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The Video Landscape Offers Marketers (And Consumers)

More Ch0|ces Than kEver
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K r u t h No platform drives business
ke TV's premium video-at-scale
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TV is the giant megaphone. When you want
to get a message out, that's still really the
most powerful means to do it."

- Isaac Weber, VP of strategy at MarketShare




501,670,000

TV reaches 301,670,000 Americans every month.

96 percent

That's 967% of the total US population.

100 milion

Nearly 100 Million Households subscribe to Television,
a figure that has remained consistent over the last 5+ years.



I Any Given Minute,

U MIlGRadults |

Are- Tuned Into TV

50,515,506 6,315,225 3,144,797 1,083,633 439,240

Average A18+ Audience Per Minute I
- _— —
TV

TV-Connected PE Smartphone Tablet
Devices Video Video Videos

Source: Nielsen Comparable Metrics Report Q4 2016; Data based on average week between September 26, 2016 — December 25, 2016. A18+ UE = 245,740,000.



16X more Millerinials

Are Tuning Into ‘TelevisionsOver Smartphone Video

8,442,826 3,184,227 1 252 361 551833 204,698
Average A18+ Audience Per Minute I
. - —
TV-Connected Smartphone Tablet
Devices Vldeo Video Videos

Source: Nielsen Comparable Metrics Report Q4 2016; Data based on average week between September 26, 2016 — December 25, 2016. A18-34 UE = 73,460,000.
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Source: comScore MediaMetrix Key Period Report, Live + SD, otal Day. May 1-31, 2017; A18+ rage Audience”
is based on the a bsites and TV. TV Brands include linear TV and TV-related :
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Based on Adults 18+ #176 #279 #948 #1295 #3718

Avg. Audience

Based on Adults 18-34 #42 #40 #131 #169 #1,631

Avg. Audience

Source: comScore MediaMetrix Key Measures (multiplatform), December 2016; Nielsen Npower, Live + SD, Total Day. December 1-31, 2016; “Average Audience” is based on the average
minute, which is factored across the full month for websites and across program run time for TV. Digital website measurement includes all visitor activity, not just video consumption.






AcCross A Variety Of Enthuslast Targets,
Multi-Screen TV Brands Offer

X4 Gredter Reach

Than The'lop Ad Tecn Site In The'Gente

Home Science & Tech Entertainment
S 97,489 S 86,157 o] 94,852
[ | 12,066 [ 42,143 & 32,297
Reach of Multi-Screen
TV and Ad Tech Sites Sports News

(Audience Reach)

I 158022 G 177412 @ Mutti-screen TV
] 17,604 [ ] 83,109 @ ntermet

Sources: Nielsen Npower Live+7, Total Day, P2+, 4/1/17-4/30/17, TV - Linear with VOD; comScore April 2017 Total Unique Visitors; Ad Tech sites are the highest reaching in their category, after any TV brand sites



[ hrough Aadressable |V, Advertisers

Can Precisely-farget ThelrfMost
Lucrative Constimers




Engages Consumers &

Re le\/a M CE Provokes Real-Time

Conversation



Viewers actively look forward to watching TV
platforms and say they are more personally
Invested, immersing themselves in content
that engages and excites them.”

- IPSOS/Discovery Video Perceptions study




Conhsumers' Prefer Watehing
Contenton: Television

- Emjoyment Is @ meastire.of program engagement

54% 53%

89% 63%
% Who “Highly Enjoy” Viewing Content on Device I I l
0pYs Tablet
“New study finds that TV outperforms Digital platforms in viewer ad

Laptop Smartphone

Source: CRE and Hub Research custom study attention & recall” 6/26/16



AdUltS Sper

d/x More ime

WateRiNg, b4

Naln VAdE®. oo PC

Put In perspective; Adults spend one-third
of thelr waking hours watching«V
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Monthly Hours Watching Video -
TV, PC, Smartphone
. L]

Laptop Smartphone

Adults 18-24

ience Report, Q1 '17; TV = Live TV + DVR + Time Shifte

nniatsﬁpend 2% ans 10x
With T Than With Vld,eo

Qespect \/ety

l’; s&

102 57 6

TV Laptop Smartphone

Adults 25-34



Source: Q1 ‘17 Nielsen Total Audience Report. Streaming based on home PC only. Chart based on “average daily minutes”. Heaviest Streamers (Quintile 1 —
they represent 90% of all minutes streamed). Lightest TV (Quintiles 4/5 — they represent 8% of all TV minutes viewed)



h 7 Because TV Is In the Business
. of Creating lconic Hits
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$32.6 S50 $34.8 $14.5 $36.7 $16.0
Programming Expenses
(SBillions)
| . | . | . . Ad-Supported Cable TV
@ Broadcast TV
2016 20107 2018

Source: SNL Kagan 2016



'/ Brands Behave as Cultural

- ouchstones, With The Unrivaled
L Power 10 Create\Cofnmunity And
heEe Dnve Real-Time Conversation
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of the Top-Trending Primetime
Twitter topics were about [V

Source: VAB custom analysis of Top 10 trending Twitter Topics each night (8:15p, 9:15p, 10:15p, 11:15p) aggregated during 4-week time period (10/10-2016 - 11/6/2016). Results include both “direct” and “related” TV topics;
Twitter data - comScore, mediametrix multiplatform, October 2016. DVR data - Nielsen 2016-2017 Universe Estimate for A18-34 population comparison; Nielsen, Base=DVR HHs; 9/21/15-7/24/16.



O/ of the trending entertainment
O topics were about ad-supported
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- of nationally televised NFL,
evening college football garmes act
maJO’ networks trendedinthe top

ring primetime On their respective nights

Source: VAB custom anélyslis fof Top 10 trending Tw week time period (10/10-2016 — esults include both “direct” and “related” TV top-

ics. NFL: Sunday Night Football on NBC — 10/16, 10 0/24, 10/31; Thursday Night Fc 0, 10/27, 11/3. NCAA Football: ESPN Friday

Night Football = 10/14, 10/21, 10/28, 11/4; ABC Saturds 22,10/29,11/5. NBA: ESPN — 1 , 11/4; TNT - 10/25, 10/27, 11/3. MLB: MLBN
- 10/10; TBS — 10/10, 10/14, 10/15, 10 ‘ i 0/28, 10/29, 10/30, 11/1, 11/2



it's No Surprise That The Passion Consumers Have
For [V Brands Extends o Their Presence Online

Top 5 Rank by Internet Genre — P2+ Total Minutes Viewed

T B

e: VAB analysis of Media Metrix multi-platform comScore data, April 2017 (Ranking based on “Total Min



Millennials Love TV Brands Online

Top 5 Rank by Internet Genre — A18-34 Total Minutes Viewed

L\ ¥\

A\ & \

Source: VAB analysis of Media Metrix multi-platform comScore data, April 2017 (Ranking based on “Total Minutes Viewed")




lgnites the response that

Results S




Someone who is highly attached is three
times more likely to engage with the brand.
They are less price sensitive, go deeper into
the product line and have a higher lifetime
value to an advertiser.”

- Gary Reisman, CEO and Founder, LEAP Media Investments

TV offers the best ROI
across all media.”

-Marcos de Quinto, Global CMO, The Coca Cola Company



64% 10% 62% 17% 54% 13% 58% 9%

“In which places are you most
likely to find advertising that..."
(% agree)
01V
I N ) — @ Next Best

. . Competitor
...Sticks in ...Makes you ...You like ...Makes you

your memory laugh feel emotional

SourceTV/Ad Nation, 2016, Ipsos Connect/Thnkbox, adults 15+



milo]gl=]s Emohonal Connection Dellveraglfronggr ,..
TV Ad Recall and Attention --

Source : CRE and Hub Research custom study. “New study finds that TV outperforms Digital platforms in viewer ad attention & recall” 6/26/16
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66% 12% 55% 13%
“In which places are you
most likely to find advertising that...”
®
N R @ Next best competitor/
. Social media
...Makes brands ...Draws your attention
famous to brands/products

SourceTV/Ad Nation, 2016, Ipsos Connect/Thnkbox, adults 15+



% Lift Driven by
TV Only & Digital Only

) Tvony

@ Digital Only

Brand Brand Brand Brand Purchase
Familiarity Opinion Recommendation  Association Intent

Source: IAB/Research Now Cross Media Effectiveness Study, January 2017; Digital Only = Desktop + Mobile Web



The "Best Perceived” Brands Are Big 1V Adv

Source: Yougov 2016 ranking, http://www.brandindex.com/ranking/us/2016-annual ;
Spend data, AdIntel, full and mid year 2016

-




A Presencedn T VeStrs
Consumers: 1o Action

25% 38%

2016 Best Perceived Brands
Increase in TV Spend and Increase in Social Actions

TV Spend Social
Increase Actions
‘15 vs ‘16

Source: TV spending based on Nielsen Ad Intel, TV spend (national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish language cable TV, spot TV, syndication TV), CY 2015-2016. Digital
actions based on iSpot.tv and reflects social actions (posts, likes, shares and comments related to TV ads on Facebook, Twitter, YouTube, iSpot.tv). Digital actions are correlated to TV ad airing data.



Similarys Ammong Gategory Game:-Changen
‘Piseiptor: Brands, ¢FV Pigues Culiesity
ANd Inspires.tngagement

59% 160% 195% 185%
Increase in TV Spend &
Increase in Digital Actions
Total TV Search Social Views of Ad
Spend Queries Actions Online
‘15 vs ‘16

Source: TV spending based on Nielsen Ad Intel, TV spend (national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish language cable TV, spot TV, syndication TV), CY 2015-2016. Digital
actions based on iSpot.tv and reflects social actions (posts, likes, shares and comments related to TV ads on Facebook, Twitter, YouTube, iSpot.tv). Digital actions are correlated to TV ad airing data.



"~ There Is Also A Clear Correlation B
§ TV Spend and Business Growth

~
Taco Bell plans to “spend a greater
amounton TV adsin 201/ TVis

important to us. TV still works for us.”

’

- Marisa Thalberg, CMO Taco Bell,




VAB Has Done Exhaustive Attribution Analyses,
Covering 400+ Brands And 20 Categories
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A
8 2 O of the “Call-To-Action” Brands

Exhibited a Direct Correlation Between
TV Spend & Website Traﬁﬁe’;:




O/
7 7 O of Mobile Apps Exhibited A

Definitive Correlation Between TV
Spend And Website Traffic




0/
75 O of Automotive Manufacturers

Exhibited a Direct Correlation Between
TV Spend & Website Traffic



14 ‘Brand Building” DisruptorBrands Saw
Double & Triple Digit Increases 1o Thelr
\Website Traffic After Theyllaunched A
TV Campaign




The five major, established “digital’
disruptors collectively spent almaost

$44 Billion

on TVin 2016, nearly triple what
they spent just 5 years ago

f D«




The TV audience is 19X larger than that watching
video on a PC. For every hour a viewer spends with
YouTlube, she spends over 13 with TV

Younger Millennials spend 10x more time
watching TV than video on a Smartphone




Only 4°/o of Households are broadband only;
more than 7/% of Primetime viewing is live

Nearly 800/0 of primetime Twitter trending topics
were about ad-supported TV




Across a variety of genres, TV brand websites rank in
the tOp 5 fortime spent

o .
88 o of pure-play Internet brands saw a direct
correlation between TV spend and site visits




TV drives double-digit increases in web

traffic for niche brands like Birchbox, to larger,
more established brands like GM




For More Information Visit Us Online

TheVAB.com

Yy

Follow us: @VidecAdBureau

Like us: facebook . com/VideoAdvertisingBureau

Sean. Culningham Danielle-Delatre

President & CEO SVP Strategic-Sales Insights

212-508-1223 212-508-1239

seanc@TheVAB.com danielled@TheVAB.com

Jason Wiese Evelyn Skurkovich Marianne Vita
VP Strategic Insights VP Strategic Research & Insights VP Strategic Insights
212-508-1219 212-508-1220 Bl 2=508-1211

jasonw@TheVAB.com evelyns@TheVAB.com mariannev@TheVab.com



