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Thematic Research Methodology

GlobalData has developed a unique thematic methodology for valuing technology,
media and telecom companies based on their relative strength in the big
investment themes that are impacting their industry. Whilst most investment
research is underpinned by backwards looking company valuation models,
GlobalData’s thematic methodology identifies which companies are best placed to
succeed in a future filled with multiple disruptive threats. To do this, GlobalData
tracks the performance of the top 600 technology, media and telecom stocks
against the 50 most important themes driving their earnings, generating 30,000
thematic scores. The algorithms in GlobalData’s “thematic engine” help to clearly
identify the winners and losers within the TMT sector. Our 600 TMT stocks are
categorised into 18 sectors. Each sector scorecard has a thematic screen, a risk
screen and a valuation screen. Our thematic research ecosystem has a three-
tiered reporting structure: single theme, multi-theme and sector scorecard. This
report is a Multi-Theme report, covering all stocks, all sectors and all themes,
giving readers a strong sense of how everything fits together and how conflicting
themes might interact with one another.

Our thematic investment research product, supported by our thematic engine, is aimed at
senior (C-Suite) executives in the corporate world as well as institutional investors.

* Corporations: Helps CEOs in all industries understand the disruptive threats to their
competitive landscape

* Investors: Helps fund managers focus their time on the most interesting investment
opportunities in global TMT.

Our unique differentiator, compared to all our rival thematic research houses, is that our
thematic engine has a proven track record of predicting winners and losers.
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Virtual & Augmented Reality — 5 Thematic Research Reports

Alternative reality — which encompasses virtual reality (VR), augmented reality (AR), and mixed reality (MR) —
could become the next big computing platform. In VR, the user is immersed in an entirely artificial world. In AR,
the user sees the real world overlaid with digital data.

V&AR in
Tourism

Future customers
can experience
destinations, hotels,
or even the inside of
an airplane before
the trip, from the
comfort of their
own home

V&AR in
Retail

VR/AR can be a great
asset to retailers, to
bridge the gap
between the physical
retail item and the
context it will be
used in for the
potential customer.

V&AR in Oil
& Gas

Augmented & virtual
reality to offer
sweeping
improvements across
the supply chain from
site exploration in the
digital oilfield to last
mile distribution. And
in a world where
children as young as 5
have iPads, attractive
technology is the key
to recruiting.
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V&

Banking

Customers continue
to benefit from the
trend as banking
virtual reality is
quickly becoming
more important
around the world.

AR in Retail

o V&AR in Retail &

FMCG

VR/AR apps will
transform the retail
and FMCG
industries, increasing
productivity and
creating new ways of
working, playing,
and shopping over
the next five years.




Virtual & Augmented Reality — 5 Thematic Research Reports

Our Report Store offers the latest comprehensive reports, market data, analysis and survey findings
alongside industry information on key companies, markets and financial deals.

Purchase directly from our store or review the below pricing and contact us for a bespoke deal that meets
your companies needs.

[ phone: +44 (0) 161 359 5813

DA Email:
. . . Discounts for Multiple
Report Price (Single User) Countries Covered
Report Purchase

Virtual & Augmented Reality in Tourism $1,950 Global Report @
Virtual & Augmented Reality in Retail $1,950 Global Report
Virtual & Augmented Reality in Oil & Gas $1,950 Global Report

- tyin Bank @
Virtual & Augmented Reality in Banking $1,950 Global Report
Virtual & Augmented Reality in Retail & FMCG $1,950 Global Report @
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Virtual & Augmented Reality in Tourism

The potential for VR/AR to elevate the tourism experience is
enormous. Thanks to VR or AR, future customers can experience
destinations, hotels, or even the inside of an airplane before the
trip, from the comfort of their own home. By wearing VR/AR gear
while visiting historical sites, tourists can also experience
historical scenes or see ancient buildings in perfect condition,
even if in reality the monuments do not exist anymore or are in
poor condition. Thus, VR/AR is expected to transform the sector
by changing how customers choose their holidays and interact
with the tourism brands, and how the companies interact with
them.

*  Thereport highlights big players in the alternative reality industry
and where do they sit in the value chain.

* |t discusses some of main trends that we expect to see over the
next five years.

*  Thereport also provides an overview of the alternative reality
industry value chain across five segments — semiconductors,
components, headsets, platforms, and applications and content.

*  The report offers an industry analysis, competitor landscape, key
mergers and acquisitions, and a timeline.

*  The report explains the impact of virtual and augmented reality on
tourism with the help of some tourism case studies.
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Research Report
Price: $1,950
Format: Electronic PDF
Immediate Download on CC Orders



Virtual & Augmented Reality in Retail

In 2017, VR/AR headsets were
shipped at an increased rate
compared to 2016, with several
consumer VR headsets
launching at that time to help
drive this, and it was a banner
year for mobile AR application
programming interface (API)
frameworks. Yet AR is where
much of the action is likely to be
over the next two to five years.
Imagine wearing a pair of
glasses with the computing
power and functionality of your
smartphone, activated by your
voice, which recognizes what
you see, where you are, and the
context in which you require
information.

The report focuses on understanding
the impact of virtual & augmented
reality on the retail industry.

It highlights the big players in this
technology theme and where do they
sit in the value chain.

It includes retail case studies and offers
key recommendations for retailers and
IT vendors.

It discusses the importance and benefits
of VR/AR retail applications to retailers.

Adopting VR/AR technology for training
purposes could result in drastic
improvements in internal sales by using
it to run role-plays.

The technology can be used customer
facing, to educate them about new
products and services being offered.

Stay connected to your customer by
using VR technology for branch locators
and ATM finders.

Avatar advisors could support clients
with complex banking activities.
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Who are the big players in the alternative reality industry and where do they sit in the value
chain?

Research Report
Price: $1,950
Format: Electronic PDF
Immediate Download on CC Orders




Virtual & Augmented Reality in Oil & Gas

Oil prices have been sluggish over the past few years and have forced oil and
gas companies to adopt different approaches toward their usual business
models. This has resulted in oil and gas companies utilizing technology as a
means of reducing operational costs by raising efficiencies. Virtual and
augmented reality technology is being utilized to that very effect, primarily
through applications such as virtual training, virtual diagnostics systems, and
virtually modelled reservoirs, using systems like ExxonMobil’s Immersive 3D
Training Environment. Hyper-immersive 3D modelled environments fed
through virtual headgear are enabling oil rig operators to virtually view and
plan the layout of subsea pipelines, adjust the planned drill path through a
virtual reservoir, and experience real-world hazards through applications like
danger management.

Value chain

Below is an overview of the alternative reality industry value chain. The value chain for the ‘alternative reality’
industry (virtual reality, augmented reality, and mixed reality) is split into five segments: semiconductors,
components, headsets, platforms, and applications and content.

The Alternative Reality Industry Value Chain
An overview

Hardware Middleware Software & Content

|| |

Semiconductors Components Headsets Platforms Applications &

ontent

Central processor
Motion tracking Virtual reality APls and SDKs Engineering apps

Graphics processor
Augmented reality Healthcare apps

m e
Vision processor
m— -

Displays Mixed reality E-commerce apps
- Enterprise engines
Image processors
o= = =
Connectivity Artificial
intelligence
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The report discusses how oil and gas
industry is benefitting through virtual
training, which is replacing traditional
methods involving classroom studies with
the occasional field trip which can be very
costly.

Understand emerging trends on applications
of virtual and augmented reality in oil and
gas.

Know case studies demonstrating how oil
and gas companies are using virtual and
augmented reality for enhanced operational
performance and improved business
opportunities.

Utilize the report to know more about
companies in the oil and gas sector, which
have strong competitive position in the
virtual and augmented reality theme.

Research Report
Price: $1,950
Format: Electronic PDF
Immediate Download on CC Orders




Virtual & Augmented Reality in Retail Banking

In retail banking, the breaking economics of in-branch
distribution is forcing incumbents to look at how to deliver
human-like reassurance and support more cost effectively.
Entirely VR-enabled branches, or avatar advisors, could
support more complex or high risk banking activities, such as
mortgage applications. AR can be used in a variety of in-app
settings to make the banking experience more fun and
engaging, such as with branch locators or ATM finders.
Leading banks are also using these technologies to improve
internal sales and regulation training.

* Understand the impact of virtual and augmented reality on retail
banking, offering key recommendations for retail banks and IT
The alternative reality industry value chain Ve n d O rS .

Headsets

+ Itdiscusses the leading technology and retail banking players in
this theme.

+ Italso analyses the benefits of using the technologies to improve
internal sales and regulation training.

*  Thereport discusses some
lalgely still at the R8D stage. One of the leaders is Microsoft, with the HoloLe s eve -
Sy s op (s £ 5 S B Sl e e of the main trends that we

an domZv high-profile compa
HTC, arguably the most innovative of the VR headset makers, is gaining traction in the Chinese VR arcade expect to See over the

merket, VR, In . s u sed © crea(e product buzz in shopping. HTC also has an r v ing refationship with
IMAX in the VR theat

Plattorms next five yearsin the VR,

Long-term success in the alternative reality industry could come to those who build an entire ecosystem rather

than just manufacture the hardware. AR, a nd M R SeCtO rs.

Research Report
Price: $1,950
Format: Electronic PDF
Immediate Download on CC Orders
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Virtual & Augmented Reality in Retail & FMCG

VR/AR retail and FMCG applications are not new, with many retailers and consumer goods
companies using them in recent years. They can help bridge the gap between the physical item and
the context it will be used in, therefore instilling confidence in the user to buy items. AR/VR can
either construct the virtual context around the physical object (typically in the store) or construct a
virtual object in a real context, typically the user’s home, viewed through a smartphone’s camera
view.

Many of these implementations have been more about
. . . . Headset prices typically fall in the range US$1,500-15,000.
marketing than actually helping the retail process itself, and Mixed reality

many have been more impressive in theory thanin practice. MR enables the user to see virtual objects integrated into the real world. To borrow an example from
Microsoft's presentation at the gaming trade show E3, you might be looking at an ordinary table at home, but

see an interactive virtual world from the video game Minecraft sitting on top of it. As you walk around, the
virtual landscape holds its position, and when you lean in close, it gets closer in the way a real object would. In

‘ . H ’ H another example, from Magic Leap, you might be sitting inside a school gymnasium watching a basketball
M aglc mirrors have been pOpU|a r: a nd m provements are match when, suddenly, a whale jumps out of the floor and appears to splash water all over you.
ongoing to ensure realistic drape and movement of the item The MR market is some way behind the AR market. Aimost all the companies developing this technology —
. . / from Microsoft to Magic Leap - have consistently missed their pre-announced release dates. Clearly the
as well as representatlon of its CO|OUI’, texture, etc. technology is far more difficult than anyone imagined

Headset prices vary but tend to be US$2,500 and above. Note that very few MR headsets exist so far.

Slmllarly in the FMCG industry many companies are The table below shows the primary difference between VR, AR, and MR
7

IeVe ragl ng VR/AR to del ver hyper_persona l IZed ma rketl ng What is the Difference Between Virtual Reality, Augmented Reality, and Mixed Reality?
solutions that enrich customer experiences and drive Virtual reality Augmented reality Mixed reality
. The user is in an entirely artificial The user sees the real world, but The user sees the real world overlaid
commerce. VR/AR has fac|||tated new a nd novel Ways for world, with no view of reality overlaid with a layer of digital content with virtual objects.
. . . Example: a view of Ubisoft's Star Trek  Example: a view through ODG's smart  Example: a view of virtual objects in a
F M CG bra n d sto interact an d communicate Wlth consumers, Bridge Crew VR video game. glasses while getting directions. room through Microsoft's HoloLens.

from interactive games to AR-enabled packaging.

Research Report

Price: $1,950
Format: Electronic PDF
Immediate Download on CC Orders
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“The research GlobalData provides is of About GlobalData
significant value, and is the key source of GlobalData is a leading global provider

a lot of market intelligence for us.” of business intelligence. 4,000 of the

world’s largest companies make better
and more timely decisions thanks to our
unique data, expert analysis and
innovative solutions delivered through a
single platform. At GlobalData, our
mission is to help our clients decode the
future to be more successful and
innovative.

Through our acquisitions, we have now

become one of the largest data and
insights solution providers in the world.

Our integrated business intelligence
solutions include a range of interactive
online databases, analytical tools,
reports and forecasts. Our analysis is
supported by a 24/7 client support and
analyst team. GlobalData has offices in
New York, Boston, London, India and
Singapore.
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% GlobalData.

Contact Us

If you have any queries about this report or
would like further information, please
contact us at the below telephone numbers
or email address.

[ Phone: +44 (0) 161359 5813

D4 Email: reportstore@globaldata.com

Disclaimer. All Rights Reserved. No part of this publication may be
reproduced, stored in a retrieval system or transmitted in any form by any
means, electronic, mechanical, photocopying, recording or otherwise,
without the prior permission of the publisher, GlobalData. The facts of this
report are believed to be correct at the time of publication but cannot be
guaranteed. Please note that the findings, conclusions and
recommendations that GlobalData delivers will be based on information
gathered in good faith from both primary and secondary sources, whose
accuracy we are not always in a position to guarantee. As such GlobalData
can accept no liability whatsoever for actions taken based on any
information that may subsequently prove to be incorrect.



