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Consumption falling?

SO NOBODY READS
NEWS ANYMOR
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Show of hands

( O

How many people have read a newspaper
today? &]
- THE =
How many people feel up to date with the ! {J HU lﬁ)lol\g(.l’. TON
news?

. = : Question for a gift: what is the oldest faCEbOOk.
) English language daily newspaper still in
K publication? /

How many people have listened to a CD in A
the last week? CiTunes

How many people have listened to music on SpO’ﬂw |
any format in the last week?
Question for a gift: which band released the
first ever CD globally?

" / TESCO

/ How many people have watched a DVD% N E T I: I- | K

the last week?
How many people have watched a movie / ama;on %}@

show on any format in the last week? on demand

'S

Grooveshark

Question for a gift: which film was first

K released on a DVD? / sm specificmedia"




Consumption fragmenting...
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The UK Consumer

Population
61.8 million

Over 45% of all
time spent
onlineincludes
exposure to
video

41.8 million
users
online

35.5 million
users watch
video online
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How and why is this happening?

TECHNOLOGY

CONSUMERS

)
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’
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Content Is consumed In the traditional TV domain

HOME97.4%
WORK13.1%
COMMUTEL2.7%

Morning
Lunch Break
Afternoon
Evening

<1HR/WEEK4.2%
> 1 HR / WEE&58% ——\\eekday ==—Weekend

HEAVY WEIGHT OF VIEWING, |

EVENINGS AND AT HOMEGITAL HA
INVADED THE LIVING RC

ST specific

Source: Specific Media Research, 1,000 samptding March 2011



Content consumption is mainstream

Full Length TV Shoy 56%
Music Video

News

Movie Trailer / Preview

Sports

TV Show Clig

Movie Clip
Full Length Movie
uGC

How To Guide

Retail / Commerce

Business

Source: Specific Media Research, 1,000 sanmipt#yng March 2011
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Mindset is differentto TV

Online Viewing: TV Viewing:

B Passive ® Active B Passive B Active

ONLINE CONTENT VIEWING IS DIFF
TO TV VIEWINGA DIFFERENT U
EXPERIENCE WITH DIFFERENT MOTI

SITI

Source: Specific Media Research, 1,000 samptduna March 2011
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This Is why online experience is different

TV ONLINE CONTENT

Watch With Family
Habit
Watch With Others

CONTROL AND CHOICE COMBINE
THE ABILITY TO INTERACT TO CF
RICH, INVOLVING USER EXPEF

SITI

Source: Specific Media Research, 1,000 samptduna March 2011
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Involving, Participatory, Engaging

Participatory /7 Choice 4R Engaging

Involving Interactive Situation

§"| specificmedia”

Source: Specific Media Research, 1,000 samptduna March 2011



“Hello Video”

“Hj Display”

UNIQUE USER EXPERIENCE ALLIED
TARGETING POTENTIAL OF ONLINE C
A PERFECT STORM FOR ADVER
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Video works with Display and TV

Ad Combinations % of brand recall

TV + Display + RM + Video

TV + Video Only

TV + Rich Media Only

TV + Standard Display Only 3900

TV only 35%

D SourceNielsen,Based on online ad exposure in 30 days prior to TV ad exposure
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Data bring the consumer alive
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Combine the TV brand experience with digital data

FOR THE FACTS drin 0. UK facebook.com/fosters

USING TRADITIONAL TV ROUTE TO
IS RESTRICTED IN ITS OFF
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Combine the TV brand experience with digital data

F racevoo | e [ELEESTSE M cotect it hegh=1o0%>gaam

TAKE EXISITNG BRAND EXPERIEN
COMBINE IT WITH RICH DATA LED |
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What is the best way to evaluate effectiveness?

filyrecipes

Search 50,000+ delicious, kitchen-tested recipes Recipe File Communi = Sweepstakes =« Grocery Coupons

# | Recipes | Quick&Easy | Menus& Parties | Healthy Diet | How-To | Kids | OscarParties | Diabetes

Friday Specials My Recipe File
. » Saved Recipes » Add Your Recipes
» Shopping Lists P Create a Menu
P Sign T » Sign Up Today!
Dinner Tonight g B RS
Sausage, Pepper, and () SUBSCRIBE TO OUR NEWSLETTERS
Onion Pizza

Tequila Bar Happy Hour
Party

The Truth About Diabetic
Diets

The Ultimate Guide to
Your Next Girls' Night In

SHOULD WE MEASURE THE CLIC

BECAUSE WE CAN...IS THERE
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Talk the language marketers talk

0

Source: Bain and Company

Likebhood to v Chick Mizczoge Time sp=nt
n:wnn:nes-s recommend ’ E1|1rn-l.|g|1 ossociation an page :
Furchoss Forvarabify = Recall = Uniigue: Ad Inb=rochion Engogement
intend E : visitors impressions! views rate fime
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Six of the seven brand attributes measured in the research saw a
positive uplift when comparing those exposed to the digital activity
for Nissan Juke to those who had not seen the actiyitycluding

efficiency, lifestyle and urban

Efficient

Fits my lifestyle
A car for the city

A car | would want to drive

A fun experience

An affordable drive

Innovative

® Exposed M Unexposed

Research conducted by Survey Interactive across the Spec
Media Network using a test / control methodology amongs
111 respondents. Research conducted 110" April 2011.
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Evaluation and planning examples

y 63%
. Nderex
Pose
Optimise Frequency d
0%
36%
: 31%
Effective Frequency PGS e heaw
M Medium
129 M Light
7%
100% 11%
0,
90% 5% 506
80% h
0/ v 1
70*0 )
.63 23
% 4-9
:g“ 10+
40%
30%
200, Simulated Media Impact
1 0; TV 0..300%/OD 1086
. 8.0% -
% <
Week1?34.5'6789 S 6.0%- /
mm’; OTS wastage® === people averexposed 8 _——
o TV &
£ 4.0% - Y o)
8
. ? 20% 4 L OT\{
Investment / ROI Analysis = +eiom —
0.0% T T )
0 500 1000 1500
GRPs
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The opportunity for online

2009 U.S. Measured Media Spend
$147 Billion

[=]
£
o
63% E
0
@
5 2
(& ]
37% § %
o

Source: Barclays, ThinkEquity Partners, Brand.net, 2009

2009 U.S. Online Media Spend
$24 Billion

6% of
branding
dollars

30% of direct

response
dollars
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Evolution of the television

MacBook Air
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fiiyrecipes

Search 50,000+ delicious, kitchen-tested recipes K « My Recipe File « Community -« Sweepstakes « Grocery Coupons

/ﬁ\ Recipes Quick & Easy Menus & Parties Healthy Diet How-To Kids Oscar Parties Diabetes

Friday Specials My Recipe File
) P Saved Recipes » Add Your Recipes

» Shopping Lists P Create a Menu
P SignI b si Today!

Dinner Tonight g gn Up ay!

Sausage, Pepper, and 2 SUBSCRIBE TO OUR NEWSLETTERS

Onion Pim agverizement

Tequila Bar Happy Hour

Party

The Truth About Diabetic

Diets

The Ultimate Guide to

Your Next Girls' Night In
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Online welcomes brands

2011: VIDEO + DISPLAY + D/

CONSUMER = WELCOME BRANDS C
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