COURTAVENUE & WEB3:

THE OPPORTUNITY
AHEAD

Web3 has arrived and has the capacity to
change much of how we engage onine.
CourtAvenue believes now is the time for
brands to consider their future in Web3.
Not all Web3 integrations will be applicable
by industry as their audiences may not be
ready to dive in just yet - but some
industries are ripe for innovation.
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- EVOLUTION OF THE INTERNET REACHES WEB3
The intermet has evolved through 3 distinct phases since its Inception - from a simple read-only interface with Web1

into an experience that allows users to read, create and own thanks to faster r rks and the expansion of 5G.
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WEB1 FIRST CREATED WEB2 ARRIVES WEB3
READ-ONLY READ-CREATE READ-CREATE-OWN
«» Connection via dial-up o Home internet is the norm; people * 5g expands, creating faster
* Clunky desktop computers can connect anywhere via
* Developers create read-only * Continued device evolution now
sites for visitors * Devices include laptops, tablets, includes smarter and faster devices
o Funded by the first tech and smartphones and XR headsets
companies, PC and software * Developers build platforms for * Dovelopers expand blockchain
companies, private users 10 create on within platform technology, making interfaces
investors, and VC firms guidelines public
o Funded by mutual funds, VC firms, o Funded by VC fims, existing media
public shareholders, and tech and tech companies, crypto

behemoths investors and new stantups



WEB3 IS THE CONVERGENCE OF BLOCKCHAIN ENABLED CAPABILITIES,
EDGE COMPUTING AND VIRTUAL EXPERIENCES

Web3 connects people more immersively into digital

environments by leveraging today's more powerful

devices, the new crop of immersive devices, and

advanced decentralized technology, allowing people Web 1.0 Web 2.0 Web 3.0
to step into fully digital environments and integrate

digital devices fully into their physical world.
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WEB3 IS NOT: o> @ o Z X
Web3 is not limited to only the metaverse (or any O/'T'\o =N S
other one component). It is not fully built out yet, IS .

or prevalent worldwide. It is also not something ail
consumers will be fully cognizant of, or something
that wil find you.



WE PREDICT WEB3 WILL GIVE BRANDS NEW BUSINESS MODELS TO
EXPLORE AND INCREASED INTERACTIVITY WITH THEIR CUSTOMER BASE
While the future of what Web3 will become is still unclear, today's applications heip us understand this initia/ phase - centered around

increased interactivity, infegrations with rising new technologies and brand exploration into the new business modeis Web3 could
offer. Early executions give a preview for wha! Web3 could become.
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WEB3 WILL BE MORE AND WILL BE POWERED BUSINESS MODELS AND FIRST ADOPTERS WILL
INTERACTIVE AND BY THE CONTINUED CHANNELS WILL BE LIKELY BE YOUNGER,
INTEGRATED INTO THE EXPANSION OF NEW OVERTURNED, SIMILAR HIGHER INCOME AND
PHYSICAL WORLD TECHNOLOGIES, TO THE EARLY 2000'S. TECH SAVVY.
Consumens will ba abie 1o look at Powened by technological Web3 ghes brands & New Space %0 Given the technical requirements
products in 30 onne, nareasing achvances and @panded 59, Cormect with thalr customerns and 10 engage, early sdopiers wil
COMersion mtes, Thay wil connect machines CoNtinue to becoma @Press heir Dand PUpose - in & Eoly be higher iIncome, mame
in the metaverss, and overkay smanter and faster, blockehain & MOe ieractve and engaging way. cigitady- Sy COrSUmens.
Ggtal fiers from thair phomgs nto epanding through NFTs and Today's niegrations nave been Brangs wil nave to think
everyday e, enading them 1o Crypio, and XR & beginning 10 be largely pioratony, DUt oppounity strategically about the role they
Interact with digtal as if # wero a rogratoed into everydiry Mo - ol of eoosts for SOme Categorks plty in designing Inclusive Webd
codl part of the physical works. which provicde increasing (especialy entertainment) 10 lead EXPEnences.

possbiitios for the future of Webd. Webd's future.



CONSUMER USE-CASES ARE
CURRENTLY BROADER THAN EXPECTED

Given how loosely defined Web3 has been to date, understanding
how consumers are engaging today can be unclear. While some

integrations have been seen largely as PR stunts, consumers are
finding value in some Web3 engagements.

CURRENT WAYS CONSUMERS ARE ENGAGING IN WEB3:

* Trading or interacting with cryptocurrency

e When using VR headsets

e Watching concarts in Fortnite or Roblox

o Buying or visiting virtual real estate

o Obtaining NFTs

o Engaging with XR overlays on social media

* Overlaying directions on Google Live on smartphones
e Shopping online using 3D catalogs

o Taking tours of 3D cars or homes




ECOSYSTEM FOR ENGAGEMENT SPANS WEB3 SPECIFIC
HARDWARE, SOFTWARE AND PLATFORMS
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- TODAY, BRANDS ARE EXPLORING WEBS INTEGRATIONS ACROSS A VARIETY
OF SPACES - INCLUDING REAL ESTATE, MERCHANDISE, CRYPTO AND IP

Major companies are aveady involved with WebS focay. Wikl many infegrations have Deen focused on genevaning Buzz within the media, eay
Integrations aflow us 10 500 which incustries and infegration types may have longer-darm success, Indusiries such as high fashion, retad, entortainment,
and technology are serving as leaders in the Space, Nfegrating New MChnOIogVs Across their Dusingss.
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1P IN A VIRTUAL WORLD VIRTUAL REAL ESTATE SELLING VIRTUAL OFFERING FULLY
MERCHANDISE VIRTUAL EXPERIENCES

INTEGRATING DIGITAL

INTO CURRENT PHYSICAL ADVANCEMENTS
EXPERIENCES




ARK APPLICATION

IP IN A VIRTUAL
WORLD

Todiy, $ome companios ane aready

taking out tradamarks for virtual copies of
their physical insignia to protect ther
valuable assets

o Nk and Balenciaga are among oarly ﬂ ‘ ﬁ ‘

o High fashion labeis Gucd and Prada
had ther virtual logo camarked by

3rd parties last year for use in salo of ﬁ & ﬁ ﬁ
virtual me Naise »

Sowrce: CHEC & Yogua Busicens




VIRTUAL REAL
ESTATE

Companies and consumers are paying top
dollar for prime real estate in virtual worlds
as virtual real estate prces continue to soar.

* Samsung, PragerMetis, PWC, and
Adidas are all buiding virtual properties
on platforms ke Decentreland and
Sandbaox

Source: WEL Yecturebeat. and Sanaurg




3 SELLING VIRTUAL
MERCHANDISE

Retall brands are seling online merchandise
in avatar-based workds, diversifying revenue
streams and appeaing to new audencas
through digital experniences.

* Raiph Lauren, Doice & Gabbana,
Burberry, and Louis Viltton expioring
sales of virtual merchandise within Web3
emironments

Source: Exhes. Eloomberg. and AdBights




EARLY BRAND INTEGRATIONS
WITHIN WEBS

4 OFFERING FULLY
VIRTUAL EXPERIENCES

Consumer-facng expenences such as virtual
product worlds and shops, onine concerts, and
oven company trainings are all moving to fully
vinual péatioms

* Nike, Ralph Lawen, Meta, Pepsi, and Shopily
are creating fully virtual exparences for
followers 10 shop, leam, and engage on
platiorms ke Roblox, MetaVR, and Minecraft

Source: Blobion Misiand. Elcbice Flaiph Lauren. Mets WEYOrd, and ProaiCo



EARLY BRAND INTRGRATIONS
WITHIN WERD

5 INTEGRATING DIGITAL
INTO CURRENT PHYSICAL
EXPERIENCES

Through events and everydiay expenences,
companias are fInding innovative ways 10 overay
XR in everyday exponences using smartphone
technoiogY

« Brands ke Crocs and Google Maps have
created digtal experiances connacted to
physical expenences

Source: Googie and Asaccated Pross




EARLY BRAND INTEGRATIONS
WITHIN WEBS

6 SUPPORTING
CRYPTO

Countries and sales platiorms are letting
CONSUMErs spend their Ccryplocumency in
more places and launching their own
cryplocumencies

o Companies like Shopffy, JPMorgan and
Dell are finding now ways 1o ntegrate
cryptocurency while countrias i the
U.S, and Bl Savador are determining thelr
stance on the currency

Source: Shooty, JEMOga0, BUC News, CNBC. and Dusinesa nider



EARLY BRAND INTEGRATIONS
WITHN WER)

< INVIDIA.
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Web3 and the metaverse, alowing them
to heip shape the evolution of the new

intemet
£& Microsoft
* Microsoft, Apple, Nvicia are leading
the Wab3 renvolution
COURTAVENUE POV:

*Mesh is a collaborative platform that allows anyone 1o have
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Some believe that Web3 will be more democratic as blockchain can create public
ledgers of information and the potential for individual ownership, We believe it wil
instead create space for more companies to break in and exert the same ownership
we see from tech glants today,

Source: X1 Todky and Lo Veroe



Pinwheel of consideration a

8 NEW TECHNOLOGY
ADVANCES

5G advancerments, the profferation of distributed
ledger technology, advancements in ML, Al XR
and more are creating the foundation for Web3,
and creating opportuniios for companies 1o sell
Sanvicas in these new areas

o Dell's interest in blockchain technology tes
back to the company’s infrastructure
business, where saling data storage and
other senvices netted it $3.4 billon in revenue
in the second quarter,

Source: Buaitess loace end Dal



EXAMPLE INTEGRATIONS

o Craato frnitnd- tir Only Vil siores: that Users <o acoess onling o
theough thee ryng ot virnady v ofering
mchsive ntoraction opportuntios.

* Croate beand algned WebG avatars within VR platforns 10r Oustomens
16 6NG00 with,

® Issue exchasive NIFTS 1hat ghve access 1o chubs o privieges. of slow
membens 1o show their loyalty 1o the brand

* Ofior Sgtal versions of physical Drodues, allowing Cusionues 10 buy
prochct NFTs, and dgtal assets or ol estatn for wWivad avatars. and
stom thom digtally withn Tor wial workds (oniine doset, oo

o Ofter NFT5 alongeice prociuct purchase 1o act as hokon or
authentication of purchase

 Alow Owiers 50 Lok the Iniage of prockicts and senvices os they go
Fom Ingredient 1o product 10 ownership Trough authorticated NFTs

» Wenin cotsl Chiavrels, siegrat Cryptotusnincy &8 8 o of payrent 10
BOCLED OIS OVEr SOMPOtors thet ren't cflerng oo Capabiltios %
shoppers readly 10 spond thewr Crypio-eamings.

* Laverage biockehain technoiogy 10 Conscicato supply chan dats into
OO0 000K, ITOrOVNg b PaeYrs, g
ocoess o francing




URGENCY VARIES BY
INDUSTRY - SOME
SHOULD ACT NOW

. High Potential Industries for
Disruption

. Mid-Level of Initial
Disruption

‘ Low-level of Initial
Disruption




- WHAT SHOULD BRANDS BE DOING NOW?

BRANDS LOOKING TO EXECUTE WITHIN WEB3 SHOULD BEGIN BY:

1. Getting smart on the basics - what platforms and Web3 integrations are
most relevant to your brand?

2. Understanding where your audiences will go first and where you have
permission to play

3. identitying the partners/teams that help them expiore and buld Web3d tests

4. Bulding roadmaps around expermentation with an eye towards scale

5. Developing the business case and models that uniock new value

6. Strategicaly integrating new technologies (8.9. AR/VR, blockchain, ability to
sell digital assets, buy with Crypto, etc.) into your business based on current
best in class examples

7. Testing and optimizing




COURTAVENUE
CAN HELP

We know not every comparny can invest
in a full Web3 engagement, but al
should be strategizing on what Web3
will mean to thelr industry.

We can help brands identify a relevant
Web3 strategy across all industries and
categories based on what they're
hoping to achieve with Web3.,




