MEEIIERL

TrueView for Detailed demo
Awareness reach Y
Ad recall Brand lift 2.0 Bumpers

Custom affinity

Non skip 15s/20s

S——
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® Awareness
Uniquely tell your story with effective CPM formats

>

Awareness

Trueview for reach

D VouTube M O m Q@

\" by Vorato @ S ioiiiia
n by YouTube Spotiight
3 izi‘zg%gg%ﬁs"sxsmmonyourphonaand :
Google Daft Punk - Get Lucky (Official Audio)
" ft. Pharrell Williams
H djeeves B SUBSCRIBE
A b6 & -
Capture mass Achieve attentive Tell your story in Deliver your message
reach quickly reach at scale

6s or less fully in <20s



Tink will reach viewers at scale with an equity building hero ad,
Masthead then we will reinforce the message with quick, hard-hitting six-
second ads to keep Tink top of mind.

Reach users at the start Facts about unemployment

of their journey university acceptance rates — choice of subject
dijital technologies
entrepreneurship

13X more

likely to watch a brand’s video.

S—
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BUMPERS

Tell a 6 second story

Tink will reach viewers at scale with an equity building hero ad,
then we will reinforce the message with quick, hard-hitting six-

7 O/ second ads to keep Tink top of mind.

Videos of TinkGeneration will be used. Sercan to film at Ecole 42

_ and Asya at Bogazici.
of bumper campaigns

drove a significant lift in
Ad Recall, with an
average lift of over 20%.

S—
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Brands in a consumer’s initial consideration set are
3X more likely to be purchased eventually than
brands that are not”

- McKinsey & Company

Technology and
Humanity Colleges
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Tink “consideration” activity — December 2019

Success metrics Measurement Format + CPV Audiences

Consideration -
Brand lift 2.0 TrueView In-
Purchase intent stream
TrueView Life events
Google Ads -
Engagement _ J Discovery
views
In-market
TrueView In-
. . Google Ads
Website traffic ol stream + CTA
clicks _
extension

Technology and
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Reach the right audience for our goal — December 2019

Life events In-market

Students&Parents who are
actively researching for life
insurance.

Students&Parents who are
changing from primary to middle
school, 4h Grade and middel
school to high school 8th Grade
and might need a new school.

. . ':',.'v.“',‘ ‘e
6 "o 1041 A
S G‘E‘ICO Insurance GET QUOTE :
L) geico.com

January Favorites!! Music, v
Fashion, Makeup & More!

CTA extension

T Will use CTA
Drive engagement: TrueView in-stream wp— extension to drive
30 seconds %‘ s T website traffic,
S 29 (or end of ad) ~ while still paying
seconds seconds per view (CPV).
Non-skippable Free

Technology and
Humanity Colleges

S—



We will make it easy to take action

Online actions

HOW FAR CAN YOU
TRAVEL FOR £100

n K“’“"_E"f”’"{"’i - searcHNOW B

73 Questions With Aziz Ansari | Vogue b4

5M views

® % » ©0 =

22K 1K Share Download Add to
BR  vogue SUBSCRIBE

How to Hang With Bella
Hadid and the House of
Vogue - 108K views

5 days age

s How the House of Shayne
- Gets Down | Vogue

Lead generation

GoPro HERO4: The Adventure of Life in 4K -

motion

29,912,554 views i » ©
SUBSCRIBE

GoPro Football: “A Draft
Story” Tyvis Powell Day 3 |
GoPro + 12,787 views

8 days ago

GoPro Football: “A Draft
Story” Tyvis Powell Day 1 |
GoPro + 13,240 views

7 days ago

8 Crazy & Horrifying Videos
Caught on GoPro
Mr. Nightmare - 6.845.910 views

11 daus ana

TrueView for action

App install Offline

Betl INSTALL :
7] %k kok & FREE :

GoPro HERO4: The Adventure of Life in 4K motion v

< =
29,912,554 views w® » O : £ 4 .
Ty
ey ‘L‘
o %
‘ GoPro SUBSCRIBE "2 5
I ""m
n GoPro Football: "A Draft :
& Story” Tyvis Powell Day 3 | ' Wendy's
GoPro + 12,787 views - Fast fe restaurant in San Bruno - 0.9 mi
8 days ago Open unitl 11:00 PM
GoPro Football: "A Draft :
| Story" Tyvis Powell Day 1| 499 E1 Camino Real, San Bruno
2 9:4 GoPro + 13,240 views 9 CA 94066
7 days ago
m 5 Horrifying Videos Caught & _ (65018733810
~n BADn

TrueView in-stream +
Location extension

®
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Google provides trusted resources for creative
production services

Free creative with

Premium Creative Services

Our team will recut and edit an existing video
or assemble an ad from images, logos, and text.

Tink will use Google’s free creative service in exchange for a minimum $5k media investment via their team of
expert video editors in Premium Creative Services

Technology and
Humanity Colleges
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Tink YouTube Audiences

Solution Signals Example / Use Case

Age, gender, parental status e Male, Female, 35+, Parents

Affinity Interest or passion points o E-sports fans, online shoppers, hocalara gel, tongug, Khan
Academy, udemny or alike users

Custom affinity Customized affinity with URL, keywords, locations, apps o Hardcore coders, e-games players, app downloaders
Consumer patterns Shopping behavior, consumption, lifestyle e Technology and innovation enthusiasts, entrepreneurs
Life events In the midst of important life milestones e Graduation and moving
In-market In the market for products or services e Schools, Coding Lessons,

Custom intent Capture those who searched defined keywords at Google e People searching for egitim, okul, ortaokul, lise, kolej,
kodlama, maker, robotik at Google

Find similar audience resembling the current best audience e Similar to site visitors/CRM list/video viewers

Customer match Upload CRM lists - including emails, home address, phone numbers, and e Cross-sell/lupsell current customers
device IDs e Find new prospects similar to best customers

Remarketing Reach people who have engaged with your website or video e Channel subscribers, website/page visitors
e People who clicked or viewed TrV Instream

®
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Tink marketing funnel

MARKETING =— VIDEO -
© ogJecTIVE & soLuTions T AUDIENCE TYPE 42 BIDDING |~/ MEASURE THE IMPACT
o o Reach people based on _
Maximi hei Masthead INTERESTS CPM Awareness lift
aximize reac Increase awareness 2 HABITS .
TrueView for reach (beta) 1 3 * Ad Recall lift
Introduce a product or message and keep o _ Impressions
your brand top of mind among captive BUMBEr ags & Affinity audiences
audiences. P Custom affinity audiences VvCPM Frequency
Non skips 15/20s 2 EED Reach/Unique reach
(Reservation)
Build consideration & interest TrueView discovery ? Reach people based on CPM
INTENT Consideration lift
Invite your customers to engage with TrueView in-stream 1 3 Purchase intent it
your messages and build consideration Life events .
for your product and services during Maximize lift (beta) 2 In- market audiencesfi CPV Views
high-intent, opinion-shaping moments. Website visits
Drive online action & sales TrueView for action Reach people based on Brand interest
For campaign goals including: ACTION Leads
Find your highest Intent audiences in their - Website actions In- market audiencesf CPA / Max _ :
moments of decision-making and make it - Lead generation Remarketing, Customer conversioné Website conversions
easier for them to take meaningful actions match, Similar audiences, Store visits
that you can measure. Custom Intent audiences Sales

Table References: 1 - Locations Extensions can be applied to this format.

2 - Not available on Google Video Partners, BLS not avail on MH 3 - Store Visits tracking can be applied to this format.
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