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We Continue to Invest
in "Knowing Them"

EVERYWHERE: EVERY WHICH WAY:

® [ast year Viacom spoke ® Online & in-person surveys,
to almost 1.5 million focus groups, & workshops,
kids, teens, young panels, A/B tests, dial tests,
adults, adults and in-home immersions, play
families covering dates, online communities,
83 countries from expert & artist interviews,
Sweden to South Africa semiotics, research safaris,
and Argentina to fMRI’s, neuroscience,
Australia biometrics and facial coding
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Never Stop Knowmg Every Audlence |
Cross demographlcs 6 54 < Pre-school'ers 2-5 : K1d§ 6 11 . Teens 12-17 ”
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We Know the Audience...
Let’s Talk About ==/ o
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News headlines continue to declare the
death of TV ... and TV Advertising

VIDEO

Is Now the Time to Get Rid of Cable
TV?

CRConsumer
Reports Published June 20, 2017

Is This The Death Of TV Ads In Australia?

Posted by Rita Braby on Wed, Aug 31, 2016 @ 03:08 PM
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With one daughter headed to college and anot
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The Death of TV

was looking for ways to economize. One easy

e fom g:i‘ The Motley Fool

phﬂne service. To Educate, Amuse & Enrich

IS THIS THE DEATH OF TV ADS?

Like many of those who responded to the lates
services, Baslow didn't think his bundle provide

Austin Smith, for Motley Fool

Published 9:03 a.m. ET Nov. 15, 2016

“I never used the phone and only watched a fe
package,” he says. Baslow downsized to an ar

$ engadget

Public Access

Community storytelling.

sider with 1

Editor’s Picks

Meet The DVR And Welcome The Death
Of TV Advertising

ling opporti
nual Cons

Giving Dogs A Voice @ Dr. Jeff Shuford, @@techfromvets

o 09.30.16
011717

Live from TV LAND

Sponsored Links by Taboola >

In Order to Experience a

New Era of Virtual Reality, . , ; Credit Cards with 0% Balance

ViaCOM

Advertising?

Cable TV is dying. Here's what comes next [SEEeRiSEitst ser

Is Traditional Advertising Dead?
Q0ODO

Jayson DeMers, conTtrieuTOR
I demystify SEO and online marketing for business owners. FULL BIO v

15427 @

Opinions expressed by Forbes Contributors are their own.

Traditional advertising might be dead. Marketers have
been talking about the “death” of traditional advertising as
early as the late 1990s, when it became obvious that the
Internet was here to stay and the digital revolution was

a0 OF TELEVISION ADVERTISING?
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People are ready to abandon
their TV sets in record numbers,
study suggests

#® Only 23 percent of people globally preferred watching TV on a TV set, a 55

percent decrease from the year before according to an Accenture survey
* More than 40 percent of TV viewers opted for a laptop or desktop computer
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vertising through YouTube and other
shows during a week where popular

wlill be a fight over ad space, but it seems
online. Due to the services like Netflix,
n service. This drop in television
>m TV to online.

al, an advertising buying agency,

be. They are making this shift because
eiving the in-depth data and insights in
help them make smarter media buys.

trategy and recognize digital video and
and information that is available when
1s they are backed with actionable

at reasons to make the move to digital,
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"The mvestm t of hundr _ of
f dollars each year to -oduce quality pro-gi‘ams
to theaters and telewsmn ill surely decline.”

MPAA head Jack Valen‘tl testlfylngB ore a House Judlcr&ry
Subcommlttee <

oY aomacw T

Source: Box Office Mojo
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Just because you, a media/advertising profressional,
possess these behaviors does that mean everyone
else in this country does too?

thinkbox.

TV Nation / Ad Nation:
attitudes, behaviours
and motivations

AdNation: Normal
Aussies like TV

A L
D
Two Nations and

Their Perceptions of
Media Habits

Gens de com’ / Gens
normaux

Do We Have Consensus? — How the Ad Community’s

4 {

Behaviors Became America’s “Norms”
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VIDEO ADVERTISING BUREAU
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Urban
Younger

WE are also: S
- Career-Driven Workaholics, =
+ More Stressed Than The Average Popul
 Always Connected And, Yes, 2
G

 More Likely To Be Early Adopter Gadget

”
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We Are Content Thirsty And Platform
Agnostic

Which Service Have You Used In The Past Month?

B Advertising Community B Average P13+ Population

e

Always on the lookout for hot, new content,
Advertising Professionals are more likely to
utilize a wide vanety of services — axcept
Network TV apps

ol

ol
Amazron MNetwork TV VOD through
Prime Video Website or App Cable / Satellite
f Telco Provider

Source: VAB / Research Now “Advertising Community® Survey, February 2017, Q1 7 Which of the following services have you used in the past month? Respondents - 254, “Average P13+ population® data
based on G Comparing Streaming Services 2016 study, US., P13-64; “network TV website or app” based on comSoore MediaMetrin Multiplatform data, January 2017. Facebook Live is based on VAB
analysss of eMarkeler November 2016 dala and projecied 1o the LS. population.
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We Ve :‘*fEJ/ Under-Estimate How Much Time
Is Spent With TV By The Average Adult

In an average day, approximately how much time do you spend, and how much time do you
think the average adult spends, watching TV on a TV set?

Avg Daily Time Spent
The average adult spends double the (hrs:mins)
time watching TV than estimated by
most madia professionals g.;“'-'-'fj
Avg Daily Time Spent: 2 Hours Or Less

ACTUAL Time Spent

[Fhﬂmﬂed Lsage) by Avg Adult 18+

w.-g At 18+ Llﬁm mug Aduit 18+ L.EB.EQEJ

Source: VAR / Research Now * Advertising Community” Custom Sunvey, February 2017, Q1% In an average day, approximately how much time do you spend watching TV on a TV set (ive, recorded / from a DVE or VODI7 & Q20

In an average day, how much time do you think the Amencan public (P18+) spands wailchang TV on A TV set. Total Respondents = 254; Media PlannenBuyer Respondents = 188, Data dossn't include those respondants who answened
=“don’t know.” “MAerage Al8+ Populabon® data based on VAB analysss of on MNealsan Comparable Metncs Haport, (316, and reflects an average weak babtween June 2Tth, 2016 - September 25, 2016 for total populaton.
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And Vastly Over-Estimate Computer, Mob
and Time=-Snifting

In an average day, approximately how much time do you spend, and how much time do you think
the average adult spends, watching video on a computer?

The average adult spends
less than half the time estimated
by most media pros watching
video on a computer

Avg Daily Time Spent: 30 Minutes or More

Avg Daily Time Spent
61% 11% (hrs:mins)
Watch
nﬁ‘]
Live Vs. Time-Shifted Television Consumption (P12+)

Advertising Community ACTUAL Time Spent % of Total TV Viewing Time
(Reportad Lisage) .idumﬂsh‘rgﬂumuﬂ:r He:lal’hmfﬂuwn by Avg Aduilt 18+
(Avg Adult 18+ Lisage) (Mg Adult 158+ Lisaos)

B Walching TV shows live as they air B Watching recorded TV shows from DVR
In an average day, approximately how much time do you spend, and how much time do you think the
average adult spends, watching video on a mobile device?

D e 53% 47%
D Estimated by Adverfising Community a
Y 55% 45%

Avg Daily Time Spent: 30 Minutes or More
Estimated by Media Planner/Buyer

{Awg P12+ Spiit) 547% 44%
73% 75% Avg Daily Time Spent
Believe [Holieve (hrs:mins)
ACTUAL P12+ Spiit .
Qo"*i Basext on Niesen) 89% 11%

mm'gmnm MedaPlamor/Buyer by Avg Adult 18+
(Avg Acuit 18+ Usage) (Avg Adult 18+ Usage)

Source: VAB
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We are NOT Normal

We are NOT the Customer

We are a (strange) Sample of 1
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We spoke to people all over the world

Online survey:
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“This is Pe _,
smce the arI _

~'-_ser|ous C aIIen <}
Blg Three br vadcaste
~ — has the television
'\“lnglustry experienced
_such rapid growth.”

- Vulture, The Business of Too
Much TV

Various sources (FX Networks); Wall Street Journal; Nielsen; Wikipedia
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VIEWEI“? feel they are
watching more content ‘
than last year

27% w’ = | |
18% 18% 3 i
12% 1109/ o -3

99/, 10% goy 89/ 1 |

. : S| 8% 6% F 5% 9% 3o, -
TEN
IZ ‘ -4%0

Global us Mexico Brazil Philippines Indonesia Italy Germany Argentina Sweden Australia ssia Poland Hungary

S ® @ © = O @

4
S6b And would you say you are spending more, less or the same number of hours a day watching TV shows or videos as you were a year ago? Base: All respondents 6-44 (n=15602)
y= "
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When it comes to viewing content, the larger
screens continues to win

Preferred screen on which to watch content

.
\

70%0
TV Screen

49/
Tablet

C10.: You told us you use the following devices to watch TV shows or videos. Please can you select the one device that you most prefer to use in general to watch TV shows or videos on. Base: Respondents aged 6-44 (n=15602)

™ -
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But there is a dip for 18-24s where
laptop/desktop becomes more important

Preferred screen on which to watch content

890
B

;
4% 29/ 29/ 29,
6to 11 12to 17 18 to 24 25 to 34 35 to 44

[ n. Base: Respondents aged 6-44 (n=15602)

™ -

C10.: You told us you use the following devices to watch TV shows or videos. Ple n you select the one device that you most prefer to use in general to watch TV shows or v
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Taking a closer look at 18-24s, living situation has
a significant impact on screen choice

Preferred screen on which to watch content

Living situation Parental status
BTV set
74%0
H Tablet
519% 499, 50%
429%
3°/o 2% 2°/o 490 29%0 3°/o
men I —
Living with Living with Living alone Living with Parents Non-parents
parents romantic non-relative

partner

C10.: You told us you use the following devices to watch TV shows or videos. Please can you select the one device that you most prefer to use in general to watch TV shows or videos on. Base: Respondents aged 6-44 (n=15602)

™ -

Vlacom ‘ BEeTx 5 @ Eﬂlﬂg :ﬂu:nv@wuu:: T nickelodeon '@D‘wm a?h -IHH{“‘ M m




KIDS 6-11

Supported By
=111\

Tight
Restrictions

= T 18-24

-< R Time Of
o 'S\ \ |
. ' { Fd

> fo 3‘

Transition
« Reprioritizing
Time
- $ Poor
‘ Price Sensitive

TEENS 12- 17

Supported By
Family
Increasing
Independence

Background on each life stage

More
Established
(often w/ kids)
More Reliable
Income
Time Poor




Content plays an even greater role in the lives of
kids & teens

-
~
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g V is an important “TV part of my “Important
< - source of my daily rout b ne 1SOC
| favorite shi

‘ entertainment”
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740/0 63% 750/0 - 63%

g —.Of 6'175 of 18-44s Of 6'175 of 18-44s \
- \

64%l! -

of 6-17s of 18-44s %

-
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L
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On average,
people access

1 0 _ 5 devices

In the home
(teens highest at 13.0)

Average number of each type of device in household

S5c. What is the total number of each of the following devices in your household? Base: All respondents aged 6-44 (n=15602)

US

Mexico
Australia
UK
Sweden
Italy
Philippines
Brazil
Argentina
Germany
Poland
Hungary
Russia
Indonesia
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I 1 3.4

I 1 1.7
I 1 1.5
I 1 1.3
I 1 1.3
T 1 1.0
I 1 0.6
T 1 0.1
I 1 0.1
I O 8
. O 5
I O D
N O . 1
N 0. 1




Simply Put:
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TV is the prime real estate for advertising overall and
video advertising in particular!

* Brand building High quality programming

Full Screen Sound on
Shared viewing Viewed by humans
High completion rates Robust measurement
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TV is the most trusted and impéét{ful fg__l:

P Effectiveness
Advertisers invest in TV advertising because |t pa ’s back

P Complementarity
TV makes all other media more effective




Incomparable reach all over the world
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British Millennials’ TV viewing increases as
they get older and have kids

Averaga hours viewed per day

®16-24 w2534 = 25-34 wilh children

el
145
I [ T I S - Ak u 16 , i5
I o

TV ona TV set Broadcaster VOD sVOD (.0 Hrd'lnei Dthromlnl'u'ldn
inchuding YouTubs | Facebook

".-m‘.‘i_‘_:ﬂ Snarre: P4 Toorhoomie 2018

TV is by far the most trusted form of advertising

% of adults who consider the following medium as credible

Prit Newspapers 7%

magazine [l 19,

Foerre: AP0 Medly dmeges. Revducr: Movic Dec 2018 Whithaf fhe ficwisg e oo po coseicerio be cradGle? Syae. 00 infecvessd cocn'e
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Linear TV is resilient
and at the core of the 235 oo
Total Video ecosystem g | e

Awerage wawing ime in Eurapa and ovarsaas
I more than 4 hours
I 3-4 howrs

| Bl Average daily reach
: in Europe’

k. . 71.9%

407 it
+39 min
Vs 1996

".-m‘i!:ﬂ Sourre. TV ey Factr 20 T Semoces T monduete. Msdameie aldvicuals 8l dey, JSatuan-Dscembey 21016 "moc/ucing Greecs. Novay fodupl and S'ovenn

TV is 87% of video
time in Canada

sLrwa TV
Playback TV

wFree TV Prog from an
Onine Service
VOD from BOU*
sVOD
DVDBl-Ray
Movie in Theatre

»YouTuba

»Video on Facabook

MJ_Q Source. Numenws PPN s Am '-‘: )'\ym Mo-Si 2u-2n, Covadyr Yeur 2018 | TowenPowts Catsec 20102 ch
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TV is the most efficient medium to drive sales

Relatve kft factor on cutcomes
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Auto Consumer Electronics - Retal Finance
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An average TV campaign gets millions of views
Average number of contacts (In million) per country, based on a 400 GRP campaign

EUROPE 2 Sowver bor fguTa. sne Avlowing sies

In the US, 83% of TV is watched live

Individuals 2+

uLive T wlive TV
B Time-shiftad T

CANADA wﬁ_ﬁi Snarre: Mislsan Tofs' duchence Rance 10 2077

TV provides the best ROl for advertisers

Marketing Directors were asked the top 3 media in terms of RO,
ghing 3 points to the biggest ROl provider, 2 to the second and 1 to the third,

Social Networks aﬂrch Enulnl Digital Performance Fre-roll ads Direct Marketing
campalgns”

ke i Markaing asd Mecis. Trevdacons SapfemGer 20T
SPAIN

CANADA ! ACampas o l.' BTG, T AN e o) SO P L [ b A8 1 A i T e RSN 0T (T o) proauictof Senvice By complatvip @ poal

o

Hours of TV viewed on a TV set per day

36.7%

Al
accean

4N 229 436 433 405 434 437 436
w i
2007 2008 2009 210 201 2012 20113 2014 206
The pirk bne represents e averapge ime spent (D4:39)
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TV Groen & Tarpat Croug \woss Br — 2017 11 Melropolian Segons 88 50F Sowos: Canio Miemackonal T ADsrs - Senices fasnch dale (%) Bz an version BRﬁzl L

TV ads evoke emotions more than ads in other
media

Social media

%' m' a"

TV E2
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TV boosts other media

Average RO per Medium, Mono- versus Mix with TV, Index®

Radiowilth TV
Radio without TW

Outdroor with T
Ol or withiaul TV

Magazines with TV
Mapazines without TV

T wilh ather Meda
™
10 150
w RO with other Meda = RO

- ..,;555; SeTre: FOVFHCG (proszl. "Rk imchcaled varzus T RO wdihnst othar mscla; chmepes by paest (P Destachlancy dsnaksct 5147 GERMANY




The

Global * —
TV Group

Reklamkraft.itv

SCREEN
FORCE

The Global TV Deck:
http:/ /bit.ly/Global _TV_Deck
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TV = Reach, Emotion & Trust
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© GLOBAL INSIGHTS

_ ‘ egba

The o ~
Global "
TV Group

Thank You, Merci, Gracias, Danke, Grazie,
Obrigado, Cnacnbo, ko0szonom,
Salamat, Dziekuje Ci, Tack
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