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TV.LANDSCAPE IS CHANGING
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Il L INEAR TV VIEWING
LINE

UK TV Impacts Over 2 Year Period (BARB)
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ADDRESSABLE

Around for nearly 20 years
Investment in technology began in 2005

5 years to build a scalable solution
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Reach three different audiences - g
with different creatives R ES U I—TS .
* 6% increase of sales for young couples

e 504 increase in sales for families

* [128% uplift in brand perception
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Determine the incremental :
impact of Finecast in the context RESU LTS ’ ’//
of the other media channels on LB
the plan 3X more cost effective in driving reach than
Linear TV
66% cost savings L
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Il GoAL
Reach viewers who were likely to m |
purchase and drive an increase in RESU I_TS ‘ / ;

store footfall.

Drove 2% increase in footfall
Reached 407k UK homes

Delivered @udiMyimpressions
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BETTER &
ADVERTISING
EXPERIENCES

New orlglnal
sho Iaunched

Key industry mergers
& acquisitions
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B TV IS EVOLVING
R

Advancement in data & technology

Better value for advertisers

Better experiences for viewers
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