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Rapid growth

of new devices
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Source: Ipsos Mori Tech Tracker

Base: circa 1,000 GB adults aged 15+ per wave
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Tablet computer

Internet enabled TV
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More platforms

more views
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40D growth is having a significant

Impact on viewing of key shows

90210 SERIES 4
DESPERATE H'WIVES SERIES 8
FRESH MEAT

HOMELAND

THE KILLING

@ MADE IN CHELSEA SERIES 2
MISFITS SERIES 3

@ NEW GIRL

SKINS SERIES 5 & 6
THIS IS ENGLAND ‘88

Average top 100 @ o
programmes

Source: BARB/TechEdge and C4 internal analysis In VOD We Trust



40D monthly reach
by platform

Games Consoles 1.2m @

Mobile 0.8m

Tablet 0.5m @
Source: C4 & Kantar Landscape Survey, May 2012 Iﬂ VO D We TfUSt
Base: 1,500 GB adults aged 16+



5.7m 40D Registered users

17%
{ only watch C4 programmes

through 40D

449%

{ watch some C4 programmes

live, but most of my viewing is

through 40D
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Some people just

O,

=D\

watch VoD

Glaimed monthly reach

32
809

Adults

Watch
C4 TV Channels
C4 TV & 40D
344
79%
16-24s

C4 TV Channels

2012 InVOD We Trust

Base 1500 (GB jadtili laged fibs,



Channel 4’s brief to RSMB

Our audience is migrating across platform
* Channel 4 has made content available on demand across all new platforms
* This has greatly extended our audience reach from our original C4.com platform
* And ensured we continue to reach:
* light viewers
* the emerging group of viewers who choose to conduct all their viewing on
demand (non TV households)
The business need:
* Advertisers want to accurately understand their Campaign reach & frequency
across all platforms — TV online and mobile
* (4 aim to attract additional VoD spend not cannibalise TV revenue
The Problem - no cross platform measurement
» Split metrics for TV and VoD
* VoD data is siloed by platform
* Online industry measures do not capture all platforms- only half of C4 views
The RSMB challenge
* Cross platform campaign reach & frequency across all C4 platforms

2012 InVOD We Trust
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| Output from the model
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1+ cover (%)

TV

Campaign:

Audience:
Period:
TVRs:
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campaign example

Video game launch
Men 16-34

March — April 2012
Approx. 250

50 100 150 200 250 300 350 400

Source:/C4/BARB/RSMB

M 16-34 universe

6 TV Homes 7,434,000 -> 1+ = 68.4%
4

/ﬁ‘ ALL Homes @ 7:928:000 -> 1+ = 63.2%
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TV campaign example

Campaign:
Audience:
Period:
TVRs:

Video game launch
Men 16-34

March — April 2012
Approx. 250

M 16-34 universe

g TV Homes
A ALL Homes

7,434,000 -> 1+ = 68.4%

7,928,000 -> 1+ = 63.2%

TV only
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40D impressions
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Business Impact & Next steps

Business impact
* In VoD We Trust 2012 presented to all major media agencies
» High levels of engagement with both the TV buyers and agency digital teams:
o Unaware of the growing proportion of (young) adults with no TV in the
household
o And unaware the extent that campaign Reach & Frequency drops when the
universe includes non TV households
* Channel 4 now able to make and justify recommendations re the appropriate
incremental investment advertisers should make in 40D

Next steps:
1. Refine the model to improve accuracy
o Factor in TV weight of viewing
o Include C4 server data
2. Create an interactive industry planning tool for cross platform planning and

post campaign reporting
2012 InVOD We Trust




