


GLOBAL DIGITAL SPEENONIHE RISE

Global Digital Video Spend
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IN THIS MEDIA TRIAL WE WANTENOW:

Are there differences in skipping behavior
between global markets?

How d@onsumeraround the glolrespond
to skippable amibrskippabl@ds?

What can we do to optimize our digital
video buys?
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METHODOLOGY

RECRUIT PARTICIPANTS DEMOGRAPHIC + MEDIA QUESTIONS

Initial survey with demographic and media

Participants recruited globally from
consumption questions

nationally representative online panel across
PCGindSmartphonkevices

A n=21,056
A (PC=12,837, Smartphone=8,219)

Participants randomized into two test
cells and selected YouTube content to
view. Passive metrics tracked to gauge

Survey to measure traditional brand metrics
preroll ad viewing behaviors

and gather qualitative feedback

SURVEY + MEASUREMENT MEDIA EXPOSURE
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WHAT WE TESTED

NOMNSKIPPABMEDEO SKIPPABLE VIDEO CREATIVE STRATEGY VIDE

o B o B

[ ) . ] s msss——
— ] — I — ] — ]
ADDESCRIPTION ADDESCRIPTION ADDESCRIPTION
Skippable prell PSA (Public Service Norskippable prell ad for test brand  Skippable prell ad for test brand Skippable prell ad for test brand
Announcement) ads followed by followed by video content followed by video content followed by video content
Videccontent TIME TIME TIME
‘6secads | :15secads | :30settasistads | :30 sec ads* :15secads | :30sec ads*
:15secads | :30 sec ads* CREATIVES

A Emotional vs Nemotional

A Story vs Product

A Organic vs Forced Branding

A Branding Present in 1st :05
Seconds

Skippable Video Ads can be skipped after 5 seconds of viewing time
*In Malaysia, :30 sec ads were tested instead of :15 sec ads



EXTENSIVE
PROJECT SCOPE

47 440 21,056

BRANDS TEST CELLS CONSUMERS




15INDUSTRIES TESTED

VERTICALS
Alcohol

Automotive

Beauty Products
Beverage
ECommerce
Electronics

Finance

Food

OTC Medicine
Person&are

Quick Service Restau
Retail
Telecommunications
Toys

Travel

ants

INDIA

ASIA PACIFIC
MALAYSIA  THAILAND AUSTRALIA

MEXICO

LATIN AMERICA
CHILE

EUROPE N. AMERIC/
COLOMBIA GERMANY UK CANADA
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IS AGLOBAL
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SKIPPING IS
A UNIVERSAL
L ORK™ SY\ a

Skipped Completed

SKIPRATE
ACROSS ALL MARKETS



63% MALAYSIA

WITHSOME s CHLE
VARIATIORY 52% CANADA
52% UK

51% THAILAND
51% COLOMBIA
50% MEXICO
50% AUSTRALIA
50% GERMANY
47% INDIA

COUNTRY

y Skipped y Completed

SKIP RATE

BY MARKET

Colombia n=1,382 Mexico n=1,462 Australia n=1,338 Germany n=1,437 India n=1,254 | Malaysian ads are :30 sec

*Source: Turbocharging Your Skippable Pre -Roll Campaign 2016 - MAGNA Global and IPG Media Lab
(PC/Mobile, :15/:30 sec Skippable Pre -Roll Ad) Malaysia n= 1,297 Chile n=1,308 USA n=685 Canada n=1,448 UK n=1,464 Thailand n=1, 216 M’GN-\ 11/



WITHSOME
VARIATIORY
COUNTRY

y Skipped y Completed

63%
58%
57%
52%
52%
51%
51%
50%
50%
50%
47%

SKIP RATE
BY MARKET

Colombia n=1,382 Mexico n=1,462 Australia n=1,338 Germany n=1,437 India n=1,254 | Malaysian ads are :30 sec
*Source: Turbocharging Your Skippable Pre -Roll Campaign 2016 - MAGNA Global and IPG Media Lab
(PC/Mobile, :15/:30 sec Skippable Pre -Roll Ad) Malaysia n= 1,297 Chile n=1,308 USA n=685 Canada n=1,448 UK n=1,464 Thailand n=1, 216

MALAYSIA
CHILE

USA*

CANADA
UK
THAILAND
COLOMBIA
MEXICO
AUSTRALIA
GERMANY
INDIA
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NO DEVICE
1S IMMUNE
TO SKIPPING

SKIP RATE ACROSS ALL
MARKETS BY DEVICE

46%

COMPLETED

54%

SKIPPED

49%

COMPLETED

51%

SKIPPED
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