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Unified Measurement Methodology

Unified Measurement

iSpot measures linear and OTT advertising in a unified manner. Companies use iSpot Unified Measurement to
understand incremental reach over linear, and to measure OTT’s impact on business outcomes compared to linear.

With our Unified Measurement solution, you can measure and analyze OTT campaigns with together with linear TV
campaigns in real-time.

Validate and optimize OTT campaigns with detailed analytics per-publisher that provide:
* OTT impressions compared with linear.
* OTT incremental reach over linear and overlap with linear.

» OTT average frequency compared to linear and linear overlap.

» OTT conversion rates compared to linear.
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Figure 1: OTT Publishers report within the iSpot.tv dashboard
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How it Works

iSpot measures linear TV impressions using our smart TV panel which is then extrapolated to the total US viewing
population, and balanced against US Census geography and demographics. For more details on our Linear panel

and balancing, see our Media Measurement Methodology.

iSpot measures OTT impressions using a variety of sources, including pixel integrations or direct integrations with
digital partners. The following figure shows the universe of OTT and linear TV impressions and their relation to the
iSpot TV Panel. iSpot measures the complete OTT universe (full blue circle) and extrapolates the TV Panel to the
complete linear TV universe (full green circle). Reach, frequency, and impressions are determined within the iSpot
panel area (the striped portion of each circle) and applied to the full universe. Finally, the overlap section

represents TVs in the iSpot TV Panel exposed to both linear TV ad impressions and OTT ad impressions (grey area).
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Figure 2:The iSpot.tv universe of OTT impressions and linear TV impressions across the US




Unified Measurement Methodology ISle’..l'.V

The following sections further define each portion of the complete iSpot universe of OTT impressions.

iSpot Linear TV Panel (1)
The striped portion of the green circle represents:
e All active TVs within the iSpot panel that have been exposed to a linear ad.

e Weightingis applied to accurately account for primary and secondary TVs within the household. The primary
TV receives more weight since it is more representative of household viewing.

e Thelinear TV panelis a subset of the total linear TV Universe.

iSpot OTT Panel (2)
The striped portion of the blue circle represents:

e The portion of OTT impressions that are matched to the iSpot panel via home IP address.

e Thisisasubgroup of the OTT Universe. These impressions are generated from any exposed device (TV,
Laptop or mobile) that we’re able to match to a TV in the iSpot Panel.

Linear TV Universe (3)
The full green circle represents:

e Thelinear TV universe that is determined by extrapolating the impressions of the iSpot TV Panel to the full
TV universe.

e For more details on how extrapolation works, see our Media Measurement Methodology.

OTT Universe (4)
The full blue circle represents:

e AllOTT impressions regardless of if it occurred on a TV in the iSpot panel.

e Thereis no extrapolation of these impressions. These are all OTT impressions delivered.

Linear & OTT Overlap (5)
The striped portion of the grey circle represents:

e TheTVsintheiSpot TV Panel that have been exposed to both linear TV ad impressions and OTT ad
impressions within the time period (for a given advertiser.)
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Linear TV Only (Extrapolated) (6)
The dashed line portion of the green circle represents:
e Theimpressions where the TV only saw the advertiser’s linear TV ad.

e Thedifference between the linear extrapolated universe and the extrapolated linear TV overlapped
impressions (linear & OTT overlap population).

OTT Universe (7)
The dashed line portion of the blue circle represents:
e Theimpressions where the TV only saw the advertiser's OTT ad.

e Thedifference between the OTT universe and the extrapolated OTT overlap impressions (linear & OTT
overlap population).

Linear & OTT Overlap (Extrapolated) (8)
The dashed line portion of the grey portion represents:
e The total impressions where the TV saw the advertiser’s ad both on OTT and on linear TV.

e We calculate the extrapolated overlapped impressions by the ratio of impressions in this group compared to
the overall matched group.
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Use Cases

The following use cases show how Unified Measurement provides reporting that customers can use to gain
insights on the publishers, reach, frequency and business outcomes of their OTT and Linear TV campaigns.

OTT Publishers report
This report enables you to:

e View the highest-level KPIs of the OTT campaign - Total impressions, reach and frequency - over
customizable time windows

e Compare performance of publishers side-by-side and use the data to validate or optimize campaigns

e Develop orrefinean OTT strategy by comparing OTT incrementality and overlap with Linear
impressions, reach and frequency
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Impressions Reach Frequency
# Publisher ® OTT Total ® OTT Overlap with Linear ® OTT Total ® OTT Overlap with Linear ® OTT Total® OTT Overlap with Linear ®
1 HULU 2,528,057 985,023 0.96% 0.35% 322 345
2 ROKU 2,057,855 784,240 1.34% 0.49% 134 138
3 NBC 1,745,370 712,135 0.93% 0.37% 1.69 174
4 ESPN 2,054,575 1,075,341 0.53% 0.26% 359 3.89

Figure 3: The OTT Publishers report in the iSpot Analytics Dashboard
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OTT Impressions report

This report enables customers to:

e Determine cumulative and incremental impressions driven by the OTT campaign.

e (Compare impression delivery day-by-day between OTT, linear TV, and the overlap.

OTT Impressions os/11/2019-09/23/2019
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Details & Download
Date OTT Incremental ® OTT Overlap with Linear ® OTT Total @ Linear Only ® Linear Overlap with OTT® Linear Total ®
09/23/2019 22,605,436 17,659,949 40,265,385 1,094,935,356 90,207,367 1,185,142,723
09/22/2019 21,882,728 16,569,091 38,451,819 1,010,433,193 81,574,052 1,092,007,245
09/21/2019 21,532,926 15,063,676 36,596,602 878,170,860 68,938,473 947,109,333
09/20/2019 20,967,833 13,886,118 34,854,011 774,029,886 59,238,799 833,268,685
09/19/2019 20,234,402 13,010,674 33,245,076 722,981,185 54,068,354 777,049,539
09/18/2019 19,397,254 11,955,214 31,352,468 647,612,081 47,207,908 694,819,989
09/17/2019 10,354,888 5,818,533 16,173,421 579,739,917 27,662,947 607,402,864
09/16/2019 7,276,664 3,720,941 10,997,605 488,069,766 17,339,421 505,409,187
09/15/2019 6,357,574 2,957,670 9,315,244 412,248,503 13,044,164 425,292,667
09/14/2019 5,612,587 2,032,760 7,645,347 278,053,456 7,766,135 285,819,591
09/13/2019 4,647,484 1,280,377 5,927,861 187,771,827 3,914,292 191,686,119
09/12/2019 3,767,846 671,818 4,439,664 99,276,820 1,642,074 100,918,894

Figure 4: The OTT Impressions report in the iSpot Analytics Dashboard
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OTT Reach report
This report enables customers to:
e Determine cumulative and incremental reach driven by the OTT campaign.

e (Compare reach day-by-day between OTT, linear TV, and the overlap.

OTT Reach o09/11/2019-09/23/2019

OTT Total Reach @ Linear Total Reach ®
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Details & Download
Date OTT Incremental ® OTT Overlap with Linear ® OTT Total ® Linear Only® Linear Overlap with OTT® Linear Total ®
09/23/2019 5.19% 3.68% 8.87% 37.73% 3.68% 41.40%
09/22/2019 5.13% 3.54% 8.66% 37.12% 3.54% 40.66%
09/21/2019 5.16% 3.29% 844% 35.23% 3.29% 38.51%
09/20/2019 5.12% 3.11% 8.23% 34.02% 3.11% 37.12%
09/19/2019 5.04% 2.99% 8.03% 33.42% 2.99% 36.41%
09/18/2019 4.96% 2.83% 7.79% 3251% 2.83% 35.35%
09/17/2019 3.43% 1.79% 5.22% 31.98% 1.79% 33.77%
09/16/2019 2.59% 1.24% 3.83% 30.16% 1.24% 3141%
09/15/2019 2.32% 1.03% 3.35% 27.98% 1.03% 29.01%
09/14/2019 2.12% 0.73% 2.85% 22.21% 0.73% 22.94%
09/13/2019 1.73% 0.44% 2.17% 17.98% 0.44% 18.42%
09/12/2019 1.39% 0.23% 1.62% 11.70% 0.23% 11.92%

Figure 5: The OTT Reach report in the iSpot Analytics Dashboard
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OTT Frequency report
This report enables customers to:
e Determine cumulative and incremental frequency driven by the OTT campaign.

e Compare frequency of ad exposure day-by-day between OTT, linear TV, and the overlap.

OTT Frequency os/11/2019-09/23/2019
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Details & Download
Date OTT Incremental ® OTT Overlap with Linear ® OTT Total ® Linear Only ® Linear Overlap with OTT® Linear Total®
09/23/2019 4.92 543 513 6.42 543 6.33
09/22/2019 4.84 532 5.04 6.04 512 5.96
09/21/2019 4.77 524 4.95 5o 4.68 5.49
09/20/2019 471 5.15 4.88 5.11 428 5.04
09/19/2019 4.65 5.05 4.80 4.88 4.09 482
09/18/2019 4.56 493 4.70 4.52 3.78 4.46
09/17/2019 347 3.73 3.56 4.13 Bl52] 4.10
09/16/2019 3.16 336 Bi2d 3.70 319 368
09/15/2019 3.09 325 3.14 889 292 387
09/14/2019 3.02 315 3.05 291 2.46 290
09/13/2019 3.06 S I 245 2.09 244

Figure 6: The OTT Frequency report in the iSpot Analytics Dashboard
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OTT Conversions Report

iSpot’s OTT Conversions report connects OTT Impressions to conversion data in order to measure business
outcomes. Conversion data may consist of online conversions tracked via conversion pixel, offline
conversions such as call center or POS transactions via a data onboarder, or other conversion types.

OTT conversion activity is compared against linear conversion activity to provide customers with an always-
on attribution solution for comparative analysis.

This report enables customers to:
e Compare business outcomes of OTT to Linear campaigns
e |dentify the publishers that drive conversion events and conversion rate

e Tailorthe OTT campaign to target publishers that give the most desirable outcomes

OTT Conversions o:/01/2020-03/01/2020 (14 dsy stér. window) ‘ ® About
OTT Impressions @ OTT Conversion Events @ OTT Conversion Rate @

63,424,038 365,420 0.576%

Linear Total: 1,729,547,528 Linear Total: 10,707,609 LinearTotak:0.519%

Daily Details ® b OTTvs Linear @

OTT Conversions vs OTT Impressions ConversionRate

N OTT [ Linear

—=— OTT Conversions  —— OTT Impressions s

4,000,000 8.000

3,000,000

i b
2 4
§ I /\ : 5
H 2,000,000 \} l‘ [ J‘ \‘ 4.000 E §
E 2000 e | | [\ 3 8
E [\ \ I £
S [/ \ [ | 5
A - ~ | [\ / - /
[ / \ f \/‘\ /
100,000 | K‘ | 2000
\ / = ‘
e N
11172020 11812020 111512020 112212020 112812020 2i52020 21212020 21812020 212812020
Publisher Totals & Downlosd
# Publisher ® OTT Impressions @ OTT Conversion Events ® OTT Conversion Rate ®
1 Roku 2,806,952 1,205,611 42.052%
2 Hulu 37,357,510 23,380,397 62.585%
3 Turner 4847175 2,875,898 59.353%

Figure 6: The OTT Conversions report in the iSpot Analytics Dashboard
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The following terminology applies to Unified Measurement.

oTT

« OTT Only Impressions: The total number of ad impressions delivered by OTT publisherson a TV
only exposed to OTT ads.

« OTT Total Impressions: The total number of ad impressions delivered by OTT publishers, regardless of
linear TV ad impression exposure.

« OTT Only Reach: The total percentage reached by OTT ads comprised of TVs only exposed to
OTT ads.

+ OTT Total Reach: The total percentage reached by OTT ads.

« OTT Only Avg Frequency: The average number of exposures to an OTT ad impression over a given
period, comprised of TVs only exposed to OTT ads.

« OTT Average Frequency: The average number of exposures to an OTT ad impression over a given
period, regardless of linear TV exposure.

Overlap

« OTT Impression Overlap with Linear: The sum of OTT impressions for TVs exposed to both linear TV
adsand OTT ads.

« OTT Avg Frequency Overlap with Linear: The average number of exposures to an OTT ad for TVs
exposed to both linear TV ads and OTT ads.

« Linear Impression Overlap with OTT: The sum of linear impressions for TVs exposed to both linear TV
adsand OTT ads.

+ Linear Avg Frequency Overlap with OTT: The average number of exposures to a linear ad for TVs
exposed to both linear TV ads and OTT ads.

« Impression Overlap: The sum of OTT impressions plus linear TV impressions for TVs exposed to
both linear TV ads and OTT ads.

+ Average Frequency Overlap: The average number of times that a TV is exposed to both an advertiser’s

OTT ads and linear TV ads.

« Reach Overlap: The percentage of households reached that were exposed to both linear TV ads and OTT
ads.
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Linear

« Linear Only Impressions: The total number of ad impressions delivered on linear TVon a TV
only exposed to linear ads.

+ Linear Total Impressions: The total number of ad impressions delivered by linear TV, regardless of
OTT ad impression exposure.

« Linear Only Reach: The total percentage reached by linear ads on a TV only exposed to linear ads.
« Linear Total Reach: The total percentage reached by linear ads.

+ Linear Only Avg Frequency: The average number of exposures to a linear ad impression over a given
period, comprised of TVs only exposed to linear ads.

+ Linear Average Frequency: The average number of exposures to a linear ad impression over a given
period, regardless of OTT TV exposure.




