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Welcoming New Brands to National TV

Television is one of the most effective platforms for advertisers to increase reach and drive consumers
through the purchase funnel. In a fragmented media landscape, TV provides brands at all life-stages and
budget levels with a unified platform and, because of this, more and more brands are entering the national
TV marketiplace seeking growth among new and existing consumers.

In our previous quick-hitter, Welcome to TV, we introduced a diverse group of brands who launched their
first-ever national TV campaign during the first half of 2019. In this update, we dive deeper into the TV
landscape and welcome all brands who launched a TV campaign nationally during the full year.

In 2019, over $840 million was collectively invested in the national TV marketplace by 110+ brands with
direct-to-consumer brands accounting for two-thirds of the total.

Let’s take a look at who these brands are and what some of them are saying about TV...

This information is exclusively provided to VAB members and qualified marketers. Further distribution is prohibited.
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35 brands spent over $5 million on national TV across 25 different
categories ranging from headphones to pharmaceuticals

P> Advertisers spending over $5 MM in national TV accounted for 31% of total new advertisers
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40 brands spent between $1 million - $5 million on national TV across 32
different categories ranging from ice cream to alcohol

P> Advertisers spending between $1MM - $5 MM in national TV accounted for 35% of total new advertisers
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39 brands spent under $1 million on national TV across 28 different
categories ranging from honey to money (financial services)

P> Advertisers spending under $1MM in national TV accounted for 34% of total new advertisers
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Taking A Deeper Dive Into The
New National TV Advertisers

What is the dominant segment?
When did they launch their campaign?
When does the most spending occur?

What life-stage were they in when they
launched a national campaign?

How have some of their media strategies
evolved?

What are they saying about TV?
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Of the new advertisers, there were 75 Direct-to-Consumer brands across
43 categories who collectively spent over $510 million in national TV

P> DTC brands accounted for 66% of total new advertisers and 61% of total spend
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Almost half of total new national TV spending was invested during the
4th quarter as 88% of all new advertisers were active during this time period

P> With the start of a new year, the first quarter was the most popular time to launch a new campaign followed closely by fourth quarter;
several new 1Q advertisers also increased their TV investment throughout their campaign after launch

2019 New Nat’l TV Advertisers Quarterly Spend

15% _—
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# of New Advertisers

Q1’19 38
48% 19% Q2’19 11
Q4’19 35

FY 2019 Total 114

=Q1'19 =Q2'19 =Q3'19 - Q4'19

Source: VAB analysis of Nielsen Ad Intel data, Q1°19-Q4°19. TV spend includes national cable TV, broadcast TV, Spanish language cable TV, Spanish language broadcast TV. Brands reflect those with national TV spend over $100k.
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Brands under
5 years old

Several new and emerging
brands have launched
campaigns on national TV
to capitalize on its ability
to drive brand awareness
and recruit new customers
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Sampling of New Nat'l TV Brands under 5 years old
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$59 404.2
$3,649.9
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Source: VAB analysis of Nielsen Ad Intel data, Q1°19-Q4’19. TV spend includes national cable TV, broadcast TV, Spanish language cable TV, Spanish language broadcast
TV. Brands reflect examples of those with national TV spend over $100K that were founded within the last five years.
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Sampling of New Nat’l TV Brands between 5-20 years old

Brands between
5-20 years old

m SH'PT Online Dellvery 2014 $2 851.7

Pet Food 2014 $8,708.0

More eXpel’ienced brands 8&22; Mattresses 2014 $2,980.4
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Ml SeatGeek Mobile Tickets 2009 $1,059.3

pramoy Alcoholic Beverages 2006 $171.3

Source: VAB analysis of Nielsen Ad Intel data, Q1°19-Q4’19. TV spend includes national cable TV, broadcast TV, Spanish language cable TV, Spanish language broadcast
TV. Brands reflect examples of those with national TV spend over $100K that were founded between 2000 and 2014.
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Sampling of New Nat’l TV Brands founded Pre-2000
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p re-ZOOO messe”E'a.d Bottled Water 1998 $8,751.6
tropical GAFE Fast Casual Restaurant 1997 $238.8
Even brands that have Ny’ Nevrocne Pharmaceutical 1992 $20,264.7
been in existence for S”\,ers,,ei% Wellness & Fitness 1992 $3,724.4
decades have recently Sauces 1992 $2,333.1
Sought the benefits that \!‘ﬁﬂﬂa{ﬁ Pharmaceutical 1983 $77,631.9
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Campaig n throug h wider Sjéfesfﬁlfﬁc Medical Devices 1979 $7,056.7
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. Pizza 1978 ,400.4
cgpture_ Consume_r attention Kitchens & Bath 1978 $2,390.2
with their messaging Golfigest Publications 1950 $1,044.8
m Professional Services 1949 $11,331.6
1 Capital Group Financial Services 1931 $5,943.8
@ Honey 1921 $428.0

Source: VAB analysis of Nielsen Ad Intel data, Q1°19-Q4’19. TV spend includes national cable TV, broadcast TV, Spanish language cable TV, Spanish language broadcast
TV. Brands reflect examples of those with national TV spend over $100K that were founded prior to the year 2000.
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In terms of media buying strategies, several new national TV advertisers
peeled back their existing local TV presence while others went ‘big’ with

a launch that included local market coverage

Evolving Buying Strategies: Local TV Spenders Who Expanded Into National TV During 2019

RE-BATH = DOORDASH

Doordash entered the overall
TV marketplace with a $60MM
national campaign and a
$11MM spot TV overlay in key
markets

Marcos Pizza went ‘national’ by
peeling back their local TV
almost entirely and investing

heavily into national TV ($20MM)

Re-Bath heavied-up in national
TV while keeping their spot TV
investment and market
penetration fairly flat

Speedway tested national TV

with a $1MM campaign while

increasing their total local TV

spend by 14% across slightly
fewer markets

gBoston vroom Ry

cienti
POSTMATES

Postmates also entered the
overall TV marketplace with a
$13MM national campaign and
a $3MM spot TV overlay in key
markets

Vroom went heavy into national
TV with a $19MM campaign while
peeling back their two-market
spot TV buy by almost $3MM

Boston Scientific re-allocated
most of their local TV spend and
additional dollars to a $7MM
national campaign

Source: VAB analysis of Nielsen Ad Intel data, 2013-2019. TV spend includes spot TV only. MM = millions.
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Many first-time national TV advertisers made industry headlines in 2019
when they launched their TV campaigns...
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...And marketers from first-time TV advertisers are championing
the growth opportunities available through national TV
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into their minaset. It just opens up
the door to new storytelling.”

traditional marketing. We know that TV
/s a great way to expand our presence
with a broader audience, who aren't

hope the campaign drives acquisition
but also creates equity for the brand.”

— e e e e 3 necessarily that engaged digitally.” (— o -
S ] -—-~ e .
Adam Ledbury, Associate Creative Director at M/H VCCP =~ \\ _ S\
(in partnership with Doordash), Doordash Justin Woolverton, CEO, Halo 7Top Elie Donahue, VP of Marketing, Aothy’s
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(AdWeek, 10/1/19)
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Key takeaways about the new advertisers who entered the national TV
marketplace in 2019

The Accessibility & Inclusiveness of National TV

Diversity of Budget Levels Diversity of Brand Life-stages Diversity of Categories

Out of 114 first-time national TV brand Out of 114 first-time national TV brand The 114 first-time national TV
advertisers: advertisers: advertisers can be found across 61

+ 31% invested over $5MM + 39% are under five years old diferent sEEgeliEsielvelng
headphones, pizza, pharmaceuticals,
« 35% invested between $1MM - $56MM * 46% are between 5-20 years old plant-based food, sports betting, ice

« 34% invested under $1MM « 15% were founded before 2000 cream, snacks, auto, sauces, online

dating, food delivery, insurance,
financial services and more
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