IT’S A NEW DAY FORTV
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the Addressable Video
landscape continues
to fragment

= 57mm Addressable HHs today (Altice, Comcast,
Dish, DirecTV, Charter, Verizon)

=  70mm Addressable HHs in 2017

= 8 MVPDS and growing

=  Subscriber file, device ID, IP and cookie matching

= 30+ technologies

= 100+ data partners

= National network trials (via MVPD inventory)

= 300mm devices, mapped to 100mm HHs — creating
multiple cross channel extensions
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lessons learned from
Addressable Television
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Dell leveraged addressable to
reach high value audiences and
drive business results

Dell’s goals vary by division
Addressable approach (targeting + measurement)
varies based on objective of campaign



BETTER DATA >> BETTER RESULTS
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Television does more than drive

awdareness

Atribution was customized based on Dell’'s KPlIs
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