iab.

Digital Trends 2016:
Consumer Usage, Ad Revenue and Impact

Questions?
Kristina Sruoginis

IAB Research Director
Kristina@IAB.com



mailto:Kristina@IAB.com

Digital Usage Trends: Topline Executive Summary

- 257 million Americans accessed the internet via computer or mobile device in December 2016, spending
1.5 trillion minutes online.

- Overall digital ad revenue grew 22% over the year to reach $72.5 billion in 2016.

«  The number of internet users on computers, smartphones or tablets is relatively flat at -1% while the amount of
time spent online has grown slightly by 3%.

« The top 5 properties visited on any device via app or site visitors are Google, Facebook, Yahoo, Microsoft and
Amazon.

* Internet advertising influences purchase decisions ranging from Electronics to Clothing, CPG, Auto and Finance.
39% of US adults are influenced by internet ads for Electronics.

* The shift to mobile continues: 69% of time spent online is on a mobile device. (12/16: 1 trillion mobile minutes)
- Ad dollars are now following: 51% of digital ad revenue for 2016 is from mobile advertising. (2016: $36B mobile ads)

* Most consumers (78%) use both desktop and mobile to access the internet while those who only use a computer
(10%) skew older and those who only use a mobile device (12%) skew younger.
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Digital Usage Trends: Detailed Summary Points

Top Categories by Device:

* 9in 10 users visited the top categories in Dec.: Entertainment, Services, Portals, Search, Social, News, Retail but
spent the bulk of their time on Entertainment, Services and Social Media.

- Most time spent on top categories is on a mobile device with the exception of Portals and Email which are
primarily accessed using computers.

* Most visited properties are similar on desktop as on mobile, but time spent differs.

Mobile Apps vs. Web:
*  More mobile time is spent on apps (86%) than mobile web (14%), smartphones (85%) than tablets (15%).

« Time spent in apps differs from time spent on mobile web: Top apps include 3 streaming Audio apps, top mobile
web sites include TV networks, Portals and Retail.

«  While roughly two-thirds say they download apps, less than half pay for them, creating mobile ad opportunities.

Digital Video:
* Video ad revenue is up 53% over the year to $9.1 Billion in 2016, $4.2 Billion of which is mobile video ad dollars.

« 232 million Americans streamed 42 billion videos and 31 billion video ads for a total of 162 billion minutes in Dec.

*  While equal numbers of men and women stream video, men are more likely to watch more videos for longer.

o
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Digital Usage Trends: Detailed Summary Points

Digital Video:

* Google, Facebook and Yahoo are the top 3 video sites on computers in terms of number of people streaming and
number of videos streamed. Google, Netflix and Yahoo are the Top 3 in time spent streaming video.

Music and Audio:
- Digital audio ad revenue has grown to $1.1 billion, with 80% of that revenue from mobile.

* Nearly 200 million consumers, or 77% of the US population, visited entertainment music properties on computers
or mobile devices, apps or sites, in December.

- Consumers spent 220 million minutes on music across devices in December: Streaming music is primarily
accessed on mobile while music videos are primarily accessed on computers.

News:
- Elections coverage resulted in dramatic growth in both visitors and time spent on News and Political sites in
2016.

Social Media:

- 9 out of 10 internet users access social media at least once a month and 4 out of the top 10 mobile apps (by
number of visitors) are social media apps.

« Social media influences purchase decisions especially in Electronics.
- As aresult, social media ad revenue has grown 50% to $16.3B in 2016. o I
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The Big Picture: Online Advertising Revenue Continues Its

Incredible Growth

Quarterly revenue growth trends 1996-2016 ($ billions)
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Quarterly Online Ad Revenue Comparisons — Q1 2010 — Q4 2016
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6 Source: IAB Full Year and Q4 2016 Internet Advertising Revenue Report
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Full Year 2016 Digital Ad Revenue Has Grown by Double Digits

from the 2015 to $72.5 Billion

Digital Ad Revenue Growth (FY 2015 vs. FY 2016)
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Source: IAB Full Year and Q4 2016 Internet Advertising Revenue Report
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257 Million Americans Access the Internet Monthly

on Computers or Mobile Devices

©® The total audience accessing the internet via computer or mobile device is 257 million monthly visitors (or 80%
of the US population of 323M*).

Monthly Unigue Visitors (000), Dec 2015 — Dec 2016
(of any site or app via computer or mobile device)

Total Unduplicated Internet Audience e s

Computer and Mobile

-

260,182 !

257,101 === Total Unduplicated
Internet Audience

Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16

Effective with January 2016 data, the comScore audience product suite (Media Metrix MP, Media Metrix, Video Metrix, Mobile Metrix) underwent methodology and processing enhancements affecting all markets and all audience products.

ComScore US Media Metrix Multi-Platform Dec. 2015 to Dec. 2016, Total Unduplicated Internet Audience.
*US Census Bureau estimates US population to be 323M as of most recent figures on July 2016. o
iab.
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Time Spent Online Via Computer or Mobile Device Has Grown Slightly

® Users spend roughly 1.5 trillion minutes per month online

Monthly Total Minutes (MM) Dec 2015 — Dec 2016 % Change
(of any site, stream or app via computer or mobile device) 12/15 - 12/16

Total Minutes (MM)

) i

0
1,498,667 3%
~
~

1,448,481

Total Minutes (MM)

Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16

Source: ComScore US Media Metrix Multi-Platform Dec. 2015 to Dec. 2016 ®
Effective with January 2016 data, the comScore audience product suite (Media Metrix MP, Media Metrix, Video Metrix, Mobile Metrix) underwent methodology and processing enhancements affecting all markets and all audience products. Ia
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Monthly Internet Usage Summary

257 Million Users 1.5 Trillion 711 Billion
Access the Minutes Views

Internet Monthly Spent of Pages, Videos or Apps
on Computers or Online Monthly Monthly

Mgnbs'iltgse)re;’égses on Computers or on Computers or
(in Dec. 2016) Mobile Devices Mobile Devices
on sites or apps on sites or apps

(in Dec. 2016) (in Dec. 2016)

Source: ComScore US Media Metrix Multi-Platform Dec. 2016 o I
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Desktop and Mobile Usage Patterns
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Most Consumers Use Both Desktop and Mobile to Access the Internet

® Those Who ONLY Use Computers to Access the Internet Skew Older
® Those Who ONLY Use Mobile to Access the Internet Skew Younger

o (10 ]
Mobile Only Users

Desktop Only Users : -
Total Unique Visitors

Desktop Only

28%
= Mobile Only
12%
W ASS+ ML = Both Desktop 25%
and Mobile
A35-54 71800
21% Use Both Desktop
and Mobile Devices
Desktop Only Users Mobile Only Users

Composition of Total Monthly Unique Visitors Who Only Use Desktop, Mobile

ComScore Multi-Platform Dec. 2016. Total Audience, Home and Work. Desktop. Mobile. o
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However, Most of the Time They Spend Online Tends to be on a

Mobile Device

® Over two-thirds of all internet time is spent on a mobile device
® The share of time spent online using a mobile device continues to grow, up from 65% a year ago

Time Spent Online by Device

Monthly Online Minutes, Dec. 2016
On Desktop, Tablet or Smartphone (Mobile Browser or Apps)

69%

ComScore US Media Metrix Multi-Platform, Dec '16, Total Internet Time Spent

[ ]
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Time Spent Online Is Further Shifting to Smartphones

® While users continue to spend more time online overall (up 3%), most of that growth is driven by consumers on smartphones
® Time spent online on smartphones is up 10%

Total
Total Minutes: Digital and Mobile Audience Trend Minutes
Total Minutes (Monthly Minutes Spent Online (MM), Dec. 2015 — Dec. 2016) Total Minutes 3%
1.45T (Mobile Includes Browser and Apps) 1.48T
11% Total Tablet Minutes 10%
Tablet
-3%

D O Total Smartphone Minutes

O Total Computer Minutes

Computer

-8%

Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16

Effective with January 2016 data, the comScore audience product suite (Media Metrix MP, Media Metrix, Video Metrix, Mobile Metrix) underwent methodology and processing enhancements affecting all markets and all audience products.

Source: comScore US Media Metrix Multi-Platform, Dec '15— Dec 16, Total Internet Time Spent (MM) P
iab.
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Consumer Use of Mobile is Reflected in Ad Revenue:

Mobile Now Accounts for Over Half of All 2016 Digital Ad Revenue

Mobile as a Percentage of Digital Ad Revenue Growth
(Full Year 2015 vs. Full Year 2016)

$80
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Source: IAB Full Year and Q4 2016 Internet Advertising Revenue Report e b
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Mobile Advertising Revenue is Catching Up to Consumer Usage

But Still Has Room for Growth

Mobile as a Percent of Digital
Time Spent vs. Ad Revenue

Media Time: 0:00 Ad Dollars: $$

31%

——————————— " = Desktop

m Mobile

[0

Time Spent Online on Mobile Mobile Ad Revenue
Devices
Dec. ‘16 Full Year 2016

]
ComScore US Media Metrix Multi-Platform, Dec '16, Total Internet Time Spent (MM) I q
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IAB Digital Usage Trend Report

Top Categories and Sites
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Top Categories are Visited by Nearly All Internet Users Monthly

® 257 Million consumers accessed the internet in the month of December
® The vast majority visited sites or apps for activities ranging from entertainment to social media to shopping

m % of Total Internet Population
Who Visited a Site or App in Category in Dec. 2016

100%
100% 70/0 97 % — .
92% 1 /0 1 /0 87% 87% 8304

79%  76%
50% I I I I I
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Top Categories by Unique Visitors as a % of Total Online
Monthly Total Unique Visitors/Viewers (000), Dec 2016

(to any site or app via computer or mobile device)
comScore US Media Metrix Multi-Platform, Dec "16, Total Unduplicated Internet Audience
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Most Time Online is Spent with Entertainment, Services, Social Media

Top Cateqories by Time Spent on Any Device

Monthly Minutes (MM), Dec 2016
(to any site or app via computer or mobile device)
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o
comScore US Media Metrix Multi-Platform, Dec "16, Total Unduplicated Internet Audience, Total Minutes
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Impact of Digital: Internet Advertising Influences Purchase

Decisions

® 39% of US adults say their electronics purchases are influenced by internet advertising

% Who Say Their Purchases are Influenced by Internet Advertising
(in the Following Verticals)

39%

32%

23% 23% 23%

22%
19%
18% o
16%
Electronics Clothing Dining Out Grocery Home Improvement Car/Truck Telecom Services Financial Medicines
(Food/ Services/Insurance
Cleaning/
Beauty)

Prosper Insights, Media Behavior and Insights data, Jan. 2017. n=16,644 US Adults 18+
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Most Top Categories by Time Spent Online

Are Accessed Primarily from Mobile Devices

Top Categories by Time Spent on Device

Monthly Minutes, Dec 2016
(to any site or app viacomputer or mobile device)
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m % Computer
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comScore US Media Metrix Multi-Platform, Dec "16, Total Unduplicated Internet Audience, Total Minutes o
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Top 25 Properties with the Most Visitors Accessed by Computer or Mobile

by Unduplicated Monthly Unique Visitors

* News sites had more monthly visitors leading up to the elections and continuing afterwards

300,000 . .
| Total Unduplicated Internet Audience
257,101 Monthly Unigue Visitors (000), Dec 2016
250,000 - 246,699 (to_any site or app via computer or mobile device)
209,121
206,389
200,000 +— 190,235
189,003 163,060
156,593
4 164,821 .
150,000 153,289
128,767 113252 112,914 105,152
100.000 _ 104,953 94,862
, 104,659 94638 M mm
91,798 89,822
50,000 -
O .
Q@ @ F P @ & & D o ¢ 9 > & & > & * $ N & @ X @
F & & & &L @QQ/\\‘QQ}\Q \$'°\>’\6 @Q&Q’&‘{\Q@é}
N @ & & v R & F Q@ © & NS
® ¥ QQ Q§ QQ)
X N
% Change in Monthly Unigue Visitors (000) of Total Unduplicated Internet Audience
Dec. 2016 vs. Dec. 2015 420
30% B
from a year ago 8% 0 o 12% 5 0% B
6% 0 8% 8%
Decline 1% 0 o% 1% 1% 6% 1%
0 3% 19
-10, -10, - - _
1% -1% 40, 1% o, I 6 _.7% _9.00 _1.0% 1%

-14%
comScore US Media Metrix Multi-Platform, Dec '15 — Dec '16, Total Unduplicated Internet Audience, Monthly Unique Visitors (000)
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Slight Differences Between Top 10 Most Visited Sites

Accessed by Computer vs. Mobile Device
by Unique Visitors

231,892 Top Sites i
T
222,601 Accessed by Computer Top Sites

Accessed by Mobile

by Unigue Visitors (000) Dec. 2016

by Unigue Visitors (000) Dec. 2016

a 195,223
Computer 184.3%79,876 Mobile
153,509
152,685 154,787 D
| 1 AA R1 2] —— |
137 081325 60
115,635 t21 6817 439 - 325
| 80,981 99
80,813 93,
76i55 I
. & N

@ & S W &\Q\ @ & P N N
<8 5 & T Ve & 8° o 8
. NS

°§’ f§°° %& <& Q@Q QQ’\ N & @ & & 5 & gb“’ & & »QQ\ %% »\Q

¥ © ¢ S s &y NI
AN TR & e F X )
Dec. 2015 Rank Dec. 2015 Rank
#1 #4 #2 #3 #5 #7 #8 #6 #14 | #24 #1 #2 #3 #4 #6 #8 #5 #9 #12 | #10

comScore US Media Metrix (Desktop only), Mobile Metrix, Dec *16, Unique Monthly Visitors (000) ®
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More Apparent Differences in Top 10 Sites by Time Spent Online by Device

After Google and Facebook, most computer time online is spent on portals, retail and TV/video streaming sites

After Facebook and Google, most mobile time is spent streaming music, video, accessing apps and retail

—

463,814 pm Top Properties 1,034,854 Top Properties
95,022 Accessed by Computer 186 065 Accessed by Mobile
by Minutes Spent (MM) on Site, Dec. 2016 by Minutes Spent (MM) on Site/App, Dec. 2016
i g 147,787 _ .
com puter vVioplle
L 48,034
89,650
31,804
| 21,987 41
17,430 4189136 200
7,412 6. 644 22, 25115 228
14,96
l . s 242 3,099 12956,
. | =1 l ]
N o NG o . % o \) N} o
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Dec. 2015 Rank
#1 #2 #3 #5 #4 #6 H#H7 #8 #9 #13

comScore US Media Metrix (Desktop only), Mobile Metrix, Dec '16, Minutes Spent Online (MM)
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Mobile Advertising Revenue Growth:

Mobile Revenue is Over 10x Larger Than It Was 5 Years Ago

US Mobile Ad Revenue ($ Billions)

Full Year, Half Year and % YoY Growth $36.6
m 1st Half Year m 2nd Half Year
% $20.7
c
O
— Growth
m FY: 77%
B $12.4 1HY: 89%
Growth
FY: 66%
$7'1 Growth s
FY: 76%
—— $3.4 =« Growth YO 1HY: 75%
FY: 110%
j 1HY: 145%

FY'12 FY '13 FY '14 FY '15 FY'16

Note: Full Year totals accurately reflect the sum of Half Year totals as rounded to two decimal places.
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Number of Mobile Unique Visitors is Steady

% Change

Mobile Monthly Unique Visitors (000), Dec 2015 — Dec 2016 12/15-12/16
(to any site or app via smartphone or tablet)

[10]

,
193,951 195,223

Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16

Source: comScore US Mobile Metrix Dec '15 - Dec '16, Total Unique Visitors on Smartphone or Tablet, Site or App. P
Effective with January 2016 data, the comScore audience product suite (Media Metrix MP, Media Metrix, Video Metrix, Mobile Metrix) underwent methodology and processing enhancements affecting all markets and all audience products. I
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Time Spent Online on Mobile Devices Has Grown

® Time spent online on mobile is up 9% from a year ago.
® Time spent online on smartphones is up 10% while tablet time is down -3%

% Change
Total Mobile Minutes Spent Online (MM) Trend 12/15-12/16
Dec. 2015 — Dec. 2016

~
T — 1,034,853

948,308 D D

The Average Person Spent

2 hrs 51 min. @
Per Day Online on a

Mobile Device

Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16

Source: comScore US Media Metrix Multi-Platform, Dec "15 - Dec '16, Internet Time Spent on Smartphone and Tablet, Total Monthly Minutes (MM). Mobile includes browser and apps P
Effective with January 2016 data, the comScore audience product suite (Media Metrix MP, Media Metrix, Video Metrix, Mobile Metrix) underwent methodology and processing enhancements affecting all markets and all audience products. I
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Monthly Mobile Internet Usage Summary

195 Million Users 1 Trillion 864 Billion
Access the Minutes Minutes

Internet Monthly Spent Spent
on Online Monthly Monthly
Mobile Devices on on
to sites of apps Mobile Devices Mobile Apps

U on sites or apps on Smartphones or Tablets
(in Dec. 2016) (in Dec. 2016)

ComScore US Mobile Metrix Dec. 2016
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Mobile Apps vs. Mobile Web
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While Most Consumers Use Smartphones and Tablets,

More Mobile Time is Spent Online Using a Smartphone

Total Mobile Minutes Online

Total Mobile Minutes on Browser vs. In App
= Total Smartphone Minutes

m Total Tablet Minutes

172 Million

went Online via

195 Million

went Online via

Tablet

in Dec. 2016

Smartphone
in Dec. 2016

85%

of Mobile Time Online is on

Smartphone

Dec. 2016

comScore US Mobile Metrix, Dec '16, Total Minutes (000) Browsing, Applications ®
comScore US Media Metrix Multi-Platform, Dec '16, Total Monthly Unique Users Accessing Mobile App (MM) I q b
[
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While Most Consumers Use Both Mobile Apps and Mobile Web,

More Time is Spent in App

Total Mobile Minutes Online

Total Mobile Minutes on Browser vs. In App

= Total App Minutes = Total Browser Minutes

170 Million Users
Accessed Mobhile Web

182 Million Users
Accessed Mobile Apps

In Dec. 2016 In Dec. 2016

86%

of Mobile Time Online is on

Mobile Apps

Dec. 2016

comScore US Media Metrix Multi-Platform, Dec "16, Total Monthly Unique Users Accessing Mobile App (MM)

comScore US Mobile Metrix, Dec '16, Total Minutes (000) Browsing, Applications ®
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Consistently, 86% of Mobile Time is Spent in App

- US consumers spent 1 Trillion minutes online using a mobile device in December, up 9% from a year ago.
- Time spent online on apps grows 9% while mobile web time grows 8%

% Change

Total Mobile Minutes Trend 12/15-12/16

(Monthly Mobile Minutes Spent OnIine)(MM), Dec. 2015 — Dec. 2016) Mobile

(Browser vs. App Web
: : 8%
O Total Mobile Web Minutes

Mobile
App

O

Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16

comScore US Mobile Metrix, Dec '15 - Dec '16, Total Internet Time Spent @
33 . Effective with January 2016 data, the comScore audience product suite (Media Metrix MP, Media Metrix, Video Metrix, Mobile Metrix) underwent methodology and processing enhancements affecting all markets and all audience products. Ia
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Nearly Two-Thirds of US Adults Download Mobile Apps

Do you download apps to your mobile device?

Download Mobile Apps

36% QYL

Don’t Download Download
Mobile Apps Mobile Apps

mYes " No

IAB Analysis of Prosper Media Behavior & Influence Dat o
Jan. 2017. n=16,644 US Adults 18+
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Less Than Half of US Adults Pay for Mobile Apps

® Providing opportunities for mobile advertising in ad-supported free apps

How often do you pay for apps you use on your Smartphone or Tablet?

Pay for Mobile Apps

57% RS

Never Pay for Pay for
Mobile Apps Mobile Apps

m Regularly/Occasionally Never

IAB Analysis of Prosper Media Behavior & Influence Data

Jan. 2016. n=16,644 US Adults 18+ o
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Some Sites are More Popularly Visited in Apps Than Mobile Web

by Unique Visitors

- Google, Facebook and Amazon are consistent top properties both in apps or mobile web

- Social media, streaming audio and weather are more popularly visited in apps while TV sites, portals and article-heavy sites are
more likely to be visited on mobile browsers

Top 10 Sites Accessed by Mobile Browser Only Top 10 Sites Accessed by Mobile App Only
by Unigue Visitors (000) Dec. 2016 181 590 by Unigue Visitors (000) Dec. 2016
70,037 — | 172 004 .
164,391 Mobile Web 166,807 Mobile Apps
; o T
a 137,074 Dl a =sl
116, 410 '
113,824
I 111,641 ]
107.943 106,311
| QR 966 ||
84,903 84,770 84,937 81,974 79 812 79,441
u | 56,160 _, __.
o9L,I91L
| E | I I I I I |
‘\ . ‘b O > o Y
& ) ) & & i . : .~<~°
A Ay S NP & o & o & F & o S &
\efc c,éo o% o‘.c L \& o & &§° \6“ @ (,‘59 Q\Q’ & X° eo &L O&Q &Qg. N
O ? £ & ¥ Sy Ty Y O T KX ¢ N X0 ¢
c900 &tb 4 %\(\ ) N 000 v &0 OQQ 24 42 & Q\
v K & v 9 N

ComScore Mobile Metrix, Total Mobile (All Smartphones,iPhone,Android Phone,All Tablets,iPad,Android Tablet), Mobile Browser Only, Mobile App Only. Note: Duplication is likely since someone who visits a site using a computer might also visit that site using a mobile device. Iq b
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Top Mobile Properties by Time Spent Online are Very Different in Mobile

Web vs. In App

® Facebook and Google hold the top mobile spots by app or mobile web
® Top mobile apps by time spent include 3 pure play streaming audio properties
® Top properties by time spent on mobile web include TV networks, portals and shopping sites

[ .
1|—24 287 Top 10 Sites 864,328 Top 10 Sites
. Accessed by Mobile Browser Only | 167353 Accessed by Mobile App Only = —
by Minutes Spent (MM) Dec. 2016 by Minutes Spent (MM) Dec. 2016
28,542 I
— | .
B _ 119,245 —
' ] 1
e
— 12 — 89,645
] 36 055
4,428 ]
| | 4,046 22, 329 22,246
1,700 1 564 B 11 621
' 1,082 1055 1,051 931 .
, , . H E = = = .l
> & o 9 P P & L& = o fs& © @ &
PO S N I - S SR & & ,5{@ R 0\0 o¥ 0\3 8
AC F P & Q7 ov Q&’b & ® @ Qy.. R N 68\ & 4 & $©
S ¥ o ¢ v & & & P QO W Y 9 8 ¢
° > &€ S o & * O L S
v A & © QY & 2
ComScore Mobile Metrix, Total Mobile (All Smartphones,iPhone,Android Phone,All Tablets,iPad,Android Tablet), Mobile Browser Only, Mobile App Only o

Note: Duplication is likely since someone who visits a site using a computer might also visit that site using a mobile device.
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2016 Digital Video Ad Revenue: $9.1 Billion

Digital Video Ad Revenue Growth Accelerates with Mobile Video

US Desktop and Mobile Video Ad Revenue ($ Billions)
Full Year and % Year Over Year Growth

mFY Desktop Video mFY Mobile Video $9.1B
53%
Growth
Total Video
FY'12 FY '13 FY'16
*Half Year totals accurately reflect the sum of half year totals as rounded to two decimal places.
Prior to 2016, mobile video was included in mobile ad revenue o
Source: IAB Internet Advertising Revenue Reports, Conducted by PWC, Full Year 2012-2016 Iab
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232 Million Users Streamed 42 Billion Videos for 162 Billion Minutes

® In December 2016, 232 million Americans streamed digital video, or 72% of the US population of 323 million*
® 31 billion video ads were streamed in Dec. 2016

232 Million 162 Billion = 2 31 Billion
Users Streamed Minutes Videos Video Ads
Digital Video Spent Streamed Streamed

Streaming Video

ComScore VideoMetrix Dec. 16, Total Audience, Home and Work. Desktop only

*US Census Bureau estimates US population to be 323M as of most recent figures on July 2016. ®
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Men Stream More Videos for Longer

©® Roughly equal numbers of men as women stream digital video on computers but men account for 59% of videos
streamed and 62% of time spent streaming.

Total Monthly Unique Video _ _
Streamers Total Videos Streamed Total Minutes Spent Streaming

m Male
Female

ComScore VideoMetrix Dec. 2016, Total Audience, Home and Work. Doesn'’t include mobile. ®
41 IAB Digital Trends 2016: Consumer Usage, Ad Revenue and Impact Iqb ®



Most Popularly Visited Video Properties: Google, Facebook and

Yahoo

- The #1 site, Google, had more than twice the monthly video streamers as the #2 property, Facebook

231,893 Top Video Properties by

Monthly Streamers
Unigue Visitors (000) Dec. 2016
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ComScore VideoMetrix Dec. 2016, Total Audience, Home and Work. Doesn'’t include mobile. o
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Top Video Properties by Videos Streamed and Time Spent Streaming

- Users streamed the most videos at Google, Facebook and Yahoo
- Users spent the most time streaming on Google, Netflix and Facebook

: . Top 10 Video Properties by Minutes Streamed (MM)
Top 10 Properties by Videos Streamed (000)
(Dec. 2016) 161.972 (Dec. 2016)
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: Minutes Streamed
Videos Streamed 63,136
13,623,374 L
B 9,588,829 |
21,283
B 2,497,688 o, U4°10 875
. 37613%6 781 i 648 I 3,824 3,044 3,029
69,16 2,902 2,854 504
8630944 349883 -.-.-.-.-.-
X > O W& 'é & L
'@ \ Na 0‘ \° \°° 0\4 o"’\o '\O\ %\ . ’O }0 ‘.o{s R £0 &
<° @ c,é'o 006 ) 0@" \;‘5@ 4@ & o Q,(’\) A N e’,’s‘\(‘. o°° o° V.V & & & b
oOQ < RS § @ ¥ A S Ooo Ay < & éog o) 00'
(<) & ¥ & » v
C’o“\ o
43 |AB Digital Trends 2016: Consumer Usage, Ad Revenue and Impact Ia PY

ComScore VMX Desktop Dec. 2016, Total Internet. Doesn't include mobile.



iab.

Digital Audio

|AB Digital Trends 2016:
Consumer Usage, Ad Revenue and Impact




Digital Audio Ad Revenue has Grown to $1.1 Billion,

Largely Due to Mobile

2016 Digital Audio Ad Revenue
(Mobile + Desktop) FY 2016

% of Ad Revenue Derived from
Mobile vs. Desktop

$1.1B

$3
L

® Mobile

m Desktop

Total Audio

[ ]
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Nearly 200 Million Consumers Visited Entertainment Music

Properties in December

® Many top entertainment music properties are focused on streaming audio

Top Entertainment Music Properties D

By Monthly Unigue Visitors (000) Dec. 2016
199,142 (to any site or app via computer or mobile device)

(%

— of the Internet Population Visits

Music Apps or Sites Monthly

(Dec. 2016)
88,421
60,707
42,611 38,987
30,762 24,186
17,884 13,401 12,832 11,559
Ent.-Music PANDORA Spotify VEVO Warner Music SOUNDCLOUD Bandsintown  Townsquare CBSLocal GENIUS.COM Billboard

Music Radio Music

comScore US Media Metrix Multi-Platform, Dec "16, Total Unduplicated Internet Audience
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Streaming Audio is Primarily Accessed on Mobile

While Music Videos are Primarily Accessed on Computers

99%
T 1% T
&

Top Entertainment Music Properties 160M Minutes
% of Time Spent on Mobile vs. Computer Per Month Spent on
Monthly Minutes, Dec 2016 Music Apps or Sites Monthly
(to any site or app via computer or mobile device) (Dec. 2016)

100%

83%

O]

C\E} m % Mobile

50%
m % Computer

100%
0% Il
Q

0% -+
K\ &°
% O rOQO N \Q‘{b
<& Q¥

comScore US Media Metrix Multi-Platform, Dec '16, Total Unduplicated Internet Audience, Total Minutes ()
47 |AB Digital Trends 2016: Consumer Usage, Ad Revenue and Impact Iq PY



Streaming Audio Apps Account for 3 of the Top 10 Mobile Apps

In Time Spent Online

® The typical user spends over 18 hours a month streaming audio on Pandora or Spotify and
over 13 hours on Soundcloud

Top Mobile Apps ©

864,328 157 353 by Minutes Spent (MM) Dec. 2016

Avg. visitor spends
18 hrs 42 min
per month on:
119,245
Avg. visitor
18 hrs 25 min
89,645 | per month
Avg. visitor
41,871 13 hrs 14 min
36,055 per month
22,329 22,246
15 167

Total Facebook Google | PANDORA| Spotify Apple GasBuddy Snapchat Soundcloud Netflix Verizon

comScore US Mobile Metrix, Dec '16, Total Unduplicated Internet Audience, Total Minutes, Avg. Time Spent on App o
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Elections Coverage Drove Growth in Visitors to Leading Print and

TV News Sites

Y/Y Digital Audience Growth of Select Leading Print and TV News Organizations

Based on Average Monthly Unique Visitors for Full Year
Source: comScore Media Metrix Multi-Platform, U.S., Full Year 2016 / Full Year 2015

mFY 2015 ®mFY 2016
120 -
+35%
100
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20 ~

Avg. Monthly Unigue Visitors (MM) for FY

Che The
New dork Washington CC[NNI ,

Cimes Post

DIGITAL

Source: Comscore, 2017 U.S. Cross-Platform Future in Focus
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Time Spent on Newspaper and Political Sites Grew Dramatically

with Elections Coverage

Newspapers and Political News Categories: Total Minutes (MM)
Source: comScore Media Metrix Multi-Platform, U.S., Nov 2013 - Dec 2016
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* Total Minutes for the Newspapers category in October 2015 was recalcwlated fo remove the impact of oversialfe:
impact on topline category fime spent
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ia for an individual mobile news app that had a substantial

** Newspapers and Political News are two sub-categories within the broader News/Information category and are nof fully inclusive of all news p

perties. There is also a small amount
of duplication between the fwo sub-cafegonies.

Source: Comscore, 2017 U.S. Cross-Platform Future in Focus
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Social Media is Now an Integral Part of Most Consumers’ Lives

® 9 out of 10 internet users access social media at least once a month
® 4 out of the top 10 mobile apps (by number of visitors) are social media apps

91%

of Internet Popula_ltion
Access Social Media Monthly

Unique users via any device via app or site

Total

Google Sites

[ 1 ]
ae
ae

Top 10 Mobile Apps

Top 10 Properties Accessed by Mobile App
by Unique Visitors (000) Dec. 2016

181,590

172,004

Facebook

166,807

_ Apple Inc.
233M Unique Users

Access Social Media Monthly Amazon Sites

106,311

W

84,937

Using any device via app or site

Snapchat, Inc

|

81,974

PANDORA

296B Minutes

Are Spent Monthl_y on
Social Media

Using any device via app or site

Yahoo Sites

Weather

79,812

79,441

{

56,160

PINTEREST

52,971

I

Twitter

I

45,255
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As a Result, Social Media Ad Revenue Continues to Climb

« Total Social Media Revenue (Mobile + Desktop) is up 50% to $16.3 Billion in FY 2016
Across Formats and Devices
Full Year, Half Year and % YoY Growth

m 1st Half Year ®m2nd Half Year $16.3
$9.3
2 $10.9
Qo
E
B $7.0
Growth
& » FY: 50%
row - 57%
$2 9 . » Ev: 5504 1HY: 57%
B
1HY 50% 1HY: 58%
FY'12 FY '13 FY '14 FY '15 FY '16

Note: Full Year totals accurately reflect the sum of Half Year totals as rounded to two decimal places.
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Soclal Media Influences Purchase Decisions

® Electronics, Clothing, Dining and CPG purchases are most influenced by social media

0
18% % Who Say Their Purchases are Influenced by Social Media

17% (in the Following Verticals)

14% 14%

11%

9%
. 9% 8%

6%

Electronics  Apparel/Clothing  Dining Out Grocery Home Car/Truck Medicines  Telecom Services Financial
(Food/ Improvement Svesl/insur.
Cleaning/
Beauty)

Prosper Insights, Media Behavior and Insights data, Jan. 2017. n=16,644 US Adults 18+

o
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® Questions?

Kristina Sruoginis
Kristina@IAB.com

Visit IAB.com/ResearchHub for more IAB Research



http://www.iab.com/ResearchHub

