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Defining a Screen
The Current AV Landscape
SVOD and the Missing Eyes

Advertising on SVOD
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Section one

Defining o

Screen



Screens form a vital part of the advertising
landscape, but they are not all created equal

The world around us is filled with many different
screens, it might be hard to know which ones

should or shouldn’t be considered part of our
Screens planning mix. Screens

To be included in a screens plan the hardware ClnTequ
must be: PC/Loptop
« Video enabled Mobile

Seatbacks

« Audio enabled

« Capable of hosting ads

* An environment where people consume
content (not ads alone)
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There has since been exponential growth in
capable devices and channels

o
BVOD or ‘Catch Up TV’

SVOD |

| SVOD intro Ads




This growth is fuelled by our innate desire 1o share
stories

Human brains are evolutionarily hardwired for narrative.

We think in stories, we remember in stories.

Film and television’s enduring popularity is because it taps
into this need to explain the world around us through a
narrative lens.

From breaking news to the latest blockbusters, people are
emotionally invested in the stories we see on screens.




‘ These stories can be a powerful tool for brands to tap
N tO

Brand-building and sales activation work over different timescales

Sales activation Brand building
Numb“ Of Verv Short-term s;lesl u:lifts Long-term sales growth
: : M
large business \ e ~)
EFFECTS \ ~
fapmed Sales uplift
over base
N\
e NNNNNNNND
-y
:
R‘don.’ comb‘““ Emothﬂ.l i Short term effects dominate - 6 months Time
y I Sales activation / Short-term sales uplifts l Brand-building / Long-term sales growth

Communications model / .'

’!

Source: Les Binet and Peter Field, Media in Focus: Marketing Effectiveness in the Digital Era, IPA, (Figure 02)




Screens act beyond pure awareness, and are d
stepping stone into many other communication pillars
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‘ The context behind the message only serves to
enhance the efficacy

ﬁ Sharing culture with strangers

Connects brands to wider cultural approval

t— Bonding with family & friends Imbues brand messaging with belonging & trust
7%’“_—-'% Engaging at home, uni or work Encourages sharing & discussion with peers

o . o :
Qr\-'d\; Own personal window to the world Provide utility to user or connect to everyday life

This is just the start! Make sure you spend time thinking about the human
moment of connection when building your ecosystems.
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To capitalise on this opportunity, we need to deeply

understand the tools in our arsenal

Cinema: Television: BVOD: Connected TV: Online Video:
Advertising Broadcast The digital A device that Buying video
prior to a film signal on free  fransmission of connects aTV ~ assets across
within a and paid free to airtv  to online video the internet
theatre confent

programs content

&gty

.‘2.‘2.‘2:] WSBS "l‘ Oplow

valmorgan

o O FOXTEL :::gnow =

twitch
'-l g 3 YouTube

Social Media: SVOD:

. err - Subscription Video on
Buying within Demand
social news- Advertising

feed and within paid
video content
OG0y
NETFLIX Steun.
J' M singE
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The Current AV
Landscape

Section Two
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The screens landscape confinues to evolve away
from the TV dominant world of yesteryear

1. 2. 3. 4. 5.

Device Supply and Changing Fragmentation of Demographic
penetration demand of ad behaviours media nuances
space




Device access is a key confributor to landscape
fragmentation, particularly with the young

Sales
per year

Devices Per
Household

9.2M
2 6M 4.5M
3M
i o osie

TOTAL OF 6.7 DEVICES

A total of 19.3 Million

AV enabled devices

sell in Australia each
yedar.

That's 4 devices for
every 5 Australians.
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This surge In devices has lead to a decline In TV
viewership, but the same hasn’'t happened for spend

TV Viewership, 2018 vs 2022, by month SMITV Spend, per year
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Viewership in all other avenues though is up

Decline in
tradifional TV

-14%

YoY

Growthin
YouTube

+10%

YoY

2021 vs 2022 YTD

Growth Growthin Growthin
in BVOD Social Media Cinema

+20.7% +4.6% +86%

YoY YoY YoY

Growthin
SvOD

+13%

YoY




AV consumption on TV devices is up — but
Increasingly fragmented

Total Hours Consumed per month, Australia, 2021 vs 2022
1,600,000,000

1,400,000,000

1,200,000,000

Total AV consumption on TV
devices is up 4% in the last
year across Broadcast,
SVOD and BVOD, despite
Linear TV being down 5% on
total minutes watched.
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We now have a clear dissection across how people
consume content, with the tipping point being 40

Weekly Reach by AV Platform
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0.00%
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Television mSVOD mBVOD mOLV




SO what's the problemze



The decline In TV viewership is most strongly felt by
advertisers trying to target young people

P18 - 39 | 33% decline P18-39 account for just A standard P18-39 reach buy
from 2019 15% of FTA viewership now costs 50% more than 2019
Average Monthly Viewership, P18-39, ‘000s Projections per day, 2022, P18-39
2019-2022 vs P40+
350,000 3,500 2019 2022
300,000 ,'—“\ ______ 3,000 (monthly) (monthly)
e R 2,500
250,000 TSR ,
~ > 2099 R@1+  45% 45%
200,000 — — 1500 @ o o
150,000 1,000
100,000 500 $1.2M $1.8M
50,000 0 (+600k)
O O O O 0O O 0O O O O o o o o o o
0 2222222222222 QQ
cQ 55 >c 5 DaB 2 0 S288TBS2I83$338283
ge22223528¢6238 chooo=aIbesegNYg
2019 === 2020 2021 2022 P18-39 emm=P 40+

All these trends are further exacerbated when looking
at younger subsets of people under 40, such as P18-29




Despite increases in online viewership, advertiser
costs continue to rise

BVOD / Premium Video Online Video Social

P+ Oy T OB
11 SINOW s 3 VouTube Jg v

P18-39 CPM: P18-39 CPM:; P18-39 CPM:
+12% YoY +7% YoY +11% YoY




And while some of this can be accounted for in
advertiser demand, there is still a gap

Time Spent with Media Investment by Channel, 2019-2022
11:00 4,000,000,000
10:00 3,500,000,000
9:00
800 3,000,000,000
7:00 2,500,000,000
6:00 2,000,000,000
5:00
. 1,500,000,000
4:00
3:00 1,000,000,000
2:00 500,000,000
1:
00 0
0:00 2019 2020 2021 2022
2015 2016 2017 2018 2019 2020 2021 2022

m Digital mTelevision
TV mOTT ®mMobile

Time spent with AV devices up 20% L4Y Spend in Digital and TV up 14% L4Y




That gap can be accounted for on SVOD - which
now accounts for 1/5™ of our screen time

Time Spent with Media

11:00
10:00
9:00
8:00
7:00

SVOD, which has previously not been ad-

600 } enabled, accounts for 29% of time in
o [] I I front of Australian televisions, and 18% of
3:00 all screen time in Australia.
2:00
1:00
0:00
2015 2016 2017 2018 2019 2020 2021 2022

TV mOTT mMobile

Time spent with devices up 20% L4Y




Section Three

SVOD and the
missing eyeballs



‘ The SVOD Landscape in Australia is already chock full

Audience Size

of major players
1 Mass Market Offering \ Sport Offering
NETFLIX Doagy Primevideo Sk,

Soramount+  BINGE "tv EBPremium 3o foxtel now

Niche Market Offering

sHupper hayu. britoox IK@IIL‘]@




‘ And there is exponential growth between
subscriptions and eyeballs

NETFLIX ey P70V Stan.

Viewers: 13.8M Viewers: 6.0M Viewers: 4.8M Viewers: 5.1M
Subscriptions: 6.1M Subscriptions: 3M Subscriptions: 2.9M Subscriptions: 2.5M
Share Factor: 2.27 Share Factor: 1.99 Share Factor: 1.65 Share Factor: 2.03

BINGE KOUYO @ty  Frwwwr

Viewers: 2.2M Viewers: 2.2M Viewers: 1.5M Viewers: 1.3M Viewers: 783K
Subscriptions: 1.3M Subscriptions: 1.8M Subscriptions: 1.5M* Subscriptions: 1.15M Subscriptions: 1.2M*
Share Factor: 1.75 Share Factor: 1.21 Share Factor: 0.99 Share Factor: 1.15 Share Factor: 0.66

*Apple TV and Optus Sport subscriptions included for free with
select product and services, and likely influence viewership @



In just 7 years, we went from effectively no SVOD
subscriptions, to 1 for every Australian

Paid + Non Paid Streaming Subscribers (2015 - 2022"): Australia, Millions

25

R e e e e e e e e ——> Other 3.0m

’
— 5 @&tv+ 15m
uramount+  0.5m
Subscriptions Per Household =2 Kﬂ&j@ 1.8m

o
e e e —> BINGE 13m
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While COVID may have hit cinemas around the
world, It did nothing but accelerate the adoption of
SVOD services
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Global Box Office = \/ideo Streaming Revenue




In Australia the category is growing 1o such an extent
that every single player grew in 2022

2021 vs 2022 Monthly viewers, SVOD Suppliers

16,000 350%
14,000 300%
z 12.000 74% of Australian 250% $1 77M
S 10,000 Eolu;eholgs np\?{ oo s Total SVOD Supplier
& old a subscription b > .
2 8000 $ Ad Spend in 2022
> 150% (5
£ 6,000 so
g 1000 100% $92M
' I Total Cinema & Film
2 000 50% Ad Spend in 2022
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The revenue at stake has lead to a dynamic
battleground between global and local players

NETFLIX

Despite their first ever
quarter of negative
subscriber growth (globally)
Neftflix continues to grow in
Australia — albeit slowly. A
staple in the SVOD
portfolio, 88% of consumers
with an SVOD subscription
have access to Nefflix.

%%NE? +

Disney+ have continued
their immmense push in the
SVOD space, last year
over-taking Prime and this
year Stan, to become the
second largest player in
Aus. Still a long way off
Neftflix, their ad tier coming
in late 2023 will continue to
see them chase the red
giant.

9amm0wzt+

Since rebranding from 10
All Access, Paramount+
have been consistent and
aggressive in their spend
and expansion. $25 million
in spend, and almost a
million new subscribers
across the year, frailing
only to Disney+ and Prime

BiNGE
Kayo

Foxtel made a wholistic
effort to offer more content
in more channels, with
Binge, Kayo and Foxtel
Now all performing well. As
a company, they
cumulatively boast 1.95
million more viewers than @
year ago, which
technically makes them
the largest grower in the
space.




This will only continue as the majority of new content
Investment will soon be in SVOD, rather than movies

Total Content Investment (Entertainment Only, Excl Live Sport): US$bn

$30
$20
$10
2015 2020 2025 2015 2020 2025 2015 2020 2025 2015 2020 2025 2015 2020 2025 2015 2020 2025
& 5
B NETFLIX i i @R primevideo
* *
ISNEP F WarnerMedia NBCUniversal :m: >
Disney, 20th Century, Netflix Warner Bros, Universal Pictures, Paramount, CBS, Amazon
Hulu, ABC, FX Studios HBO Max, CNN Peacock, NBC, MSNBC  MTV, Showtime Studios, MGM

41% of 2020
content spend
was on straight-
to-stream
content.

That number will
be 56% in 2025.

S
2015 2020 2025 Other Investment
’ A
.tV+ Streaming Investment
Apple
Originals

@



SVOD is now firmly established as a major pop-culture
vehicle - in the same way as TV

() (5 () ()

ﬁ’asm[ '

r\‘ {4
et T
mRINGS>POWER
WATCH NOW | NEW SERIES

A

SVOD took a song from
the 1980’s to number 1 Purchased the rights to
premium sport

An SVOD film won the
Oscar for Best Picture

INSIDER —

FIFA23 :
> ‘ s f]e;tfli;( has launched its ad-supported tier — here's
&+ everything we know about how the streaming giant is
. b pitching advertisers
Ted L Rich d FC Streaming records were v = = —
ed Lasso & Richmon broken and re-broken Major franchises And SVOD infroduced

joined FIFA 23 moved to SVOD ads...

@



The 2022 Oscars were a “slap in the face” to
traditional theatrical releases

(=) (75 (=) ()

Day 1 SVOD Release

Theatrical Only Release




And this looks set 1o continue as SVOD releases are
tipped for another good haul this year

e

ALLTHE

BEAUTY

AND THE

BROODSHED

SN T QLU ET
el ON THE»
WESTERN FRQNT

DECEMBER 9

Best International Film Best Animated Film Best Documentary
Current Odds: $1.08 Current Odds: $1.07 Current Odds: $1.67




All signs lead to continuous growth over the next 5
years - almost doubling current category revenue

$2.2 Billion

Value of SVOD market in
Australia, 2022

S3.4 Billion

Value of SVOD market in
Australia, 2027

&
85%
83%
81%
79%
1%
75%

73

&

71%

E: Estimate

Australia: SVoD Unique Penetration of Households (%), 2022-2027

2022E 2023E 2024E 2025E 2026E 2027E
m5VoD Un netration of Households

e: GlobalData Technology Intelligence Cente (D GlobalData.

<1%

Australians with 5+
subscriptions services in 2019

30%

Australians with 5+
subscription services in 2022
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But In order to sustain growth, SVOD Suppliers need to
find new revenue sources

100%

920%
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SVOD Penetration By Age

-17 18-19 20-21 22-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69 70-74 75-79 80+

Possible Sources of Additional
Revenue Growth:

1. New SVOD Customers

2. Additional Subscriptions from
existing SVOD Customers

3. Further monetise current
customers

4. Advertising*




WatchTV  News  Spot  Lifestyle  Entertainment  Property  ProductReviews  Coupons  Stan [ Drive (7 2GB 7

e :::5 NEWS Your location:
g o = = eoo SYDNEY ~

Login
0\ Sydne) 27°C Max sh, ACA 60 Minut Podcast: 26°
NEWS °(:Xangeylm:a(ion (Ib Min of 21° N Q = = e
j | I-'I'OP STORIES
ec g Justin Watch Live Coronavirus Politics World Business Analysis Sport Science Health Arts Fact Check

'So much shock": Father
of Sydney toddler killed
inside hot car speaks

LIVE BLOG Follow live as US President Joe Biden delivers his State of the Union address { 172

S B — _ —

State of the Union | CBS News App | Ukraine Crisis | COVID Pandemic | CBSNewslive | Managing Your Money | Essentials Shopping | Newsletters

Netflix has |
Australia. He

Forbes

SNEWS NEWS v SHOWS v LIVEv  LOCAL v

launches $7 a month ad-supported plan
th limits

FORBES ) BUSINESS > MEDIA

BY IRINA IVANOVA

5 Figures To Know About
Netflix’s Newly Launched Ad-
Supported Tier

Toni Fitzgerald

I cover th

Techno

Market Data | Mew Economy | MNew Tech Economy | Companies

Business

@ Listen to article 5 minutes

HOME > J

Net Netflix ad-supported service
kno launch in November

(© 13 October 2022

Lauren Joh

The streaming company on Thursday
ump-start subscriber growth after the
tit had lost paying customers for the

US Navy releases photos of Beginning November 3 in the United States, Netflix will offer a SUS6.99 (S11)
China balloon debris L. . N N
advertising-supported subscription called “Basic with Ads,” where people

opting for a lower-cost option will be shown four to five minutes of ads per
hour of content they watch.

'y
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Advertising on



Content played on the NETFLIX ORIGINAL e ™ :_' 15" and 30" Standard
family unit television P i, ST

TVCs

2016 2 Seasons [EEBUSENAIERLLS

Blinded as a young boy, Matt Murdock fights
injustice by day as a lawyer and by qight as
the Super Hero Daredevil in Hell's Kitchen,
New York City.

Charlie Cox, Deborah Ann Woll, Elden Henson
TV Shows, Crime TV Shows

IR
r J 4%
444444

/.6 Seconds of Attention
per 15s ad

Pre and Mid premium
content — just like
traditional TV

(vs. 7.5s on Linear TV)



While only a minority were supplying ads last year, the
majority of suppliers will be serving ads by Christmas ‘23

NETFLIX

SVOD Suppliers offering
advertising in 2022.

[ )
oso foxtel now

Kayo ES I

BiINGE

Over half of AU’s SVOD suppliers, accounting for 66% of
subscriptions announced plans to have an ad-tier by EO2023

40  Roy Morgan Sept 2022, Internal Group M Reporting




We are moving to a point where SVOD is becoming
the new, mass reaching vehicle that will replace TV

Weekly Reach by AV Platform
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Paid + Non Paid Streaming Subscribers (2015 - 2022"*): Australia, Millions

S 5 § 5859588 ¢

41

There is already a critical mass of 18-39
year old’s, for whom SVOD is the most
commonly accessed form of premium
video

And we know that SVOD is only
confinuing to grow in volume of
subscribers and volume of
subscriptions




In fact, relative to TV programs, SVOD already
dominates the cultural buzz online

W/c 239 January, 2023

TV Programs Share of Conversation on Twitter

The Project

8.9%

The Bachelors
15.3%

MAFS
2%

The Last of Us
71.6%

During the week of The Bachelors finale
HBO's The Last of Us delivered 4.5x as
many social engagements.

W/c 30" January, 2023

TV Programs Share of Conversation on Twitter

Survivor The Project
0.8% 5.7%

The Last of Us
73.3%

The following week when MAFS
launched, HBO's The Last of Us
delivered 4.2x as many social
engagements.
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Despite massive potential, the uptake of ad-enabled
tiers Is slow among consumers

Current State of SVOD Subscriptions with Ads

16000

14000

12000
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2000

H Ad Enabled ®mAd-Free

12.5%

Of total SVOD
subscriptions are
ad-enabled, and

almost half of
that is exclusively

from Kavo.
B = Y
O\ﬁ O«\ SE AQ
S 2 L Q§$ I

No Ads




By the end of this year, the total ad-enabled
subscriptions in Australian should at least double

16000

14000

12000

10000

8000

6000

4000

2000

Forecast end of 2023 SVOD Subscriptions with Ads

2.5M -7.5M
New ad-enabled
subscriptions will
be taken on by
I Australians in 2023

H = = I H = Up to ~10 Million
N @\\Q\o = 3 g %(96 O%QC)\\ Q < @o\)&x %o$ S Cg& S < Q\OA\)
& < < o ¢

m Low Ads-Enabled High Ads-Enabled mAd-Free No Ads

@



It’s the logical evolution of affairs and serves both
consumers and SVOD Suppliers (and advertisers)
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Key implications for media professionals
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