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Who i1s Thinkbox?

Thinkbox is the marketing body for commercial TV in the UK, in all its forms. It works with the marketing
community with a single ambition: to help advertisers get the best out of today’s TV.

Main shareholders Associates & supporters Member of

’ The ,
/|| tky Fed ommE 2
I m
DSt/ ) The
@@ Media Sales thlnk GlObal

sky | MEDIA 3 vasae
" turner " "k ®

o s&' 7 =4 » i

A UK & IRELAND



https://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiwu_jUzaHKAhWGvhQKHXFvDG4QjRwIBw&url=https://www.thinkbox.tv/News-and-opinion/Whats-on-tv/Turner&bvm=bv.111396085,d.d24&psig=AFQjCNELM6KFQ6H4IglF5fhXHBM08XBvbQ&ust=1452596462923970
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiPm4Xmy6HKAhWIcRQKHUxEDYMQjRwIBw&url=http://www.fool.com/investing/general/2015/10/01/the-walt-disney-co-just-bought-24b-of-its-own-stoc.aspx&bvm=bv.111396085,d.d24&psig=AFQjCNHYOW16SFueXPfJBegrjDmsft9-yQ&ust=1452595961427960
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiNw8X8y6HKAhXGWxQKHew6DlUQjRwIBw&url=http://www.tvb.ca/&bvm=bv.111396085,d.d24&psig=AFQjCNFgy3OewZ1W9mA3dgJWMRcYyUG0Hg&ust=1452596011074054
https://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwjSsrmYzKHKAhUFPBQKHQMzBfoQjRwIBw&url=https://en.wikipedia.org/wiki/Rede_Globo&bvm=bv.111396085,d.d24&psig=AFQjCNFgge-DkfV6A-IUaEd0ZXGCidAqqA&ust=1452596052588745
https://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwj9zPapzKHKAhXKaxQKHYkDDa8QjRwIBw&url=https://www.linkedin.com/company/sbs-discovery-as&bvm=bv.111396085,d.d24&psig=AFQjCNEnCNkRgvxbNLKZCcDwnnq2dBK__Q&ust=1452596104124613




ALL INDIVIDUALS

Average video time per day

Broadcaster TV
accounts for
69%

of our

video day...

All Individuals: 4hrs, 41 mins

YouTube
® Facebook
m Other online video
®m Online 'adult’ XXX video
mCinema
= DVD
Subscription VOD
Broadcaster VOD
= Playback TV
ElLive TV

Source: 2018, BARB / comScore / Broadcaster stream data / IPA Touchpoints 2018 / Rentrak




ALL INDIVIDUALS

Average video time per day

Broadcaster TV
accounts for
69%

of our

video day...

All Individuals: 4hrs, 41 mins

YouTube
® Facebook
m Other online video
®m Online 'adult’ XXX video
mCinema
= DVD
Subscription VOD
Broadcaster VOD
= Playback TV
ElLive TV

Source: 2018, BARB / comScore / Broadcaster stream data / IPA Touchpoints 2018 / Rentrak




TV & YouTube better
together

For every hour of
Game of Thrones
watched on TV
viewers also
consumed 30 minutes
of GoT content on
YouTube

thinkbox'.
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Social Media enhances the
TV experience

Love island at a glance

Averaged 5.5 million viewers

Most watched digital channel show for
16-34 audience ever

Over 2.8m Instagram followers
Over 1m Facebook followers
Over 5.3 million tweets sent

Over 1.5 billion Twitter impressions

thinkbox.
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Love Netflix, Love Telly

DAILY VIDEO VIEWING AMONGST NETFLIX VIEWERS,
(MINS PER DAY)

ENetflix ®BVOD ®BTVonTVset

Heaviest 20%
Netflix viewers

Second 20%

Third 20% 21%

7%

Fourth 20%  [EZREEES

Lightest Netflix
viewers

Non-Netflix
viewers

10% 86%

5%

All adults [EZRZ

Source: IPA Touchpoints 2018

thinkbox'.
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Sometimes, you dB'rT'

Love something untils
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The content is

great!

thinkbox.



€€ Proven writers,
A-list celebrities
and top directors
are creating new
and ever-improvir
entertainment tha
you used to only
find in Hollywood.

( The New York Times J




We |love TV
advertising




Proportion of advertising-generated profit by medium

£5,00 Bubble size represents
s £4 50 % of total profit
LZ) £4,00 Total profit = all return
UGJ (short + long-term)
m £3,50 generated over 3 years
" £3,00 — Print: 18% TV: 71%
8 Online Video: 4%
= £250 Q ‘
LL - F.
8 £2.00 (%) Radio: 3%
o .
. £150 OOH: 3%
= )
O E£1,00 —--mmmmm oo e oo e e e e e e e BREAK EVEN
= °

£0,50 | Online Display: 1%

£0,00

0% 10% 20% 30% 40% 50% 60% 70%
% OF BUDGET
Source: ‘Profit Ability: the business case for advertising’, Nov 2017 NB: Online Video includes Broadcaster VOD, YouTube, Facebook

Ebiquity ROl campaign database (Feb’14-May’17) & Gain Theory. Campaign obs: 1,954 video & online programmatic video




TV enhances other



Remember that some channels massively boost the effects of
others

MEDIA EFFECTS BY CHANNEL

Channel Benefitting from the Effect

CHANNEL
ONLINE SOCIAL ONLINE OUT OF GENERIC
GEEEES;:_NG ™ VIDEO + VOD  MEDIA DISPLAY HOME RADIO PRINT CINEMA  DIRECT MAIL SEARCH

v I T T T T T
ONLINE DISPLAY 9% 11%

PRINT 13%

o -0,
Source: ‘Demand Generation’, Nov 2019, MediaCom/Wavemaker/Gain Theory Key:




TV drives search
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UK launch of Dollar Shave Club
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Source: Google Trend, BARB










TV advertising Is the most trusted

TV Newspapers Websites Radio

v
Q (> ﬁ[m@gﬂ’ g, %

Magazines YouTube Social Media Search Outdoor

Source: TV/Ad Nation, 2016, Ipsos Connect/Thinkbox, adults 15+
Question: ‘In which, if any, of the following places are you most likely to find advertising that




“Public promises carry more

weight: hence why the words
‘as seenon TV are more g
convincing than ‘as seen on S

Facebook” f
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Rory Sutherland






TV drives the
‘peacock effect’

“It is not so much the claims made by
advertisers that are helpful, but the fact that
they are willing to spend extravagant amounts

of money.”

TV acts as a costly signal

7%
Y s

2z

,.~:\_:

Evan Davis, John Kay and Jonathan Star (1991): Is Advertising Rational?
Business Strategy Review, Autumn, 1991

thinkbox



i "

[{E_m OtiO'




Emotional advertising is 8 times more effective

Positive Negative No
emotional reaction emotional reaction emotional reaction

Source: Stephen Whiteside, “Procter & Gamble research validates emotional marketing”, WARC Event Reports, South by Southwest, March 2015







Emotion and Memory - linked in our brains

Hippocampus Amygdala

Memory formation Emotion & feelings
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Memories create




Behavioural science explores human judgement and
decision making

1) Most of what influences us is 2) We are heavily influenced by 3) Cognitive biases are massively
subconscious (system 1 thinking) context (anchors, shortcuts etc.) influential (social norms, mere-
exposure)




From brand to bland



Summary

TV plays an integral part of our Video world
We are in a platinum age of TV

TV Advertising is:
Effective

Impactful on other mediums
Trusted

Costly signalling

Emotional

Memorable

* TV helps brands grow

thinkbox'.



2 [ ELlVERIES

COLLECTIONS
& DELIVERIES

AWARDS

COLLECTIONS
ELIVERIES

DS

i COLLECTIONS
% DELIVERIES

AWARDS




