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Beyond Marketindvix:
MaximizingSynergies oflraditionaland New Media

For most consumer goods companies, television
continues to be the dominant media channel, with
online a rapidly growing second.

Theevolution in the television advertising market is already having a profound impact on how
consumers get information about brands and the decisiwaking process leading to a purchase.
As a resulteffective use of newmedia requires more timely, granular insights for rapid course
correction,

1. Television is evolving from a passive, etk medium to an interactive, integrated
advertising channel

2. Newadvertising business models are being created, such as combining mobile ads with
loyalty coupons

3. Newdelivery devices, such as the iPad and other mobile devices, blur the boundaries
between screens and media to create new advertiglagforms

4. Initiativeslike Google TV and Apple TV aim to leverage the Internet to distribute TV
contentt further bridging the gaps between the twoediums

Sy‘mphony"‘!!!' www.SymphonyAM.com / info@symphonyam.com

© 2011, Symphony Advanced Media. All product names herein are the properties of their respective owners. 4/11




Beyond Marketindvix:
MaximizingSynergies oflraditionaland New Media

Trends in New Media

Outsized Influence of Mobile and Social Media

Facebook (and other social media channels) and smart phones are starting to play
a significant role in product purchase decisions. Search, already large, continues

to grow.
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facebook iPhone/iTouch/iPad
662MM users 130MM+ users
SOCIAL YT o et MOBILE

550K+ apps 350K+ apps
500MM+ downloads 10B+ downloads

AN
Google’

972MM users
+8% Y/IY

SEARCH

CQ4: CPCs +4% Q/Q
paid clicks +18% Y/Y

Source: Company data, comScore global 12/10
*Google Android momentum especially strong too.
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Trends in New Media
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TV content is available on additional screens, in some cases with no ads or
different ads.

The XFINITY TV App

Introducing a revolutionary new way to watch TV,
Mow, with the XFIMNITY TV app, watch your favarite
On Demand shows and movies right on your
iPad®. Plus, use your iPad, iPhone®, iPod touch®
and Android™ as your remote control, to search
On Demand and TV listings and to schedule your
DVR when you're away from home.
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App Highlights
Watch your favorite On Demand shows on your L
iPad anytime, anywhere with a WiFi connection Alice in Wanderland available
Search On Demand and TV Listings STARZE on XFINITY.
Change channels on your TV
Schedule your DVRE remotely
Download Mow from iTunes
Download Now from Android Market
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0 the couch again ¥, classic drama, or

Cl
heck out the latest Flex View titles

Rerit Cas
g Demang 95 The Revenge of Kitty Gajore.

Going the Distance an,

< Inception today on Fios on
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Traditional Marketing Mix:
Designed for Broader Analysis

Marketing Mix focuses on key significant drivers of sales and has difficulty
isolating the impact of low weight media in driving sales.

Sales, Not Brand Equity
AModeling only actual sales
A52SayQi AyOf dz

consideration, or purchase

intent

Timeliness
A Models stable over lonterm
A Measures completed campaigns

Consumer Behavior
A All copy equally effective
A Viewers actually watch ads
A Consumers = households

Media Fragmentation
ANo crosschannel  synergies
AMinor media fragmentation
A Only measured media
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