










Source: 2017 Nielsen Universe Estimates



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



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.



Source: comScore MediaMetrix Key Measures (multiplatform), May 2017; A18+ Nielsen R&F Time Period Report, Live + SD, Total Day.  May 1-31, 2017; A18+. “Average Audience”  
is based on the average minute, which is factored across the full month for websites and TV. TV Brands include linear TV and TV-related  

websites. Digital website measurement includes all visitor activity, not just video consumption.



Source: comScore MediaMetrix Key Measures (multiplatform), May 2017; A18-34 Nielsen R&F Time Period Report, Live + SD, Total Day.  May 1-31, 2017; A18-34. “Average Audience”  
is based on the average minute, which is factored across the full month for websites and TV. TV Brands include linear TV and TV-related websites.  

Digital website measurement includes all visitor activity, not just video consumption.



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.





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









Source: CRE and Hub Research custom study “New study finds that TV outperforms Digital platforms in viewer ad attention & recall” 6/26/16



Source: Nielsen Total Audience Report, Q1 ’17; TV = Live TV + DVR + Time Shifted 



Source: Nielsen Total Audience Report, Q1 ’17; TV = Live TV + DVR + Time Shifted 



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)





Source: SNL Kagan 2016





Source: Nielsen, Base=DVR HHs; 9/21/15-7/24/16



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.



Source: VAB custom analysis of Top 10 trending Twitter Topics each night  
(8:15p, 9:15p, 10:15p, 11:15p) during 4-week time period (10/10-2016 –  
11/6/2016).  Based on unique program counts.



Source: VAB custom analysis of Top 10 trending Twitter Topics each night (8:15p, 9:15p, 10:15p, 11:15p) during 4-week time period (10/10-2016 – 11/6/2016).  Results include both “direct” and “related” TV top-
ics.  NFL: Sunday Night Football on NBC – 10/16, 10/23, 10/30, 11/6; ESPN Monday Night Football – 10/10, 10/17, 10/24, 10/31; Thursday Night Football – 10/13, 10/20, 10/27, 11/3.  NCAA Football: ESPN Friday 
Night Football – 10/14, 10/21, 10/28, 11/4; ABC Saturday Night Football – 10/15, 10/22, 10/29, 11/5; ESPN 10/15, 10/22, 10/29, 11/5.  NBA: ESPN – 10/26, 10/28, 11/2, 11/4; TNT – 10/25, 10/27, 11/3.  MLB: MLBN 

– 10/10; TBS – 10/10, 10/14, 10/15, 10/17, 10/18, 10/19; FS1 – 10/10, 10/11, 10/13, 10/15, 10/16, 10/18, 10/19, 10/20, 10/22; FOX – 10/25, 10/26, 10/28, 10/29, 10/30, 11/1, 11/2



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



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







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



Source: CRE and Hub Research custom study. “New study finds that TV outperforms Digital platforms in viewer ad attention & recall” 6/26/16



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



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



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



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.



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.









Source: Nielsen AdViews, TV spend (cable TV, broadcast TV, SLC TV, SLN TV, syndication, spot TV) Feb 2014-Mar 2015; comScore, mediametrix multiplatform, unique visitors  
Total Audience (P2+).  Spend & unique visitors based on Feb-Aug ‘14 vs. Sep’14-Mar ‘15 monthly avg



Sources: Nielsen AdIntel, (web-based app game product category), TV spend (cable TV, broadcast TV, Spanish language cable TV, Spanish language broadcast TV, syndication TV, spot TV); October 2014 – 
December 2015.  comScore mobile metrix media trend (application access only), unique visitors (P2+), October 2014 – December 2015.  Analysis is based on comparison of average monthly unique visitors for 

“When TV Off” vs. “When TV On” months of activity.   





Source: comScore mediametrix multiplatform media trend; Total audience (P2+), March ‘14 – February ‘17.  Niel-
sen Ad Intel, TV spend (national cable TV, national broadcast TV, Spanish language broadcast TV, Spanish language 
cable TV, spot TV, syndication TV), March ‘14 – February ‘17.  N/A = not enough traffic for comScore to measure.



Source: Nielsen Ad Intel.   TV spend includes national cable TV, broadcast TV, Spanish language cable  
TV, Spanish language broadcast TV, spot TV, syndication TV.  Reflects all monitored TV spend by parent  
company; Google includes YouTube.
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