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To prove his point, he showed a slide declaring that "TV still offers 
the best ROI across media channels." The data on the slide showed 
Coca-Cola's TV investment returning $2.13 for every dollar spent on 
TV, compared with $1.26 for digital. 







“The tsunami of bullshit that is 
digital video continues to head 
inland, threatening to 
subsume TV advertising in 
2017” 

Professor Mark Ritson 
Marketing Week, November 2016 



David Pakman “May I Have Your Attention, Please?” 

“Size” = ~14MN 

“In fact, the audience sizes being drawn to these new platforms are massively dwarfing 
audience sizes of traditional media properties. Hola Soy German, for example, has a 
larger audience than the NBA Finals and the World Series” 



Source: Joe Marchese, May I Define Your Attention, Please? 

HolaSoyGerman’s average video is about 5 minutes long; 
multiply that by 14 million, and that’s a total of 70 million 
minutes spent watching one of his videos. And it’s total, not 
simultaneous or all on a given day. 
 
 70m minutes viewed in 1 month 
 / 43,200 minutes in one month 
 = 1,620 views per minute (AMR) 
  
Plus, also remember: 
 
 Maybe not real (bots etc.) 
 Maybe no audio 
 Maybe only partially visible on screen 
 Digital view is 1-3 secs versus 1-3 mins on TV 
 TV is unduplicated 
 TV is US viewers only 
 14m AMR is for 18-49, actually 23.5 for 2+.  
 Relative ad load available 

FOX’s 14m number is an AMR (average minute rating) 

https://medium.com/@joemarchese?source=post_header_lockup
https://medium.com/@joemarchese?source=post_header_lockup


(Adults 20-49) 

14M 

14M 

REPORTED TV METHOD = AMR DIGITAL METHOD = VIEWS 

14M 

1.6k 

6.8Bn 

14M 

Be careful comparing TV and Digital data 



Our premium content strategy is based on two market insights 
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INSIGHT 1: More and more programmes to watch INSIGHT 2: More and more channels to watch 



Source: Joe Marchese’s Media Future Blog 



Unprecedented Changes n the media 
landscape 



EVENTS 







64 million 
global reach 



From Viewers to Engaged Fans 



Rank Series 18-49 (000s)

1 The Walking Dead 11,233 11,233

2 Game Of Thrones 6,729 6,729

3 American Horror Story: Roanoke 4,365 4,365

4 Fear The Walking Dead 3,946 3,946

5 ACS: O.J. Simpson 3,934 3,934

6 American Horror Story: Hotel 3,083 3,083

7 Better Call Saul 2,665 2,665

8 South Park 2,283 2,283

9 Westworld 1,912 1,912

10 Power 1,792 1,792

11 Harley & Davidsons 1,759 1,759

12 Vikings 1,727 1,727

13 Preacher 1,715 1,715

14 Silicon Valley 1,690 1,690

15 Pretty Little Liars 1,514 1,514

16 Ballers 1,427 1,427

17 The Have & Have Nots 1,414 1,414

18 Bates Motel 1,410 1,410

19 Shameless 1,384 1,384

20 The Breaks 1,368 1,368SOURCE: FX Research (US). Nielsen 12/28/15-12/25/16 
Premiere telecast average of scripted cable series. Live+7. 



SOURCE: FNG Poland, Cover ‘000s adults 16-49 (1 minute continuous) 
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Season 3 

Local Polish audiences also growing 

Season 5 Season 4 Season 6 Season 7 



Powerful Storytelling Creates 

Engagement 

CHAP 2 POWERFUL STORYTELLING CREATES 
ENGAGEMENT 



This is what Engaged Fans look like! 



Social Engagement, including a Twitter global first.  

3.31 million social mentions 
for S7 premiere 



December 2016 



Poland Germany Romania Hungary 

Source: Parrot Analytics, November 2016 

Regional Favourite: Number 1 in Local Markets 



“We all believe that the commercial interruption 
business we’ve been in for the last 40 or 50 years is 
probably getting a little long in the tooth. We all need to 
develop better ways for brands to engage with our 
audience”  
 
Randy Freer 
President and Chief Operating Officer 
Fox Networks Group 



Beyond Marketing: CSR 

541% increase in blood donations 


