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IS RIPE FOR







WE TESTED OVERLAY ADS TO SEE HOW THEY
STACK-UP TO TRADITIONAL VIDEO ADS

. .';."
.{/r n THE PROMISE OF OVERLAY ADS
i ‘ « Offers more inventory
. X
I « Doesn’t disrupt playback
’ |! ,, « Can be delivered in a contextually
S \ relevant environment
"’ib_ | -
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METHODOLOGY

CONTROLLED, AT-HOME TESTING

Recruited Randomization Natural Measurement
Connected TV Viewers Connected TV Viewing

Participants randomized into Final survey to measure
Participants recruited from exposed and control groups Participants watch a TV impact on fraditional
at-home panel show of their choice. branding metrics and obtain

Appropriate ads served feedback on ad frequency

Adults 18-54 based on exposed or
Sample size = 807 control assignment

Total Exposure Points = 1,614

All participants watch half
hour streaming TV show of
choice
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AD FORMATS TESTED

TRADITIONAL VIDEO ADS OVERLAY ADS

[
"‘ -
dx Ad ..::nr\.t:.c;i; .

| |
AD BREAK
Appearance During ad breaks between content During content
Ad Length :15 and :30 second ads :06 second overlay ads

MIGNA gumgum’”



BRANDS TESTED

VISCOM TRACTERIE =
wireless, inc. new balance
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CAPTURING ATTENTION

WITH FEWER COMMERCIALS
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PEOPLE FEEL THE FREQUENCY
OF ADS ON CONNECTED TV
CREEPING UP

Perceived Increase In Connected TV Ads

15%

Disagree
(Strongly/Somewhat)

fa) N=1,247

M/GNA gumgum Q: How much do you agree or disagree with the following statements about ads on streaming video platf

= Nevlral:

“I| feel that the number
of ads per show
increased recently”

65%




HIGHER FREQUENCY OF
CONNECTED TV ADS IS
ESPECIALLY APPARENT
TO YOUNGER
GENERATIONS

Age frend is an indicator that the perception of high
ad frequency isn't going away

Perceived Increased in Connected TV Ads
- % Strongly/Somewhat Agree

A18-24 A25-34 A35-55
(A) ) (C)
P A18-24 n=90, A25-34 n= 663, A35-55 n=1248
MIGNA gumgum Q: How much do you agree or disagree with the following statements about ads on streaming video platforms? 10

A/B/C: Statistically significant difference greater than or equal to 90% confidence level



CONNECTED TV ISN'T
IMMUNE TO AD
ATTENTION CHALLENGES

AVOID ADS “MOST OF
THE TIME” OR “ALWAYS”

‘ SKIP I

At least half report almost always avoiding video 70% BC
ads on Connected TV A18-24 (A)
Level of Ad Avoidance During Ad Breaks on
Connected TV - Delta (Exposed — Control)
54% c
A25-34 (B)
51%
A35-55 (C)
A18-24 n=90, A25-34 n= 663, A35-55 n= 1248
cp Q: How much do you agree or disagree with the following statements about ads on streaming video platforms?2
MIGNA gumgum Ad avoidance may include leaving the room, doing something on another device, muting the show, etc. during ad breaks.

A/B/C: Statistically significant difference greater than or equal to 0% confidence level
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OVERLAY ADS HELP
PEOPLE FEEL LESS
BOMBARDED BY ADS

Overlay ads allow for a perceived lower ad
frequency, which people take notice of

M/GNA gumgum

Overlay Ads
Number of Perceived Ads: 1.72 AVG
Number of Served Ads: 4

AD AD

AD AD

AD AD
Video Ads

Number of Perceived Ads: 5.33 AVG
Number of Served Ads: é

P Exposed Only, Overlay Ads n=500, Video Ads n=500
Q: Please enter your estimate for the number of ads that played during the episode you watched foday.



OVERLAY ADS ARE 4X MORE
MEMORABLE THAN VIDEO ADS

Because Overlay ads become a part of the content, people naturally are more attentive

>

Overlay Ads

TOP-OF-MIND AD RECALL
Impact of Ad Type
- Delta (Exposed — Control)

Video Ads - '

+4% A 4

Overlay Ads, Exposed n=500, Confrol n=500; Video Ads, Exposed n=500, Control n=500

cp Q: You may or may not have seen ads during your experience. If you recall seeing ad(s), please write the brand name on a separate line.
M/GNA gumgum If you're noft sure, you may guess or leave it blank.

A Statistically significant difference between exposed and control at >=90% confidence



VIDEO ADS = $0.57

. Savings

LY

OVERLAY ADS DRIVE

= 72% MORE SAVINGS
; FOR ADVERTISERS THAN
— VIDEO ADS

TOP-OF-MIND AD RECALL
Cost Efficiency - Cost Per Person

SO i/

I""J.‘|ﬂllﬂ“l""’”'|ﬁ

4 “
o -
» . verlay Ads, Exposed n=500, Control n=500; Video Ads, Exposed n=500, Control n=
-_— Overlay Ads, E d n=500, Control n=500; Vid ds, E d n=500, Control n=500
cp == i Q: You may or may not have seen ads during your experience. If you recall seeing ad(s), please
MIGNA gumgum :‘ “‘\“"’\ write the brand name on a separate line. If you're not sure, you may guess or leave it blank. 14
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OVERLAYS ALSO HAVE A LOWER AVERAGE
PRODUCTION COST AND TIME

PRODUCTION TIME > COST
—_ - TASTES - -
gty LIKE v
e HOMEMADE e
<x Ad
Overlay Ads: Video Ads Overlay Ads

Avg production
fime: ~10 days

MIGNA gumgum®
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BETTER BREAK THROUGH WITH OVERLAY ADS + THE
BENEFITS OF VIDEO ADS

Brand Metrics - Deltas (Exposed — Conftrol)
® Overlay Ads Video Ads

M/GNA

PURCHASE INTENT BRAND IS THOUGHTFUL

BRAND FAVORABILITY

Total Audience: Overlay Ads, Exposed n= 500, Confrol n=500; Video Ads, Exposed n=500, Control n=500

P
gumgum A Statistically significant difference between exposed and confrol at >=90% confidence
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ADS DISRUPTIVE?

y
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ONLY 177% FOUND OVERLAY ADS “DISTRACTING”

Perceived Level Of Distraction Of Overlay Ads - % Agree

Heavy, medium
and light CTV
viewers all felt the
same low level of
distraction during
overlay ads

Neither Agree nor Disagree/ Somewhat Disagree/Strongly Disagree

17%

Strongly agree/Somewhat agree

»
»

NOT DISTRACTING

P Exposed Only, Overlay Ads n=300
M/GNA gumgum Q: This is an ad that appeared during your experience. How much do you agree or disagree with the following 18
statements about the ad?



IN FACT, APPEARING DURING CONTENT
FEELS NO MORE DISTRACTING THAN BREAKING IT UP

Perceived Level Of Distraction - % Strongly/Somewhat Agree

ST

TASTES
HKE
HOMEMADE

«

Video Ads: 17%

Overlay Ads: 17%

DISTRACTION

cp Expos dO\yO \\/Ad 500 Vd Ad SOO
MIGN'\ MEDIA TRIALS gumgum Q: This ad that appe d during yo pe . How much do you agree or disagree with the following statements about the ad?



THE NATURE OF OVERLAY ADS RESULTS IN A MORE
ENJOYABLE VIEWING EXPERIENCE

While most people enjoyed the Connected TV content, enjoyment gets an uptick among heavy and
medium Connected TV viewers

Content Enjoyment For Heavy & Medium Connected TV Viewers
- % Strongly/Somewhat Agree

93%

Video Ads

Enjoyable Connected TV Experience with...

T T T 1
50% 60% 70% 80% 90% 100%

+4%4

cp Heavy & Medium Connected TV Users: Overlay Ads n=321; Video Ads n=325
M,GN'\ MEDIA TRIALS gumgum A Statistically significant difference between Overlay ads and Video ads at >=90% confidence 20



QUICK TIPS
FOR MARKET

Making The Most Of Overlay Ads

MIGN gumgum”



REACHING THE RIGHT AUDIENCE CAN MAXIMIZE PEOPLE’S
EXPERIENCE WITH OVERLAY ADS

Opinions of Overlay Ad | Among Those Recalled Among Those In-Market for Advertised Product - % Strongly / Somewhat Agree

=== People In-market for Product Advertised == People Not In-market for Product Advertised
80%
A
e —— A
+41%
60%
A +41%
! A
1
: T Whether in-market
I I for the product or
40% : i +32% not, few found
: ! A overlay ads
' . ! distracting
|
: 1/
20% ! A
0%
Ad was interesting Ad was context-appropriate for the show Ad was delightful Ad was distracting

P
MIGNA gumgum Those who recalled ad, IM: Overlay Ads n=82; Not IM: Overlay Ads n=266
A Statistically significant difference between Overlay ads and Video ads at >=90% confidence
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WHEN CONTEXTUALLY MATCHED WITH CONTENT,
OVERLAY ADS ARE PARTICULARLY WELCOMED

Opinion of Overlay Ads Based on Contextual Match with Connected TV Content | Deltas ( Contextual Match — No Contextual Match)

Ad was delightful

Example Ad: Stand Mixers

Ad was context-appropriate for the show | chose

Example Connected TV content: A Baking Show

Overlay Ads, Contextual Match n=83, Not Contextual Match n=416

& A Statistically significant difference between exposed and control at >=90% confidence
M/GNA gumgum Note: Contextual intelligence engine not used in festing 23



ADS FORMATS TESTED

Overlay Ad - Corner

® -
w0

o S

Corner unit set to seamlessly fade in and
fade out in a corner of the screen without
human interaction

MIGN gumgum”

Overlay Ad - Snipe Static

TASTES LIKE
HOMEMADE

Animates display assets along the entire
bottom of the video without
human interaction

Overlay Ad - Snipe Video

TASTES LIKE HOMEMADE
START ORDER

Animates a video asset along the entire
bottom of the video without
human interaction

24



+28%4

+21%A

HIGH AD RECALL IS
CONSISTENT ACROSS
BOTH OVERLAY AD
FORMATS

Brand Metrics by Overlay Ad Format - Deltas (Exposed — Control)
M Snipe Ad M Corner Ad

Aided Ad Recall

cp Overlay Ads: Snipe, Test n= 242, Control n=235; Corner, Test n=205, Control n=213
M/GNA gumgum A Statistically significant difference between test and control at >=90% confidence



LEVERAGING MORE VIDEO WITH SNIPE OVERLAY ADS
LEADS TO MORE PERSUASION

Brand Metrics by Ad Format - Deltas (Exposed — Confrol)
® snipe Video Ad  Q Snipe Static Ad

BRAND FAVORABILITY SEARCH INTENT PURCHASE INTENT

cp Overlay Ads- New Balance Only: Snipe Video, Exposed n= 53, Confrol n=52; Snipe Stafic, Exposed n=47, Control n=48
A Statistically significant difference between exposed and control at >=90% confidence

MIGNA gumgum
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RECOMMENDATIONS
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