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It was the best of times,

It was the worst of times...

CHARLES DICKENS
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"CROSS PLATFORM” IS NOT JUST CROSS PLATFORM ANYMORE...

TOP TEN CTV DEVICES: % OF TOTAL CTV HOUSEHOLDS

JAN 2020 JAN 2023
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- comscore 5 Source: Comscore Connected Home™, January 2020 — January 2023, U.S.




MEDIA CONSUMPTION IS GETTING SMUSHED TOGETHER

NETWORK TV SERIES CROSS-SCREEN ENGAGEMENT « INDEX, JAN 2019=BASE 100

LINEAR TV: AVERAGE AUDIENCE DIGITAL: REACH SOCIAL MEDIA: TOTAL ACTIONS, CROSS-PLATFORM
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Source: Comscore Video Metrix Multi-Platform, This is Us, Total Video, Total Audience, U.S.
- comscore 6 Shareablee Metrics & Trends, This is Us, Facebook, Instagram & Twitter, U.S.

Comscore TV, National, NBC, 2019-2022, U.S.
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WHILE CONTENT CONTINUES TO CONVERGE

TOTAL SOCIAL ENGAGEMENT - US BRANDS & INFLUENCERS (FB, TT, TW, 1G)

28%

ACROSS
PLATFORMS
‘22 VS ‘20

Source: Comscore Social, US- All.



HOURS SPENT
JAN 2022 - JAN 2023

ONLINE
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Source: Comscore TV, Video Metrix, Box Office Essentials, Media Metrix®, CTVi,
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205B LINEARTV

131B CONNECTED TV

125B ONLINE VIDEO

ENTERTAINMENT SITES

121B & APPS

82B EMAIL & ONLINE SERVICES

HOURS

SPENT

JAN 2022-
JAN 2023

62B SOCIAL

57B OTHER WEBSITES & APPS

46B GAMING SITES & APPS

19B NEWS SITES & APPS

19B RETAIL SITES & APPS

1.7B MOVIES

- comscore 9 Comscore Media Metrix, CTV Intelligence, Comscore TV, Jan 2022 — Jan 2023



Total video across linear,
CTV & digital grew

o%0

TOTAL HOURS W
year-over-year in the U.S. ATCHED

comscore 10 Source: CTV Intelligence™, Comscore TV, Video Metrix Multi-Platform, Dec 2021-Dec 2022, US.



SHORT FORM VIDEO ALSO CONTINUES TO RISE

Engagement on Reels, TikTok, and Shorts are all growing for US Brands & Publishers

ACTIONS ACTIONS
2021-2022 2021-2022 2021-2022

Instagram Reels TikTok YouTube Shorts

Source: Shareablee Metrics & Trends, US*All, Instagram and TikTok January 1 — December 31, 2021 and 2022
- COI I lscore 1 Shareablee Content Pulse, US* All, YouTube, Content mentioning “#shorts”, January 1 — December 31, 2021 and 2022



TRENDS WE SEE:
Uu.S. SHORT FORM VIDEO ENGAGEMENT UP 92% OVER 2021

REELS ACTIONS CAROUSEL ACTIONS

36.1B

33.2B

2022

- comscore Source: Shareablee Syndicated Platform | US*All | 2022



WHERE ARE PEOPLE SPENDING THEIR TIME ONLINE?
TIME SPENT ONLINE BY CONTENT CATEGORY

SOCIAL MEDIA ENTERTAINMENT SERVICES GAMES RETAIL
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WHERE ARE PEOPLE ENGAGING ON SOCIAL?

SHARE OF ACTIONS BY CATEGORY

ONLINE
MEDIA

— - T
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PUBLISHING M&E SPORTS & REC RETAIL CPG OTHER

March 2023

March 2022

Comscore Social, Data Explorer, Influencers — All and US* All, Facebook, Twitter, Instagram,

- comscore 14 March 1-31, 2019-2023



SPORTS IS THE SECOND MOST VIEWED GENRE ON TV, AND SAW THE
LARGEST YOY INCREASE VERSUS 2021

% OF TOTAL HOURS VIEWED LARGEST YOY CHANGE:
ALL NETWORKS 2022: BY GENRE (LIVE) BY GENRE

Genre % Change v. 2021

Sports +0.9%

Drama +0.8%

News +0.5%

Talk +0.5%

Comedy +0.3%
Genre % Change v. 2021

Reality :

10% Movies -1.8%

Kids -0.6%

Animation -0.3%

Home &
- 0)
Garden 0.2%
Reality -0.1%

- Comscore “Other” includes genres such as;\z\mat\on, Home & Garden, Educational, 15 Comscore TV, NatiOl’]a', SpOFtS Category, 2022, US

enres s
Variety, Politics, Soap Operas All categories in “other” = <2% Share
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ENVIRONMENTALLY CONSCIOUS

66% take part in environmentally friendly actions
(i.e. recycling, using environmentally safe
products, partaking in energy saving methods, etc)

HOUSEHOLD INCOME ®
54% have HHI income of $75K+

EDUCATED e
Over 1 in 5 have a Bachelors Degree

ENTERTAINMENT ENTHUSIASTS

79% use OTT in their household

61% say that internet is a source of entertainment
48% mention they prefer watching shows on live TV

HEALTH AND SELF CONSCIOUS e
93% seek new ways to lead healthier lifestyle
39% care what others think of them

BUDGET CONSCIOUS / WILL SPLURGE ON
RIGHT BRAND

1 in 5 mention price is the most important
consideration when making a purchase

1 in 5 mention they will pay more for a product
made by a company they trust

ONLINE SHOPPING ENTHUSIASTS
69% use the internet to shop to get the best price
44% mention they shop online to try new things
30% mention they clicked on social ad ‘

PHILANTHROPISTS e
27% have volunteered in last 6 months

46% donated goods to non-profit org in last 6
months

BRAND LOYAL
38% stick to a brand when they find one they like

GAMING ENTHUSIASTS
86% are interested in various topics related to
video gaming

Source: Comscore, Plan Metrix, Audience Profile, Multi-Platform,
Base Audience: Gen Z (1997++2012), Feb 2023
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- comscore 17 Source: Comscore, Plan Metrix, Audience Profile, Multi-Platform, Base Audience: Gen Z (1997++2012), Feb 2023



AND NO (AUDIENCE) IS ANY ONE THING...

FROM XECUTIVE PRODUCER

WILL SMTH & WESTBROOK STUDIOS

Adult Animation Fans engagement with Bel-air has a 124.34 index compared to the average engager on social.
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MORE CONTENT IS CREATED AND CONSUMED THAN EVER BEFORE,
TO LARGER AUDIENCES

UNIQUE VISITORS ACROSS SOCIAL MEDIA AND TOTAL INTERNET

JANUARY 2020

TOTAL
INTERNET ‘
263M +5%
UVs /
SOCIAL

MEDIA
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TV |
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HH .

CTVv

69M |
N
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+11%

20

JANUARY 2023

TOTAL
INTERNET

277TM
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SOCIAL
MEDIA

257M
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LINEAR TV

-9% 97/M
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+32%




PAST 45 DAYS, INCREMENTAL LIFT IS NEGLIGEABLE

DAILY INCREMENTAL REACH FOR DAYS 8-48 (2-6 WEEKS VIEW), BY PLATFORM

e CTV e==TOTAL DIGITAL =T\

16%

12%

8%

Incremental reach
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Number of days

- comscore 21 Source: Comscore Campaign Ratings, 2023. .



18-34 VS 35+ INCREMENTALITY OVER THE COURSE OF A CAMPAIGN

Both: 18-34 - TOTAL_ALL_PLATFORM e=mBoth: 35-99 - TOTAL_ALL _PLATFORM
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WHEN INCREASING REACH VS TV,
DIGITAL AND CTV LIFT PUNCH ABOVE THEIR WEIGHT
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- comscore 23 Source: Comscore Campaign Ratings, 2023. .



ADDING SCREENS IMPROVES BRAND LIFT.
BUT VARIABILITY OF RESULTS ALSO INCREASES.

Predicted average % point lift (Helmert contrasts)

Aided Awareness Ad recall Favorability
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Source: Comscore Brand Lift Study, 2023.

Platform mix includes TV, CTV, and Digital. Results are significant at the 0.2 level

'@ comscore o

On the x-axis, 2- indicates the average of 0 and 1 platform; 3- indicates the average of 0, 1, and 2 platforms, and so on.



THIS TIME, WITHOUT SOCIAL MEDIA

Predicted average % point lift when excluding social media (Helmert contrasts)

Aided Awareness Ad Recall Favorability
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Source: Comscore Brand Lift Study, 2023.
Platform mix includes TV, CTV, and Digital. Results are significant at the 0.2 level
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On the x-axis, 2- indicates the average of 0 and 1 platform; 3- indicates the average of 0, 1, and 2 platforms.



MULTI-SCREEN CAMPAIGNS PERFORM BETTER THAN SINGLE-PLATFORM CAMPAIGNS.
BUT VARIABILITY OF RESULTS INCREASES WITH THE NUMBER OF PLATFORMS.

Example 1: % point lift of Aided Awareness, by platform mix
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- comscore 26 Source: Comscore Brand Lift Study, 2023.



WE SEE A SIMILAR PATTERN WITH AD RECALL AND OTHER VARIABLES SUCH AS
FAVORABILITY, PURCHASE RECOMMENDATION, OR RECOMMENDATION INTENT

Example 2: % point lift of Ad Recall, by platform mix
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. OPTIMAL PLATFORM MIX DEPENDS ON THE TARGET AUDIENCE

Table below shows how average Aided Awareness lift increases when adding platforms.

18 to 34 Total Pop

b 6.0 2.4

TV

-‘,’ 15.8 4.1

TV + DIGITAL

D&BQ 17.4 6.3

TV + DIGITAL + OTT

- comscore 28 Source: Comscore Brand Lift Study, 2023.



OPTIMIZING THE PLATFORM MIX DEPENDS ON THE OBJECTIVES OF THE
TV FEATURES SOLIDLY IN OPTIMIZED CONFIGURATIONS

PLATFORM MIX THAT MAXIMIZES LIFT, BY TYPE OF LIFT

CAMPAIGN

AVERAGE %

DIGITAL  SOCIAL v cTv VERAGE 7
Aided Awareness N Y M 6.3
Ad Recall \f \f 22.8
Favorability \J \f \f 18.8
Recommendation intent N M N 20.0

- comscore 29 Source: Comscore Brand Lift Study, 2023.



FOR PURCHASE INTENT, SEVERAL PLATFORM

MIXES NEARLY MAXIMIZED LIFT

PLATFORM MIX THAT MAXIMIZES LIFT, BY TYPE OF LIFT

AVERAGE %

DIGITAL ~ SOCIAL ™v cTv ERACE
TV + Social \% \% 10.1
OTT + Social \% \% 10.6
OTT + TV + Social \% \% \% 14
Digital + TV + Social \% \i \% 11.5
Digital + OTT + Social \% \i \\/ 11.6

', comscore
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Source: Comscore Brand Lift Study, 2023.
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