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How TV can help brands
populate culture

September 2024
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Culture 1s

important
to people.
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3 things



1.Be sticky









Populating culture for 15 years

2009 2011

Disrupted the entire price Turned a meerkat in to a best selling author, Introduced Meerkat Toys, gave out over Announced partnership with Launched Meerkat Movies, offering 2 for 1 cinema
comparison market by introducing outselling Tony Blair's autobiography 10m and became the UK's second Coronation Street, lasting 8 years tickets for CTM customers for a whole year
Aleksandr Orlov, a Russian meerkat biggest toy distributor

Hello, 'm AutoSergei”
I'm here to simplify your life.

2019

Introduced the meerkat family to encourage
people to spend more time together

Introduced an app to extend
customer loyalty

Introduced AutoSergei as an innovative way
to talk about customer service propositions

Launched Meerkat Meals, offering 2 for 1 meals
on thousands of popular restaurants across the UK
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num’fllilsnlgnusm o & ,, ol EDTIM j ‘ 3 9 /
TAKETHAT s T . ORI & o © THRéEscHAos

ITH -
& ROBBIE WILLIAMS

(S comparetremarket

2020 2022 2023

United the world’s biggest boyband to lift Meerkat Meals goes out for delivery Created a set of Oleg's bedtime stories for Carl, our hapless but well-meaning Carl, Aleksandr and Sergei head to the
everyone's spirits in lockdown with too, for everyone stuck at home hassled parents and anxious kids. Since used as Wombat turns up to keep us on our cricket as part of our partnership with
Meerkat Music. And the same with reading material in schools by the National toes. The Hundred

Little Mix (just before they broke up). Literacy Trust






2. Be the
entertainment



@-H—l'—]ﬂ-b—l—S—t—G— Our job 1s to

entertain














http://drive.google.com/file/d/1QEXsyM0QAx_WniUl2fIv7j6Vyuv2sSFv/view







3. Be different






17 years of John Lewis Christmas ads
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Key ingredients:

Big emotional number
Never seen before
Expensive track re-recorded
With a retail opportunity



Key ingredients:
Big emotional number
Never
Expensive track re-recorded
With a retail opportunity



Culture 1s

important
to people.







One big
ritual




Secret Santa 2018 -2023
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How could we make It a
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TOP BRANDS & AGENCIES > EXPERIENCES >

Cadbury delivers ‘Secret

_Santa postal service’ with
Interactive posters

The campaign was Created by VCCP London.
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VIDEO ON ESI3

Evening

O 52m
‘Critical’ in Ukraine as wave of Russian missiles causes ...

O 2n
Boy, 2, died from mould in housing authority flat

O 3n
Rishi Sunak admits UK’s reput

NEWS ) WORLD

Evening Standard: Best Pictures of the Day
from around the world

See the best images of the day from around the world
Become a Memwer or
Campaign
Cadbury Introduces Interactive Out-
of-Home Focus for Christmas

EVENTS

Get the very latest news and insight from
Campaign with unrestricted access to
c.ampalgnlive.cn.uk, plus get exclusive
discounts to Campaign events.

0000 |
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BUYAPAPER FUNERALNOTICES JOBS VOUCHERCODES DIRECTORY ADVERTISEWITHUS BOOKANAD MARKETPLACE BUYAPHOTO NEWSLETTERSIGNUP

o
I35,

Chris Moyles' lost six- 120,000 people can send
stone by cutting two things  a free Cadbury chocolate
from his diet bar in the post from today

Strictly stars announce
engagement after
‘surprise’ proposal

Reason people are being
told to put salt i their
milk

Rides, prices, food and
drink at Cardiff's Winter

Wonderland B What's on »
What's on W
eWs b Cadbury

Cadbury's Secret San:
free chocolate bars

€re are 120 000 char ces for People to secr,
e

[T whacson » waesonnews
Cadbury Secret Santa postal service: How to send a free
chocolate bar as 2022 campaign launches

The Cadbury Secret Santa postal service has returned - here's how to locate the posters and send a free chocolate bar to a
loved one

» Christmas shopping

O

CADBURY

Secret
choccie
Santas

is  helping
120,000 people send free
“Secret Santa” chocolate to
loved ones this Christmas.

Choc lovers will need to
keep an eye out for special
posters in over 200 loca-
tions until Christmas Eve.

You then have to scan
the QR code to get involved
to send bars.

Emma Paxton, of
Cadbury, said: "Our much-
loved Secret Santa ritual is
back and this year it's
bigger than ever before.

“We hope our campaign
encourages the nation to
get into the Christmas
spirit and become a Secret
Santa.

I .
Y gift a Cadburys bar completely for free

Rougp reach
" 32 milljo,,



CAMPAIGNUK | CAMPAIGNUS | CAMPAIGNASIA | CAMPAIGN Al

LATEST > CREATIVEWORK > TOP BRANDS & AGENCIES > EXPERIENCES >

TRENDING: CHRISTMAS ADS POWER100 SCHOOL REPORTS 2022 THE KNOWLEDGE

Charlotte Rawlings | How long? |

Cadbury tastes victoryin |
Christmas effectiveness

campaignlive.co.uk, plus get exclusive

c h arts discounts to Campaign events.

Asda's ‘EIf' work, Aldi's 'Home Alone'-inspired film and John Lewis's '‘Beginner' also scored highly.

Gty Cadbury | Secret Santa s o -:’
r ; Watch Later  SShare v

What is Campaign Al?

Our new premium service offering bespoke

Brea kthrﬂ'ugh ‘ monitoring reports for your company.

91.1 ! _

Cadbury has come out on top as the most effective Christmas ad this year following analysis by
WPP research group Kantar.

IMPACT The data analytics and brand consulting company received feedback from more than 3,750 Looking for a new job?
consumers and used facial recognition technology to assess people’s emotional responses to this Get the latest creative jobs in advertising,
year’s Christmas ad fare. media, marketing and digital delivered

directly to your inbox each day.




Be the
entertainment

Be different
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Why TV is at the heart of effectiveness

Brands can’t afford to be dull




The Cost of Dull

ESOV levels of campaigns achieving very large market share growth

14.0%
. M Rational ads M Fame™* ads

(%]
S S 12.0%
‘T N
39 11.8% +7.3% =£9.8m p.a.
S = 10.0%
2 >
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5 ! 8.0%
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> X
2%
> 9
O .
2> 4.0%
L c
k=
o O
E S 2.0%

0.0%
Most Dull Most Interesting

*These are emotional ads that successfully inspire people to share or talk about them

lBA Source: IPA effectiveness databank, 1998-2022 cases




TV’s growing anti-dull role

TV share of budget amongst dull vs. interesting IPA cases

60%
52%
50% 48% 46% 46%
42% - |nteresting
* .
o o campaigns
go 40% 44% 43% 42%
23 38%
G 30% Dull
% 30% campaigns
<
; 20%
|_
10%
0%
2014 2016 2018 2020 2022

6 years ending

Dull is now as much about media choices as creative choices

Ip *Includes BVoD/AVoD Pei.er Fleld
Source: IPA Databank 2010-2022 for profit cases Marketing & Communications Strategy



Profit effects %

35%

30%

25%

20%

15%

10%

5%

0%

TV’s impact on profit

% TV users reporting very large profit effects

31%

29% 28%

23%

32%

2014 2016 2018 2020
6 years ending

Source: IPA Databank 2010-2022 for profit cases

2022

Peter Field
Markeling & Communications Slrmegv




Three TV anti-Dull strengths

1. Attention
2. Emotional clout — driving fame
3. Trust




1. Attention

Dull media are less effective

Peter Field
Marketing & Communications Strategy



Mental availability drives business success

Number of very large business effects

2.5

2.0 -

1.5 -

1.0 -

0.5

0.0

0.6

N

Latest 2020-22 cases

1.7
| I
1 2
Number of very large brand effects reported

Source: IPA Databank, 2020-2022 for-profit cases

3+

Peter Field
Jil"lg & Communications Strcnegv

Marke



The challenge of building mental availability
in the digital age

@ ROBERT BRITTAIN @@ mcmgggce

The Triple Opportunity

of Attention




We know memory starts
to kick in 2.5 seconds.

Relationship between
Active Attention Seconds
and Days in Memory.

Active Attention to Days in Memory

Source: Internal Amplified Intelligence Attention data - gathered from over 40,000 Ad-Views and choice measures

(r=.76,p = < .05)

© Amplified Intelligence



The digital MA building challenge

When ads don’t meet the Attention-Memory Threshold of 2.5
seconds, it’s hard for MA to grow.

20

85% <2.5 seconds
130,000 ad views, 1150 brands

130,000 ad views, 1150 brands

15

10

Active Attention Seconds

== == Attention-Memory Threshold

QLT |

© Amplified Intelligence



Attention decays
FAST on some
formats

’ = vahoo/finance

S&P Futures Dow Futures Nasdaq Futu
4,016.75 32,232.00 12,309.75
+0,30% +0.23% +0.53%

Join AlA Health today. Alﬁ_ﬂ%am o

utures little changed after indexes fail to
ecover from last week
.S. stack futures were flat in extended trading late Monday

bllowing another day of gyrations in equity markets as worries
round persistent levels of inflation and the prospect of an...

© Amplified Intelligence



Fast decay looks
like this.

Lots of active attention
early, then a then a super
fast and steep drop off.

30" Ad

61% viewing actively

B Non%
Passive %
B Active %

3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 7 20 21 22 23 24 25 2 27 28 2 30

© Amplified Intelligence




Slow decay
looks like this.

Active attention is largely
stable across the entire
course of the view.

30" Ad
" ANNNENE RN NN RNRN NN

oy

) 4> VR EXSIRAEN 40% viewing actively

30

S 10 11 12 13 14 15 16 17 18 19 20

i

=)

B Non%
Passive %
B Active %

I

© Amplified Intelligence



This is why each platform has its own Attention Elasticity

The range of attention seconds possible under the conditions of that platform or format.

Attention elasticity forms the attention opportunity for ad creative.
Avg Seconds
Avg Seconds
2
0

Platform D Platform C Platform B Platform A

© 2012 Encyclopaedia Britannica, Inc.

()

Avg Seconds

N
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2
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© Amplified Intelligence



Investment 1n higher attention platforms enables

creative to work more effectively

52%

Adjusted active attention seconds % of campaigns stating a very large impact
(campaign level) on mental availability

" Lower attention platforms [ Higher attention platforms

o ®
AUSTRALIAN ADVERTISING EFFECTIVENESS RULES ° ‘?B;

+65%

Avg # of very large business effects

© Advertising Council Australia 2023



Average active attention seconds

25
22.5
20
15.5

15
10 9.1

5

3.6
3-2 2-8
. . . 1-4 1.0
. ] -

Cinema 30s TV 30s TV 15s YouTube Non-skippable  YouTube Skippable Digital display Instagram Feed Facebook Feed

Sources: Attention data from TVision (TV), Lumen (Digital) latest 2023 data L u I | I __ n T >>>\/ | S | O N Pe'l'er Field

INSIGHTS

Marketing & Communications Strategy



Video media viewing curves

% viewing served ads over time

90%
80% —Facebook feed =—Instagram feed =—=YouTube Skippable =——=YouTube Non-skippable TV 30 sec

(o]
70%
60%
50%
40%
30%

20%

10%

0%
0 1 2 3 4 5 10 20
Seconds viewed at least

Sources: Attention data from TVision (TV), Lumen (Digital) latest 2023 data I I I I | I — I I T >>>\/ | S | O N Pe‘l'er Field
f— INSIGHTS Marketing & Communications Strategy




Today's currency does not reflect attention

Impression CPM average




The cost of attention tells a different story

Attention CPM
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ALL INDIVIDUALS

Attention-weighted share of average
video advertising time per day

What happens if
you (roughly)
attention-weight
video advertising
time per day?

TikTok*

EYouTube*

H Other online video

ECinema

m Broadcaster TV

Source: 2022, Barb / Broadcaster stream data / IPA TouchPoints 2022 / UK Cinema Association / ViewersLogic to model OOH viewing time * YouTube ad time modelled at 4.1% of content time,
TikTok ad time modelled at 3.4% of content time using agency and broadcaster data, Other online modelled at 4% of content time). Attention weighting using Dentsu / Lumen - Attention Economy
study 2022 all audience averages for most popular formats.



2. Emotional clout

Avoiding Dull requires emotional
campaigns and media

Peter Field
Marketing & Communications Strategy



Dullness is defined by less Happiness and Surprise and higher Neutrality

. Contempt 39
. Disgust i 56

65
.Anger

9 Neutral

. Happiness

.Surprise 18
8

Non-Dull (Lowest Moderately Dull (3rd Very Dull (2nd Extremely Dull (Top
quartile Neutral) Quartile Neutral) Quartile Neutral) Quartile Neutral)

Cost of dull: £0bn £1.5bn £3.9bn £8.0bn

SYStemI Average Emotional Response of All Commercial Category UK TV ads

Create with Confidence

(n>29,000) tested in Test Your Ad Premium since 2017. >6700 ads per quartile.
© System1 Group PLC 62



SOV efficiency:
ppts market share growth per 10ppts ESOV

Emotional advertising drives effectiveness

0.8

0.7

0.6

0.5

0.4

0.3

0.2

0.1

0.0

Emotions work much harder

Rational

Source: IPA Databank, 1998-2022 cases

Emotional

Peter Field
Marketing & Communications Strategy



TV boosts effectiveness of emotional campaigns

Effectiveness:
Average number of very large business effects

1.6
1.4
1.2
1.0
0.8
0.6
0.4
0.2
0.0

The more TV the better for emotional advertising

1.5

TV share < median TV share 2 median

TV share of media budget (linear + on demand)

Source: IPA Databank, 2014-2022 cases Peier

Marketing & Commur

Field
nications Strategy



Impact of Emotional Creative on Attention

The double benefit 100 +18%
Of hlgh attentiOn 0 LOW Positive Emotion
media

There is a bigger
from low
emotion to high
emotion, the better
the platform.

Low Emotion
High Attention

Active Attention Seconds

: HIGH - MID . LOW _
. Attention Media . Attention Media : Attention Media -

---------------------- - D I I R --------------©-Amp”ﬁed'lnte"igence

AUSTRALIAN ADVERTISING EFFECTIVENESS RULES



3. Trust

Dull is bad for trust

Pefer Field
Marketing & Communications Strategy



% Reporting very large profit growth

IPA

The link between trust and profit has

50%

40%

30%

20%

10%

0%

grown especially strongly

% cases with strong trust growth reporting strong profit growth

2008 2010 2012 2014 2016 2018 2020 2022
6 years ending

Base: IPA Databank 2004-2022 for profit cases reporting very large trust improvements NB: insufficient data prior to 2008 Pe-l-er Field
MCITKG"!‘IQ & Communications Stralegy



Dull is very bad for building trust

15 0% ESOV levels of campaigns achieving very large brand trust effects

13.3% “ +26.2% = £35m p.a.

10.0%

SOV minus SOM)

5.0%
MW Rational ads

0.0%

B Fame* ads
-5.0%

-10.0%

Average ESQV levels reported by campaigns

reporting VL brand fx (ESOV

-15.0% .
Most Dull Most Interesting

*These are emotional ads that successfully inspire people to share or talk about them

lBA Base: IPA effectiveness databank, 1998-2022 cases




TV is one of the trusted media

4.0 - M Created trust effects H Did not create trust effects

-6.6

Budget allocation to channels versus average of all
%

v Search All online display Press Radio Non-social video*  Social Video* All Social All online video*

Channels

Ip Source: IPA Databank 2014-2022 for profit cases *data available from 2016 Pei'er Fleld
Markeling & Communications Slrmegv




The threat to trusted media

190 Publisher vs. non-publisher media investment as a % of UK GDP

—Publisher media as a % of GDP —Non-publisher media as a % of GDP

1.0%

0.8%

0.6%

0.4%

0.2%

0.0%
2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023(f) 2024(f)

Source: AA/ WARC / ONS




How much TV is good for us?

Far more than dull campaigns spend

Peter Field
Markeling & Commun[cqﬂons Slrcnegy



The most profitable campaigns spend 50%
of their budget on TV

Profit growth vs. TV share of budget
2 Peak at ~50% TV

1.8
1.6
1.4

1.2

1

0.8

0.6

Scale of profit effect*

0.4

0.2

0

0 10 20 30 40 50 60 70 80 90 100

lBA TV share of media budget % Peter Field

Source : IPA Databank 2014-2022 for profit cases *4-point scale




Keeping TV at the heart of effectiveness

1. High sustained attention levels for ads to build brands
— Increasingly on-demand and targetable
— Not an extension of dull performance marketing

2. An entertaining medium where entertaining ads thrive
— Maximum benefits of non-dull advertising

3. A safe trustworthy medium where ads are trusted
— Publisher media virtues

A unique ability to make great sales, margin and profit growth
happen

Thank you [EET=F

ations Strategy
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facebook

Putting a

number on
media’s X BV
factor g — =il M

first.

Check out

Richard Kirk

Joint Chief Strategy Officer,
EssenceMediacom UK




Another first principle.

Media has no
fixed value

Checkin
first.
Check out
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edia planners
have a single
job to do
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| view of media
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How we think about quality is very mechanical

% SALES UPLIFT

SPEND EM

—TV — Print

—CRM Paid Seach
— Affikates/ AgQrogators — Onlime Display
=—=YouTube VOD Soial

Reach and cost

Viewability
Wastage / accuracy
Competitor spend
Attention
Contextual relevance
Dwell time

Signal strength

= > Weak relationship — —

—

—_—

Trial
Reperioire

Main brand

Stronger brands

f

-~
—



Media has an “x-factor” - but is it quantifiable and Is
it built into current prices?




@ media
R 6 research
group

MRG Awards 2021 Media
Winner AWARDS
f campaign

So we revisited it in 2023

We created a

fictional new brand

We created product descriptions for

Jlcalegorics Grocery retail Telco

) . T N ( ;i

o)
Newsbrands Social media Newsbrands Social media

-
Gy

i
- L

- - - - ; < :
9 media descriptions varied across : %’ > g >
scenarios ] ]

Radio Content creators Video sharing Radio

Content creators Video sharing

sites sites
= 8 || e 8 -
\_ Y, (alalals] nNnNN
k Cinema

Podcasts Outdoor j \Cinema Podcasts Outdoor )




This research was incredibly well received

@ media
ha research
group

Media

PART OF

MRG Awards 2021
Winner

AWARDS
campaign

OPINION

The power of costly
sighalling: Why you should
build huge and beautiful
campaigns

Adbvertising is like a mating ritual — impressive displays are more
effective — which means consumers need to see what you’re
spending on media and creative.

By Richard Shotton & Will Hanmer-Lloyd | 27 Oct 2022 Share this article L 'F in



Our technique strips away all factors but media

TIXE as mobile and broadband provider - launched as videos and posts
from online content creators

Product Proposition

(constant within category)

-

TIXE is the new flexible mobile and broadband provider
dedicated to making it easier for you to stay in touch

No one cares more about their customers than TIXE. Our
fully flexible mobile plans put you in control - change your
phone and plan when it suits you and roll over all your
unused data. Love gaming? Streaming movies? Online
shopping? Or even catching up with work? Our unlimited
broadband can handle anything you throw at it.

TIXE: no limits mobile and broadband

~

Advertising Description

(varies within category)

-

TIXE must decide where to advertise. TIXE will launch with
an advertising campaign that will appear exclusively as
videos and posts from online content creators.* The
advertising campaign will run for 3 months

~

* varies



Producing real metrics non-marketers instinctively
understand are important

‘Fitness' Signals ‘Social’ Signals
Financial Social
Strength (( ( Acceptance
Confidence Common
(in the product) Kn OWl e d ge
Quality )))) Promise



As in 2020, we see that media channels each have
varying levels of signal strength

Fitness Social
Signal Signal

L4% 46%
40%
36%

42%

35%  35%  34% %
W % Wy g, S o

23%

=  NnNnn : ;za Q =

alninin

nNnN
nNnNN

Base: UK adults (n=2,751)
Cell comparison c. n=308 per cell



Very little change in 3 years hints at the enduring
nature of media signal strength ‘

This is stability in the media landscape you can cling to

m 2020 = 2023

‘eg. Youlube” ‘eg. Youlube & Tiktok”

\ /

33%  33% 3%
I 29%

==

\V
-
i

|:|III

Source: Signalling Success Thinkbox/House51 2020, Signalling Success 2 EssenceMediacom/Burst Your Bubble 2023
Base: 2020 c.n=609 per cell, 2023 c.n=308 per cell



Cinema, news and TV dominate across age groups.
Stature matters even to younger audiences

Fithess

Signal

4L0%4 /
34%

56%
42/037740% W% 40
33537
28/29/ 29%979, 2% _ 27% .
26% 265 %
I I I I I Im2 I 25/I

NEWS o
AN =[ | —= E’a
NNAN

Base: UK adults (n=2,751)
Cell comparison c. n=308 per cell, 16-24 (n=50 per cell), 16-34 (c.n=99 per cell), 35-54 (c.n=104 per cell), 55+ (c.n=112 per cell)



There is no one-size-fits-all media channel, and
nothing ‘new currently surpasses ‘old

Creators are not a cure-all for the woes of TV

wity  OLY wiy  CIE3lors

i i financial
trust financial strength trust

strength
) successful confidence
successful confidence
popularity well known
popularity well known
— — —
16-24 All 55+

Base: UK adults (n=2,751)
Cell comparison c. n=308 per cell, 16-24 (n=50 per cell)

wv - gIinema

trust financial strength
successful confidence
popularity well known



The first ever view of media price and reach
alongside a holistic quality metric

Signal strength: Strong

The attention blind spot

Influencers

Cinema
Active Attention: Hgh

Radio

YT ski
P Podcast YT-30CTV Size of bubble = weekly reach

Social in-feed YT non-skip 20
All data vs UK Al Adult Audience

CPM<£5 CPM £5<£10

CPM £10<£20 ‘ CPM £20+

Attention data: Amplified, Lumen :: Signal Strength, Thinkbox, EM
Bubble Size: PamCo, BARB, UKOM, ROUTE, RAJAR, Ofcom :: Pricing: EM



People’s estimate of media price drives signal
strength (brand building potential) for each channel

But media pricing is not taking this into account
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media price estimate media price estimate media price actual vs
vs media price actual  vs signal strength signal strength

Source: Signalling Success Thinkbox/House51 2020, Signalling Success 2 EssenceMediacom/Burst Your Bubble 2023
Base: 2020 c.n=609 per cell, 2023 c.n=308 per cell



Different formats in the same channel offer very different value
propositions in terms of brand building potential

Perceived cost index
Format B ( ) /‘\ormat A
ormat C
Format E
Format D
Actual CPM
. tF Format G ® Fprmat H
orm;. ® Format | ® Format)J
Format K

Popular digital ad formats
UK All Adult responses

EssenceMediacom UK Survey, May 2024, n = 1002



Thank you!

Richard Kirk

Joint Chief Strategy Officer,
EssenceMediacom UK
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TV’s future is:

Increased TV-quality reach potential
Transition & transformation

Advanced capability lower down the funnel

thinkbox’
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The world of TV has expanded

TV-set viewing time by platform (All Adults)

2015 540,
2.1%

= SVOD
3hrs 46 mins = BVOD
PER DAY
= Linear TV

Source: Barb / Touchpoints

2023

3hrs 34 mins

PER DAY

0.1%
0.2%
0.4%

YouTube

= Other AVOD/SVOD
Apple TV+

= Paramount +
Amazon

= Disney+

= Netflix

= Broadcaster VOD

mLinear TV




VOD remains in a rapid growth phase
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Source: Barb, All Adults, TV set viewing




Ad-supported TV is increasing

% of all viewing to TV content

All Adults = Ad supported = Ad free

16-34s m Ad supported = Ad free

Source: Barb — TV set viewing (Jan to July 2024 Vs Jan to July 2023)




Reach potential in ad-supported TV is increasing

AVE MINS OF AV ADVERTISING WATCHED PER DAY
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60%
H Youtube
50% .
SVOD ad tiers (est)
40% Commercial BVOD
30% m Commercial Linear
20%
10%
0%

nghtes’f 10% TV Set viewers split into ten groups based on weight of viewing Heaviest 10%
(Circa. 4.7m viewers per group)

% DISTRIBUTION OF VIEWING BY PLATFORM

Source: Barb — July 2024, Adults, TV set viewing, deciles ranked on weight of viewing to TV Set viewing (linear, BVOD, SVOD, and video-sharing)







The UK is ready for IP TV

100%
> 300 Mbit/s
m > 100 Mbit/s
m > 30 Mbit/s
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Source: OFCOM




Two strong signals from the TV companies on an IP future
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We know TV is highly effective

Full profit volume & profit ROI

8.00 Bubble size represents % of full profit volume
’ Overall Full Profit ROI: £4.11
7.00 Print, 4.8% TV (Linear + BVOD), 54.7%
6.00 Audio, 6.9%
5.00

Online Video, 3.4%

4.00 ‘

3.00 G OOH, 3.1% ’

Paid Social, 9.4%

Generic PPC, 14.6%

Profit ROI (£)

2.00 | Cinema, 0.3% , ,
Online Display, 2.9%

1.00

0.00
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

% of Spend

Source: Profit Ability 2, April 2024 — Short term benchmarks: Ebiquity, EssenceMediacom, Gain Theory, Mindshare, Wavemaker UK.
Long Term Multipliers: EssenceMediacom, Gain Theory, Mindshare, Wavemaker UK




1st party data signals can significantly increase efficiency

Financial services Full effects

Bubble size represents % of full profit volume
Financial Services Full Profit ROI: £1.95
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Print, 2% Paid Social, 8%
1.00 Audio. 2°
udio, 2% Linear TV, 34%
0.50 ) Online Display, 1%
Online Video, 0%
0.00
0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

% of Spend

Source: Profit Ability 2, Financial services (21 brands)




Lower funnel initiatives

Retail partnerships

Search behaviour targeting
Transaction-led insight

Lead generation & customer engagement
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The Long and the
Short of It

Balancing Short and Long-Torm Marketing Strategios
Lo Biret, Hoad of Efectivanges, sdarmlee DDE
Potor Flald, Marlating Oomnsuliang
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Summary

TV-quality reach potential is increasing — TV _— R
budgets should increase too e & \

TV is in the process of transitioning to an IP
delivered world

TV will increasingly offer the best of both worlds
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LANTERN

A cross-broadcaster collaboration to build
a multi-outcome measurement panel
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Victoria Appleby Sameer Modha, Karin Seymour,
Head of Sales (London), Measurement Innovation Client and Marketing Director,
Channel 4 Controller, ITV. Sky Media
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We know TV is highly effective

Full profit volume & profit ROI

8.00 Bubble size represents % of full profit volume
’ Overall Full Profit ROI: £4.11
7.00 Print, 4.8% TV (Linear + BVOD), 54.7%
6.00 Audio, 6.9%
5.00

Online Video, 3.4%

4.00 ‘

3.00 G OOH, 3.1% ’

Paid Social, 9.4%

Generic PPC, 14.6%

Profit ROI (£)

2.00 | Cinema, 0.3% , ,
Online Display, 2.9%

1.00

0.00
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

% of Spend

Source: Profit Ability 2, April 2024 — Short term benchmarks: Ebiquity, EssenceMediacom, Gain Theory, Mindshare, Wavemaker UK.
Long Term Multipliers: EssenceMediacom, Gain Theory, Mindshare, Wavemaker UK




Immediate payback not exclusive to ‘performance’ media

Generic PPC
Linear TV
Paid Social
Audio

BVOD

Online Display
Print

Online video
OCOH

Cinema

0% 5% 10% 15% 20% 25% 30% 35%
% immediate profit driven

Source: Profit Ability 2, April 2024 — Short term benchmarks: Ebiquity, EssenceMediacom, Gain Theory, Mindshare, Wavemaker UK.
Immediate contribution = the same week of advertising exposure




TV’s carry-over effects are unrivalled

Linear TV
Generic PPC
Paid Social
Audio

BVOD

Print

Online Display
Online video

OOH

Cinema

5% 10% 15% 20% 25% 30% 35% 40%
% Immediate + Carryover effect driven

o
X

mImmediate mCarryover

Source: Profit Ability 2, April 2024 — Short term benchmarks: Ebiquity, EssenceMediacom, Gain Theory, Mindshare, Wavemaker UK. Immediate contribution = the same week of advertising exposure.
Carryover contribution = the contribution within 13 weeks of ad exposure










What the broadcaster panel will help us understand

- Measurement of TV’s impact on onlineehaviouralmetrics

- e.g. web traffic, searches, apps, social
- Insight at category, brand, or campaign level

- Impact of different audiences, campaign shapes and sizes

- New measures of lift and changean-share

POWERED BY thinkbox'.



If you want to go fast,
go alone.
If you want to go further,

go together.




ATOTAL TV ANSWER
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- More advertisers, more campaigns

- Access for advertisers

- Industry and category benchmarks

L“. i.tN Slq POWERED BY thinkbox'.



Building a multi-outcome
measurement panel

To illuminate the range of business
impacts TV has on brands
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100,000 x 100,000 = 3577
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