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Why advertise on TV?
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\/ advertising is the most trusted
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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...




TV ads deliver quality, self-confidence and strength signals
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TV delivers greater sales versus spend for smaller brands

Share of spend Share of advertising-

generated sales

Online/BTL

17% Other ATL

14%

Other ATL

17%

Source: ‘As Seen on TV: supercharging your small business’, May 2019, Data2Decisions/Work/Thinkbox. Data2Decisions database of smaller brands. All categories.




What's happened to TV viewing habits
and behaviours during lockdown?
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ewing of TV ads increased by 19% YOY during lockdown
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Source: BARB weeks 6-18 2020 vs weeks 6-18 2019. 30” reweighted impacts.




ouring lockdown, shared viewing increased by 30%
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Source: BARB weeks 13-19 2020 vs weeks 13-19 2019. All data based on live TV set viewing




Vhat do people want from TV advertising at the moment?

41%
41%

Information
Positivity
Humour 35%
Trust I 330
Normality I 319
Helpfulness S 30%
Optimism N 2 3%
A sense of calm I 2 7%
Reassurance I 26%
Fun I 250,
Happiness I 24%
Safety messaging I 2 1%
Hopefulness S 21%
Comfort I 2 (0%
Creativity I 18%
Emotional Connection S 10%
Prompts discussion mmmm 7% % agreement
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Question: ‘Which, if any, of the following do you want from companies advertising on TV at the moment?” Base: all UK adults ages 16-75, n = 1125




Viewers are 75% more likely to follow up on a TV ad when multi-screening

ACTIVE RESPONSE DURING 2N° SCREENING

+ /5%

The data refers to people who entered a site or used an app within 15 minutes of
watching an ad on TV, of the same brand, between July 2016 and April 2017

Source: Mediacom and ViewersLogic research 2019




How it works...



Best of
TV

Large audiences quickly
Highest quality content

Established measurement

adsmart

from Sl(y

Best of
Digital

Highly targeted

Customer response
tracking
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Drop in channel
switching
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~IVE Years and Forward
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Succession
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More likely to Higher ad

talk about recall

spontaneous brand purchase
awareness likelihood
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Data: a deep understanding of every household

Proprietary 15t party data
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Targeting
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*Custom-built segments

Building an audience
Geographical segments

AdSmart allows you to pick your ideal audience from hundreds of combinations, so you can be sure only the right households are seeing
your ad at the right cost for you. You can combine by location and household attributes to best suit your needs.
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BARB Region Postcode Area(s) Radius*
Met Area Postcode Sector(s)* Selected box*
Drive Time*

Postcode District(s)*

Local Authority
Delivery/service Area*



AdSmart enabled channels
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Delivery Measurement
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Household panel:
500k households

Detailed Impression
reporting

75% Viewability
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’lanning and Reporting

sky analytics 161,388

Campaign No: + 06Jul 20201031 Jul 2020 + £14000 » Sky AdSmart

Audanca Oefintion Moo View

Impressions Reach Frequency Impressions: Daily (Cumulative)
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