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The Market

11m Unigue Viewers
1b Videos
On average, viewing habit
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9 Hours
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The Future of TV, Now.
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Internet TV: Not just Gen-Y

Percentage of TVN viewers
who have 2 or more children in
the home.




Light TV Viewers Growing

Percentage of people who
say that they watch less

than 2 hours of TV aday



Motivations to \Waitch

% of people say they watch
Internet TV because its
convenient. 30% say its
because there are less ads




TV Everywherel

Preferred way of consuming
Internet Television after PC

50 % Oz 42.7 ¢ . 25 %
Via internet connected ; gt : :
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Recipe for success with digital video

Digital video Is In It's
Infancy so guidelines
are necessary




1. Utllize data to buy granular segments
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Conversations with smaller, more qualified
audiences @




4. TV & Digital are better together

Ad Recall Among US Premium oOnline Video vs. TV
Viewers, December 2009
% Of respondents

General recall

d6%

EBrand recall
0%

28%
Message recall

21%
Likeability*
14%
H Online video TV

Note: ages 18-49; *iike "a lot" ar "someawhat"
Source; Niglsen IAG, "Premium Oniine Video Measuremeant 2008-09" as
cited in company blag, Aprl 19 2070

ad rRecall that Had the Gréatest LIft Among TV and
online Video Viewers vs. only TV Viewers, December
2009

% Of respondents

TV @l pomeral recall

[ \ 44%
T &l brand recall
26%
TV ad message recail
I -
\0 19% )

Plan ‘video’ not by distribution channel

Source: e-marketer, 2011

™ acdl likeability*
17%

13%

B T and préemiom online video BTV only

Nofe: g 1849 “Eog 3 ioF° o “sommafun ™

Source: Nialsen &G, “Prermaum Onfine Video Measimemant A000-09° 45
ciad i company biog, Aprl 19 2000
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6. Know where your ads are going

1. Buy from publishers that offer full transparency
2. Use pre-emptive tools so your ads run as booked
3. Run ad verification to show activity
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/. Frequency Capping Is Essential

| amdanes - Frequency and Purchase Intent

How ikely are you to buy online Fom the Westfield com.au
weosite?
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Absolute Difference (Exposed minus Control)
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Frequency {Number of Exposures) T Brand Metric & Filters (7)
_ - _ _ . Metric: How likely are you to 8%
i e Freq 1-2= C104 Freg “ ' buy online from the
Westfield.com.au website? 24%
[V pefinitety will 20%
[ Probably wil 1o
|_ May or may not
I_ ) 12% n
Probably will not Lift: 2 9% Lift: 22.8%
[ pefinitety will not
P Apply
Control 2 Exposures 2-4 Exposures
n=1074.0 n=4350 n=510.0
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Start at 3, then assess each client’s frequency rate



/. All video to go through ad server
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10. Get the KPI's Right

Go beyond traditional TV metrics and start to look at engagement metrics



A Recap

Use data to run profiles

TV & digital are better together
Understand the market place

Know where your ads are going
Frequency capping Is essential

All video should go through an ad server
Get the KPI's right
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TVN Ad Format Showreel (2min)
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Video content will become social with increased functionality around
social content sharing tools
.
- 2. Videos@ehitent will begome more interactive where consumers can tag,
S oJ-N ained all at the same time

ik .ﬂ,

Z 10,7 The numb

in me time
-

ilth the speed of the 3G ng /ideo will
2\ AcCC 2 to Nie h,co

I-‘
=20 C

‘wat
f mobile viewers
period the year befc

n added la

4. Video on gaming consoles will provide
KinectShop has just launched.

ew internet enabled TVs, 5% |of all video ads
ernet enabled TV device.
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