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Today’s Agenda

Recent trends and
COVID-19 impact
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OTT consumption in
context of other
services



Comscore Total Home Panel offers several solutions to
analyze and reach OTT viewers and device users

vmo (o] Q-

OTT CONNECTED CUSTOM REPORTS AUDIENCE
INTELLIGENCE™ HOME™ & RAW DATA FEED TARGETING

Measures over-the-top Delivers insight into the Provides unparalleled Enables media buyers to
streaming content usage of all internet - or access to the complete reach audiences based on
consumption across router-connected devices Total Home Panel dataset their OTT, SVOD and
TV-connected devices. in the home — including loT. for custom analyses. gaming behaviors.
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About this report

The State of OTT is sourced from
Comscore OTT Intelligence™, which is
powered by OTT consumption data from
75+ OTT services and accounts for the
overwhelming majority of OTT usage.

When publishing or using information
from this presentation, please cite
Comscore as sourced at the bottom of
each slide and adhere to our data usage

policy.
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SMART TVS STREAMING GAME
DEVICES* CONSOLES
& Demographics & Reach

¥ Device Penetration @& Time Spent

KEY CONTRIBUTORS TO THIS WEBINAR:

- Krishna Gaddampalli, Product Manager

- Cecelia Xu, Product Marketing Manager

*Comscore streaming devices include: Streaming box/sticks, Internet connected Set-top boxes & Internet Blu-Ray Player


https://www.comscore.com/Insights/Data-Usage-Policy

Naming conventions: OTT vs. CTV (Connected TV)

Aligned with IAB’s conventions on usage

Any Internet-based content that is streamed on a device that is
not a desktop, laptop, or mobile device.

Can include programming from subscription video-on-demand

(SVOD) services, ad-supported services (AVOD), free VOD, and
transactional VOD (e.g. iTunes).
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Devices that deliver video by connectingto a TV (e.g. boxes or
sticks) or via functionality within the TV itself (i.e. smart TVs).

Common CTV device brands include Roku, Amazon Fire, and
Apple TV.

CONNECTED TV (CTV)

DESKTOPS/ PHONES/ SMART STREAMING GAME
LAPTOPS TABLETS TVS DEVICES* CONSOLES
https://iabtechlab.com/blog/ott-vs-ctv-what-is-in-a-name/ 5

*Comscore considers streaming devices to include: Streaming box/sticks, Set-top boxes & Internet Blu-Ray Players


https://iabtechlab.com/blog/ott-vs-ctv-what-is-in-a-name/

COVID-19
Impact




OTT consumption saw exceptional growth starting in
early March 2020, and a plateau afterward

Average daily streaming households and hours by week (custom weekly data)

Average Daily OTT Households (Left Axis) esmmAverage Daily Streaming Hours (Right Axis) Average Streaming Hours per Household
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Source: Comscore Total Home Panel Custom Reporting, U.S.
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Comparing with 2019 OTT consumption shows that
April-June 2020 was not affected by seasonality

Monthly OTT engagement metrics in 2019

Total OTT Households (000) e=s=Total Hours (000)
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TV consumption rose across the board, whether the
market was affected by shelter in place orders or not

Weekly engagement with local TV & national TV in 2020 (% of weekly sets in use)

InPlace emmm| ifted Never essmNational
46%
44%
42%
S ———
———
R
40% \
38%
- .
36%
34%
10-Feb 17-Feb 24-Feb 2-Mar 9-Mar 16-Mar 23-Mar 30-Mar 6-Apr 13-Apr 20-Apr 27-Apr
Source: Comscore TV Essentials and Comscore StationView Essentials

Local TV markets chosen to represent three different stay at home levels: orders in place (in place): Chicago, Detroit, Los Angeles & New York; orders

- comscore #StateOfOTT lifted (lifted): Atlanta, Columbia, SC & Nashville; no orders (never): Des Moines & Sioux Falls 9

Sets in Use (SIU): the percentage of TV sets in the market that are tuned to any linear TV station or channel across the week on a 24 hour average.



Consumption on desktop and mobile devices rose from
43.B to 64.3B total visits as online categories pivoted

Total digital visits — Ten key categories

EDUCATION

ENTERTAINMENT +37%
FAMILY & YOUTH
VS. FEB 3-9
FINANCIAL SERVICES
GAMES
GOVERNMENT
HEALTH
NEWS/INFORMATION
RETAIL
SOCIAL MEDIA WEEK OF
MAY 25-31
Feb Feb Feb Feb 24 - Mar Mar Mar Mar Mar 30 - Apr Apr Apr Apr 27 - May May May May
3-9 10-16 17-23 Mar 1 2-8 9-15 16-22 23-39 Apr 5 6-12 13-19 20-26 May 3 4-10 11-17 18-24 25-31

B comscore Source: Comscore Media Metrix Custom Reporting, U.S. 10



From the start of the year, we've seen shifts in the “Big
5” streaming services’ reach

OTT services by monthly total OTT households (000)

From Jan. 2020 to April 2020:

————————————— Total OTT households: +2%
The “Big 5" streaming

services accounted for Netflix: +6%

o J YouTube: +13%

+10%

+17%

of OTT streaming hours ——— Disney+: +14%

in April 2020
Jan-2020 Feb-2020 Mar-2020 Apr-2020

B comscore #StateOfOTT Source: Comscore OTT Intelligence, U.S. 11



Non-"Big 5" services have opportunity for growth

111 =¥ 9y
Big 5

Netflix, YouTube, Amazon

Video, Hulu, Disney+

% Change in hours and change in reach, January 2020 vs April 2020

% CHANGE IN HOURS PER HOUSEHOLD BY OTT SERVICE REACH

ABSOLUTE CHANGE IN REACH, BY OTT SERVICE REACH

Next 5 services
HBO Go/Now, Spotify,
Pandora Radio, Tubi TV,
VUDU Movies and TV

Next 6
services

Others
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-15.88%

Source: Comscore OTT Intelligence, Services grouped by reach, April 2020 vs January 2020, U.S.

Top 5 >25% Reach, Next 5: 10-25%, Next 6: 5-10%, Rest is <5% reach
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Growth in reach of ad-supported services is outpacing
that of non-ad-supported services

Growth in OTT services’ household reach (video only, no music streaming)

mJan-20 mApr-20

62,378,000

59,590,000

58,481,000

53,663,000

Non-Ad Supported* Ad Supported*

- comscore #StateOfOTT Source: Comscore OTT Inteligence, CTV devices only, No music services, April 2020, U.S.*
*Custom definitions for non-ad supported vs ad-supported services are used. See appendix for details.
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Overall OTT
Trends




Traditional digital devices are still the most prevalent,
but CTV devices are growing in reach

Household Reach Among U.S. Wi-Fi Households

Apr2018  Apr2019  Apr 2020

88% 88% 88%

00
(]
23% 23% 5,0,
16%
13% 4%
9% 4% 6% 6% 8% 6% 6%

Phone Desktop Tablet Streaming  Smart TV Gaming Smart Printer DVR/Set-Top  Watch Thermostat Internet Blu- Smart
(PC/Mac) Box/Stick Console Speaker Box Ray Player Display
- comscore Source: Comscore Connected Home, April 2018, April 2019, April 2020, U.S. 15

* DVR/Set-Top Box only include those that are connected to the home router



However, video streaming growth on desktop and
mobile shows that the video format is driving attention

Video Streaming Minutes on Non-CTV Devices (Mobile and Desktop)

Mobile  ess==Desktop

Apr-2019  May-2019  Jun-2019  Jul-2019  Aug-2019 Sep-2019 Oct-2019 Nov-2019 Dec-2019 Jan-2020 Feb-2020 Mar-2020 Apr-2020

B comscore #StateOfOTT Source: Comscore Video Metrix, Desktop & Mobile Platforms, Total videos, Top 100 Video Properties [unduplicated], Total Minutes (MM), U.S. 16



Among connected devices, smart TVs and streaming
boxes/sticks are seeing the highest data usage

Total Gigabytes of Data Received in All U.S. Wi-Fi Homes (Billions)

All Other (Including Mobile), 3.8
All Other (Including Mobile), 3.3 . Smart TV, 4.9
+45%

Smart TV, 3.4 Gaming Console, 3.1
+ )
1 1 7 /0 Gaming Console, 2.5 Computer, 3.4

All Other (Including Mobile), 2.3

Smart TV, 1.6

Gaming Console, 1.8 Computer, 3.3

Streaming Box/Stick, 8.3
0 Streaming Box/Stick, 6.1 +350A)
Streaming Box/Stick, 4.0 +53 /o
April 2018 April 2019 April 2020
120 gigabytes 186 gigabytes 235 gigabytes
per household per household per household

- comscore #StateOfOTT Source: Comscore Connected Home. GB per HH .
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OTT content viewing has become a mainstream media
behavior in the U.S.

+5.2M
homes
YoY
69.8M homes used 68% reach among The average home ...this was spread
OTT homes with Wi-Fi viewed 102 hours across 18.7
of OTT content average viewing
across the month... days.”
,i comscore #StateOfOTT Source: Comscore OTT Intelligence, April 2020 minus April 2019, U.S. 18

Note: absolute numbers (not percentage change) used above
*Average viewing days: The average number of days in the month each household streams some content from each respective OTT service



The number of OTT households showed strong growth
in April 2020, though influenced by COVID-19 boost

Total OTT Households (Millions), Three-Month Averages Ending in Month Indicated

+9.5%*

YEAR-OVER-YEAR

+7.5% +6%

VEAR.OVERYEAR YEAR-OVER-YEAR
+7.8%*

year-over-year

when excluding
March 2020
data*

April 2018 Sept 2018 April 2019 Sept 2019 April 2020

- comscore Source: OTT Intelligence, 3 mo. Average, Feb 2018 — April 2020, U.S. 19



Smart TVs are the fastest growing streaming segment

Total Households that Stream OTT Content (000)

= April 2018 = April 2019 m April 2020

42,217
36,689
All OTT Devices Streaming Box/Stick Smart TV Gaming Console
+8% +15% +22% -6%
- comscore #StateOfOTT Source: Comscore OTT Inteligence, April 2020, U.S. 20

*DVR/set-top boxes only include those that are connected to the home router



The Smart TV market is led by Samsung, Alcatel/TCL,

Vizio, and LG

% Share of Smart TVs by OEM

= Apr-18 ®mApr-19 mApr-20

5% 5%
3% 3% 3% 3%

Samsung Alcatel/TCL Vizio

Hisense Insignia

¥ comscore  #StateOfOTT

Sony Sharp Other

Source: Comscore OTT Intelligence, April 2020, U.S.
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The use of pure-play virtual MVPD services on OTT

IS Increasing

February-April
2019 three-mo. avg.

+24%

Average year-over-year
growth in households

#; comscore  #StateOfOTT

February-April
2020 three-mo. avg.

+70%

Average year-over-year
growth in households

Definitions

An MVPD is a multichannel video
(linear TV) programming
distributor (cable/satellite
companies).

A virtual MVPD (vVMVPD)
distributes linear TV content
through the Internet, such as
SlingTV and DirecTV Now.

A pure-play VMVPD is a service
that is exclusively a vMVPD,
excluding services like YouTube
and Hulu that have substantial

non-linear, digital-only content.

Source: Comscore OTT Intelligence, U.S. 22

Note: "Other” includes Includes Sports, Transactional, News, Public Broadcasting. Digital is driven by Pluto, Tubi, Vudu.
*Households that use an antenna in addition to their cable or satellite services are included in those respective shares.



The majority of CTV viewing households still have a
traditional cable/satellite TV subscription

-6% +3% +3%
since since since
2019 2019 2019

= . - @

58% 21% 21%

CABLE/SATELLITE CORD CUTTERS CORD NEVERS
SUBSCRIBERS (cut the cord within the past (no cable/satellite subscription in
five years) the past five years)
B comscore #StateOfOTT Source: Comscore OTT Inteligence, CTV devices only, April 2019 - April 202 23

0, U.S.
Absolute numbers used above



OTT streaming is a long-tail situation, with a few
high-reach and many low-reach services

Number of Apps by Percent Reach of OTT Streaming Households

>25% 10-25% 5-10%

- comscore #StateOfOTT Source: Comscore OTT Intelligence, U.S., April 2020 24



OTT in
Context of
Other
Services




Drops in household reach for live TV and DVR, but
increases in OTT and VOD

Total Viewing Households per Month (000) — Live TV, DVR, OTT, VOD

109,039 107,840 +3.8M

Total HHs for

all platforms
since 2019

66.921 70,150

26,397 28,297

Live TV DVR oTT VOD
3-Month Average: Feb-Apr 2019 B3-Month Average: Feb-Apr 2020

- comscore #StateOfOTT Source: Comscore OTT Intelligence, TV Essentials and OnDemand Essentials, Feb. 2019 — April 2020, U.S. 26
VOD represents viewing of on-demand content on set-top boxes connected to a traditional TV



Total time spent on OTT has just begun to exceed
total time spent on DVR

Total Hours Viewed (000) — Live TV, OTT, DVR, VOD

26,691,162

25,898,701

+2.3B

Total viewing
hours for all
platforms

since 2019

6,791,820
4,556,686
Live TV OoTT DVR VOD

3-Month Average: Feb-April 2019 [l 3-Month Average: Feb-April 2020

- comscore #StateOfOTT Source: Comscore OTT Intelligence, TV Essentials and OnDemand Essentials, Feb. 2019 — April 2020, U.S. 27
VOD represents viewing of on-demand content on set-top boxes connected to a traditional TV



This broadcast season, hours per household spent with
OTT are higher than hours per household on DVR

Total Monthly Hours Per Household Per Month - Live TV, OTT, DVR, VOD

274

+52

Total hours per
household per
month for all
platforms
since 2019

244

73

I

Live TV oTT DVR VOD

3-Month Average: Feb-Apr 2019

[ 3-Month Average: Feb-Apr 2020

- comscore #StateOfOTT Source: Comscore OTT Intelligence, TV Essentials and OnDemand Essentials, Feb. 2019 — April 2020, U.S. 28
VOD represents viewing of on-demand content on set-top boxes connected to a traditional TV
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Key takeaways

Huge rises in OTT engagement
during the COVID-19 era that
are holding steady for now

'™ comscore  #StateOfOTT
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Key takeaways

Increased reach of ad-
supported presents a need and
opportunity for advertising

¥ comscore  #StateOfOTT
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Key takeaways

Video content is driving
consumption across all
devices: CTV and
desktop/mobile

¥ comscore  #StateOfOTT
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Key takeaways

Consumption of OTT content
Is growing by both total
households and total hours

'™ comscore  #StateOfOTT
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Key takeaways

How will OTT advertising,
streaming services, and content
adapt after COVID-19?

#; comscore #StateOfOTT
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Definitions of Key Terms

Connected TV (CTV): Devices that deliver video by connectingtoa TV or via
functionality within the TV itself (i.e. smart TVs). Common CTV device brands
include Roku, Amazon Fire, and Apple TV.

Cordless: A home that has no traditional pay-TV service (cable/satellite)

Cord-cutter: A household that has had a traditional pay-TV service (e.g., cable
or satellite) in the past five years, but has cancelled or forgone said service in
favor of a digital, over-the-top or over-the-air option

Cord-never: A home that has not had a traditional pay-TV (cable/satellite)
subscription in the past five years.

Computer: All PC and Mac computers, including desktops and laptops.
Excludes tablets and smartphones.

Heavy streamers: The top 20 percent of OTT households based
on duration.

Light streamers: The bottom 50 percent of OTT households based on
duration.

Medium streamers: The next 30 percent of OTT households (after heavy
streamers) based on duration.

#; comscore  #StateOfOTT

MVPD: Multichannel video (live TV) programming distributor (cable/satellite
companies).

Over-the-top (OTT): Any Internet-based content that is streamed on a device
that is not a desktop, laptop, or mobile device.

OTT streaming households: Homes with OTT devices that stream content on
those devices.

OTT services/apps: Any app or service that provides content via OTT and
bypasses traditional distribution (e.g. Netflix, Hulu, etc.).

Pure-play vVMVPDs: OTT services that are exclusively vMVPDs, excluding
services like YouTube and Hulu that have substantial non-linear content.

Smart TV: An internet-connected television on which users can stream OTT
content.

Streaming box/stick: Refers to devices that connect to a TV for the purpose
of streaming video (e.g. Roku, Amazon Fire TV, Apple TV, and Chromecast).

Virtual MVPD: An OTT service that distributes linear TV content through the
Internet, such as SlingTV and DirecTV Now.

Wi-fi homes: Refers to the 97 million U.S. homes that have wireless internet.
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OTT Dictionary

Available OTT services for reporting and analysis. Not all services are available for
analysis if viewing size is too small for us to create reliable reporting.

ABC DirecTV Now NBC News Syfy Now

ABC News Discovery Entertainment NBC Sports TBS

ACORN.TV Streaming Netflix* Tubi TV

Adult Swim Disney Now NewsON Twitch

Amazon Music with Prime Disney+* Newsy: Video News VEVO

Music* ESPN Nick Jr. Vh1

Amazon Video* Fandango* Pandora Radio VRV/Crunchyroll
AMC Mobile FOX News PBS VUDU Movies and TV
Apple TV iTunes* Fox Now PBS KIDS Video WWE*

Beachbody On Demand* Fubo.tv Philo XBox Movies & TV*
Bravo Now FXNow Pluto. TV Xfinity Stream
Cartoon Network Video HBO Go/Now* Showtime / Showtime Xumo

CBS All Access Hulu Anytime* YouTube

CNN Go iHeartRadio Sling

Crackle JW Broadcasting* Spectrum TV

CWTV Mixer Spotify

DC Universe NBC Starz*

#; comscore  #StateOfOTT

As of April 2020

*Custom definitions for non-ad supported services are marked with *. All other services are considered ad-supported.
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