TV reklamer i fremtiden...

The 2020 (Tele)Vision

O




TV-reklamer...er der
stadig noget at grine af?
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Laeren fra udlandet

Hvor gar pengene hen 20217
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Hvem er vi (egentlig)?
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43% rating, Bom!!



Reklamer pa TV
historisk

Pengene folger effekten, effekten kommer fra
gennemslagskraft, skala og pris




350
300
250
200
150
100

50

Antal sete min - udvikling 2015-2019

caM61L0c
8YM610¢
YyM6102
0¥M610¢C
9EME10C
cEM6L0C
8¢M610C
¥Zme61L0c
0ZM610¢
9IM61L0C
clmel0c
80M610¢
YOM610Z
camgLoc
8YM810¢
YyM8L0C
0rM810¢
9EM8L0C
ceEMBL0C
8¢M8L0¢C
yZm8L0c
0ZM810¢
9IM8L0¢C
clmgLoc
80M8L0¢C
Y0M810¢
cam/10c
8¥M/1L0C
yyM/LL0C
0vYM.L0C
9EM/L0C
ceEM/LL0C
8¢M/10¢C
vZM/L1L0C
0em/1L0C
9IM/.L0¢C
ALV
80M/.L0C
yOM/.L0C
caM9L0c
8¥M910¢
yyM9L0C
0¥M9L0¢
9EM9L0C
ceEMIL0C
8¢M910¢
YZM9L0¢
0Zm9L0c
91M910¢
ciM9L0c
80M910¢
y0M910¢
€GMGL0C
6¥YMGL0C
SyMGL0C
LPMGL0C
LEMGLOC
€EMGLOC
6¢MGL0C
GZMGLoc
LZmg1L0¢e
LIMGL0C
€IMGL0C
60MGL0C
SOMGL0cC
LOMG1L0C

45+

15-30




Reklameomsaetning — TV’s udvikling i forhold til andre
mediegrupper til og med 2019
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TV reklamers historiske sarstatus indenfor effektiv

markedsfgring.
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Tv Reklamer i den digitale tidsalder

Pengene folger effekten, effekten kommer fra gennemslagskraft, skala og pris og data

Youtube & Facebook => videoprodukter & malgrupper - Meget brugt til at ramme ”light tv viewers”, da de kan malrettes preecist, blandt
andet via demografi.

Der er faktisk data i platformene der hedder "light tv viewers”



TV Reklamer & "The Stream”

Pengene falger effekten, effekten kommer fra gennemslagskraft, (skala) og pris og data

= Nuvaerende brugere
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Hvorfor er TV reklamer der stadig, pa trods af den digitale
udvikling?

Pengene folger effekten, effekten kommer fra gennemslagskraft, (skala) og pris og data
Fordi det er effektivt og dokumenterbart!

Post-finanskrise, billig, digitalt fokuseret, markedsfaring

Mindshare: Reklameanalysen 2019
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EMOTIONAL



VIEWABLE



AUDIOBLE



A
De sidste par ar har tv-reklamerne endda genvundet fordums

hader hos mange indkebere, pa langt storre skarme.

Belle Epoque Publicité Télevision
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Photo by tukasz tada on Oggplast


https://unsplash.com/@lukaszlada?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/clouds?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText

2020 blev anderledes




Tv seening 2020 + TV reklamespend 2020
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Vi har 1,742 milliarder
til TV Reklamer,

hvor skal de hen
naeste ar?




O

Tv-reklamen er ikke dad, den har faet bern, og mange af dem....

STYRKE

Supplere
daekning

—

Budgetter fra andre
medier

TV

AVOD / adressable TV

I YT+FB+ANDRE VIDEO (IN STREAM)I




Hvad kan vi laere fra
udiandet?






To SVOD or Not...



Data saeiger



Innovation virker: HULU



Hulu Pause Ad



Innovation virker: Peacock

ShoppableTV: Commerce and content unite for an average conversion rate almost 30% higher than ecommerce benchmarks

Prime Pods: Single, 60-second, ownable pods that reduce ad load and interruptions

Pause Ads: A full screen, high-impact takeover with messaging from relevant brands and products around the idea of “taking a break”
when a viewer pauses content

Binge Ads: Watch three episodes of a show, have a sponsor bring the fourth episode ad-free

Engagement Ads: Innovative activations that maximize engagement through personalized, interactive experiences such as trivia
questions, product galleries, extended-look videos, and more

Trending Ads: Timely ad experiences alongside the day’s most topical content

Solo Ads: An exclusive sponsorship that limits advertising to a single ad within an episode of a show

Curator Ads: Peacock’s editorial team curates collections of the best titles across the NBCUniversal library, based on specific moods,
genres, events, or other themes, and brands organically integrate into these collections through contextually relevant sponsorships

Explore Ads: During a pause, unique data populates the screen with contextually relevant content that relates to what the viewer was just
watching and offers the option for a viewer to take action—like getting a brand experience or discount sent to their phone

On Command Ads: Comcast’s best-in-class Xfinity voice technology integrates directly into Peacock, allowing audiences to use their voice
to interact with a brand following on-screen prompts to speak into their remote and get an exclusive offer
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https://together.nbcuni.com/nbcu-shoppabletv/
https://together.nbcuni.com/setting-the-new-standard/engagement/prime-pod/
https://together.nbcuni.com/capabilities/peacock/trending-ad/
https://together.nbcuni.com/capabilities/peacock/solo-ad/
https://together.nbcuni.com/capabilities/peacock/curator-ad
https://together.nbcuni.com/capabilities/peacock/explore-ad
https://together.nbcuni.com/capabilities/peacock/on-command-ad

Peacock Binge Ad



Self service is great service
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Runde 2 — hvis de bliver presset...

Reklamer 2021 Promotions + Hulu Indirekte



Despite ongoing speculation and investor pressure, Netflix is still declining to adopt an advertising-based
business model as a means to boost its revenue, Netflix CEO Reed Hastings confirmed on Tuesday. The
company on its Q4 earnings call again shot down the idea of an ad-supported option, with Hastings explaining
there’s no “easy money” in an online advertising business that has to compete with the likes of Google, Amazon

and Facebook.
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https://variety.com/2019/digital/news/netflix-advertising-opportunity-billion-dollars-1203255668/
https://www.cnbc.com/2019/04/29/netflix-will-have-no-choice-but-to-run-ads-industry-execs-say.html
https://www.barrons.com/articles/netflix-subscription-or-advertising-51579555229
https://crunchbase.com/organization/netflix
https://techcrunch.com/2020/01/21/netflix-q4-earnings-3/

“Nothing will work, but everything might” — C. Shirky



O
| mellemtiden kgrer innovationen pa fuld kraft hos Youtube &

Facebook



Hovedpointer

 Mange baekke sma...
TV reklamen forsvinder ikke..den far barn
* AVOD steerkt pa vej frem

» Reklamer transformerer sig...

* Pengene falger effekten, effekten kommer fra
gennemslagskraft, (skala) og pris og data



A-VOD eller VOD-A?



Naeste generation af Dynamisk Product placement
Reklamer direkte i content....All hail Al!





