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1V's Hybrid World

The ‘cress-media fusion’ reshaping felzvision

“lie’re going fo demate
the PL and the Mac™

NOWV DON DRAPER, IT'S ALL ABOUT THE I:III'A‘

The rise of A multi-platform Viewing forms:
data-driven future with the dominant cultural
advertising TV set viewing and advertising

decisions at its core channel of choice
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An objective appraisal of the future viewing landscape
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What does the future viewing experience look like?

The battle to Evolving strategies It’s all about

control the for audience New growth the data: the

viewing retention, growth opportunities viewer value
gateway & monetisation for advertising exchange
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What does the future viewing experience look like?

Content Viewer
& Delivery Behaviour Advertising Data
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Eight images with a story to tell...

rlowflex |

i SARS-CoV-2 Antigen Rapid Test
S| (Self-Testing)

See-Threepio and Princess Leia !

... about the future viewing experience
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1.
Direction of travel
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Direction of travel
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Frictionless?
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Detours and false dawns
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The future viewing experience is not about what technology can do,
but by how TV and video are actually watched

..usually a lean-back
\ experience
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Often a shared
exper_ignce_. —
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2.

Content brands,
vertical integration

and D2C
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Fans of film franchises

(millions)

67.5

50.1

53.8

54.2

27.0
9,8 mGB
4,3 H France
S B Spain
9,6 B Germany
Disney Marvel DC Harry Potter  Star Wars Star Trek  James Bond Lord Of The
Rings
ICANTAR RESEARCHTHEMEDIA Source: TGl Europa 2021 R2
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3

The battle to control
the content gateway
into the home...
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Will the 2020s be the decade of the TV set?

Smart TV Ownership (%)

73 76
68 63
: I I

France Germany Great Britain Italy Spain

I(ANTAR RESEARCHTHEMEDIA Source: Kantar Comtech December 2021



low/lex -

SARS-CoV-2 Antigen Rapid Test

(Self-Testing)

1 Test Cassette
o 1 Extraction Buffer Tube
« 1 Disposable Swab

« 1 Waste Bag

e Package Insert

Contents:
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The battle to control the content gateway into the home...

amazonfiretv
-

Omni Series
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“Alexa, turn on the TV.”
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4.

The winners in the
platform wars will
strike the right

blend between linear
and VOD
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Launching 2022
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5.

The future will o
end in tiers \

Ad-funded |

“When you read speculation that we are
moving into selling advertising be
confident that this is false” Netflix
shareholder letter 2019
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The market for streaming services is hugely competitive
with high overlap in usage in Norway for example

Weekly reach 20-39, all screens

BVOD

69%

AVOD
50%

SVOD
47%

ICANTAR RESEARCHTHEMEDIA Source: Norway Q1 2022



6.

From local to global:
the internationalisation
of culture

THE BABEL FISH IS SMALL, YELLOW, LEECHLIKE,
AND PROBABLY THE ODDEST THING IN THE UNIVERSE.
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/.

Advertisers and
agencies seek
closer integration
with content
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The 2020s are
shaping up to be
the decade of the
Smart TV set

The viewing
experience will be
enhanced, but in
the context of
understanding how
television is
actually watched.

Intellectual
property is the new
prime time, with
significant steps
towards vertical
integration: from
‘on set’ to TV set

Local to global:
streaming is
facilitating the
internationalisation
of culture
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The winners in the ..and the right blend

platform wars will be of revenue models
those that achieve the between subscription
right blend between and ad-funded

linear and VOD

Advertisers and
agencies look to
alternatives to video
ad spots, increasing
the need for
integrated cross-
platform
measurement

Consent will be

king when it comes to
targeting
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The battle to
control the
viewing
gateway

Evolving
strategies
for audience

retention, growth

& monetisation

New growth
opportunities
for advertising

It's all about
the data: the
viewer value

exchange

Building the industry
standard for a more
frictionless world

* Metering technology
investments and
deployments.

* Ingesting CTV+ to add
more precision and
granularity

Solutions to monetise
a complete view of
your audience

* Broadcaster readiness
to monetise
cross-platform

* Best-in-class planning
and analysis tools
to aid ad sales,
planning and trading.

Ready to measure all
forms of IP-delivered
ads and content

*  Watermarking
detection at 3 sec+

* Leveraging HbbTV
capabilities

* In-flight campaign
optimisation and
performance solutions

Responsible, secure
first-party data
integrations

* Secure, privacy
compliant data
exchanges.

* Investments in new
panel health,
engagement and
compliance.

KANTAR

RESEARCH MEDIA



Unlocking value through open,

future-ready solutions

Develop & Scale

AdTech
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Coming soon: 29 June 2022

CONTENT

THE
FUTURE VIEWING
EXPERIENCE /

KANTAR

Sao Paolo

Madrid

Online: 09:00 BST/10:00 CET/16:00 SGT
Online: 10:00 EST/15:00 BST/16:00 CET

Get involved

#KantarFutureVX
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Thank you!



