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OF THE TELEVISION UPFRONT

19250
= US Households with TV

First Television upfront

#had, launches with three networks:
ABC, CBS, and NBC.

9 MINUTES OF
ADS FOR EVERY
1 HOUR OF TV

ABC dligns show premiers with
the fall release of new
automobile models —creating
the broad cast TV season as we

' know it today.

$275K
:30 SUPER
BOWL AD? ‘I 9 E : !

ABC offers ratings
guarantees for the
first time during the
1967 TV upfront season.

1967

1952 )
First political ads run in
presidential election

1955
Zenith creates the first
wireless TV remote

1975
HBO launches

1977
First VHS based VCR in the US

1978
First laser disc sold

in the US

Cable neworks slowly start to 1981
compete for TV upfront budgets. MTV launches
' Major networks still dominate
the upfront dollars. @?
$994K
:30 SUPER 1987
BOWL AD? Half of US households

subscribe to basic cable

1994
DirectTV becomes first
satellite TV system

1994

ABC World News isthe
first TV programtobe
broadcast over the internet

Nielsen begins to measure
the usage of digital video
recording [DVR, TIVO). i
Agencies begin to use C3 \ FCC appraves standard
ratings for planning purposes.

2005

N Maijer digital publishers begin to
c6% & eas position their programming
INCREASE IN

CABLE CORD CUTTERS siheh inyeiory i S g
SINGE 20077 Newfronts” to compete

with broadcast publishers.

1997
The first 42” plasma is
sold in US for $15,000

1999
TivVo launches,
allowing for digital
storage and

skippable commercials

2001
The iPod is introduced

2005 )
YouTube launches

2007
The iPhone is introduced

2008
MINUI'E’.SS'OF ADS m I?B'&Q*Y w@:-rm ,:,-;’-3“ Hulu launches
FOR E\;Eﬂ'( ) &\.}i ?F | I&\j "\Aﬁ; 20;0 ,
1 HOUR OF TV y 4= 'Eh‘,\_:'_,._. & @g_’() | The iPAD s introduced
$3.5MM For the first time, Nielsen = First decline in Households with TV

:30 SUPER includes digital viewership within

BOV\!’E@? overall TV ratings to account .
Y for “zeroTV" households. T

SOURCE: 1.The Nielsen Company
2. (Number adjusted for inflation} Cox, Brent, “How Much more Bo Things Cost Taday: The Super Bowt Edition.” The Awl

Reaching TV Audiences Across Online & Mobile Video

Videology’s TV Amplifier™* couples the Nielsen Online Panel with Nielsen’s

TV Ratings Panel to build customized audience segments based on panelists’ TVl-P m
TV and online viewing behaviors. This crossover panel gives advertisers the ampliner
ability to better plan their online audience targeting strategies based on

their offline broadcast ad spend.

_@videologg”
THE LEADER Verifying and Optimizing Demographic Ratings

IN CROSS-SCREEN Through months of research and development, Videology has created : AUDIEN(SZME
TA RG ETI N G a proprietary protocol to optimize its video universe specifically for campaigns a2 |opPTimIZER
using Nielsen’s Online Campaign Ratings™ or comScore validated Campaign Essentials™,

MEASU REMENT ensuring more effective delivery, customized for each advertiser’s objectives and budgets.

ACCOUNTABILITY

ROI Attribution Tracking Automotive - CPG - Retail

Through firstto-market partnerships with major data providers, Videology can
connect in-stream video advertising, as well as mobile in-stream video and display
advertising, to specific offline purchases. Advertisers are now able to determine
how many users who saw an advertisement actually purchased the advertiser’s
product and how different engagement metrics influenced sales.

For more information, please contact Brian Danzis at Brian@videologygroup.com
videologygroup.com



