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Tech, Digital Ad Trends in Focus

After Volatile Q4 2021 Earnings
Meta Platform's (FB) 26% share price drop on Thursday, February 3, 2022 was the

largest single name market capitalization decline ever recorded ($232 billion). While

Meta took most of the headlines due to weaker-than-expected revenue, user

declines, and ongoing digital advertising headwinds, there was notable volatility to

the upside in other names. This report dives into the challenges a�ecting near-term

results in the digital ad space, detail the pockets of strength from Q4 2021 earnings

reports, and highlight where management teams are focusing longer term e�orts.

Top Gainers & Decliners from the Week of January 31, 2022

Notable Top Gainers

Ticker Event % Change

SNAP Q4 2021 Snap Inc Earnings Call 55%
BILL Q2 2022 Bill.com Holdings Inc Earnings Call 27%
PINS Q4 2021 Pinterest Inc Earnings Call 23%
AMZN Q4 2021 Amazon.com Inc Earnings Call 14%
U Q4 2021 Unity Software Inc Earnings Call 14%
AMD Q4 2021 Advanced Micro Devices Earnings Call 11%
GOOGL Q4 2021 Alphabet Inc Earnings Call 9%
TMUS Q4 2021 T-Mobile US Inc Earnings Call 8%

Notable Top Decliners

Ticker Event % Change

CLX Q2 2022 Clorox Co Earnings Call -8%
SPOT Q4 2021 Spotify Technology SA Earnings Call -11%
PYPL Q4 2021 PayPal Holdings Inc Earnings Call -17%
FB Q4 2021 Meta Platforms Inc Earnings Call -23%
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Apple iOS Presents a Significant Headwind to

Facebook & Snap, Less So for Google & Pinterest

If you’re unfamiliar with iOS 14 / Apple ATT’s impact on ad platform tracking, read this:

Apple's New Software Update Means Big Changes to Ad Tracking (Morning Brew)

GRAPH |  Relative to last quarter, Apple/iOS were more in focus on Meta’s earnings

call than other digital ad names reporting (see below).

Source: Aiera

Although this topic certainly received attention on Snap’s earnings call too, it was notably

less discussed than on the Q3 2021 call. Meanwhile, there was essentially no mention of

Apple and iOS on the Pinterest and Alphabet earnings calls, underscoring the di�erences in

the respective advertising models.

Continue Reading →
Next: Quotes from Tech Executives on “Apple” and “iOS”
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Quotes from Tech Executives on “Apple” and “iOS”

“And with Apple's iOS changes and new regulation in Europe, there is a clear trend where

less data is available to deliver personalized ads.”

- Mark Elliot Zuckerberg, Founder, Chairman & CEO, Meta Platforms Inc. | Q4

2021 Meta Platforms Inc Earnings Call, Feb 2nd, 2022

“Throughout 2021, we saw solid growth, which continued in Q4. But there were a number of

dynamic factors that created headwinds for us this past quarter in addition to those Mark

described around competition and our shift to short-form video. We were lapping a period

of strong demand in 2020 that benefited from very strong growth in online commerce,

which has since slowed. Q4 was also the first holiday season after Apple's iOS changes,

which have had an impact on businesses of all sizes, especially small businesses who rely

on digital advertising to grow. This will continue to be a factor in 2022.”

- Sheryl Kara Sandberg, COO & Director, Meta Platforms Inc. | Q4 2021 Meta

Platforms Inc Earnings Call, Feb 2nd, 2022

“The second area underneath the measurement challenge is really -- are really data delays.

As part of the iOS changes, we and many other ad platforms, we receive less granular

conversion data on a delayed basis. And advertisers shared with us that this makes

real-time decision-making, especially di�cult, and that's particularly important during the

holiday period, where people are often spending a lot and really monitoring their ads and

adjusting spend not even on a daily basis, but often on an hourly basis. And that was one of

the challenges we faced during this holiday quarter.”

- Sheryl Kara Sandberg, COO & Director, Meta Platforms Inc. | Q4 2021 Meta

Platforms Inc Earnings Call, Feb 2nd, 2022

“On the pricing side, we expect growth to be negatively impacted by a few factors. First, we

will lap a period in which Apple's iOS changes were not in e�ect, and we anticipate

modestly increasing ad targeting and measurement headwinds from platform and

regulatory changes.”

- David M. Wehner, CFO, Meta Platforms Inc. | Q4 2021 Meta Platforms Inc

Earnings Call, Feb 2nd, 2022
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“On the direct response side, we continue to work through challenges presented by Apple's

ATT related changes, and we are making solid progress. As anticipated, on the brand side,

macro headwinds related to supply chain disruptions and labor disruptions materialized

and remain unresolved in the new year. Despite all of this, we continue to onboard new

advertisers which drove our active advertiser count to another all-time high.”

- Jeremi Ann Gorman, Chief Business O�cer, Snap Inc. | Q4 2021 Snap Inc

Earnings Call, Feb 3rd, 2022

“Our sales team is working hard to help advertisers adapt to the new measurement

paradigms brought about by Apple's iOS privacy-related changes. Our advertising partners

who prefer to leverage lower-funnel goals, such as in-app purchases, have been most

impacted by these changes. We are seeing these advertisers migrate to mid-funnel goals

where they have greater visibility such as install or click. Advertisers who optimize via

web-based goal-based bids or GBBs have been less impacted, given that many of them

have adopted the snack pixel. Many of our advertisers have enabled both Apple's SK Ad

Network or Scan as well as our own first-party measurement solutions, which we broadly

refer to as Advanced Conversion, or AC. While Scan has benefits and its ability to report

DDuped results across multiple platforms, AC o�ers our performance advertisers much

more flexibility and more advanced features. We continue to improve Advanced

Conversions with features such as estimated conversions, which augments observed

conversion data with real-time data to help in better decision-making.”

- Jeremi Ann Gorman, Chief Business O�cer, Snap Inc. | Q4 2021 Snap Inc

Earnings Call, Feb 3rd, 2022

Continue Reading →
Next: Tonal Sentiment - How are Tech Executives Speaking about iOS / ATT Headwinds?
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Tonal Sentiment -HOW are Tech Executives

Speaking about iOS / ATT Headwinds?

Meta Platforms Inc. COO Sheryl Sandberg displayed negative tonal sentiment while

discussing longer-term headwinds related to Apple iOS/ATT changes. See below.

“So when we talked about mitigation,

we've said there are 2 key challenges from

the iOS changes: (1) Targeting, and (2)

Measuring Performance. On targeting,

it's very much a multiyear development

journey to rebuild our ads optimization

systems to drive performance while we're

using less data. And as part of this e�ort,

we're investing in automation to enable

advertisers to leverage machine learning

to find the right audience with less e�ort

and reduce reliance on targeting. That's

going to be a longer-term e�ort.”

- Sheryl Kara Sandberg, COO &

Director, Meta Platforms Inc. |

Q4 2021 Meta Platforms Inc

Earnings Call, Feb 2nd, 2022
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Di�erentiated Business Models O�er Some

Insulation from These Headwinds

Example 1: Pinterest

“I really do believe that we have a pretty unique place in the market. And I touched on it

before, but I can go into a little bit more detail. First, there's a huge audience that's

coming to Pinterest for something that's fundamentally di�erent from what they

come to other platforms. They're not coming to connect with friends. They're

actually coming to envision their future and to plan for it. And increasingly, we're

getting better and better at helping them do that planning, at connecting to the people

that can share their knowledge and the inspiration to advance that and then eventually

connecting to the retailers into the individual products they need. I really think that

planning your future, that's a fundamental human need. That's not going away. And we're

laser-focused on targeting that need above all the other ones. The second thing I'd say is

that Pinterest sits at this pretty interesting intersection of a few trends that are really

secular growth trends in the industry. Commerce is one of those. And we have a lot of

people coming with specific intent to do something, but they may not have settled on the

specific product they're looking for. And I think that space of shopping, not just buying but

actually shopping, discovering what you're looking for, finding something that aligns with

your taste, that's still quite open.”

- Benjamin Silbermann, Chairman, Co-Founder, President & CEO, Pinterest, Inc. |

Q4 2021 Pinterest Inc Earnings Call, Feb 3rd, 2022

Example 2a: Google Advertising

“Philipp will talk in great detail about our advertising business. which benefits from our

investments in AI. It's been a very strong quarter for us. Our teams have helped millions of

businesses of all sizes and launched dozens of important features to help them get the

most out of their online marketing spend. These businesses are the backbone of our

economy and heart of our community. So helping them thrive is more important than ever.”

- Sundar Pichai, CEO & Director, Alphabet Inc. | Q4 2021 Alphabet Inc Earnings

Call, Feb 1st, 2022
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Example 2b: Google Chrome

“So the Chrome team has been really focused and working independently on privacy

sandbox, which you all know is our initiative to build privacy preserving on device

technologies that will power the future of digital advertising and obviously, as a result, the

Freedom. Just last week, we announced our new proposal called topics. And topics

was informed by our own learnings plus widespread, let me call it, community

feedback from our earlier flock trials, and we'll now actually replace our flock

proposal. I urge you all to read last week's blog for the details, But basically, the topics API

will allow advertisers to show relevant ads to people based on their interest inferred from

the website, they visit all in a more private way for users. And from an advertiser

perspective, which is a big part of your question, it's obviously way too early to share more

because we're just opening this up to the world. We expect to make it available for testing

by the end of Q1, but we're really focused on designing for both parties from an advertiser

and a privacy point of view and are committed to making sure goals are met on both sides.”

- Phillipp Schindler, CEO & Director, Alphabet Inc. | Q4 2021 Alphabet Inc

Earnings Call, Feb 1st, 2022

Continue Reading →
Next: Other “Headwinds” Added to the Week’s Volatility
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Other “Headwinds” Added to the Week’s Volatility

(1) Shifting engagement trends, (2) supply chain struggles, and (3) increasingly

fierce competition were the primary contributors.

Source: Aiera

1. Shifting Engagement Trends / Product Transitions Hurting

Near-Term Monetization

“The second area related to this is that we are in the middle of a transition on our own

services towards short-form video like Reels. So as more activity shifts towards this

medium, we are replacing some time in news feeds and other higher monetizing services.

So as a result of both competition and the shift to short-term -- short-form video as well as

our focus on serving young adults over optimizing overall engagement, we're going to

continue to see some pressure on impression growth in the near term.”

- Mark Elliot Zuckerberg, Founder, Chairman & CEO, Meta Platforms Inc. | Q4

2021 Meta Platforms Inc Earnings Call, Feb 2nd, 2022
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“On the impression side, we expect continued headwinds from both increased

competition for people's time and a shift of engagement within our apps towards video

services like Reels, which monetize at lower rates than Feeds and Stories.”

- David M. Wehner, CFO, Meta Platforms Inc. | Q4 2021 Meta Platforms Inc

Earnings Call, Feb 2nd, 2022

“Furthermore, with the continued distribution and placement of Idea Pins during the

quarter, we estimate that the negative impact to our fourth quarter year-over-year revenue

growth was in the mid-single digits, similar to the third quarter. This impact was factored

into our guidance for the fourth quarter.”

- Todd R. Morgenfeld, CFO & Head of Business Operations, Pinterest, Inc. | Q4

2021 Pinterest Inc Earnings Call, Feb 3rd, 2022

[READ ALSO] The Rise Of Short-Form Video: How TikTok Is Changing The Game (Forbes)

2. Supply Chain Issues A�ecting Budgets in Certain Advertiser

Segments

“At a high level, the macro headwinds we anticipated entering the quarter materialized

largely as we expected, but our direct response advertising business began to recover from

the impact of the iOS platform changes quicker than we anticipated. The macro headwinds

included supply chain disruptions and labor-related factors, which impacted our brand

advertising business most directly with the consumer packaged goods and restaurant

sectors of the brand business being impacted most significantly. These headwinds and

their impact on growth rates for upper funnel objectives commonly utilized as part of brand

campaigns such as impressions and views were the largest contributors to the sequential

decline in year-over-year growth in Q4. Excluding the restaurant and CPG sectors, revenue

from our brand advertising business grew at approximately 49% year-over-year, indicating

what we believe to be continued strong underlying momentum in areas not impacted by

the supply chain and labor issues noted earlier.”

- Derek Andersen, CFO, Snap Inc. | Q4 2021 Snap Inc Earnings Call, Feb 3rd, 2022
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“I'd like to provide some additional color. Strength in the quarter came from large retailers,

mid size and managed small advertisers and international markets. This was o�set by

muted demand from CPG advertisers, who continue to face pressure from supply chain

issues.”

- Todd R. Morgenfeld, CFO & Head of Business Operations, Pinterest, Inc. | Q4

2021 Pinterest Inc Earnings Call, Feb 3rd, 2022

“We've also heard from advertisers about other macro trends that contributed to the

headwinds in Q4, including global supply chain disruptions, labor shortages, and

inflationary pressures. A number of industry reports have pointed to people shopping

earlier in the holiday season to avoid potential supply chain issues and shipping delays.

This is in line with the behavior we saw from advertisers, many of whom front-loaded their

spend earlier than usual.”

- Sheryl Kara Sandberg, COO & Director, Meta Platforms Inc. | Q4 2021 Meta

Platforms Inc Earnings Call, Feb 2nd, 2022

“…[W]e're hearing from advertisers that macroeconomic challenges like cost inflation and

supply chain disruptions are impacting advertiser budgets.”

- David M. Wehner, CFO, Meta Platforms Inc. | Q4 2021 Meta Platforms Inc

Earnings Call, Feb 2nd, 2022

Continue Reading →
Next: Competition from TikTok, Google Hurting User Engagement for FB, PINS, Respectively
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3. Competition from TikTok, Google Hurting User Engagement for

FB, PINS, Respectively

Source: Aiera

“I think what we said about overall kind of user growth is we're certainly seeing an impact

from strong competition, particularly with younger audiences. So that's true, and we're kind

of seeing that globally. If you look at kind of the overall user growth landscape for the

fourth quarter, we're seeing MAU and DAU in the U.S. and Canada, sort of bounce around at

sort of expected and indicated given our high level of penetration. And then if you look at

the Rest of World, we've seen some headwinds there, kind of a little bit unique in the

quarter in areas like India, where we saw data plan pricing increase lead to slower growth

there. So that's another kind of some unique elements of the quarter on that front.”

- David M. Wehner, CFO, Meta Platforms Inc. | Q4 2021 Meta Platforms Inc

Earnings Call, Feb 2nd, 2022

“Reels and short-form video overall are very engaging. And a lot of what we're seeing is

that people are spending a lot more time. And I think I mentioned this in my script upfront

that it's growing very quickly. This is already the biggest contributor to engagement growth

on Instagram. I think it's one of the biggest contributors that we're seeing to positive
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engagement on Facebook too already. But I think, going back to the last question, there

was a question on what -- are there any factors here that will -- what are the similarities

and di�erences to what we've seen in the past. The big similarity is that this is certainly not

the first time that we've gone through a major format evolution. And what these transitions

all had in common from desktop feed to mobile feed, feed to Stories and now to Reels in the

beginning, our ad system and business are not as tuned for the new format, so as the

engagement of the new thing starts to replace some of the engagement and the old thing,

it creates a near-term headwind for revenue, but it's not that part, at this point, now is not

that big of a concern for us. I mean it makes some of the stu� not as clear in the near term,

but over the long term, we're pretty optimistic about that.”

- David M. Wehner, CFO, Meta Platforms Inc. | Q4 2021 Meta Platforms Inc

Earnings Call, Feb 2nd, 2022

“On the shift to short-form video, I want to emphasize that while we're going through a

transition, we're optimistic. Right now, Reels monetizes at a lower rate than Feeds and

Story, but we expect this to improve over time. We made successful transitions before. The

shift from web to mobile and then another shift from Feeds to Stories. We have a playbook

here. The experience we have for monetizing stories is directly applicable, so we're not

starting from scratch. We think that over the long term, this shift will be a success, for us

and our partners, too.”

- Sheryl Kara Sandberg, COO & Director, Meta Platforms Inc. | Q4 2021 Meta

Platforms Inc Earnings Call, Feb 2nd, 2022

“On a global basis, compression growth benefited from ad load increases and user growth,

this was partially o�set by engagement-related headwinds as we faced increased

competition for people's time and a shift of engagement within our apps to video services

like Reels, which show fewer ads than Feed or Stories today. Pricing growth was

broad-based across regions. Worldwide pricing growth slowed from the third quarter as we

lapped stronger growth in the year ago period and face currency headwinds. Pricing was

also negatively impacted by advertisers facing challenges from macroeconomic factors

and measurement targeting headwinds.”

- David M. Wehner, CFO, Meta Platforms Inc. | Q4 2021 Meta Platforms Inc

Earnings Call, Feb 2nd, 2022
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[READ ALSO] Mark Zuckerberg told Meta employees to zero in on video because they're up

against an 'unprecedented level of competition' from TikTok, report says (Business Insider)

“I wanted to take a couple of minutes to discuss fourth quarter engagement, particularly in

the U.S. Our U.S. monthly active users declined 12% year-over-year to 86 million, primarily

due to pandemic easing relative to the year ago quarter. We also believe that time spent on

competing video app platforms contributed to the year-on-year declines.”

- Todd R. Morgenfeld, CFO & Head of Business Operations, Pinterest, Inc. | Q4

2021 Pinterest Inc Earnings Call, Feb 3rd, 2022

“Furthermore, our monthly active users were negatively impacted from lower search tra�c

due to Google's November algorithm updates. In fact, more than half of the Q3 to Q4

sequential decline in U.S. monthly active users was attributable to Google's algorithm

updates starting in mid-November. We're examining the overall impact from recent search

algorithm changes as it appears to be more persistent than we've seen historically. Our

teams are working diligently to understand this, but it may take some time. Looking at

users by platform, U.S. monthly active users coming to Pinterest from the web, desktop

and mobile web declined around 30% year-over-year while U.S. monthly active users

coming to Pinterest from mobile apps, who account for a significant majority of our

impressions and our revenue, declined around 6% year-over-year.”

- Todd R. Morgenfeld, CFO & Head of Business Operations, Pinterest, Inc. | Q4

2021 Pinterest Inc Earnings Call, Feb 3rd, 2022

Continue Reading →
Next: Nevertheless, Strength in Consumer Demand, Ad Budgets Was Seen Elsewhere
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Still, Strength in Consumer Demand, Ad Budgets Seen Elsewhere

Example 1: Alphabet (Google)

“Let's transition to retail, where we had a terrific quarter. Since the beginning of the

pandemic, we've seen ongoing shifts in consumer spending patterns. Pre-COVID, each

year, we saw increased spikes in demand between Black Friday and Cyber Monday. What's

interesting is that in 2020, and again in 2021, we actually saw shoppers start shopping

earlier and spending more throughout the quarter. In Q4, we also saw a parallel lead

year-over-year retail query growth with hobbies and leisure close second. I've said it before,

I'll say it again, the future of retail is omnichannel. And we continue to invest in new

features and next-gen experiences so merchants and shoppers can benefit.”

- Philipp Schindler, Senior VP & Chief Business O�cer, Google LLC | Q4 2021

Alphabet Inc Earnings Call, Feb 1st, 2022

Example 2: Spotify

“If you just look at this year, for the full year, we finished at 12% of revenue, 15% in Q4, and

that was up from 9% of revenue last year. So we saw a nice growth there. Clearly, we saw a

lot of strength in the advertising business coming out of 2021, which we continue to see in

the start of 2022. We talked about an investment push to actually expand our advertising

presence outside the U.S. We've had a blueprint in the U.S. that has worked really well for

us, and you've seen that in the growth we have, both on the music side and the podcasting

side. So we expect that the investment we're making throughout 2022 will drive significant

improvements on the advertising monetization outside North America.”

- Paul Aaron Vogel, CFO, Spotify Technology S.A. | Q4 2021 Spotify Technology

SA Earnings Call, Feb 2nd, 2022

Example 3: Snap Inc.

“In Q4, we experienced better-than-anticipated demand from direct response advertising

partners. And our Direct Response advertising business was once again the largest driver

of our growth. We observed that advertisers began to recover from the initial disruption

caused by the iOS platform changes and the resulting impact on the ability of our

advertising partners to measure the results of their advertising investments.”

- Derek Andersen, CFO, Snap Inc. | Q4 2021 Snap Inc Earnings Call, Feb 3rd, 2022
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Video Continues to Present a Significant Opportunity

Example 1: Amazon

“I mean the priorities with advertising are -- at a high level, it's improved the tool usability.

We think there's great feedback loops with customers, as Brian mentioned, to keep building

and making that better. That results in building more relevancy and better engaging

experiences. And again, the more we can interact with the advertisers, the customers and

learn and have more opportunities to hear from them and understand that we can build

better analytic tools, provide better measurement, give them better insight in performance.

So really focused on serving brands. And it's in the sponsored ad space, but we've talked

about video advertising as certainly a great opportunity. And as we've got properties like

Fire TV, IMDB TV, Twitch, live sports, a lot of exciting things that have been going on in the

live sports and certainly to come this year as well, both in the NFL here in the U.S., but

overseas in a number of properties, really excited to kind of work with folks. And again, this

is about delivering good recommendations to customers and helpful when they're making

their purchase decisions and giving them information around that. And that, in turn, of

course, helps the advertisers as well and have a great result. So I think that's 1 area that

we're excited about. Longer term, demand-side platform opportunities with Amazon's is

something that we're continuing to work on and refine and again, focus on the customer as

we always do.”

- Dave Fildes, Director of IR, Amazon.com, Inc. | Q4 2021 Amazon.com Inc

Earnings Call, Feb 3rd, 2022

Example 2: Meta Platforms Inc.

“Now I'm confident that leaning harder into these trends is the right short-term trade-o� to

make in order to get long-term gains. And we've made these types of transitions before

with mobile feed and stories, where we took on headwinds in the near term to align with

important trends over the long term. And while video has historically been slower to

monetize, we believe that over time, short-form video is going to monetize more like Feed /

Stories than Watch. So I'm optimistic that we'll get to where we need to be with Reels too.”

- Mark Elliot Zuckerberg, Founder, Chairman & CEO, Meta Platforms Inc. | Q4

2021 Meta Platforms Inc Earnings Call, Feb 2nd, 2022
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“Now it's clear that short-form video will be an increasing part of how people consume

content moving forward. And Reels is now our fastest-growing content format by far.

It's already the biggest contributor to engagement growth on Instagram and it is growing

very quickly on Facebook too. And as we continue to improve the tools for creators, ranking

for the people watching. And as we roll out the product everywhere across the world, we

expect that this will continue growing quickly. So looking ahead, we're investing in

simplifying video across Instagram, building more great creative and monetization tools for

creators and helping more people discover and interact with relevant Reels.”

- Mark Elliot Zuckerberg, Founder, Chairman & CEO, Meta Platforms Inc. | Q4

2021 Meta Platforms Inc Earnings Call, Feb 2nd, 2022

Example 3: Alphabet (YouTube)

“We are also seeing exciting momentum at YouTube. YouTube Shorts continues to drive

significant engagement. We just hit 5 trillion all-time views and have over 15 billion views

each day globally. This is helping our creator community reach newer and bigger

audiences. In fact, more people are creating content on YouTube than ever before. Last

year, the number of YouTube channels that made at least $10,000 revenue was up more

than 40% year-over-year, and we are continuing to improve support for artists and

creators. More creatives than ever are earning money from our non-ads products like Super

Chat and channel memberships. And the Shorts fund is now available in more than 100

countries.”

- Sundar Pichai, CEO & Director, Alphabet Inc. | Q4 2021 Alphabet Inc Earnings

Call, Feb 1st, 2022

“YouTube's ability to drive both massive reach and action is becoming more clear to more

advertisers. In a recent study, DR advertisers who added YouTube branding formats not

only drove increased reach, but also averaged 9% more conversions. At the same time, we

see more brand advertisers adding action, like Nike Korea, which saw higher conversion

rates and drove 50% plus incremental reach by adding video action. Another huge focus for

us is continuing to deliver for our partners and key ecosystems, all while delighting users.”

- Philipp Schindler, Senior VP & Chief Business O�cer, Google LLC | Q4 2021

Alphabet Inc Earnings Call, Feb 1st, 2022
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Tonal Sentiment - YouTube’s Ad Confidence

Alphabet CFO Ruth Porate displayed positive tonal sentiment responding to a

question about the company’s Q4 ad strength and, particularly, YouTube. See below.

“Overall, we did see strength as we were

going through the year. As I indicated,

there was a broad-based advertiser

strength. There was strong consumer

online activity, and those were really the

primary drivers. I think the one place that

that comment might be more relevant is

really in understanding the year-on-year

growth within YouTube relative to last

year… But overall, the key driver was the

backdrop of broad-based advertisers

support and spending.”

- Ruth M. Porat, Senior VP & CFO,

Alphabet Inc. | Q4 2021 Alphabet

Inc Earnings Call, Feb 1st, 2022

Note: This entire report was created using the Aiera platform. All events, transcripts,

quotes, and topics were found, highlighted, and organized using Aiera’s Workspace tool,

which allows users to tag notable excerpts and share with colleagues.
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About Aiera
Aiera is the only LIVE event monitoring & financial search platform covering all available

Wall Street events, providing real-time transcription, one-click audio, DVR-style live audio

controls, smart document search, dynamic alerts, and seamless team collaboration via

bookmarks and note taking. Aiera covers over 77,000 earnings calls, investor events, and

conferences annually (with a 95%+ live connection rate), spanning more than 10,000 global

equities; all accessible via desktop, mobile app, API, and iFrame.

To Learn More, Please Select from one of the Following
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This report is for informational purposes only and is not intended to be a solicitation, o�ering or

recommendation of any security, commodity, derivative, investment management service or advisory service

and is not commodity trading advice. This report is not intended for distribution to, or use by, any person or

entity in any jurisdiction or country where such distribution or use would be contrary to law or regulation.
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