enparadigms

The Creator Economy
Opportunity For Enterprise

A whitepaper by Enparadigm - Future of Work series >




—_ —_— - _— _— e e e e e e e e e e e e e e e e e e e e e e e e e e a

Web3.0 solves for the storage problem inherent in web2.0 and opens up new possibilities around:

Decentralization Community Creation

Connection Economy

@
Information Era ( DATA
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Industrial Age
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Behavioural Shifts Digital India

@ Focus on Individuality and ownership

|| Reduced Attention Spans

Lowest Data Rates
1y $0.68/GB (global average $4.21/GB)

®
il

Tsunami of Smartphones
@Z\ 637M smartphone users in India.
(900M by 2026)

A o
Desire to form strong communities

..@

Craving for Authenticity
SV seif-Curation of
YA Self-Curation of Content

Time spent on smartphone 4.6 hrs/day
(third highest globally)

Rise of Social Media
Over 448M users in India

(650M by 2026)




- The Creator Economy: The Power/Impact h

LEGO Journey:

e From bankruptcy to a brand revenue of $8 billion

e Profits during the pandemic rose by 11%

e Driven by a dedicated community of over 1 million+ members
e Highly engaged community portals

e Successful online marketplace with 10,000+ sellers in over 70 countries.

60 IDEAS’

EXPLORE v~ BLOG ¥ HOW IT WORKS

‘}" JANYAP

I love making Lego MOCs during my
free time (which is not a lot) and
build more out of this world things
than the usual themes.

Joined May 09, 2074
27 @ Qrw

VIEW PROFILE

3 SCALESMAKER

Ioved Lego my whole life (and still
do). Although | must admit that
most of my Lego bricks are now
collecting dust as | found digital
Lege (LDD) years ago. Digital Leg...

Joined  Mar 17, 2616

ans @20 (a

VIEW PROFILE

S@® LACHIEI023

G'day, welcome to my pagel | am
an Australian AFOL who enjoys
building Lego sets and making my
own creations. My favourite Lego
themes include Star Wars, Marvel...

Jined Dec 13, 2074
&k @i i

VIEW PROFILE

LUISPG
10K Club Member

Dad, husband, doctor. Proudly
Asperger. LEGO Fan. | love science,
specially astronomy, astronautics,
biology, paleontology and history of
science. Dreamer.

Joined Jul 01, 2014

a2k @9 (Jak

VIEW PROFILE

e PICEA

Joined Jan 24, 2020

as @ s D

VIEW PROFILE

0 THE BRICK BIKER

Hit I'm a Christian American TFOL,
and am the brother of The Medieval
Maident I'm a huge fan of Star Wars
and The Lord of the Rings, and |
play the viclin! | enjoy spending...

Joined  Apr 23, 2020

a5 ®us ez

VIEW PROFILE

LOG IN
THOMASW
10K Club Member

I collect Minifigs ;0)

Joined Aug 11, 2014
ax @ Qs

VIEW PROFILE

e SAMURAI DAISHO

I like lego; the older, the better. ;)

Joined Dec 06, 2020
a23 ®os Ok

VIEW PROFILE
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$1042B o 80M o 150,000

Professional content
creators in India who are
able to monetize

their services
effectively

Creators and knowledge
professionals in India

Total size of the global
creator economy

Ooo.. Ooo..

50,000 2 .
Professional creators on O ~$200 O

regional short-form video

platforms. Over 60% of
their audience comes
from outside metros,
with regional content

driving consumption

Average monthly
earnings for the
majority of long-tail
professional
creators



2012 - $600k
2013 - $4.9M
2014 - §13.7M

Top-performing YouTube channels reaped $211M between June 2019 and June 2020

Famous Instagram influencers like Huda Kattan or Eleonora Pons can net up to 6 figures per post.

The top writers on Substack can rake in as much as $1M annually.

Since 2011, Gumroad’s creators have earned more than $460M selling their content on the platform.
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What do they _ How do they _
?
Who are they? > < produce? ; monetize? 3

o Writers e Photographers * Media N
« Broadcasters o Musicians o Photos o Adverstising/ revenue shares
o Artists  Podcasters o Art e Sponsored content
e Game developers e Chefs o Newsletters d P.rod.uct placement
e Game streamers e Collectors ° eFOOkS ° Tlpplng o
e Models o Makers Z 5.‘;95 t y . P:—.uq subscriptions
e Designers e Nutritionists Ideo streams {live * Digital content sales
o Teachers o Counselors o—0 a?d rec9rded) 6—0 * Merchandise
 Coaches « Lifestyle bloggers ? L'1ds_e55|;°r: . S.hOUt'OUt_S
e Fitness Instructors e Moms/ parents ° AU '.0/ odcasts e Live and virtual events
o Music e VIP meetups
e Collectibles / NFTs e Fan clubs

Online Courses
Curated communities
VR/ Immersive content
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MONETIZATION
Subscription Fees

User Payments

r rF
Creator Fees GROWTH

Community Management
Data Analytics

@ o
4

CREATION

Podcasts, Videos,
Memes, GIFs, NFTs

DISCOVERY

Spotify, TikTok,
Youtube, Discord,
Patreon, Substack
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Video Audio Graphics Writing

Discovery D YouTube ¢J* TikTok & seotity G clubhouse (@) Instagram, Q Q g

Platforms O ®
@ moj \yriw  HOMNM hubhopper i ,
ROPOSO € SXlo @ PlntereSt YourQuote Medium
Influencer Marketing Direct Monetisation
@ B E: E%EN WObb QOOhOO Independent Product Marketplaces

Monetization 3 P
Influencer-led commerce 6 @

Tools Online Courses

simsim [ CCVRY @ sitClass 4 spayee [T

Design & Creation Finance Data Analytics
Canva e zencastr =1 Scalenut O -
ZLONGSHOT A} invideo N\ Phyl Io ’

Web Builders Community Management CRM

Exly &3 LikeMinds (@ @ loul Jau

dukaan’




The media landscape today \\
demands every enterprise to @ AT&T acquiring Warner Bros & Discovery

have a cross-platform approach

with multiple touch-points for Apple’s launch of Apple TV+

connecting with consumers

Q Spotify acquiring Gimlet Media

@ of the B2B decision makers used social media to research a purchase solution

B
g
7z

@ connect directly with potential solution providers on social media
Why is this

happening?

of Instagram users say they discover new products on the platform

@ of social media users log into their accounts at least once per day



Discovery

Enterprise Opportunity

Where is your customer present &
what is he consuming?

Building integration with new age
channels for targeted bang on the
buck

How can you empower your
Creators so that they can build
value for you?

New Models

What are the new business
opportunities for your brand?

Are you reacting or shaping the
flux around you? (Think NFTs!)

Is their scope of new products that
you can create for the ecosystem?
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DSI MODEL for Growth hacking
a community for your enterprise |

Define

« Your community purpose and goals (behaviors, KPIs)
+ Clear community guidelines and rules
« KRAs for community manager (team)

« A community hosting platform aligned to your business: Free or Branded
(Meta, Insta, LinkedIn, Reddit etc. Vs. privately hosted)
« Creators who already engage with your targeted community

\—- Implement

+ Customized campaigns to engage the community
« Measure campaign success, analyze & implement improvements

. . . « Build genuine relationships through spearheaded by community manager (team)
Tips to build sustained » Give Influencers Creative Freedom

community engagement: - Align creators with your value system (provide training and support)

« Compensate Your Creators Fairly
« Design Specific Creator Partnership programs (Think YouTube or Netflix)
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Speaking Directly To Your Customers
f N\
Define
Select Implement

Purppse: an the customer | FB & IG chosen as the platforms - - by seri bri
relationship through community of choice wearingwarby series to bring

engagement out user stories
KRA: Answer each message on Selected individuals with unique . Creation of more than 56,000

social media in a personalized and inspiring stories signed to user-generated videos
manner the non-traditional brand image
4

G5 IMPACT

Launched with $2,500 as seed money in February 2010 at Wharton
Revenue of almost $400 million in 2021 with a valuation of $6 billion

~

_________________________________________________________

Franklin Leonard - 7,800 followers Parker Kit Hill - 363,000 followers
Molly Yeh - 348,000 followers Sophia Chang - 61,900 followers
Edith Young - 17,000 followers Samantha Irby - 39,000 followers
Marley Dias - 51,700 followers
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(O 0
DUNKIN Growth Through Creator Partnerships

DONUTS

Define

Purpose: Drive in-store sales
by using creator led
campaigns

[

I

a ¥ o
—;@\:— IMPACT

Select

TikTok chosen as the platform for
engagement with a younger TG

Focused on niche influencers like
Charlie D’Amelio, the youngest

Implement

« #thecharli campaign launched

TikTok star with 84 million foIIowersj L

Boosted Dunkin’ cold brew sales in general by 45% within

days of campaign launch

The #thecharli hashtag on TikTok garnered 83.9 million

views

on TikTok

57% increase in app downloads

#thecharli
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Find out more at
www.enparadigm.com

Contact us

Nidhi Shah
L 49170452 51819
=0 nidhi.shah@enparadigm.com

www.enparadigm.com

Shashank Saurav
& 49170459 02734
= shashank.saurav@enparadigm.com



