Advertising on Video-On-Demand (VOD) Service
May Find a More Engaged Audience Than on TV
Alone

Ipsos Study Finds Higher Viewership and Advertising Recall Among
Viewers of TV and Music Choice VOD Service Compared to TV Only
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Ipsos is an independent market research company controlled and managed by research
professionals. Founded in France in 1975, Ipsos has grown into a worldwide research group
with a strong presence in all key markets. Ipsos ranks third in the global research industry. With
offices in 87 countries, Ipsos delivers insightful expertise across five research specializations:
brand, advertising and media, customer loyalty, marketing, public affairs research, and survey
management. 1psos researchers assess market potential and interpret market trends. They
develop and build brands. They help clients build long-term relationships with their customers.
They test advertising and study audience responses to various media and they measure public
opinion around the globe. Ipsos has been listed on the Paris Stock Exchange since 1999 and
generated global revenues of €1,669.5 ($2,218.4 million) in 2014.

Visit www.ipsos.com to learn more about Ipsos offerings and capabilities.
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Advertising on Video-On-Demand (VOD) Service
May Find a More Engaged Audience Than on TV
Alone

Ipsos Study Finds Higher Viewership and Advertising Recall Among Viewers of
TV and Music Choice VOD Service Compared to TV Only

New York, NY - Deciding where and whom to target is a fundamental challenge advertisers
face on a daily basis. This has become increasingly difficult today as we consume more
content on non-traditional platforms and live an on-demand lifestyle, subscribing to services
like Netflix, Hulu, and Amazon Prime. To satisfy this need, TV providers have been
expanding their Video-On-Demand (VOD) offerings. But is there value in advertising on
VOD in conjunction with linear TV? Ipsos Connect conducted a study on behalf of Music

Choice to find out.

As part of the study, Music Choice partnered with a well-known toy brand that was
advertising on linear TV on a series of popular children’s networks and on Music Choice
VOD. The study measured ad recall and other brand success metrics among 6- to 11-year-old
girls who had had the potential to be exposed to the brand’s advertisements on linear TV
only and on a combination of linear TV and Music Choice VOD (“TV/VOD”), as determined

with an “opportunity to see” methodology.
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The overall results showed that those who also watched Music Choice VOD were a more
engaged audience. The TV/VOD audience was significantly more likely to be watching TV
three or more hours per day (35% vs. 19% TV only) and more likely to be watching the

children’s networks on linear TV as well.

Additionally, after being exposed to the toy brand’s commercial, TV/VOD respondents were
significantly more likely to recall the ad (52% vs. 30% TV only), report intending to purchase
the brand’s product after seeing the ad (80% vs. 56% TV only), and talk about the brand with
family and friends (78% vs. 44% TV only). They were also more likely to take valuable actions
like visiting the brand’s website (56% vs. 29% TV only) and searching for the product online
(32% vs.16% TV only).

“This research showed that kids who are consuming content on Music Choice VOD are
generally watching more television and that this engaged audience responded better to the
test advertising,” said Thomas Spinelli, Vice President of Ipsos Connect. “Advertisers

and media planners should take note that Music Choice VOD was able to reach kids and

parents in a way that truly complemented linear TV advertising.”

Christina Tancredi, COO of Music Choice, stated: “We have always seen On Demand as a
‘lean forward” environment for viewers that provides advertisers with a fully engaged
audience. The Ipsos results show how powerful our platform can be for kids as well as

parents.”
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“These results suggest that a combination of linear TV and VOD has potential to enhance
advertising delivery in other contexts too. We hope to study that more deeply,” added

Spinelli.

These are some of the findings of an Ipsos Connect survey conducted February 16-24, 2016. For this
survey, a sample of 450 interviews (N=225 for TV online and N=225 for TV/VOD) were conducted
online among U.S. girls aged 6-11. Quotas were set to balance the sample on key demographics to
ensure that the sample composition was representative of the U.S. population and to ensure that the
sample was aligned for the TV only and TV/VOD groups. The margin of error is +/- 5.5 percentage
points at 95% C.I. but can be wider among subsets of the population. All sample surveys may be

subject to other sources of error, including, but not limited to, coverage error and measurement error.
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For more information on this news release, please contact:

Thomas Spinelli
Vice President, U.S.
Ipsos Connect
(312) 526-4728
thomas.spinelli@ipsos.com

Elen Alexov
Director, Marketing Services, North America
Ipsos
(778) 373-5136
elen.alexov@ipsos.com
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