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Objectives and Methodology

Objective:

The study Ad Receptivity and the Ad-Supported OTT Video Viewer aimed to both size the audience and provide
demographics of U.S. video streamers watching Ad-Supported Over-the-Top (ASV OTT) video. Once ASV OTT viewers
were identified, a deep dive survey further explored the video viewer segments to gain insights into their behaviors,
attitudes and usage in order to help better target the ASV OTT cohort.

This deck, Direct Brands and the Ad-Supported OTT Video Viewer, contains excerpts from the larger study which focus
on ad-supported OTT video viewers’ attitudes and behaviors around Direct Brands and related purchase decisions.

Methodoloqgy:

Two online surveys were fielded among MARU/Matchbox’s Springboard America online panel
(~250,000 U.S. members):

1. Omnibus study of 1,512 nationally representative U.S. 18+ sample to determine the profile of the Ad-Supported OTT Video Viewer; fielded 8/10/18.

2. Study among 1,223 consumers ages 18+ in the U.S., with age/gender quotas set to reflect viewership profiles from the omnibus study; fielded 9/25/18-
9/26/18.
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Definitions

= Ad-Supported OTT Video Viewers (ASV OTT Viewers) are defined as those who watch
video...

Through a streaming service | watch for free and there are ads (e.g., YouTube, Pluto, Roku Channel, Crackle, Vevo, Xumo, etc.)
Through an online-based cable TV provider (e.g., Sling TV, DirecTV Now)

Through a streaming app that requires a cable/satellite/telco login (e.g., Discovery GO, FX app, WatchESPN, Xfinity, Spectrum, etc.)

Through a streaming service | subscribe to for a monthly fee, and there are ads (e.g., Hulu with limited ads, CBS All Access with limited ads, etc.)

= Free Ad-Supported OTT Video Viewers (Free ASV OTT Viewers), a subset of ASV OTT,
are defined as those who watch video...

Through a streaming service | watch for free and there are ads (e.g., YouTube, Pluto, Roku Channel, Crackle, Vevo, Xumo, etc.)

= Subscription Video On Demand (SVOD) Viewers defined as those who watch video...

Through a streaming service | subscribe to for a monthly fee, and there are no ads (e.g., Netflix, Amazon Prime, HBO Go/Now, Showtime App, etc.)

= TV Viewers are defined as those who watch...

‘Regular’ (not cable) TV to access free local channels (e.g., ABC, CBS, NBC, FOX, etc.) using an antenna or ‘over the air’
Through my cable/satellite/telco provider (e.g., live TV, DVR, VOD)

TV Only Viewers = those who only watch TV/Cable
Heavy = those who watch TV/cable daily+

Light = those who watch TV/cable weekly or less @®
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Ad Supported OTT Video Viewers
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Consumers view ad-supported OTT video

7 30/ of adults surveyed who typically watch OTT video also say
O they watch ad-supported OTT video

0 of adults say they watch ad-supported OTT Video the
45 /O most out of their streaming options

QS1_Services. How do you typically watch TV or streaming video on your TV? 'Video' may include TV shows, movies, news clips, music videos, online original video series, etc. . 5
8mn| us, n=900 Iq
Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018 ®



Ad Supported OTT Video Audience Profile

U.S. GEN POP.

WATCH ASV
OTT MOST

* Younger ‘

0
AGE 3A

* Kids in Household \

18%
30%

18-34 35-54 18-34 35-54

Household

Income 28% 34%

 Higher Earning
GENDER FEMALE 4% MALE FEMALE @ MALE
MARITAL STATUS
PARENTS Married Have children Married Have children
h in household

» More Diverse M s e e e

Caucasian Caucasian
64% 58%
M I ETHNICITY African-American African-American
ale <
ﬁ Hispanic Hispanic

ASV: Ad S ted Vid [Eiee e °

: upporte 1deo . :

Gender, Age, HH Income, Marital Status., Kids in HH Asian/Other Asian/Other

Omnibus, n=1,512; Watch ASV OTT Most, n=388 .

Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018



Key Findings | Incremental Audience

ASV OTT Viewers are an incremental reach: They spend less time
watching cable than SVOD Viewers

Hours Spent Watching Cable/Sat/Telco TV Per Week

10.4hrs 11.6hrs 14.7hrs

ASV OTT Viewers SVOD OTT Viewers TV Only Viewers

Even lower among Free ASV OTT Viewers: 10.1hrs

QS6. [TV through cable/satellite/telco provider (e.g., live TV, DVR, VOD)] How many hours a week do you watch on each of the following platforms?

7
Base: ASV OTT Viewers n=340, SVOD Viewers n=193, TV Only Viewers n=262 o
Statistically significant differences between ASV OTT and TV Only. Ia ®

Statistically significant differences between SVOD OTT Viewers and TV Only



ASV OTT viewers are more receptive to advertising

Nearly 2/ 3 of ASV OTT
viewers don’t mind seeing ads

Ad Receptivity
ASV OTT Viewers mSVOD Viewers = TV Only Viewers

O of ASV OTT Viewers Agree | Strongly Agree
say that ads can be 63%
useful or enjoyab|e | don't mind seeing ads if I'm paying

nothing 53%
19% 43%

“Some ads can be useful or enjoyable”

0 59%
50% I don't mind seeing ads if I'm getting to 47%
3704 watch content when | want 0
0 13% 34%
. 56%
. . . I don't mind seeing ads if I'm paying a
ASV OTT Viewers SVOD OTT Viewers TV Only Viewers J redﬁcgd ?ee 18% 43%
14% 36%

QS7. How do you feel about advertising in general?
Q22. [NET: Top Box] How much do you agree or disagree with the following? . 8
Base: ASV OTT Viewer n=589, SVOD Viewer n=332, TV Only Viewer n=302
Statistically significant differences between ASV and SVOD or TV Only Ia
Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018 ®



Direct Brands and ASV OTT Viewers
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Ad Supported Video (ASV) OTT Viewers are Direct Brand Shoppers:

1in 4 Prefer to Buy Direct from the Brand Online

SvVOD
OTT |TV ONLY

O buy more products directly from the brand online ol | VIDWER | Vieaen
vs. in stores (for ex. mattresses, eyeglasses) 18% | 18% | 4%

Q25. Which of the following describe you? .
Base: Total n=1223, ASV OTT Viewer n=589, SVOD Viewer n=332, TV Only Viewer n=302
10 Statistically significant differences between ASV OTT and SVOD OTT Viewers or TV Only or Total @)

Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018



ASV OTT Viewers are more likely than SVOD or TV only viewers to be

decision-makers on subscription direct brand purchases

Decision Makers

(Among Platform Viewers)

mSVOD OTT VIEWER ®AVOD OTT VIEWER =TV ONLY VIEWER
76%

66%
60%

Subscription Purchases (Pet food, Contact Lenses, Meal Kits, etc.)

@
Q26b. [NET: Top 2 Box] And which of the following best describes your role in how/where you purchase things for your household? Ia
11 Base: SVOD OTT, ASV OTT, TV Only Viewers @

Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018



ASV OTT Viewers spend more on direct to consumer subscription

services

Mean Spend on Subscription Purchases (e.g., Pet food, Contact Lenses, Meal Kits, etc.)

$119.19

$94.46

$89.23
$51.99
Total ASV OTT Viewer SVOD OTT Viewer TV Only Viewer
. ‘ . . ®
Q27b. [Subscription Purchases (Pet food, Contact Lenses, Meal Kits, etc.)] How much would you estimate that your household spends on the following per month?
Base: Total n=1223, ASV OTT Viewer n=589, SVOD Viewer n=332, TV Only Viewer n=302 Ia
12 Statistically significant differences between ASV OTT and SVOD OTT or TV Only or Total @

Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018



ASV OTT Viewers are...

SvOD TV
Open to New Brands 5204 are very likely to try new brands/products roral VISWER IR

44% | 4T% | 25%

Influenced by Video 3694 learn about new products/brands/services from svop | v
VIdGO adS Total |VIEWER|VIEWER
30% | 30% | 17%
26% say others come to them to find out about new svop | TV
products/brands/services I e
Influencers 200 | 2% | 6
. SVOD TV
21% often post about products, brands, or services ST | ONLY
16% 16% 6%
Q24. Hov_v likely are you Fo try new brands?/products? [TOP BOX] .
(BDESSé:V'VI'SIth] r?i;gezé?wg\llng?'?s\figt\)/\?e{%iéSQ, SVOD Viewer n=332, TV Only Viewer n=302 Ia b
13 Statistically significant differences between ASV OTT and SVOD OTT Viewers or TV Only or Total (@)

Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018



ASV OTT Viewers follow internet influencers — more so than SVOD OTT

viewers

ASV OTT
Viewers
SVOD TV
. oTT ONLY
250/ regularly watch videos from some YouTube stars Tolal | VIEWER VIEWER

18% | 17% | 5%

SVOD TV
270/ follow some internet stars on social media ol VIEWER VIEWER

15% | 13% | 3%

2000 listen to video personalities who discuss products / brands /

SVOD TV
oTT ONLY
Total |VIEWER|VIEWER
Services

15% | 15% | 4%

Q25. Which of the following describe you?
Base: Total n=1223, ASV OTT Viewer n=589, SVOD Viewer n=332, TV Only Viewer n=302

@
Statistically significant differences between ASV OTT and SVOD OTT Viewers or TV Only or Total Ia o
14

Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018



Those Who Watch Free ASV OTT (Like Original Digital Video Series) are

Even More Likely to Follow and be Influenced by Online Personalities

Free ASV

OTT Viewers Total
27% regularly watch videos from some YouTube stars 18%
23% follow some internet stars on social media 15%

listen to video personalities who discuss products / brands / 15%

2 3% services

40% learn about new products/brands/services from video ads 30%

@
*= significantly higher than Total
Q25. Which of the following describe you?
15 Base: Total n=1223, Free ASV OTT Viewer n=277 (@]

Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018



Other Purchase Categories
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ASV OTT Viewers are more likely than SVOD or TV only viewers to be

decision-makers in where and how purchases are made

Decision Makers

(Among Platform Viewers)

mSVOD OTT VIEWER ®mASV OTT VIEWER =TV ONLY VIEWER

0
17% 24%
70%

69%
I i I I :

Where purchases are made (Retail stores, Online retailers, Spontaneous Purchases (Fun, spur of the moment buys)
etc.)

@
Q26b. [NET: Top 2 Box] And which of the following best describes your role in how/where you purchase things for your household? Ia
17 Base: SVOD OTT, ASV OTT, TV Only Viewers @

Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018



ASV OTT Viewers are more likely than SVOD or TV only viewers to be

decision-makers in household purchase categories

Purchase Decision Makers

(Among Platform Viewers)
mSVOD OTT VIEWER mASV OTT VIEWER TV ONLY VIEWER

0
s 0 76% 76% 73‘;5% 73%
719N 2% 0 0 0
" 689 689 1% 689070 69% 69% 68%
4% 4% 4% 649 610 620 649
0% 0
0 0
8% 8% 6% 9% 70
Daily Entertainment Electronics Telco Financial Insurance Entertainment Automobile Restaurants Larger Travel
purchases Subscription Svcs Services household items
(Groceries, (Netflix, Amazon (TVs, (Phone Plan, (Banking, Credit Cards, (Auto, Home, (Movies, (Car, Truck, SUV, (Quick Serve, (Furniture, etc.) (Vacation, Business
Household Prime, Spotify Computers, Internet, Cable Money Market Funds, etc.) Concerts, etc.) etc.) Informal Dining, Trips, etc.)
Goods, etc.) Premium, Apple Tablets, etc.) TV, etc.) CDs, Mutual funds, Fine Dining,
Music, etc.)

Stocks / Bonds, etc.) Takeout, etc.)

Q26. [NET: Top 2 Box] Which of the following best describes your role in household purchasing for the following? | am the sole decision-maker + ®
Someone else participates, but | make the final decision

18 Base: SVOD OTT, ASV OTT, TV Only Viewers (@]
Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018



ASV OTT Viewers are more likely than SVOD or TV only viewers to spend

more on monthly purchases in Entertainment, Subscriptions and Restaurants

Monthly Spend

(Among Platform Viewers)

$319 mSVOD OTT VIEWER  mASV OTT VIEWER TV ONLY VIEWER

$175$175 $184

$166

$124
$107

$57

Daily purchases Entertainment
(Groceries, Household Subscription Services
Goods, etc.) (Netflix, Amazon Prime,
Spotify Premium, Apple
Music, etc.)

Q27. How much would you estimate that your household spends on the following per month? Mean.
19 Base: SVOD OTT, ASV OTT, TV Only Viewers

Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018

Telecommunications

(Phone Plan, Internet, etc.) Concerts, etc.)
Cable TV, etc.)

Insurance (Auto, Home, Entertainment (Movies,

Restaurants (Quick
Serve, Informal Dining,
Fine Dining, Takeout,

etc.)
@
iab.



ASV OTT Viewers are more likely than SVOD or TV only viewers to spend

more on big ticket items

Annual Spend

(Among Platform Viewers)

m SVOD VIEWER mASV VIEWER TV ONLY VIEWER

$3,333

$2,924

$2,105
$1,817

$1,332
$521

$2,885

$2,756
$2,024
$1,559 $1,699
$654

Electronics (TVs, Computers, Tablets, = Automobile (Car, Truck, SUV, etc.) Larger household items (Furniture, etc.) Travel (Vacation, Business Trips, etc.)

etc.)

Q28. How much would you estimate that your household spends on the following per year? Mean.
20 Base: SVOD OTT, ASV OTT, TV Only Viewers

Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018
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ASV OTT Viewers are more likely than SVOD or TV only viewers to be

planning major purchases or life events

Major Purchase/Life Plans

(Among Platform Viewers)

mSVOD OTT VIEWER mASV OTT VIEWER TV ONLY VIEWER
41%

28%
24%

21%

17%

3%

Plan to buy a new vehicle Plan to buy a house or real estate Plan to attend college Plan to have a baby

@
Q28. Q29. [Yes] In the next 12 months do you or someone in your household plan to... Ia
21 Base: SVOD OTT, ASV OTT, TV Only Viewers €]

Source: Ad Receptivity and the Ad-Supported OTT Video Viewer, IAB, Oct. 2018
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