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Planet 'V

40M+ ITVX LONG-TAIL ADDRESSABLE
REGISTERED USERS BUYER ACCESS ROADMAP
s .
One of the UK'’s 1100 NEW to ITV AdLabs product
largest first advertisers suite
party data sets
2,000+ onboarded Addressable live
users linear
Precise 1-1user-
level Targeting 130+ independent Converged linear /
agencies BVOD packages
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MASTER CHOCOLATIER
SINCE 1845

ESTEE LAUDER




A.C.I.

Automated
contextual targeting

13Y




BRITISH AIRWAYS
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Source: Nielsen Addynenix 2023



TV Advertising
TH E M U LTI PLI E R Onli(r:e video ‘g 81 Q Ge:leric search
MEDIUM o -

Direct mail [M] [] Paid social
+20% +31%
OOH GI E Online display
+22% +31%
e
Print Radio
+31% +31%

w Source: Thinkbox 2024, voting Deman Generation, 2019 (Mediacom, wavemaker, Gen Theory)



Ouilcomes measurement

PROGRAMME HIGHLIGHTS SINCE

JUNE 2022 LAUNCH

Worked with Measured impact

105 brands of £225m spend
.
Conducted Developed 40

184 projects experiments

U

Developed 6
propositions
I

Generated RO
of 3:1



Examples of brands that have
INCREASED THEIRITV INVESTMENT

S o
Hays Travel- carpetrjght. Chocoles.

. Arnold Clork
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Etsy



Addressable

LIFT



Spoke
ADDRESSABLE LIFT
PILOT PARTNER

“‘Addressable Lift now provides the accountability
that we have become accustomed to from the
digital performance platforms, but for our BVOD
iInvestment. We have proven the case for more
refined and smarter targeting and now feel confident
to further develop our marketing plans to incorporate
a greater share of our investment into BVOD”

BEN FARREN

CEO + Founder, Spoke
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Geo-X

Geo experiments



Impact of
Geo-X FOR A TRAVEL AGENT

sy Incremental uplift due to TV
advertised regions
A +90%
search

volumes

+25%

website

+10%
+12 7% traffic sales
urchase
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Outcome metric




Impact of
Geo-X FOR A TRAVEL AGENT

3 Supported case for significant
" product placement




Pricing

POWER



JAM TODAY

+32%

profit from advertising
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Lift

Pricing
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Auction Brand

BOOST LIFT

Online Outcome

BOOSTER




EXAMPLES OF NEW-TO-TV LONG-TAIL ADVERTISERS
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LINKS TO RESEARCH

Profitability 2: The New Business Case for Advertisers:

Peter Field- 'TV is at the heart of effectiveness' white paper:


https://www.thinkbox.tv/research/thinkbox-research/profit-ability-2-the-new-business-case-for-advertising
https://www.thinkbox.tv/training-and-tools/useful-resources/tv-is-at-the-heart-of-effectiveness-whitepaper-by-peter-field
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