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“Advertisers choose TV for the most
important role in their marketing plans,
that of ‘lead outcomes-driver’. To best
achieve the full range of business results
- from quickly activating customer traffic
at scale to securing brand loyalty beyond
reason, whatever is most mission-critical
to sales goals and brand goals should be
trusted to TV.”

‘e

“Globally we have different customers
with  different  objectives:  Sales,
activation, aiming for short or long-term
results etc.. The wonderful result of our
Jjoint research expertise is that TV meets
all these goals — everywhere.”

“There’s an increasing culture of
effectiveness in marketing. Outcomes
are in. So, this new deck is timely. It
shows repeatedly, forensically and
comprehensively TV advertising’s
incredible skillset. It demonstrates how
TV solves business problems and is
packed with the evidence marketers
need to prove that TV is a low-risk
investment that unlocks growth.”
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The strongest
contribution to
sales

-

The largest scale,
a driver of
effectiveness

The
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The strongest
contribution to
both long-term
and short-term
ROI

s

The ideal balance
between
branding, short-
term sales and
long-term
business outcome

Al

The strongest
halo effect on
other media

The highest profit
at the greatest
efficiency, and
with the least risk

o

The best option
for recovery in
times of crisis

@

The best
guarantee for
market share
growth

‘0
The highest
quality of

contacts due to
attention levels

Measurable
results across all
life stages of a
brand

)

The highest
impact on
awareness,
consideration and
purchase intent

Immediate
increases in
website traffic,
particularly for

direct-to-
consumer brands

www.theglobaltvgroup.com



TV remains the strongest contributor to sales
demand

. Title of the study:
Executive summary/key results Can TV Generate Sales Demand?

Year of publication: 2017-2021

Commissioned by: ThinkTV
Australia

Contractor: GroupM, Gain Theory,
D&D Consultants

®

More information

s
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http://www.egta.com/uploads/2021_gtvg_deck/part_01/2021_gtvg_au_additional_info.pdf
http://www.egta.com/uploads/2021_gtvg_deck/part_01/2021_gtvg_au_additional_info.pdf

Total TVisinits own (good) place

with strong short and long-term ROI

Short-term vs long-term ROI

OOH

Average
3,0 3,3 3,5 3,8

Cinema
! Radio

Print

20,0
18,0
16,0
Social (Facebook)

14,0 Digital video

4,0 4,3
12,0

Digital display
10,0

8,0

6,0
Short-term ROI

The
Global www.theglobaltvgroup.com Source: Can TV generate demand?’, ThinkTV Australia, Feb 2021
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Total TV drives 3x more sales volume
than any other medium

Sales volume contribution index

(Indexed to highest channel) Not only does

Total TV deliver
great ROl in the
short and long-
term, but

also

Radio Search Digital Print Social Digital Cinema
display (Facebook) video

EFffectiveness Index

A
The ‘
Global www.theglobaltvgroup.com Source: Can TV generate demand?’, ThinkTV Australia, Feb 2021 AUSTRALIA
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TV increases ROI, provides long-term results
and drives effectiveness

. Title of the study:
Executive summary/key results TV Drives Advertising Effectiveness
that Lasts

Year of publication: 2019, 2021

Commissioned by: thinktv Canada

Contractor: Accenture

TV increases
digital's ROI by
19%

®

More information
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TV delivers the best ROI

ATTRIBUTED SALES ROI BY MEDIA CHANNEL OVER A ONE YEAR PERIOD

$14,34
$13,52
$12,71
211,79 $11,45
$9,99 .
IS
apE For

every dollar
spent

Overall TV Display & Other Paid Search Paid Social Short-form video Other Media

Fo P B & E

The ]
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https://thinktv.ca/research/canadian-media-attribution-study/

TV delivers the best ROI

ATTRIBUTED SALES ROI BY MEDIA CHANNEL (OVER 4 YEARS)
$23,40

$20,21

In the
long-term,
TV's ROI
grows to
$23.40

TV Display & Other Search Social Short-form video Other Media

ot P& F /M

The
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https://thinktv.ca/research/canadian-media-attribution-study/

TV improves digital's performance

§> Without TV's =[]

Standalone Digital ROI halo eﬂ:eCt,
digital

advertising'’s
average ROl
would decline by
19%

The —
Global www.theglobaltvgroup.com Source: Canadian Media Attribution Study CANADA *
TV Group 2
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TV has the highest contribution to sales
among all media

@ Executive summary/key results

Title of the study: The
Effectiveness & ROl of TV
advertising

Year of publication: 2019
Commissioned by: SNPTV

Contractors:

CSA, data2decisions, Dentsu Aegis,
Groupm, annalect/Omnicom,
Publicis media

amplifying their
sales effects

®

More information
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http://www.egta.com/uploads/2021_gtvg_deck/part_01/2021_gtvg_fr_additional_info_roi_effectiveness.pdf
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TV has higher contribution to sales than other
high-ROI media

g € Cinema Size of the bubbles in proportion to
- the contribution to sales
8

Facebook (incl. Instagram)

' P
6 Radio

_ 5 Display 0
g
: (4
e Affiliation
3 Online video (incl. YT; excl. FB)
, W
1 Outdoor
0
0% 10% 20% 30% 40% 50% 60% 70%
Investments %
The X Source: The Effectiveness & ROI of TV advertising, SNPTV//CSA, data2decisions, Dentsu Aegis, groupm,
TV 8#%?% > www.theglobaltvgroup.com annalect/Omnicom, publicis media,2019 FRANCE



TV has the biggest long-term sales effect
among all media

10 ) Size of the bubbles in proportion to
. e the contribution to sales
Social total Cinema
8
Display
7

6 ‘ Radio

Affiliation marketing
5 O

2
4
Outdoor ‘
. [
2 ° ) Online video (incl. YT; excl. FB) (contribution to sales of
Total TV =65%)
1 Press (newspapers, magazines)
0
80 100 120 140 160 180 200 220 240
Long-term effects (index: long term effect calculated on the basis of 100 being short-term effect for all media)
The Source: The Effectiveness & ROI of TV advertising, SNPTV//CSA, data2decisions, Dentsu Aegis, groupm,
TV 8#%?]%, www.theglobaltvgroup.com annalect/Omnicom, publicis media,2019 FRANCE



TV is an essential medium to support brand’s
economic recovery

@ Executive summary/key results

Title of the study:
How to boost a brand’'s recovery
with tv advertising?

. Year of publication: 2020
Evenin the short-term,

TV's saturation threshold is Commissioned by: SNPTV
much higher than that of Contractor: Ekimetrics
other media than any other media

Due to its unequalled reach,
contribution to sales, ROI
and impact other media’s

capacity to sell @

More information
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http://www.egta.com/uploads/2021_gtvg_deck/part_01/2021_gtvg_fr_additional_info_ekimetrics.pdf
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TV advertising is an essential tool for brands

in times of economic recovery

MMM study conducted by Ekimetrics (150 brands — 5 different sectors — 6 years of historical data)

Contribution to Saturation level

sales Up to
5°2 4x higher

44%

compared to
other media

The )
Global - www.theglobaltvgroup.com Source: How to boost a brand'’s recovery with TV advertising?, SNPTV/Ekimetrics, 2020
TV Group =
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Television and online video have an
unsurpassed contribution to sales and ROI ratio

MMM study conducted by Ekimetrics (150 brands — 5 different sectors — 6 years of historical data).

Online video Size of bubbles =

6 . % investments
Search

5

Social media
4 Press
3 o/

2 Radio

Global ROl in €
(> 4 months)

Display
1
0
0% 10% 20% 30% 40% 50% 60%
% contribution to sales
The
Global - www.theglobaltvgroup.com Source: How to boost a brand'’s recovery with TV advertising?, SNPTV/Ekimetrics, 2020 FRANCE
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TV creates strong synergies with other media
that boost impact on sales

MMM study conducted by Ekimetrics (study based on 150 econometric models over 6 years 2014 to 2015 - 5 different sectors: automotive/banking &
insurance/premium cosmetics/food retail/consumer products)

Matrix of synergies offered by TV in the 5 sectors

&‘ o Radio VoL OOH

s\
o Radio Radio OOH
.:-.
. o Radio OOH Social/VOL
E 8
Synergy:

o Radio Display VOL
S
measure of how activating TV increases efficiency on

an
re
other media sales
Radio OOH Radio _
N

The ‘
Global - www.theglobaltvgroup.com Source: How to boost a brand’s recovery with TV advertising?, SNPTV/Ekimetrics, 2020 FRANCE
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TV strengthens Facebook but not vice versa

. Title of the study:
Executive summary/key results MEDIENAQUIVALENZSTUDIE 1
UND 2

Year of publication: 2018, 2020

Commissioned by: Google and
SevenOne Media (2018), SevenOne
Media (2020)

Contractor:
Facit (Serviceplan Group)

While video ads work

on every platform, ads on digital

platforms benefit
from a combination
with linear TV
campaigns

®

More information
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http://www.egta.com/uploads/2021_gtvg_deck/part_01/2021_gtvg_de_additional_info_MEDIENAQUIVALENZSTUDIE.pdf
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TV and BVOD scale at high level
and up to high contact levels

TV and BVOD not only generate the highest

Unaided advertising recall: monomedial impact curves effectiveness levels, but they also have increasing
. impact even at high contact stages
100
80 l.ﬂ .....................
. —
40 ooooooooooo weosoo®®®®
20
0
0 1 2 3 4 5 6 . i 9 )

TV COMMERCIAL = BVOD PREROLL/MIDROLL =—YOUTUBE TRUEVIEW ——=FACEBOOK VIDEO POST

The
Global - www.theglobaltvgroup.com Source: Media Equivalence Study: Video, Media Equivalence Study, Video Contact+, Facit
TV Group =

Base:

Meta modelling per
channel - Model quality:
MAPE (aggregated) =
Mean Absolute Percentage
Error=11.8%

GERMANY e



YouTube cannot replace TV contacts

Unaided advertising recall: 4 exposures
In %

100

80

TV content provides the most effective
61 environment. With each TV exposure
60 replaced by YouTube, impact declines

40

20

4XTV 3XTV/1XYOUTUBE 3XYOUTUBE/1XTV 4 X YOUTUBE

The :
Global - www.theglobaltvgroup.com Source: Media Equivalence Study: Video, Media Equivalence Study, Video Contact+; Facit GERMANY
TV Group =



Total Video, regardless of device, drives more
sales uplift than any other platform

. Title of the study:
Executive summary/key results Not All Reach is Equal

Year of publication: 2020

Commissioned by: Screenforce

Contractor: Amplified Intelligence
(prof. Karen Nelson-Field)

regardless of device,

Low ad pixels decreases
the level of attention
and thus the likelihood
of a brand being selected

®

More information
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http://www.egta.com/uploads/2021_gtvg_deck/part_01/2021_gtvg_de_additional_info_NOT_ALL_REACH_IS_EQUAL.pdf
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Advertising on TV platforms generates the

highest short-term advertising strength (STAS)
and aided recall

STAS by media channel AIDED Advertising recall by media channel
Figures as index Figuresin %
TV 129 TV 28
BVOD 138 BVOD 23
YouTube 112 YouTube 18
Instagram 105 Instagram 16
Facebook 100 Facebook 16
Reading example: The purchase intention for the advertised brands is 29 percent Reading example: After exposure to TV advertising 28 percent can remember
higher after exposure to TV advertising than without advertising exposure. the advertised brands.

The
Global www.theglobaltvgroup.com Source: Not all reach is equal, Screenforce/Amplified Intelligence, 2020 GERMANY
TV Group 2



TV's advertising impact remains strong over time

Short-term advertising strength (STAS) over time ® BVOD — Power (BVOD)
Figures as index To determine the advertising impact,
J STAS compares purchases with and
without advertising contact

140 138 ® YouTube on mobile — Power (YouTube on mobile)

130

112 —®
110
S
100 ©
90
92
0 4 8 12 16 20 24 28

The
Global www.theglobaltvgroup.com Source: Not all reach is equal, Screenforce/Amplified Intelligence, 2020 GERMANY
TV Group 2



The ROI effects of TV investments
or more

@ Executive summary/key results

even in the third wave,
TV still achieves comparable
short- and long-term ROI

Brands that are bought more
often achieve higher ROLI.

TV advertising by big brands is
more efficient

The
Global -
TV Group =

www.theglobaltvgroup.com

brands with an umbrella brand
structure achieve higher ROI

consistent use of creative pays
off

every purchase counts

Confectionery products achieve
higher short-term ROI, cosmetics
products are strong in the long
term

last 5 years

Title of the study: ROl Analyzer
Year of publication: 2013-2018

Commissioned by:
Seven.One Media, Screenforce
(since 2015)

Contractor: GfK

®

More information

GERMANY e



http://www.egta.com/uploads/2021_gtvg_deck/part_01/2021_gtvg_de_additional_info_ROI_ANALYZER.pdf
http://www.egta.com/uploads/2021_gtvg_deck/part_01/2021_gtvg_de_additional_info_ROI_ANALYZER.pdf

ROI remains at a high level

Basis: 318 campaigns
(FMCG 2011/2012: 204,

Short- and long-term ROl in the 3 surveys Confectionery & Cosmetics
Ratio of additional revenues from advertising to net TV spendings 2014: 43, FMCG 2017:71).
4 Shown is the net ROI (flat

estimate of net
investments based on
3 Nielsen Media Research,
ZAW).

FMCG 2011/2012 Confectionery & Cosmetics 2014 FMCG 2017

m Short-term ROI Long-term ROI

The :
Global‘ www.theglobaltvgroup.com Source: SevenOne Media, Screenforce, GfK GERMANY
TV Group =



Mass-reach campaigns have a larger impact on
sales than moderate ones (regardless of brand size)

- Title of the study: How does TV's
Executive summary/key results reach impact sales?

Year of publication: 2020

Contractor: Kantar

Mass reach ad campaigns
(with an av. 88% coverage)

have a . .
Campaigns with a 70% -
90% coverage deliver the
o needed for a campaign to
whichis have an impact on buyers : R
) in terms of contribution to
and on a brand’s sales :
sales and penetration
than
moderate campaigns
(with a 47% av. coverage). @
More information
The
Global www.theglobaltvgroup.com
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Mass reach campaigns have a larger impact on
sales than moderate ones (regardless of brand size)

Average contribution to
sales of the various
3,8% 0,4% marketing Mix levers |
3 periods (2 campaign flights
e + 1 rest period)
25,6% !
TV’s contribution to sales
of brands that do mass
reach campaigns is

than in the case of brands
with moderate campaigns

Brands with mass campaigns Brands with moderate campaigns

m Other factos ®Loyalty Promotions ®TV

The
Global www.theglobaltvgroup.com Source: Kantar, 2020 SPAIN
TV Group 2




The larger the coverage, the greater TV's

contribution to brand sales, (regardless of brand size
and campaign budget)

Average % of TV's contribution to sales per brand groups based on brand’s billing periods (2 campaign flights + 1 rest period).

3,8% X

Total f brand

otatgroup or brands - 0,4% 10
4,6%
Brands with billings higher than 10M during th i ! X
rands with billings higher than uring the campaign - 03% 15
3,1%
Brands with billings between 5M and 10M during the campaign 1o X
I 0.7 4
2,2%

Brands with billings under 5M during the campaign ? X
Bl 03 7

Massive campaigns W Moderate campaigns

The ]
Global www.theglobaltvgroup.com Source: Kantar, 2020

SPAIN
TV Group.’




TV creates sales uplifts for brands even at low

investment levels

@ Executive summary/key results

There are

diminishing returns, scaling up,
build brand/brand awareness

Strategies that
but at lower cost
can work well as a starting point

The point of diminishing returns
needs to be identified

The
Global, www.theglobaltvgroup.com
TV Group =

Advertising has both
a short-term and a sustained
effect on sales

rather than a smaller, continuous
drip approach

Title of the study: As seen on TV
Year of publication: 2019
Commissioned by: Thinkbox

Contractor: Data2Decisions

®

More information

%
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http://www.egta.com/uploads/2021_gtvg_deck/part_01/2021_gtvg_uk_additional_info_AS_SEEN_ON_TV.pdf
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TV creates sales uplifts for brands even at low
investment levels

50%
when using TV campaigns

40%
Brand value < £50m

= 30% :
& —showing
= ===Brand value < £100m the power of TV to help
W 20% build the brand. This is
- — because small brands are
X working from a lower base

10% Brandvalue + £100m and TV gets advertisers
seen, heard and talked
about quickly

0%

0,0 0,5 1,0 1,5 2,0 2,5 3,0

TV CAMPAIGN SPEND (£M)

The ‘ . N LS
Global www.theglobaltvgroup.com Source: As seen on TV, Thinkbox/Data2Decisions, 2019 UNITED KINGDOM
TV Group 2



TV performs better than any pure ‘demand-
generating’ channel (both in short- and long-term)

@ Executive summary/key results

Marketing budgets tend to be
used to do two things: demand
generation and
demand fulfilment

The
Global, www.theglobaltvgroup.com
TV Group =

Some forms of advertising are
riskier than others

Within the first fortnight of a
campaign,

Most advertising channels boost
the efficiency of others, but the
scale and consistency of the
effect differs significantly

We need to

Title of the study:
Demand Generation

Year of publication: 2019
Commissioned by: Thinkbox

Contractors:
Mediacom, Wavemaker, Gain
Theory

®

More information

%
UNITED KINGDOM



http://www.egta.com/uploads/2021_gtvg_deck/part_01/2021_gtvg_uk_additional_info_DEMAND_GENERATOR.pdf
http://www.egta.com/uploads/2021_gtvg_deck/part_01/2021_gtvg_uk_additional_info_DEMAND_GENERATOR.pdf

TV's short- and long-term effect means
it generates the best volume overall

Different media drive sales
impact over different

PPC Generic T timescales.
v I R D R
Print _
Online Display

Radio

Out of Home delivering in the First

L
I
"
Paid Social | . weeks of a campaign
Online Video | but also in the following
B two years after

Broadcaster VOD )
Investment.

Cinema I

0% 10% 20% 30% 40% 50% 60% 70% 80%

% contribution to sales

First 2weeks w®mAllshort term effects mLong term effect

The
Global - www.theglobaltvgroup.com Source: Demand generator, Thinkbox/Mediacom,/Wavemaker/Gain Theory, 2019 UNITED KINGDOM
TV Group =



TV advertising delivers the highest profit at
the greatest efficiency, and with the least risk

@ Executive summary/key results

Advertising is a powerful
business investment

Advertising profit isn’t just about ROI but
volume and scalability

Advertising-generated profit varies by
category

Advertising can be risk assessed

The )
G[oba[‘ www.theglobaltvgroup.com Source: Kantar, 2020
TV Group =

It's time to reassess the return that
advertising can generate

Title of the study: Profitability: the
business case for advertising

Year of publication: 2018
Commissioned by: Thinkbox

Contractor: Ebiquity, Gain Theory

®

More information

A L2
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TV advertising delivers the highest profit at
the greatest efficiency, and for the least risk

Looking at the combined

Proportion of advertising-generated profit by medium short and long-term
effects of advertising,

£5,00
£4,50
S despite TV currently
£3,50 commanding 54% of
average advertisin
£3,00 Print: 18% o g g
Online Video: 4% udget.
£2,50 ® ‘
£2,00
1A° 0, .
£1.50 Radio: 3% Bubble size represents
1} o .
£1.00 OOH: 3% % of total profit
' , Total profit =
£0,50 Disoprl]allyr!e‘l"/ all return (short + long-
. (o]
£0,00 term) generated over 3
0% 10% 20% 30% 40% 50% 60% 70% years
The \4 h
Global www.theglobaltvgroup.com Source: Profitability: the business case for advertising, Thinkbox/Ebiquity/Gain Theory, 2018 UNITED KINGDOM

TV Group 2



Investing in advertising during the recession, is

ultimately worth the long-term profit

@ Executive summary/key results

Brands who saw the
crisis as an opportunity
(with over 8% ESoV),

. . A recession is no time saw over 2.5 times as
(ie. stopping . .
advertising) to switch solely to many large business
short-term sales effects and 4.5 times
and activation, because the annual market
. . share in times of
it can take up to five . .
since the prices of recovery.
years for brands to .. .
advertising are lower in
recover :
recession
The
Global www.theglobaltvgroup.com Source: Kantar, 2020

TV Group 2

Title of the study:

Advertising in recession - Long,
Short or Dark? A guide to
advertising best practice in
recession

Year of publication:
Update: 2020 (Original Study: 2009)

Commissioned by: Peter Field

Contractor: IPA (original study)/
B2B Institute (update)

®

More information

A L2
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Investing in SoV drives strong growth during

recession

Base: IPA cases covering 2008 recession

2,5
8 2,1 S
3 : B
e 2 2
(] (=)]
v &
e 2
G 15 o
0 (]
S =
(=)] ()
o 1 E
— o
> 2
> I
o 05 0,4 =
o c
<
0
0% or less 0-8% Over 8%
Effective Share of Voice (ESoV
The )
Global www.theglobaltvgroup.com Source: Advertising In a Downturn, Peter Field/IPA, 2009
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Investing in SoV during recession drives long-
term profit growth

Base: IPA cases covering 2008 recession

40% 38%

=
= 35%
[
a

(o)
< 30%
8
> 25%
rT =
23 20%
£
=T 15%
o 10%
- 10%
b
9 5%
= 0% 0%

(o]

0% or less 0-8% Over 8%
Effective Share of Voice (ESoV)

The
Global www.theglobaltvgroup.com Source: Advertising In a Downturn, Peter Field/IPA, 2009 UNITED KINGDOM
TV Group 2



Successful advertisers ensure their campaigns

strike the right balance between long-term and
short-term investments

- Title of the study:
Executive summary/key results Advertising Effectiveness: the long
and short of it

Year of publication: 2012

Commissioned by: Les Binet and
There is a tendency to use very Peter Field

short-term online metrics as primary

Contractor: IPA
performance measures and this has

dangerous implications for long- (less than 1 year), but investingin
term success both delivers even higher returns
direct methods that stimulate sales
(60:40 principle) @

More information

A L2

The
Global www.theglobaltvgroup.com UNITED KINGDOM
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Brand building and sales activation work over
different timescales

Brand building and
Sales activation: activation effects are not
Short-term sales uplifts generated by marketing
campaigns in the same way
across time. This chart
illustrates why it is easy to
end up overdoing short-
term activation measures
k if you are in a business

environment that values
\l \ short-term results.

Time

Sales uplift over base

v

A

Short term effects dominate - 6 months

A L2

The \
Global - www.theglobaltvgroup.com Source: Les Binet and Peter Field, Media in Focus: Marketing Effectiveness in the Digital Era, IPA, 2013 UNITED KINGDOM
TV Group =



TV is best for market share growth

3,0%
£ 2,6%
E 2,5%
n
[
= 2,1%
T 2,0%
= 1,8%
(=]
w
<
8_ 1,5%
2
j:: 1,1%
[ 1,0%
=
n
£
o
2 0,5%

0,0%

No TV TV Sponsorship DRTV Brand TV

The
Global © www.theglobaltvgroup.com Source: IPA Databank, 2014-2016 UNITED KINGDOM
TV Group 2



The broader the reach, the broader the effects

Average number of very large business effects reported

1,8
6,7

Existing consumers New consumers Whole market Existing consumers New consumers Whole market

Business effects Total effects

The | N LS
Global b www.theglobaltvgroup.com Source: Advertising Effectiveness: the long and short of it, Peter Field/Les Binet/IPA, 2012 UNITED KINGDOM
TV Group =



TV is a growth engine that drives measurable
results across all life stages of a brand

. Title of the study:
Executive summary/key results The Halo Effect: Tv As a Growth
Engine

Year of publication: 2020

Commissioned by: VAB & Effectv
Contractor: VAB & Effectv

Both direct-to-consumer
(DTC) and non-DTC brands
across all life stages saw an

as additional
consumers are exposed to
the brand and messaging

as they are establishing their

during their TV launch story and identity in market

month

®

More information

The
Global, www.theglobaltvgroup.com UNITED STATES
TV Group =



http://www.egta.com/uploads/2021_gtvg_deck/part_01/2021_gtvg_us_additional_info.pdf
http://www.egta.com/uploads/2021_gtvg_deck/part_01/2021_gtvg_us_additional_info.pdf

TV drives immediate increases in website
traffic among direct-to-consumer brands,
particularly younger ones

The younger DTC brands saw the
largest impact from their TV

Direct-to-Consumer Brands: TV Launch Month* vs. Three-Month Average Prior To TV launch month, with the largest
Average Website Unlque Visitors website trafFic lifts on average
Three Years Old or Younger Between Four — Eight Years or Older
Seven Years Old How to Read:

DTC brands that are three years old
or younger saw a +23% lift in their
website traffic during their TV
launch month vs. their three-month
Uni average website traffic prior to TV.
nique
visitors %

Increase By the nature of their business

model, DTC brands have had a
digital media presence since near
inception, so these increases are in
the context of existing digital
advertising pre-TV launch

The
Global' www.theglobaltvgroup.com Source: The Halo Effect: TV as a Growth Engine, VAB, 2020 UNITED STATES
TV Group =


https://thevab.com/insight/halo-effect

As DTC brands continue advertising and build a
sustained presence on TV, younger brands see even
greater lifts in digital conversions to their website

Direct-to-Consumer Brands: ‘When On TV’ Monthly Average vs. Three-Month Average Prior To TV

Average Website Unique Visitors

Three Years Old or
Younger

Average
Monthly
Unique
Visitors %
increase:

+811K

The )
Global‘ www.theglobaltvgroup.com
TV Group =

Between Four — Seven
Years Old

+1 383K

Source: The Halo Effect: TV as a Growth Engine, VAB, 2020

Eight Years or Older

+803K

How to Read:

DTC brands that are three
years old or younger saw a
+138% lift in their average
monthly website traffic
when they were airing on
TV vs. their three-month
average website traffic
priorto TV.

| —
—
UNITED STATES E


https://thevab.com/insight/halo-effect

)

The strongest
contribution to
sales

-

The largest scale,
a driver of
effectiveness

The
Global -
TV Group =

i

The strongest
contribution to
both long-term
and short-term
ROI

s

The ideal balance
between
branding, short-
term sales and
long-term
business outcome

Al

The strongest
halo effect on
other media

The highest profit
at the greatest
efficiency, and
with the least risk

o

The best option
for recovery in
times of crisis

@

The best
guarantee for
market share
growth

‘0
The highest
quality of

contacts due to
attention levels

Measurable
results across all
life stages of a
brand

)

The highest
impact on
awareness,
consideration and
purchase intent

Immediate
increases in
website traffic,
particularly for

direct-to-
consumer brands

www.theglobaltvgroup.com
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