Jahia’s Future and Vision
Making Digital Experience Simpler




A Look at the Future

66

Welcome to 2030.
| own nothing, have
no privacy, and

life has never been
better.

-lda Auken, Member of Parliament, Denmark

*With apologies to W.B. Yeats by way of Joan Didion






jahia o,

We will look at:

* Technology Disruption Trends
 Consumer trends
e Jahia's vision
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Technology Disruption Trends



Disruption framework

Source: Tony Seba
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PRODUCT INNOVATION

TECHNOLOGY COST CURVES
X

BUSINESS MODEL INNOVATION

3 AN EXAMPLE: THERMOSTATS
id)
B
METRICS
Change the

basis of
competition

CONVERGENCE
A set of technologies
converges and creates

opportunities for

entrepreneurs to create
L\ disruptiveproducts

and services
DISRUPTION ACCELERATORS l MARKET
SYSTEMS

Traditional

DISRUPTION MODELS

=
New products or services disrupt existing markets in one of < 1 ADOPTION
. = |
four ways: Open Access Technology Development DYNAMICS < | S‘CURVE
FROM ABOVE Open access to technology and capital lowers costs, increases E
A new product is initially superior and more expensive, but gets cheaper the speed of product development and lowers barriers to oT
at a faster rate than the market, while improving performance. entry. X |
BIG BANG ARCHITECTURAL - Exponential
A new product radically EXAMPLES: open source, open knowledge, open APIs, Growth

When launched, a new
product is better, faster changes the way products
and cheaper than and services are produced,

/\ managed, delivered and
sold.

FROM BELOW
A new product is initially inferior to mainstream products,
but improves it's performance while decreasing costs at a faster rate than
incumbent products.

mainstream products

crowdfunding

Conceptual Innovations
New concepts, methods, models, frameworks and software
architectures that enables totally new ways of doing things:

EXAMPLES: TCP/IP, blockchain

Tipping

F:oinlt
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Exponential Technology Improvement

Computing: Moore’s Law (1971-2011)
« # of transistors doubles (roughly)

* Annual improvement rate

. in # of transistors

Hard Disk $/bit down 50% every 18 months
Pixels per $ - 59% / year

The $ cost of transmitting a bit decreased by
50% every 9 months

$/kWh 20% per year

q
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? The rate at which the
~ technologies improve over
@“ time and on a dollar basis.




EXAMPLE: Self Driving Cars thiq Day
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EXAMPLE: Self Driving Cars thiQ Day

Waymo:

3.5 Million miles with physical cars on public roads

in 8 years

25,000 self-driving cars driving 8 million miles per day

2.5 billion miles per years using Carcraft Simulation

Convergence

Goagle w

Self-Driving Car Project WAYMO




EXAMPLE: Self Driving Cars JthO Day

Ride Hailing:
e Uber > US Taxi Industry Revenue (2016)
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-
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« San Francisco - Uber & Lyft 20% of all VMTs (2017)

* New York City - 500,000 rides per day

Ride Hailing more than meets the eye:

« Cars, Logistics, Healthcare, Postal Service
* 10% of people who traded in cars did not replace them

* Business Model Disruption



A Case Study: Transportation and Energy jQ h i Q Day

$500

=
2 s
= /kWh
BATTERY: £ sa00 325 GWh of new capacity coming online before end
M .
g iZZS of 2021 -> Acceleration
[72]
ol 7 . c . N,
g Currently competitive with no subsidy in load shifting
E $150 (consumer and business) - 30% of Generation Assets
= $;°° are 94%+ idle peakers
- 50
o $-
© (LD\P‘ @'\i” r&xb (LQ'\’,\ (19'3’ (19'3 Wg@ m&" qsg? ,Le’f’ W&“‘ (Lgff’ q/&b (&fi\ ,9’3’ (L@?‘ @"“’0
EV: Mainstream price competitive by 2022 (<$25k) * Adynamic, modular, scalable, reliable grid source

AV:

10x cheaper than fuel
100x fewer moving parts

5 times the lifetime miles durability

» Power average home for 2 days

* Many new entrants in an industry that hadn’t had
many for decades

LIDAR: $70K in 2012, $1Kin 2015, $90in 2019

1 TFLOP Computer in 2000 was $46m (Sandia), 8
TFLOP in 2017 was $600 (NVIDIA), 320 TFLOP in
2018, lower price

e Level 44 (44+ Co), Level 5 (25+)

« Works across platforms (cars, trucks, buses, delivery ...)

 GPU +Sensors + LIDOR + Deep Learning Software
now embedded in hardware.




Adoption is Always in S Curves

A Good Example:
Horses to Cars, 95% Displacement in 20 Years

Despite:

Car market share (passenger miles): from 11%
(tipping point) to 81% in 10 years!

Building 2 whole new industries (auto & oil) from
scratch - from extraction to production to retail

Building a new road infrastructure from scratch

Training a whole generation of workers in brand
new skills (complex operations of machines,
maintenance...)

Inventing new industrial processes
(assembly line...)

Inventing new business models (car loans ...)
Fighting World War 1
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But wait, there is more thiQ BEY,

iPhone:
« $200 of computer hardware in 2007 iPhone

Would have cost $200,000 in 1987

Would have cost $200m in 1967

Will cost .20 cents in 2027

Will cost .02 cents in 2047

Embed everything with iPhone computer hardware in 2030



Underlying forces jQ h ‘ Q Day

No Industry and Value Chain will Resist Disruption in the ‘20s

Social

Role of

DISRUPTION Business Organizational

models structure

structure

government

Workflow Two-sided marketplaces
° °

Tasks °

e Autonomous agents Everything-as-a-Service e

e Relationship aggregation

Decisions ® Aggregated crowds @ i
STRUCTURAL Atormat ® Health 88res e Crowdfunding
SHIFTS i FOMEER i
Customer service o ® Home Crypto currencies o e Digital Identity
Manufacturing e ® |ogistics Autonomous organizations e ®  Open innovation
° °
Transport Decentralized utilities
Internet Blockchai Capital
of Things Ocsenain reallocation
HIGH IMPACT =
DEVELOPMENTS 5 : :
Robotics EleInE] VR/AR/MR Globalized Power to

devices regulation individual

Transparency Experience Low cost storage Chip density - Real-time data  Synthetic materials
Sustainability Convenience Low cost sensors Parallel processing + Predictive analytics 3D printing
Society Customers VR/AR/MR o
Accountability  Personalization Geolocation Algorithm advances - DNA analytics Nanotech
UNDERLYING Privacy Immediacy DNA storage Quantum computing :. Gene editing Circular materials
FORCES Growth 5G+ Screen density ,-' Solar efficiency
Scaling Wired gigabit Position tracking . Energy storage

Expectations

Technologies

Investors 3
Efficiency M2M Spatial displays o
Renewal P2P networks

Distributed grid
Digital ink o Electric vehicles




Candidates for massive disruption jQ h i Q Day

The ‘20s will be a Decade of Massive Disruption

Sensors/ Internet of Things

Artificial Intelligence / Machine Learning
Robotics

Solar PV

Batteries

3D Printing

3D Visualization

Mobile Internet & Cloud

Big Data / Open Data

10. Unmanned Aerial Vehicles / Nano Satellites
11. Blockchain

o O N ok DN
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Consumer Trends






Millennials outhumber Boomers and Generation X since 1995,
and their spending power will overtake Generation X by 2020. - Q h i 0
Day

Global population by age and sex (millions) Global population by age and sex (millions)
Female AGE Male Female Ace Male
100 100
90 90
80 80
70 70
w0 Boomers 0 Boomers
50 50
Generation X Generation X
40 40
30 Millennials 30 Millennials
Boomers Boomers
20 20
Generation X BRI Generation X Post-Millennials 10 Post-Mlllennials
60 40 20 0 0 20 40 60 60 40 20 0 0 20 40 60
Globally millennials have outnumbered baby boomer for more Global millennial spending power is set to overtake generation X by
than a quarter of a century. 2020 and will continue to rise

Millennials overtake Geberation X
to become largest generation

— ]

Millennials overtake \ e —
Baby Boomers

Source: FT



Compared to previous, millennials are more urban,
they marry later and are more likely to live at home. . Q h i Q
Despite a huge gap in urbanisation between advanced and developing D a y

economies, millennials are the most urban generations to date in both.

For example, this line shows

Age —> the percentage of those born in
@ 1931 -1935 living in urban areas
g _/ from their mid-40s onwards
g (
g / /\/
a
5]
§ Each line shows urbanisation
2 over the lifetime of a five-year birth cohort
5
9]
Zz
<]
8 /
o
§ Urbanisation-among 20-24 yearolds
% born in 1991-1995 is higher
= than those born in 1956-1960
a
Millennials in the US and China are marrying less than Millennials in the US are more liely to live at home
baby boomers did when they were young when compared with previous generations
United States China

Boomers in 1984 Boomers in 1982

Millennials in/2016 Millennials in 2010

Source: FT



Millennials show specific spending patterns JQ hIQ BEW

/A Millennials average yearly Millennials spend

Expenditures totals around two thirds

‘ $47,112- the amounts that
»

Together, Millennials spend BGaebr;/elgaoté(r)‘?e)"(se;sngg

$600 billion in the on entertainment.

V United States each year.

40%

Of Millennials refer
to online reviews
and testimonials
before purchasing

60%

of Millennials prefer to
purchase generic brands
over named brands

a product.

How will
Millennials make
their next
purchase?




In the US, time spent on mobile now higher than TV (>3.5h/day);
advertising spending has now caught up with this time allocation
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Media Time vs. Advertising Spending =
Mobile @ Equilibium (2018) ... Desktop (2015)

Device Time = Movile > Television

Television & Mobile Daily Time Speny (Non-Depuped), USA

266

216

20

3.5h

Source: Bond Capital

% Time Spent in Media vs. % Advertising Spending

2010 2018

Desktop Mobile

Desktop Mobile

Il TimeSpent || AdSpend




Among online platforms, Facebook remains #1, but YouTube
and Instagram are fast growing

Online Platform Time =

Youtube + Instagram Gaining Most

30%

31% e o
_27%
25% 25%
23%M/ \23%
22% 19%
o)
13% 11%
—

3% 4%
1% — 2%

% Internet Users Using Select Platforms > 1x per Day, Global

Facebook
YouTube

WhatsApp
WeChat

Instagram

Facebook
Messenger

Pinterest
Twitch

Source: Bond Capital
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O3 Voule
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(lmg’(ﬂm facebook Messenger

y g@g SnapChat

twitter
[

@Pinterest [T



However, consumers are worried about their data privacy
(if you're not paying for the product, you are the product)

Data is the foundation of trust

77"

consider social networking
sites somewhat to
extremely important in
maintaining social
relationships

expect digital technologies

to have 3 much greater
mpact on their work
and personalites in
the nest 2 to 3 years

49"

are Shways
connected. no
matter where
they are

Source: Cognizant (2016) i

Trust motivates spending, loyalty

If you're not paying for a product,

you are the product

)
X
8
o3
B4
(]
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ISN'T IT GREAT?

WE HAVE TO
PAY NOTHING
FOR THE BARN
YEAH!
AND EVEN
THE FOOD
IS FREE
PIGS TALKING ABOUT THE
ancemet "FREE" MODEL
bout the
h oreeL K
v e
o < GREGL.

=

! =003
o 1

sooK USER #9IVSITAM

PACE
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The forces are shaping trends that brands : )
old and new cannot ignore JQhIQ Day

Instant gratification

A X # ™

%) |
) -

Personalization Experience

7
Fit and beautiful




©°0  Sharing economy
jahia o,

The technology revolution is making renting more attractive
than ownership of many goods

Uber NETFLIX
@ @ Spotify

lgn Bqlt airbnb
=

RENT THE RUNWAY

/@ ;
S Dlime STADIA
bl

“ @ccbify
SONDER  3j0yMoDE )
“fernish
Wework CddSt'@ FEATHER

The sharing economy will be worth a whopping $335bn in 2025
and most of these companies are all Unicorns (10Bn+) and Titans (50bn+) already

BlaBlaCar

Source: press search



Sharing economy

o P q
Your Vacation has never been cheaper! JQh]Q Day
Surfboard
$7 a day Ro$gf I(}ack
2 Sal Mini-van Rental
$30 a day
Boombox
$5 a day

Dress
$4 a day

Source: press search



% Mindful Consumption

Millennials are >2x more likely than baby boomers to change g Q h i Q N
their consumption habits to reduce environmental impact J ay

75%

46%

34%

Millennials: 21-34 Gen X: 35-49 Baby Boomers: 50 - 64

Source: Nielsen



22\

@/}W\\ Personalization

Consumers want to express their individuality and feel special;
consumption becomes a mean of self-expression

o Special Snowflakes
62% of millennials think they are a
o “fundamentally different” generation compared
to their parents. 47% of boomers disagree and
say millennials aren’t different, they’re just in a
stage of life

“The core of Gen Z is the idea of manifesting individual Identity.
Consumption therefore becomes a means of self-expression -

as opposed, for example, to buying or wearing brand to fit in with the
norms of groups. Led by Gen Z and millennials, consumer

across generations are not only eager for more personalized
products but also willing to pay a premium for products that
highlight their individuality.

More than 40% of consumers are willing to pay more for
personalized offerings.’

Source: McKinsey (‘True Gen’: Generation Z and its implications for companies), Accel/Qualtrics
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Brand Power

Millennials ar more brand loyal than their
parents. 83% say brand is important when they
purchase products and millennials are almost

3x more likely to say brands are “extremely”
important than older generations. This is
important to remember as the spending power
of millennials is expected to increase by 15%
simply as a result of them becoming older while
boomer spending power will decline by 10% over
the next 5 years.

PERCENT WHO SAY
BRANDS IMPORTANT WHEN

PURCHASING PRODUCTS
AND SERVICES?

83% 73% 69%

Millennials Gen X Boomer



g :
;g Experience

Spending on experience-related services is growing at ~2x the g Q h i Q N
rate of personal goods spending, driven by younger generation J ay

Average annual personal-consumption-expenditure growth, 2014-16%

6.3

Total personal- Total Total Experience-
consumption goods services related
expenditure services

Source: McKinsey

Millennials spend more than Gen Xers
And Boomers on experiences.

Spending on experiences,

H | H
164

134

101

40
25
. =
-

Entertainment Gym membership,
training, fitness classes
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D), ¢ mhde-5|mpler

. Our phllos'ophy on;:reatlng-amazmg customer *
experlences IS S|mple_more gower Iess‘complexny




Simpler faster thiQ Day

Jahia streamlines DX development so you can
go from idea to extraordinary experience

in record time.




Simply faster thiQ Day

Jahia lets you build personalized customer
experience for today and iterate quickly

for tomorrow.




Simply stackable thiQ Day

Integrate new and existing apps into
your stack to create stand-out

customer experiences



Simply remarkable thiQ Day

Stand out from competitors by building
customer experiences that truly engage across

every digital touchpoint.
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Ja-iant / jiant / noun

1. Organization embracing digital evolution with Jahia
- unifies legacy and new tech in their own DX stack
- iterates amazing digital experiences
- wins against the competition, every time

“That Jahiant has really taken over the market.




It’s your stack

We believe that digital experience platforms are assembled - not bought.
That creating personalized experiences should be simpler. Connected. Scalable. Agile.
We count companies, system integrators and developers who want to adapt

and create new experiences fast among our community.

$45M

Investments to date

34%

ARR Growth

95

Employees

238%

New business
Growth

*Numbers based on 2019 forecast

600%

Growth in Active
Partners

100%

% of 2019 deals
in Jahia Cloud

<
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