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Accuweather 2011 6 29
Weather Costs US Economy Hundreds of Billions Annually

-

~

According to the NCAR scientists leading the research, the influence of
routine weather variations on the economy cost as much as 3.4 percent of
the entire U.S. gross domestic product. The conclusion was made after the
researchers examined 70 years of weather records through 2008.

Given the study's findings, the yearly economic cost of the weather was
\ found to be $485 billion, plus or minus $240 billion. )

GDP 3.4%
4850 +2400

2011
GDP 15.7 ><0.034 3.4% ><100 o3
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RETAIL CASE STUDY

Weather can impact website traffic, just as it does bricks-and-mortar store traffic. Extreme events, as wall
as simple day-to-day changes inweather, can drive consumers to stay indoors and drive spikes inwebsite
traffic. Corvarsaly, a beautiful sunny day may bring more consumers into stores and away from their online
shopping carts.

By leveraging weather analytics, businesses can understand the specific times and locations to deliver 2 product
or brand-specific message to a consumer at the exact time they are realizing the need to make a purchase,

For example, an enline retailer can respond to urcommonly warm weather in a s pecific market by targeting
customers with ilems like shoris and tee shirts before theywould be able to find those items in stores. These

same analytics can be used in paid-search campaigns to lead new customers to a etailers site at a timewhan
weather iz driving demand.

Generally acceptedweb anabrtics |site hits, comersion rates, costs per comversion, etc | can help validate the
success of these campaigns.

Online clothing retailer took advantage of warm

weather to promote certain products. As a result,
featured product sales increased 267%.

Warmth in East

AAND ON
JIRED [TEMS

5 Myths About the Waathar & Its Impact on Retall
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Dynamic Pricing
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XA WeatherBug

IBM Weather Company
Weathermob
Monsanto Climate Corporation
Panasonic Avionics AirDat
Weather Company Weather Underground

Schneider Electric Telvent
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WeatherPlanner
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Weather Specific Ad Generic Ad
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FORTUNE This McDonald“s Billboard Reports the
Weather Using Whipped Cream

WeatherAds HP 28



Weather Driven Marketing Summit

Weather Driven Marketing Summit

| OW/EATHER DRIVEN

M ARKETING SUMMIT
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Sensory Marketing







