[/ YOUTUBE, ONLINE VIDEO AND TV
INSIGHTFUL FACTS & FIGURES
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UK

/I TV DOMINATES WORLD OF TV

FOR MORE INFOWW.THINKBOX.TV/RESEARCH/THINRBEEARCH/TRHIRUTFABOUTYOUTH

ALL INDIVIDUALS (275 MIN.)

16-24 (205 MIN.)

YouTube
Facebook
m Other online video
m Online "adult’ XXX video
m Cinema
® Subscription VOD
m DVD
m Broadcaster VOD
m Playback TV
HlLive TV

SOURCE: 2015, BARB / COMSCORE / BROADCASTER STREAM DATA / OFCOM DIGITAL DAY / IPA TOUCHP!
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http://www.thinkbox.tv/Research/Thinkbox-research/The-truth-about-youth
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ADVANTAGE AGAINST YOUTUBE

FOR MORE INFO:
WWW.THEVAB.COM/\WEONTENT/UPLOADS/2016/04/\NREEPORIJUSTITHEFACTS.PDF
WWW.THEVAB.COM/WEONTENT/UPLOADS/2015/12/JUST_THE -¥AUNMSBE.PDF
WWW.THEVAB.COM/WEFONTENT/UPLOADS/2016/01/\MBLTISCREEB(Q15REPORT.PDF

Time Spent = Commitment, Interest & Loyalty

Monthly “Time Spent” Average (Minutes per Viewer)

. YouTube

B Ad- supported TV

4,234

18-24 25-34 18-34
Hrs:Min | 48:59 110:29 70:3419:33 61:42 1 9:58
Split: 82% / 18% 88% / 12% 86% / 14%

SOURCE: NIELSEN R&F PROGRAM REPORT LIVE+SD, TOTALIDANS 1 COMSCORE MEDIA MET

AD-SUPPORTED TV = BROADCAST + CABLE TV (MULTIPLATFORM) NOVEMBER

/I compiled by egta © 2016 www.egta.com


http://www.thevab.com/wp-content/uploads/2016/04/VAB-Report-Just-The-facts.pdf
http://www.thevab.com/wp-content/uploads/2015/12/Just_the_Facts-YouTube.pdf
http://www.thevab.com/wp-content/uploads/2016/01/VAB-Multiscreen-3Q15-Report.pdf

AUSTRALIA

/I BROADCAST TV DOMINATES VIDEO CONSUMPTION

FOR MORE INFO:TP://WWW.THINKTV.COM.AU/CONTENT COMM@GNEPGRTS.SEO/

TOTAL POPULATION

® Watching Live TV and
Playback TVona TV

®m Watching TV, movies,
Youtube and other video on
a PC/Laptop

® Watching TV, movies,
Youtube and other video on
a SmartPhone

® Watching TV, movies,
Youtube and other video on
a Tablet

TIME SPENT WATCHING CONTENT ON SCREENS SOURCRBUSTRALIAN MUISTREEN REPORT Q4 2015 (OZTAM, REGIONALTAM, |
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http://thinktv.ca/tv-fundamentals/killer-charts/

AUSTRIA

/I LINEAR TV REMAINS NUMBER ONE

TARGET GROUP 14+

qn, 2%

5%
2%
B Laufendes TV
m Aufgen. TV
m | ivestream TV
Cn Demand TV
u Livestream Video
On Demand Video
= Heruntergel. Videos
OVDBlwrayVHS

LAUFENDES TV = LINEAR TV
AUFGEN. TV = RECORDED TV (RECORDED BY THE USER)
HERUNTERGEL. VIDEOS = VIDEO DOWNLOADED FROM THEBSHEBITBYADEVICE
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TARGET GROUP-29

B Laufendes TV

m Aufgen. TV

u Livestream TV
©n Demand TV

u Livestream Video
On Demand Video

= Heruntergel. Videos
OWVD/BluvrayWHS

SOURCE: VIDEEJUDY ARBEITSGEMEINSCHAFT TEL



BELGIUM

// ONLINE VIDEO DOES NOT REPLACE LINEAR TV

DAILY REAC

VOLUME

TV CHANNELS
71%

(S)VOD
15%

ONLINE VIDEO
7%

UPLOADED VIDEO

6%
0 50 100 150 200
ATS = AVERAGE TIME SPENT
hb[Lb9 +L59h I' ¢+ 29.{L¢9{= {h/L![ b9¢2hwY{Z he¢loOw {LCO9{ o6,h!¢!.935X0
(S)VOD = TELCO PROVIDERS, VOD SERVICES (I.E. NETFLIX) SOURCE: MEDIAXPERIENCEGRM&1Y, NATIONAL, MEBUN, % VIDEO VOLUN
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CANADA

[l MILLENIALS SPEND 19 HOURS WATCHING TV EACH WEEK, 6X MORE T
SPENT WATCHING VIDEOS ON YOUTUBE

FOR MORE INAAINKTV.CA/TMUNDAMENTALS/KILIEHRARTS/

*

E

TARGET GROUP 18+ TARGET GROUPR-38
28.6
260 19.2
169
52
40
il (& 2 e 0.2 0.1 . e 2.0 . 0.4 01
LINEAR TV LIVE NETFLIX YOUTUBE PVR FACEBOOK INSTAGRAM TWITTER LINEAR TV LIVE NETFLIX YOUTUBE PVR FACEBOOK INSTAGRAM TWITTER
LINEAR TV PLAYBACK LINEAR TV PLAYBACK
SOURCES:

A LINEAR TV, LIVE LINEAR TV, PVR PLAYBACK: NUMERIS; INFOSYS TV+; TOTAL CANADAS B 2P AYEEMIMUIE REACH

WEEKS-26 (SEP ¢ DEC 20, 2015).
A DIGITAL: COMSCORE MEDIA METRIX-RUATRORM; A48 3 MONTH AVERAGE (SEBV 2015).

AVERAGE WEEKLY HOURS PER CAPITA A NETFLIX INC. MEDIA TECHNOLOGY MONITOR, FALL 2015, MEAN WEEKLY HOURS PER CAPITA (A18+).
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http://thinktv.ca/tv-fundamentals/killer-charts/

FRANCE

/I LIVE TV DOMINATES THE VIEWING PIE

M
5%

@ LIVETVON TV

. OTHER TV VIEWING

(TIMESHIFTEBR CATCHIP HIVE V ON OTHER 3%
SCREENS 9
_ VODISVOD 6%

. OTHER/IDEO®N THE INTERNBRIPTV

SOURCR015¢ MEDIAMETRIEEXTRACT FROM STUDISION 2026 - MEASURES
& ESTIMATIONS BASED ON MEDIAMAT PANEL, TV GLOBAL AND INTERNET |
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GERMANY

/Il 14-49 YEARS SPEND 79% OF WWERMNG IME WATCHING LINEAR TV

%

TARGET GROUP 14+ @8
3%
5%
1%

2%

TOTAL: 276 MIN. 1%

TV KLASSISCH = LINEAR TV (LIVE +3)

SHARE OF TOTAL VIDEO VIEWING

BTV klassisch

mTV alternative
Verbreitungswege

Kostenlose Online-

Videos

m Kostenpflichtige
VOD-Dienste

DVD/Blu-Ray

Kino

79%

5%

10%

2%

3%

1%

TARGET GROUP-49

TOTAL: 227 MIN.

TV ALTERNATIVE VERBREITUNGSWEGE = ALTERNATIVE TV (I.E. ONLINE STREAMING OR MOBILE PLATFORMS)

KOSTENLOSE ONEWEEOS = FREE ONLINE VIDEO
KOSTENFLICHTIGE \DIENSTE = PAHDR VOD SERVICES
KINO = CINEMA
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SOURCHK/IEWTIME REPCGPR15, SEVENONE MEDIA/FORSA 2



IRELAND
/I LIVE TV CONTINUES TO DOMINATE THE WORLD OF AV

2016
All Adults 15+
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All Adults 15+

15-34 yrs

15-34 yrs

W Live TV
W Recorded TV
m NET "On Demand” / From Players
1 Stand alone video service [ Paid for service
m Short form video
mDVD
1 Pay Per view Sports

Other Internet

SOURCE: IPSOS MRBI&®45/TAM VIEWING HABITS 20



ITALY

/Il ON TARGET GROUPR343YEARS YOUTUBE REPRESENTS ONLY 5,4% OF TI

SPENT WATCHING VIDEOS

TARGET GROUP ADULTS 15+

TARGET GROU
15-34 = YT Vs Tempo Totale

= FB Vs Tempo Totale
= TV Vs Tempo Totale

= Other Vs Tempo Totale

AVERAGE TIME SPENT WATCHING VIDEO CONTENT
YT VS TEMPO TOTALE = TIME SPENT ON YOUTUBE VS TOTAL TIME SPENT
FB VS TEMPO TOTALE = TIME SPENT ON FACEBOOK VS TOTAL TIME SPENT
TV VS TEMPO TOTALE = TIME SPENT ON TV VS TOTAL TIME SPENT

OTHER VS TEMPO TOTALE = TIME SPENT ON OTHER VIDEO VS TOTAL TIME SPENT
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SOURCE: AUDITEL & COMSC



NETHERLANDS

/I DAILY REACH TV FAR AHEAD ON DAILY REACH YOUTUBE AND OTHER O
VIDEO PLATFORMS

Dagbereik: 20-59 jaar

=TV totaal e==YouTube Video site/apps SPOT

100%

90%
20% M
70%
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30%
20%
10%
0%

jan feb mrt apr mei jun jul aug sep okt novdec jan feb

2015 2016

Het dagbereik van YouTube op de
doelgroep 20-59 jaar bedraagt ca. 12%.

Van alle sites/apps van de SPOT zenders
is het dagbereik rond de 4% en groeit
licht. Het bereik in feb 2016 bedraagt
4,3% en dat is iets hoger dan in feb
2015.

Daghbereik: 20-34 jaar

90% =T\ totaal ====YouTube Video site/apps SPOT
(1]

80% _\/W\_

70%

60%

50%
40%

30%

20% e

10%

0%

jan feb mrt apr mei jun jul aug sep okt nov dec jan feb

2015 2016

Het dagbereik van YouTube op de
doelgroep 20-34 jaar stijgt licht en
bedraagt 19% in feb 2016.

Van alle sites/apps van de SPOT zenders
is het dagbereik tussen 4 en 8% en de
trend is stabiel. YouTube bereikt dagelijks
17% en de trend is licht groeiend.

Dagbereik: 13-19 jaar

=TV totaal =—=YouTube Video site/apps SPOT

50%
80%
70%
60% /—\/\
50% e
40%
30% -—/\
20%
10%

0%

Ne—

jan feb mrt apr mei jun jul aug sep okt nov dec jan feb

2015 2016

De doelgroep 13-19 jaar is onvoldoende
in het MEP panel vertegenwoordigd om
betrouwbare uitspraken te kunnen doen.
De n=62 en zou minimaal 100 moeten
zijn. Bovenstaande grafiek is alleen
indicatief.

13-19Y: TOTAL TV AND VIDEO SITES/SPOT APPS VIEWING DATA

NOT AVAILABLE FOR AUGUST 2015 SOURCEFK MEP

WITH THANKS TO groupm-
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NETHERLANDS

[ YOUTUBE VIEWERS (12%) WATCH 24 MINUYES TMBEONTENADAY

&~
=}

B YouTube kijktijd gebruiker
H YouTube dagbereik

w
w

w
o

24

Min/dag gebruiker
[ = (] N
(=] w o w

w

Totaal (134)

13-19Y: TOTAL TV AND VIDEO SITES/SPOT APPS VIEWING DATA
NOT AVAILABLE FOR AUGUST 2015
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Kijktijd per dag vs. dagbereik YouTube

33
30
I 24

13-25 20-34 jaar

WITH THANKS TO gl’OUpm

20-59

30%

25%

20 %

15%

%dagbereik

10 %

SOURCEFK MEP



NETHERLANDS

/ ONLINE VIDEO PLATFORME YOUTUBE ACCOBDBIR ONLY A FEW MINUTE
VIEWING IME

Gem. tijd per dag: 20-59 jaar Gem. tijd per dag: 20-34 jaar

Gem. tijd per dag: 13-19 jaar

s TV tOtaal ====YouTube Video site/apps SPOT
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T\ totaal ====YouTube Video site/apps SPOT 180 =TV totaal ====YouTube Video site/apps SPOT

60 60 60
40 40 40
20 20 20
_———____\‘-—-—.____/“-—-——-'*--
jan feb mrt apr mei jun jul aug sep okt novdec jan feb jan feb mrt apr mei jun jul aug sep okt nov dec jan feb jan feb mrt apr mei jun jul aug sep okt nov dec jan feb
2015 2016 2015 2016 2015 2016
De kijktijd per dag naar online video is De kijktijd per dag naar online video is De doelgroep 13-19 jaar is onvoldoende
nihil in vergelijking met TV. nihil in vergelijking met TV. De Kijktijd naar in het MEP panel vertegenwoordigd om
YouTube loopt wel iets op, naar bijna 4 betrouwbare uitspraken te kunnen doen.
minuten per dag. De n= 62 en zou minimaal 100 moeten
Dagelijks bereikt YouTube dus 17% van izr:j‘;.cgii);/fnstaande grafiek is alleen
de doelgroep 20-34 jaar die dan '
gemiddeld 4 minuten kijken.
13-19Y: TOTAL TV AND VIDEO SITES/SPOT APPS VIEWING DATA m
NOT AVAILABLE FOR AUGUST 2015 WITH THANKS TO QrouUp SOURCESFK MEP
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RUSSIA

[ INTERNET HAS A STRONG SHARE, BUT TV REMAINS THE FAVOURITE S

SHARE OF INTERNET USERS IN RUSSIA VIEWING MINUTES PER DAY, YOUTUBE VS TV

300 -

250 -

200 -
m YouTube

150 1 TV

100 -

» : : 50 -
Population of Russia Population of Russia Cities with population
(18+) (12-46) over 100 000 (12+) Moscow (12+)

0 -

SOURCE SHARE OF INTERNET USERS:
SOURCE VIEWING MINUTES: YOUTUBE, CONISCORER ALL 6+, MARCH 2CMARCH 2016
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SPAIN

VIDEO VIEWING

TARGET GROUP ALL INDIVIDUALS
(43 MIN.)

15-34 (36 MIN.)

mLive TV

m Time Shift 7 days
m Broadcaster VOD
u Other Online Video

= Youtube

SOURCE: KANTAR MEDIA. COMSCORE VIDEO METRIX, ESTIMATE MULTIPLATFO
AVERAGE VIDEO TIME PER DAY TELEVIDENTE 2.0. MARCF
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SWITZERLAND

[ ALTHOUGH ONLINE VIDEO SHOWS SIGNIFICANT REAZSHYENRS, DAILY
USAGE TIME IS STILL MODEST

TARGET GROUP ADULTS 15+ TARGET GROUP-2%

(130 MIN.) (94 MIN.)
mTVliveon TV

BTV on demand on TV
® Video on demand on TV
m TV live on PC/laptop/tablet
®m TV on demand on PC/laptop/tablet
m Video on demand on PC/laptop/tablet
m TV live on smartphone
TV on demand on smartphone

m Video on demand on smartphone

m Cinema

AVERAGE DAILY VIDEO VIEWING IN MINUTES SOURCE: MEDIAPULSE TIME USE STUDY 2015, ALL LANGUAG
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egba. M ok

THE MAGIC OF TV

Reklamkrafttv

v think Zwe

VIDEO ADVERTISING BUREAU
—— Premium Multi-Screen TV Content

Thesefigureswere publishedtogether with a PRESRELEASly PEPPY on 07/06/ 2016

Newfiguresshowthat TVisthe w o r Ifagiourge video
6 June2016— TVcompaniesand trade bodiesfrom aroundthe world havetoday reminded marketersabout T V énsluringpopularity and strength asan advertisingmedium.
TVtrade bodiesfrom aroundthe globe,includingGermanySpainandthe Netherlandshaverecentlypublishedreportsto put videoconsumptionin perspective

Thestudiesechorecentresearchby Thinkbox(the | Y T\&marketingbody ¢ seestudyhere) andthe VAB(the AmericanVideoAdvertisingBureaug seestudyhere) which showedhow
TVcontinuesto dominatethe videolivesof all generations

SaidPEPPT\the informal groupingof 6 N2 I R Otrade(b&iNd$amd saleshouses & + A B & @nfusingworld with lots of numbersflying around But despitethe popularity and
occasionahype around video servicesthis new international data underlines¢ + @hénatchedand continuedpopularity aroundthe world. It isthe ¢ 2 NJXfakoQOréde videa We hope
internationalmarketerswill basetheir decisionsaboutadvertisingnvestmenton thesefactsand¢ + fdveneffectiveness

PEPPTV

For questions about PEPPTV contmtelaure.dreyfus@egta.cowr about the figures contaaaroline.brasseur@egta.con



https://www.thinkbox.tv/News-and-opinion/Newsroom/10032016-New-figures-put-TV-viewing-in-perspective
http://www.thevab.com/wp-content/uploads/2016/04/VAB-Report-Just-The-facts.pdf
http://www.pepp.tv/

