





ONLINE TV

Monthly unique visitor growth

Online TV continues to rapidly attract new users.

The findings:

* Monthly unigue visitors are flocking to online TV for content
consumption, growing 146% YOY.

* 2014 has seen a surge in monthly unique viewership, growing
85% over the past six months.

The opportunity:

Months that are not sports heavy slow down in video
authentications; however viewers still stick around to watch
other segments of content.
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Video viewing frequency growth by access type

Online TV consumers are viewing content at an
ever-increasing frequency.

The findings: 58.5%

» The average authenticated video per visitor has increased
54.8% YOV.

* Android app access type viewers are frequenting
online TV content 58.5% more than they were

8.4
a year ago. R
53
The opportunity: -
Producers need to be aware of the shift in consumer viewing N
habits. Viewer behavior is changing from casual viewing to
binge consumption, streaming multiple episodes in one session. .

BROWSER i0S APP ANDROID APP GAMING CONSOLE
AND OTT

ONLINE TV VIEWING FREQUENCY - AUTHENTICATED VIDEO PER VISITOR PER MONTH
(Q22013 vs. Q2 2014)
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ONLINE TV

Video viewing frequency by genre

Not all content is created equal. Different genres of
content exhibit different levels of viewing frequency,
among other things.

The findings:

* Broadcast and cable networks realized a viewing frequency
increase of 80.6% YOY.

56
* Viewing frequency on sports networks increased 31.3% YOY.
>

BROADCAST AND  SPORTS NETWORKS
CABLE NETWORKS

ONLINE TV VIEWING FREQUENCY
AUTHENTICATED VIDEO PER UNIQUE VISITOR
(Q2 2013 vs. Q2 2014)
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ONLINE TV

Movie network channel viewing frequency growth

Premium movie content is rising in the number of
authenticated videos being watched.

The findings:

* Movie network channel viewing frequency realized a 125%
increase YOY.

The opportunity:

As viewers look for more diverse content to stream, they appear
to be turning to and engaging more with movie channels.
Producers need to seize the opportunity and provide more
content to keep viewers engaged.
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ADOBE DIGITAL INDEX

Methodology

This report is based on consumer video viewing in 2013 and 2014. It consists of the aggregated and
anonymous data from media and entertainment sites gathered from Adobe Analytics and Adobe Primetime.

Sample information includes:

+ 165 billion total online video starts

» 153 billion online TV authentications

+ 235 different sties and apps in the United States and Canada acting as access points for online TV
* 1,300+ Adobe Marketing Cloud customers

Visit our website: adobe.ly/digitalindex
Read our blog: adobe.ly/digitalindex
Follow us: @adobeindex @adobeprimetime

Ask a question or make a suggestion: digindex@adobe.com

©2014 Adobe Systems Incorporated. All rights reserved. Adobe and the Adobe logo are either registered trademarks or trademarks of Adobe Systems Incorporated in the United States and/or other countries. All other trademarks are the property of their respective owners
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ADOBE DIGITAL INDEX

Glossary

Online video start—Any browser-based, unauthenticated video start.

ADOBE DIG

Authenticated video—Includes both temporary and actual video authentications.

Monthly unique visitors—Total number of unique visitors for the month,
Access type

Browser includes Chrome, IE, Firefox, and Safari on both desktops and mobile devices.
iOS app is an app on any Apple mobile device.
Android app is an app located on any Android mobile device.

Gaming console and OTT includes data from apps on Xbox, PS4, Apple TV, Roku, Chromecast, Amazon
Prime, and other similar devices.

Online TV video viewing frequency—Authenticated video starts per monthly unique visitor.

Online video—Any video on the Internet that doesn't require authentication from a paid
subscription to a cable or satellite provider.

Online TV—Any video viewed through a browser or an app that requires authentication from a
paid subscription to a cable or satellite provider.
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Tables

Quarterly Online Video Starts

Q42012 Q12013 Q22013 Q32013
Quarterly video starts
(millions) 17,7272 24,881.2 259322 31,0516
Online Ad Starts per Video Starts
Q22013 Q32013 Q42013 Q12014
Ad starts per video start 1.65 188 1.76 207
Online Video Completion Rate by Device Type
Device type Video Start 25% Complete  50% Complete  75% Complete  100% Complete
Desktop 100% 63% 53% 51% 20%
Gaming console
or OTT 100% 61% 48% 34% 23%
Smartphone 100% 50% 42% 16% 10%
Tablet 100% 52% 45% 17% 12%
Online Video Authenticated Video Growth
6/1/2013  7/1/2013  8/1/2013 9/1/2013 10/1/2013 11/1/2013 12/1/2013 1/1/2014 2/1/2014
100% 108% 128% 160% 148% 156% 150% 232% 260%
Online TV Monthly Unique Visitor Growth
6/1/2013  7/1/2013  8/1/2013 9/1/2013 10/1/2013 11/1/2013 12/1/2013 1/1/2014 2/1/2014
100% 113% 139% 147% 136% 144% 133% 172% 176%

Online TV Monthly Viewing Frequency by Movie Channel Networks

4/1/2013 5/1/2013 6/1/2013 7/1/2013 8/1/2013 9/1/2013 10/1/201311/1/201312/1/2013 1/1/2014 2/1/2014 3/1/2014 4/1/2014 5/1/2014 6/1/2014

21 19 2 25 31 22 21 26 28 25
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Q42013 Q12014 Q22014
33,9682 35,629 38,187.5
Q22014
208

Share of Online TV Authentications

Access type Q22013 Q22014
i0S app 48% 51%
Browser 33% 19%
Android app 16% 20%
Gaming console
or OTT 4% 10%
3/1/2014  4/1/2014 5/1/2014 6/1/2014
339% 235% 292% 488%
3/1/2014  4/1/2014 5/1/2014 6/1/2014
209% 208% 218% 246%

29 34 32 49 45

Share of Online Video Starts

Device Q22013 Q22014
Tablet 10.1% 13%
Smartphone 8.5% 13.6%
Online Ad Starts per Video Starts

Content type Q22014

Sports 225

Non sports 136

Online TV Viewing Frequency

Network type Q22013 Q22014
Broadcast and cable networks 31 56
Sports networks 32 42
Online TV Viewing Frequency

Access Type Q22013 Q22014

Android app 53 84

i0S app 6.5 8.6

Browser 2.7 47

Gaming console or OTT 41 7.1
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