ADULTS WATCH
. ALOTOFTV

ON ANY GIVEN DAY, PEOPLE SPEND 2.5X MORE TIME WITH
TV THAN YOUTUBE AND SOCIAL CHANNELS COMBINED.
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(BY PLANE)

In the amount of time an average
person spends watching TV each day,
they could fly from NYC to Vegas.
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“DIGITAL IS IMPORTANT, OF COURSE, BUT 35%

THE EFFECTIVENESS OF TV IS STILL
VERY CRITICAL FOR BUSINESS. HALO CONTRIBUTION

IT STILL OFFERS THE BEST ROI ACROSS
MEDIA CHANNELS.”

DAVID CHRISTOPHER, CMO, AT&T MOBILITY
(FORTUNE, JAN. 8, 2017)

65%

DIRECT CONTRIBUTION

REDUCING TV
. IS RISKY

REMOVING TV MEANS A
SIGNIFICANT LOSS IN
OVERALL REACH AND

PERFORMANCE 20% T siocer 7% s

PEOPLE ARE USING THEIR SECOND SCREENS TO SEARCH FOR INFO ABOUT WHAT
THEY'RE WATCHING—COMMERCIALS INCLUDED. TAKING AWAY TV REDUCES THE
OPPORTUNITIES FOR BRANDS TO REACH AND ENGAGE WITH VIEWERS.

2 / OF SMARTPHONE
OWNERS

USE THEIR PHONES TO LEARN MORE

ABOUT SOMETHING THEY SAW IN A

TV COMMERCIAL.

OF SMARTPHONE AND TABLET

84% OWNERS USE THEIR DEVICES AS
A SECOND SCREEN WHILE THEY
WATCH TV.

TV BOOSTS YOUR BRAND'S SEARCH VOLUME

BASELINE SEARCH VOLUME (WITHOUT TV ADS) @ ACTUAL SEARCH VOLUME (WITH TV ADS)
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TV & DIGITAL CREATE
. A KICKER EFFECT

TARGETING THE SAME AUDIENCE ON TV AND DIGITAL LETS MARKETERS CREATE
A MORE COHESIVE CUSTOMER JOURNEY AND BOOST THEIR OVERALL ROI.

3X INCREASE IN BRAND CONSIDERATION BY
CUSTOMERS REACHED ON BOTH TV & DIGITAL.

5X HIGHER CONVERSION RATE FOR CUSTOMERS
REACHED ON BOTH TV & FACEBOOK.

HIGHER CONVERSION RATE FOR CUSTOMERS REACHED
ON BOTH TV & FACEBOOK, COMPARED TO THOSE
REACHED ON TV ALONE.

“TV, AT LEAST IN THE FORESEEABLE FUTURE,

IS ALWAYS GOING TO HAVE A PLACE
IN BIG BRANDS' MEDIA MIXES...

EVERY MEDIUM HAS A PLACE IN YOUR MIX.”

DAVID CHRISTOPHER, CMO, AT&T MOBILITY
(FORTUNE, JAN. 8, 2017)

TIME TO MAKE TV PERFORM.

SIMULMEDIA TAKES A DATA-DRIVEN, AUDIENCE-BASED
APPROACH TO YOUR TV ADVERTISING. AS A RESULT, WE
MAKE IT PERFORM EVEN BETTER. YOU'LL UNDERSTAND
WHO YOU REACH, WHAT ACTION THEY TAKE, AND HOW
YOU CAN OPTIMIZE TO IMPROVE YOUR OVERALL ROI.

PRESENTED BY:

»)SIMULMEDIA
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