With or Without You: How Co-
Viewing Drives Ad
Engagement
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Co-Viewing Drives Engagement

In a video environment, co-viewing on linear TV is unique,
leading to higher engagement with ads.

Various research studies have shown that audiences were more
likely to pay closer attention when co-viewing programming.

Overall, family TV viewing in general is undervalued - that more
people in a room watching increases attention for programming
and for advertising.

For this report’s purpose, we defined co-viewing as watching
video content with others on linear TV.
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Source: Tvisioninsights.com/tvision-insights and mediubub test the power of tv engagement over ratings



On Average, 4 Out of 10 Are Co-Viewing
Ad-Supported TV Content

Average Percent Who Co-view Ad-Supported TV vs. Watching Alone On TV
(P2+)

B Co-view “'Watch Alone

37%
42%

58%
63%

Primetime Total Day

Co-viewing= watching video content on linear TV with someone else
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Source: Nielsen NPOWER Live+7 with VOD; 11/17; a percentage of households using television who are tuned to Cable/bdcst at a specified VIDED ADVERTISING BUREAL

time. Primetime=M-Sa 8-11 & Su 7-11pm; Total day = M-Su 6a-6a; Ad-supported TV=Cable+Bdcst+Hispanic
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Children & Teens Are Most Likely To Co-View With
Younger Females 12-34 Co-viewing Slightly More

% Who Co-View On TV
(Total Day)

67%
51%
44%
37%
I I ]

P2-11 P12-17 P18-34 P35-54 P55+

M2-11
F2-11
M12-17
F12-17
M18-34
F18-34
M35-54
F35-54
M55+
F55+

% Who Co-View On TV

(Total Day)

68%
67%

s 509
e 539/
e 41%
I 46%
s 399,
e 37%
e 329%

e 26%

Co-viewing= watching video content on linear TV with someone else

Source: Nielsen NPOWER Live+7 with VOD; 11/17; a percentage of households using television who are tuned to Cable/bdcst at a specified

time. Total day = M-Su 6a-6a; Ad-supported TV=Cable+Bdcst+Hispanic
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Who Are Children & Teens Viewing With?

Children 2-11 Are Mostly Watching With Other Kids Their Own Age and Their Parents

Total Day

P2-11 Are Co-viewing with:

P2-11
P12-17
P18-34
P35-54
P55+

Co-view Share %

37%
8%
22%
27%
6%

Teens Are Mostly Co-viewing With Their Parents

P12-17 Are Co-viewing with:
Co-view Share %

P2-11 16%
P12-17 12%
P18-34 10%
P35-54 30%
P55+ 7%

Co-viewing= watching video content on linear TV with someone else
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Source: Nielsen NPOWER Live+7 with VOD; 11/17; a percentage of households using television who are tuned to Cable/bdcst at a specified VIDED ADVERTISING BUREAL
time. Total day = M-Su 6a-6a; Ad-supported TV=Cable+Bdcst+Hispanic
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While Older Viewers Are Watching Predominantly
With Their Cohorts

Total Day

P18-34 Are Co-viewing with:

P2-11
P12-17
P18-34
P35-54
P55+

Co-view Share %

11%
3%
22%
13%
6%

P35-54 Are Co-viewing with:

P2-11
P12-17
P18-34
P35-54
P55+

Co-view Share %
6%

4%

6%

23%

7%

Co-viewing= watching video content on linear TV with someone else

o AB

Source: Nielsen NPOWER Live+7 with VOD; 11/17; a percentage of households using television who are tuned to Cable/bdcst at a specified VIDED ADVERTISING BUREAL
time. Total day = M-Su 6a-6a; Ad-supported TV=Cable+Bdcst+Hispanic
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Award Ceremonies, Children’s Programming & Sports
Were The Most Co-viewed TV Content For The Month

Since children co-view more than adults, it’s not surprising to see children’s
programming be one of the most co-viewed genres on TV.

P2+ Co-Viewing By Genre
(Total Day)
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Source: Nielsen NPOWER Live+7 with VOD; 11/17; a percentage of households using television who are tuned to Cable/bdcst at a specified VIDED ADVERTISING BUREAU
time. Total day = M-Su 6a-6a; Ad-supported TV=Cable+Bdcst+Hispanic




Spending Time Together and Sharing Favorite Shows
Are Top Cited Reasons for Co-viewing Together

Motivations for Co-viewing Among Co-viewers (on Linear TV)

To spend time together T 65%
To relax/unwind " 63%
To share a favorite show . 40%
Its part of our routine I 41%
to make other person happy by watching her 0
. P 21%
favorite show together

To discover/learn something N 18%

To give us something to talk about with each other N 19%

o AB

Source: IAB ‘The OTT Co-Viewing Experience 11/17 VIDED ADVERTISING BUREAU
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In Primetime, There is Slightly More Co-Viewing -
Occurring - Especially Among the Younger Viewers

% of Average Audience Who Co-View in Primetime On TV

74%
60%
51%
44%
I I 36%

P2-11 P12-17 P18-34 P35-54 P55+
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Source: Nielsen NPOWER Live+7 with VOD; 11/17; a percentage of households using television who are tuned to Cable/bdcst at a specified VIDED ADVERTISING BUREAL
time. Primetime=M-Sa 8-11 & Su 7-11pm; Ad-supported TV=Cable+Bdcst+Hispanic 9




Co-Viewing Tends To Be Higher in Hispanic Homes, Larger
Household Size and With More Kids In The Home

% Who Co-View in Primetime by % Who Co-View in Primetime by
Ethnicity HH Size
ispanic  I— 7 %
Hispanic 7 N 5

Asian — 5%

HH Size=3 I 46%
NH White  I—

NH Black I 32%

% Who Co-View in Primetime

(Presence of Children) % Who Co-View in Primetime DVR

v. Non-DVR Home
No children N 39%

id
Home

2 kids I 56%

3 Kids M. 62% Non-

DVR [ 394

4+ Kids " 68% Home

IMB

Source: Nielsen NPOWER Live+7 with VOD; 11/17; a percentage of households using television who are tuned to Cable/bdcst at a specified VIDED ADVERTISING BUREAL
time. Primetime=M-Sa 8-11 & Su 7-11pm; Ad-supported TV=Cable+Bdcst+Hispanic; Percent of average audience who co-view




Hispanics Tend To Co-View More Across The Board

Average Percent of Hispanics Who Co-View On Linear TV

(Primetime)
78% 74%
67%
60% 57%
51%
X 48% 44y

. il
P2-11 P12-17 P18-34 P35-54 P55+

¥ Hispanic ™= Composite

VAB

Source: Nielsen NPOWER Live+7 with VOD; 11/17; a percentage of households using television who are tuned to Cable/bdcst at a specified time ynep apverTISING BUREAL
with someone else. Primetime=M-Sa 8-11 & Su 7- 11pm Ad-supported TV=Cable+Bdcst+Hispanic




Co-viewing Drives
Engagement
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Co-viewers Are Extremely Attentive As 6 Out of 10 Pay
Full Attention To Video Content On Linear TV & Are

Less Likely To Change the Channel

Attention Paid to Video Content

Average Channel Changes
During Co-Viewing on Linear TV per Hour
2.6
Little/no
attention
¥ Moderate
attention
¥ Full/most
attention
Solo Viewer Co-viewer
VAB
Source: Attention paid= IAB ‘The OTT Co-Viewing Experience 11/17; among co-viewers on platform; channel changes= CRE’s ‘Mind of
the Viewer 6/17°
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Co-viewers Are Unique As They Spend 33% More
Time Tuned-In To The Ads

Attention to TV: Time Spent on Ads v. Content
¥ Content © Ads

15% 20%

85% L

Solo Viewer Co- Viewer
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Ads Elicit Significantly Higher Emotional Responses
In Co-Viewers - Most Likely Due To Engagement/
Conversations Which Take Place

Intensity of Emotional Response to Content v. Ads During
Natural Experience

71%

H Content ¥ Ads

48%

Average percentile rank of emotional response

Solo Viewer Co-viewer
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Source: Nielsen Consumer Neuroscience “The Mind of the Viewer 9/16; Intensity: Height of “Peak” response captured across all ad
exposure v. content exposure. Amplitude refers to peak of emotional arousal.



Co-Viewing Drives Engagement - More Likely To
Discuss TV Programming/Advertisements With Others

Co-viewing Attitudes Among Linear TV
(Top 2 Box Agreement %)

63%

57%

When | watch video content with Watching video on TV with others
others we talk about what we’re is more fun than watching alone
watching
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Overall, Co-Viewing Leads to Discussion About Products/Brands
Advertised & Promotes Viewer’s To Take Action

Likelihood To Interact During Co- Likelihood To Take Actions During Co-Viewing
Viewing on Linear TV on Linear TV
(Top 2 Box agreement %) (Top 2 Box agreement %)
Change my mind about a _ 50% Discuss the product.s/
product/brand | see brands | see on social _ 33%
networks

Discuss the products/brands | I 6%

see on social networks Search for produtcs/ ”
Change someone else's mind I 33% brands | see online

about a product/brand | see

e ot . 23
Talk about the products/ D 26% brand | see online 23%

brands | see

26% Talk About Products & Brands They See

o AB

VIDEO ADVERTISING BUREAU
17

Source: IAB ‘“The OTT Co-Viewing Experience: 2017; among co-viewers on the platform



...and Drives Viewers To Search For Products Online

Likelihood To Take Actions During Co-Viewing
(Top 2 Box agreement %)

e o prcrese . N :
product/brand | see later 0
search for procucts/brands | se< .
online for more info 0

Purchase a product/brand | see o
- D 23%
online
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For More Information Visit Us Online

TheVAB.com

Follow us:

@VideoAdBureau

K
Like us:

facebook.com/VideoAdvertisingBureau
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