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E How was the state of online video measured?

» DM2Pro and Tremor Media partnered to measure the state
of online video by surveying the advertising community

» Online survey was distributed to a representative list of
advertisers, agencies, publishers, networks and technology
providers

» Survey was conducted from March 7, 2010 to April 1, 2010

» Results are based on over 500 survey responses and were
compiled and analyzed by DM2Pro and
Tremor Media
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The online video industry is young, not just in terms of the
media industry, but even the digital media industry.

MAY 05 JULY 05
Yahoo! Video AOL's Live8 coverage
Launches; gets 3 billion viewers;
FEB 05 iTunes offers JUNE 05 AP announces plan
YouTube video; ABC online AOL Video Search, for online video
Launches video site goes live Slingbox launches network
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1|\' DAWN OF THE ONLINE VIDEO REVOLUTION

© 1998 Netflix Launches

©® 1997 TiVo Creates Digital Video Recorder (DVR)

® 1996 DVD Format Launches

© 1990 Satellite, Internet, Digital

® 1980 Cable Television
® 1940 Television
©® 1920 Radio
® 1910 Newspapers & Magazines
©® 1880 Newspapers & Magazines

1880 2005



The online video industry is young, not just in terms of the
media industry, but even the digital media industry.

OCT 05
JULY 05 AUG 05 YouTube gets $5M funding;
AOL's Live8 coverage Flash 8; SEP 05 Apple - TV shows on iTunes;
gets 3 billion viewers; Veoh gets funding; Bittorrent gets VidiLife gets funding;
AP announces plan More people watch funding ; Google Yahoo hires more video talent;
for online video Hurricane Katrina on streams Chris Revver.com launches with funding;
network Web than TV Rock show NBC streams full Nightly News
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The online video industry is young, not just in terms of the
media industry, but even the digital media industry.

SEP 05
Yahoo launches music video service;
Comedy Central launches broadband channel;
YouTube receives another $3.5M;

CNN Pipeline starts private beta; TNT Launches NBA
Overtime broadband channel; NBA launches a free
broadband video; NBC moves Trio to broadband;
Brightcove receives $16.2M.

i

DEC 05
iTunes adds NBC, SciFi, USA; Disney
reaches 800k downloads on iTunes;
Grouper gets $1.75M in funding (later
bought by Sony); NBC puts Meet the
Press online; Video-sharing company
PureVideo gets $5.6M; Reuters starts
syndicating video to Web sites.
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The online video industry is young, not just in terms of the
media industry, but even the digital media industry.

DEC 05 JAN 06
iTunes adds NBC, SciFi, USA; Disney Google launches video store, partners with
reaches 800k downloads on iTunes; CBS. E! launches broadband channel; Scripps
Grouper gets $1.75M in funding (later launches broadband channel; ABC downloads
bought by Sony); NBC puts Meet the on iTunes exceed 1.5M after three months;
Press online; Video-sharing company MySpace launches video sharing; iTunes adds
PureVideo gets $5.6M; Reuters starts MTV content ; Heavy.com gets $10M funding ;
syndicating video to Web sites. Sling Media gets $46M funding
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How were 2009 advertising budget allocated across
the following channels?

The majority of advertisers spent 5-10% of overall media
budgets on online video

Television = 0-5%
Online Video m5-10%
Online Display 10-20%

Search m 20-30%
Print m 30-40%
Mobile 40-50%
Direct Response 50-60%
Events 60-70%
Promotions il
OOH 80-90%

90-100%

Other channel (Channel / %)
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Will 2010 online video advertising spend represent
an increase or decrease over 2009?

94% of Advertiser and Agency Respondents Indicate 2010
Online Video Budgets will Increase Over 2009

Decrease

5.9%

Increase
94.1%
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By how much will online video budgets increase?

Nearly 70% of respondents indicate a greater than 5%
increase in online video budgets

68.8%

28.1%

< 5% > 5%
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From which of the following channels will you shift
budgets to fund the increase spend in online video?

45% of respondents are shifting budgets from TV to fund
the increase spending in online video

44.9%
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Which form of video advertising offers the highest ROI?

Nearly 45% of respondents state online video drives the
highest ROI

Don't Know
33.3% Internet
44.8%

Mobile
6.3%



Which online video ad formats are best at driving ROI?

The majority of respondents gave a “Good” or “Excellent”
ROI rating to 6 of the 10 video ad formats
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For which campaign objectives would you be most likely
to use online video?

Online video is mostly used to drive brand awareness and
brand engagement

Brand awareness — 2.21

Brand engagement NN 2.29

Ad awareness [N 2.87

Traffic driving | 2.87

Message association | 3.20

Purchase intent | 3.26

Online sales | 4.20

Direct response / opt-in |, 4.39

Brick-and-mortar sales — 4.72

Based on a 1-8 ranking scale where 1 is most likely campaign objective and 8 is least likely.
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measuring online video advertising?

73% of Respondents Rate User Interaction as an “Extremely

E How important are the following engagement metrics for
u Important” or “Very Important” Engagement Metric

User interaction
73.6%

Measured increase in brand awareness
or message association N 71.2%

Time spent

Purchase

Completion rate

Impact on search behavior

Number of times forwarded
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Demographic
Content Category
Behavior/Intent
Geographically
Keyword

Placement
Re-targeting
Psychographic
Time-based
Technology platform

None

1.0%

Copyright 2010 Tremor Media

18.4%
10.2%

43.9%
43.9%
37.8%
32.7%

How do you target your online video advertising?

54.1%

Nearly 80% of Respondents Indicate the Use of Demographic
Targeting for Online Video Campaigns

79.6%
73.5%
65.3%



What are the most important attributes when selecting an
online video partner?

Over 85% of respondents indicate audience and content quality are
the most important attributes in selecting an online video partner

Audience quality 89.1%
Content quality 86.2%
Reach 83.1%
Measurability / Metrics 81.5%
Targeting capability 80.9%
Price/ROI 79.3%
Advertiser quality 65.6%
Creative execution 64.0%
Technology integration 57.6%
Customer service/ Ease of.. 52.9%
Cross-platform synergy 45.9%
Ability to syndicate 39.1%
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What would influence you to
buy more online video?

Better ROl measurement for online video is the most important
factor to persuade respondents to buy more online video

Better ROI measurement — 92%

Quality content | 547
Better reach | 5+
Integrated campaign management tools _ 73%
Brand assurance/safety _ 70%

Greater knowledge of ad formats — 51%
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h The Shift is Here.
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Thank You!
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