S hareablee

IERIER (N
Founder & CEO

tania@shareablee.com
(@IERENCIX

State of Social TV

Tuesday, February 9, 2016

shareablee.com | info@shareablee.com | @shareablee



Shareablee

n
O
3 o35
C..nb o ®
o5 < C
L2 o=
g2 o
52 M =5

<t
(@]
O

s social data

(@)
o c
2S
=&
1=
ph
£EG
25
m

State of Social TV

™
-
(=)
N
c
©
-
o
o
=
"
=
©
T
]
Qo
|
=
o
=
o
o
=
Qo

3
| 9
(V]
L
IB
o
=
Qo
)
©
c
©
S
0
o
(=
<.
(=]
o
-
1
(]
>
o
o
o
(2]
=
(2]
c
(]
(3]
©
O
|
O
el
(7]
©
=
©
Q
N
=
1)
(=
©
-
(&)
@
0
o

2]
-
(&)
wid
&)
=
-
]
=
&
o
G
QO
&)
c
)
k=
(&)
wid
=
N
(7))
)
£
7))
=
o)
o
o)
©
c
O
-
&)
©
o
whd
=

O
Fo
@)
3
()
o
whd
(7))
&
-
@)
G
(7))
o
(C
-
wid
©
o
©
2]
e
(&)
Q
[e)
&)
)
Q
o)
0]
()
.
©
L
(7))

[0}
Q2
o)

@

)

—_

@
<
®

<

o)

g

(o)
2
o)

@

o)

—_

@
e
S
Re)
=

S

o)

g

(o)
Q2
o)

@

)

—_

@
1=

(2]




In the marketplace

) comSCORE.

-

THE OFFICIAL SOCIAL ANALYTICS
PARTNER OF COMSCORE

Bloomberg

DATA
PARTNERSHIPS

T v et ot e

LOCAL MEDIA
RANKINGS

DAILY
'NatGeo' Leads Publishers In
Media Engagoment

PUBLISHER
RANKINGS

Best Practices: Restaurant Industry vs. Beverage Industry “hareablee

Avarage incustry Stats

INDUSTRY
WEBINARS

CYNOPSISMEDIA  toimoxs UPFRONTS AWARDS VENTS WEBINARS

V RATINGS: Top U.S. Shows Overall by Fngagement for the week of

SOCIAL TV
RANKINGS

SOCIAL THOUGHT-LEADERSHIP
EVENTS

['Content

| TRENDSETTING "
2015 UNDEROY

BRAVA =
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Now

Social media empowers fans to
dive deeper into the story world

- Social media fuels program

discovery, audience retention

Then

Social Media to Drive Tune In
(aka Keeping the Lights On...)

Social media is monetized in itself
(what???)
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All of these are hurled at you when you mention social
media success
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Measuring What Matters in Television:

3 Key Concepts

® Driving Awareness, and Word of Mouth Across New, Existing (and
Potentially Elusive) TV and Video Viewers

= Getting to Know Your Audience Better
(Better content, better advertising ROI)

® Monetization: Tune-in and online extensions
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The

with TV
Programmer content
across Facebook, Twitter,
- Instagram, YouTube and
BI"IOn Tumblr in Jan — Nov 2015 in
the U.S.

cccccccccccccccc , Twitter, YouTube Views
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“Content guys produce good content”

Publishing and TV account for over 70% of all shares

Movies Jan - Nov 2015
6% Platform: Facebook; Period: Jan-Nov 2015,
Metric: Shares (category total)

Jan - Nov 2014

Movies Platform: Facebook; Period: Jan-Nov 2014,

8% Metric: Shares (category total) Automotive
1%
Automotive
i Tra.vel & Music
Leisure 9%
Travel & Music 1%
Leiiure 1% Consumer
1% TV Goods
Retail 34% 2%
3% Retail
Consumer 3%
Goods Sports &
3% Recreation
Sports & %
Recreation 27N
8% \{f' ‘
+34% $
\\\ ,,
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While Broadcast has grown 406% in amplification, Streaming has

outpaced Premium Cable in content shares

Cross Platform Amplification
Source: Shareablee, Jan 2014 — Nov 2015
Platforms: Facebook, Twitter

o Growth since
Metrics: Average Shares, Average Retweets Jan 2014
o 140
c Broadcast
5 120 +406%
2 100
Cable
80 +80%
60
40
20 E
0
A X AL AN O AD ) ) 5 AD

ABC AN AR AN AR AR AN AN AR AR AR AN AD AD AD AD AD AD AD AD AD A
o ¢ 0O pet Y T WY 0 ee® T ofY 0V et ya ¢ (8 et (e o 3 Y ee® o (0
=#—Broadcast =—=Cable Premium Cable Streaming
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While cable captures the highest share of voice, broadcast programs

win in both average interactions, and share-ability

. Share of Voice by Category
Share of Voice by Category Source: Shareablee, Jan 2015 — Nov 2015
Platforms: Facebook, Twitter and Instagram
Metric: Total Actions

Source: Shareablee, Jan 2014 — Nov 2014
Platforms: Facebook, Twitter and Instagram )
Metric: Total Actions Premium Cable

2%

Broadcast
34%

Broadcast
34%

Share of Voice by Category

Source: Shareablee, Jan 2014 — Nov 2014 Share of Voice by Category
Platforms: Facebook, Twitter Source: Shareablee, Jan 2015 - Nov 2015
Metric: Total Shares, Total Retweets P_Iatforms: Facebook, Twitter
Premium Cable Streaming Premium Cél\vb élc: Total Shares, Total Retweets

3% 1% Streaming

1%

2%

Broadcast
34% Broadcast
42%
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Drama / Sports / Talk Shows combine for more than 60% of

total actions

Share of Voice by Genre
Source: Shareablee, Jan 2015 — Nov 2015
E . Platforms: Facebook, Twitter and Instagram
ntertainment News . .
] 2% Metric: Average Monthly Actions
Late Night

3% Food, Travel, Lifestyle
1%

Morning
Show
6%

Talk Show 15%

Sports
21%
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TV Industry: Total actions grew 32% Y/Y; while video grew
more than 3x faster

US.TV
Industry YIY
2015 Growth
Overall +32%
Facebook +21%
Twitter +41%
Instagram +114%
YouTube +50%
Tumblr

*Total Actions metric includes likes, comments,
shares, favorites, retweets, dislikes and reblogs on

content posted by the brands on Facebook, Twitter,

Instagram, YouTube and Tumblr. (excludes
YouTube Views).

shareablee.com | info@shareablee.com | @shareablee

Overall

U.S. Brand YIY
2015 Growth

Overall +100%
Facebook +91%

Twitter +55%
Instagram +147%
YouTube +21%
Tumblr +18%

*Total Actions metric includes likes, comments,
shares, favorites, retweets, dislikes and reblogs on
video content posted by the brands on Facebook,
Twitter, Instagram, YouTube and Tumblr. (excludes
YouTube Views).
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U.S TV: Total amplification grew 49% in 2015 Y/Y outpacing
overall brands which grew at 27%

Us. TV
Industry YIY
2015 Growth

Amplification  +49%
Shares +54%

Retweets +22%

*Amplification metric includes shares and
retweets on content posted by the brands on
Facebook and Twitter.

Source: Shareablee

Platforms: Facebook, Twitter

Metrics: Total Shares, Total Retweets

Period: Jan — Nov 2014, Jan - Nov 2015

% +27% Q

\
1
\ /I

—————
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Case Example: Program activity happens throughout the

week... not just on the day of airing

Day of Week: Tuesday Primetime Show
Source: Shareablee, Q3 2015
Platform: Facebook, Twitter, Instagram
Metric: % of Actions

48%

24% 23%

21%

19%

15% 14% 13% 129% 16%

% 1%

Facebook Twitter Instagram

12% 13%

EMonday ®Tuesday “Wednesday " Thursday ®Friday ®Saturday ™ Sunday
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Unpacking the Social Viewer

Premiere Announcements,
Episode Teasers,
Tune In Reminders

Build

Excitement
(Discovery)
. ?tﬁ Re-live
Behind the Scenes (Llé alte)r (New Clips,
Deep dive with actors yalty audlen_ce, Mash-ups
Retention)
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Build Excitement: Heroes Reborn began teasing audiences
6 months before the long-awaited return of the show...

OUNDBREAK
SERIES

s
- Qudinary peophs, sxlrsordinary silties Heaces Rebom peemisess Thusday, Sept 24 on
NEC

Top Gorwmants -

-
1 Posts vs Actions
! Period: Q1-Q3 2015
]
1
1
]
1

1

1

”\V. - I
AER@ES Posts SO i
:

1

EEEO®EN

. B Campaign Content " Other
Actions [EENA4% N
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Build Excitement: Scream Queens uses immediacy, and
day-of teasers that perform twice as well as regular posts

. Scream Queens

Ready for Hell Week? Scream Queens premieres TONIGHT at 8/7¢c on
FOX!

tonight

0:14/0:30 <) * 8/7

Scream Quoons
Tonight's the nignt for an all NEW episode of Scream Quesns at S8c on FOX! Are you
ready for the show everyone's talking about?

Posts vs Actions
Period: Q1-Q3 2015

Posts 6%
Actions 1%
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Build Excitement: Quantico’s trailers and sneak peek video
clips promoting its season premiere drove engagement

Finding: From September 1 — December 14, 2015, video posts accounted for 29% of Quantico’s total content on
Facebook, and drove 44% of the show’s engagement on the platform. Furthermore, these posts represented 68% of the
show’s total shares and on average, garnered 424% more shares than any other type of post.

. Quantico @ 1l Like Page . Quantico @ ifs Like Page I Quantico @ il Like Page

Watch the first 8 minutes of #Quantico now before the September 27 #Quantico is instantly addictive. Get ready for more twists, TONIGHT at They're sexy, smart, and cunning, and one of them is living a lie. #Quantico
premiere. We promise you'll get hooked! 1019¢ on ABC. premieres tomorrow at 1019¢ on ABC.
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Re-live: Orange is the New Black engaged audiences by
posting memorable quotes

1 Orange Is the New Black @
#OTTNE
June 20 - @

B' Orange Is the New Black @ | Orange Is the New Black @ 1l Like Page
June 24 - @

#OTN ’
July9- @

You deserve it, babe. #OITNB We heard that. #0ITNB Stand up. #OITNB

Do it because you want it.

Although Orange is the New Black released its newest season in June 2015, the
streaming show continued to drive its engagement by re-living iconic quotes on
social. These posts produced 60% of the show’s total engagement on Facebook.
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Re-live: Trailers and clips led Empire’s most amplified posts

on Facebook and Twitter, creating the ‘water cooler’

Video posts made up 12% of all Empire’s content across platforms
and 19% of total actions between Dec 1, 2014 and March 22, 2015.

j Empire @ il Like Page

. . @ A . The ladies of Empire are making SERIOUS moves. Tune in Wednesday at
Video posts that included “tune in” made up 31% of total video

9/8c and watch it all go down.

content and 40% of total actions on video posts.

n Empire x 2 Follow

The choice is yours, Lucious.

RT for Cookie
Fav for Anika

Like - Comment - Share
i 111,285 people like this. Most Relevant ~

&> 13,482 shares

tasingiemea | kar deal with you

e -
IR

\AJ AT BRtyassmal o3 e regard de Luckous me mets mal &
FOX WEDNESDAYS Fates il v 5 8 410 B ARSI A8

FEaTEARRE
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Go Further: On Instagram, Miss Piggy saw the highest amount

of engagement and is definitely a fan favorite

e themuppetsabc FOLLOW weses  themuppetsabe FOLLOW

3,686 likes

themuppetsabe For #Hslioween,
#MissPiggy went as herself. You don't
cover 1his fabulousness with & mask!

bianceaneskar @marlah_jacobsson
mariah_jacobsson Haha @biancaaneskar
54 likt & &
cherrymirza @Irushamirza @lemamirzs
cherrymirza & &8
lauramestreboren @irenemu| aijsjajajajajs
#notassemblesgons
#nosecomhearribataqul #hauriadestudiar
Irenemy] Tiaaa per un moment pensava
| que era joooo FShorooo #socunaporca
jajajajaja Dlsuramestreboren

siqu AP0
nofisicament®® ¢" Birenamu)

anthony504_ fig0ddess.trap Ashley your
antn mam i at W G

Log in to like or comment

= ogy

Log in 1o like or comment

Posts vs Actions
Period: Q1-Q3 2015

] :
i I

1
! Posts [20% 1
: . E Campaign Content " Other 1
i Actions [IN24%0N i
1
- 1
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Go Further: Gatlin Green (Emily Duval) in Heroes Reborn

drives the most amount of engagement among the cast

oLLOW

. nbcheroesreborn

3,525 likes

nbcheroesredueiag:
BTS look into

Paris, France!

I'm so thankful

fantastic cast af
aGatinkgreen

princejarvis_ 2
havetodotog
i lowing it eve
this show

kendez.edits 2
atoria.7 DUDE
CUTE/ADORKS
arya_sunset S¢
torlo.7 Gkende

sReeT

louisavanieeu:
his amazing cu

Wearan Aseca

Log In o ke o

U -

Posts vs Actions
Period: Q1-Q3 2015

Posts 7%
Actions A%
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. nbcheroesrebom FOLLOV

2,261 likes

nbcheroesreborn Davavw #Frommily
agmiring the Eiffel Tower! Love this BTS
monitor shot, @Gatiinkgreen
#GatinTakeover SHeroesReborn

Kgibbs96 fol

liafifes DidnY she aiready use this quote..?
heroesreborn.tommily Yeah on the pic
before & SlianMes

liafiffies Oh ahah &
©@heroesreborm.tommily

OMG | cant wait to see wommily
love tommy and emily so

robbiekayithink71 @randorn

m_editss 35 %

xlars_kate | feel so jealous @ MR 4 Love
you guys== e

1 to like or comment

5ing_soccer246 fAye FAwesome
#CantWaitForTonlaht

Log I to like or comment

E Campaign Content “ Other

State of Social TV Shareablee




YouTube video made up the majority of Scream Queens’s social engagement,

while its audience engaged most with Facebook and Instagram.

Scream Queens vs. Scream Queens Audience Cohort
Actions by Platform

Instagram is Facebook and
significantly Instagram are the
outperforming biggest areas of
across opportunity for
platforms this cohort
Scream Queens Scream Queens Audience
B Facebook ®Twitter ®Instagram ®Google + ®Tumblr ®YouTube
*Based on Shareable data — November 1 — November 30, 2015 :*Vg +e gr:/(ije-l‘%sni]glcrll;%igm;%u%l:?ssziﬂg?ﬁ % of actions

State of Social TV Shareablee
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Video teasers have been the most effective content type in

terms of tune-in posts

Type of Tune in Message Post % of Shares il gé;».mpmsmmmgm a
Source: Shareablee, Sept 1 — Dec 9, 2015 Source: Shareablee, Sept 1 — Dec 9, 2015 g
Platform: Facebook Platform: Facebook

o s MOMORS 478

Others
43%

e T Musoets an ABC O 1 fotew

TheMuppsts owes @Nickx_Offerman a
favor... so he's calling it in. Catch an all-new
apiscda tonight at 8]7¢ on ABC.

7 me  NDBEEBALE
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When partnering with TV media on any co-branded content or native
advertising, what do you look for? Socially engaged audiences, relevant
- | audiences, audiences that click... something else?

- b ,§n’.
TN S N

« Relevant Audiences
L~ S ———" % = e SR

;_ * Understand ROI (compared to what | could do on my

own
~ N S s

Measurable lift post-campaign




When Supergirl’s Facebook audience isn’t engaging with

Supergirl, they are spending time with:

Top Brands: Media:

ComicBook
.com

The
Hollywood
Reporter

Source: Shareablee Social Loyalty Platform 2015
Pltf m : Facebo k

iod: Q3 2015
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Supergirl’s Audience is 250% more likely to engage with

Sports & Recreation than the average industry

Sports & Recreation 352
Retail
Consumer Goods

Public Services

Travel & Leisure

0 50 100 150 200 250 300 350 400

Source: Shareablee Social Loyalty Platform 2015
Platforms: Facebook

Period: Q3 2015
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What about Scream Queens?

Top Brands: Media:

American
Horror

Story

Ellen
DeGeneres

BuzzFeed

Seventeen Cosmopolitan

Source: Shareablee Social Loyalty Platform 2015
Platforms: Twitter

Period: Q3 2015
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Properties which Comedy Central’s Cohort over-index

with:

Top Brands: Media: Top Brands: Media:
Il;-::r:gl':gge Buzzfeed @ a e
The
Huffington
Post

The ;
Huffington Corr;lgrti]ook B;.r e BuzzFeed
Post . ing

Source: Shareablee Social Loyalty Platform 2015
Platforms: Twitter

Period: Q3 2015
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Case Example: Suits co-branded campaign with Lexus

Suits £ Eollo Suits & L Folow - Gracoland TV © e Une Foge
. e o - . Sutts U Graceland .+ Follow
GracelandTV

Wah me Season 3 Promiers Just a few Says away, Make Sure you,

Check out what you said abguistiag Season Use #Suitsinspiration and you could see your b from Soason 2 ot up ere A Toro3
Premiere last night with the '@ bocial RigsQ0-air during Suits. Presented by
recap. usanetwork.com/suits/socilre. .. sanemom.com/suits/inspirat. vi

Head to the Graceland Catch Up HQ by
nd relive some of Briggs’ words of
wisdom: usanet.tv/GLCatchupHQ.

A .
\(ql\— Al

R

Suits - Lenus 1S utaCris f LAND
: " feal,
St your opifions 0¢N spiende wih ASueC Suits - #Sultsinspiration Prosented by Lexus e THEBOLDZ2015CAMRY

m

33 55 11,489 425 1,036

Graceland TV’s campaign with Toyota accounted for 20% of total audience engagement
for tune-in posts on Facebook. The co-branded post was also the third top post for the
show for Q2 2015. Each co-branded post garnered an average of 3.3K total actions. On
Twitter, each co-branded tweet received an average of 70 actions per tweet and also
represented 20% of total actions for tune-in tweets.
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Case Examples: The Muppets on ABC co-branded

campaign with Target

= Today Show @ e Lis Page
OO  Secerriner 30 B

- The Muppets on ABC . B The Vuppels ABCO s L Page /A Today Show © 1 Like Page
Sextember 23+ @ TOOAY  gaptombor 18

Y Parenting Team panel on mom- Meet Popper and Zara, Al and Natalie's dogs that were both adopted from

The 5 best comme . N m :
jusing, sponsoras @ s Sisterhood of Matherhoos shelinrs!
Did you rescue a dog? We want to see! Post a pic of your pet in the

‘ comment section beiow!

#MakeADogsDay is from our spondg
Iz |\T°D'AY

Parestin
SHON°

If you mussed the laughs from last night,
B 6MUuppets premiere now thanks to
Zc.tv/1V8lys1

B e a3 Fel- Ly |

oooooo

M m WAl e

45 91 1,559 20 8,496 233 1,289 5,327 2,961 169

The video also received 70k+
views, which also included a
mention of Target.

The video also received 5.5M+
views, which also included a
mention of Similac

Similarly, the Today Show co-branded campaign with Similac and Subaru.
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Measuring the impact of co-branded integrations with this

TV Show and a QSR:

% Cross Engagement % Cross Engagement
88% 89% T 83%
Within the
QSR
= engagers...
12% 1% = 59, =
Pre-campaign Post-campaign Pre-campaign

Food/Beverage Brands Other Brands
QSR Food/Beverage Brands

+  This QSR more than tripled their share of audience (following the campaign) compared with other food, beverage
and QSR brands
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LCYRELCEVEVS

« TV outpaces the overall social web on Facebook (+21%), Twitter (+41%), and Instagram
(+114%), especially in terms of sharing and video, where Facebook still dominates

« TV Marketers (and those working with entertainment content) must combine strategy
across three core objectives: Build Excitement, Re-living the Episode, Going Further with
Cast/Story

« Socially engaged viewers show strong affinities for key brand categories, often engaging
more highly with brand content — creating a huge opportunity in partnerships as
audiences continue to grow
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