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Radios Use adMeter for...
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Rating
14,0% -
12,0% -
10,0% -
8,0% -
6,0% -
4,0% -
2,0% -
0,0% —*ﬁﬁﬁmm
P PP P PP SPSPTSSS
N NN TN NN NN N
6. q)‘. 0‘. I'\;. b;. 6. qs. Q’. q;. Q‘. rl;. b;.
IQ 10 /N lx IN IN IN I’b l’» IQ IQ IQ
S P P P P PP PP
F T T T T T S
ST HFFTFFSFSFFEFF S
RN NN AN N AN O I S VA

= MULTITASKING

= Radio

Internet

0,3%

7,1%

= Cesky rozhlas

EVROPA2
———’;_,—

1

Frekvence

In Home vs. Out of Home

8,0%
7,0%
6,0%
5,0%
4,0%
3,0%
2,0%
1,0%

0,0%

."\,:
Qb

S P PP P PP SPS
FF PSS S
S® AT G B O

$° O
S
 F S

'QQ

S
S
N

NN

. S
SRS
D
NN

NN
$° G
I
NN

NTONTNTNT Y

N

Rating

0
NN
N

q/g.

N S .S
. <°. (,). (,).
NN
NN

Q.
S
WV

= Radio in Home

== Radio Out of Home



Incoming

Outgoing

Radios Use adMeter for...

Switching the Stations
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Number of station-switches in 1 minute of the record

EVROPAZ 1
T Frekvence

Switching the Stations — UNDER-AVERAGE SONG

ELO — DON‘T BRING ME DOWN

(n=29)

1 @ 2.16% / min —a normal percentage of station-switches in 1 min of songs

W 3.94%/min —3n gverage percentage of station-switches in 1 min of this song
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TV Channels Use adMeter for... () Ceskartelevize |-/7REF

TV afinity for TV web visitors

() Ceskatelevize () ivysilani

Functions of the TV websites

... as an alternative to the TV broadcasting

website visitors website visitors  Population (similar programmes watched in TV and online )
Daily . . DETY . . Daily . .
rating % Afinity rating % Afinity rating % Afinity
[ ] 17,2 10| 1950 | 12| 164 | 10
nYyva 4,2 0,9 3,6 0,8 4,5 1,0
0O1 3,6 1,5 5,4 2,2 2,5 1,0
e 2,6 1,1 2,9 1,2 2,4 1,0 : _
& .. as a substitute for the TV broadcasting
» &h 1,0 1,0 1,0 0,9 11 1,0 (when TV is watched minimally/not at all)
() sport 1,2 1,3 1,1 1,2 0,9 1,0
SMICI- 0,5 0,6 0,3 0,5 0,7 1,0
ECOOL 0,5 0,7 0,4 0,6 0,7 1,0 ) ~20 %
() 24 0,7 12 0,9 1,6 0,6 1,0 ... as a source of (inter)national news/videos and
0,5 0,9 0,8 1,4 0,6 1,0 additional shows information




Media Agencies and Clients Use adMeter for... ZenlthOptlmaaw g i ég

The ROl Agency

Crossmedia Campaign Strategic Mediamix MINDSHARE ' %} | Cl.Ub

Bl Torget group 15-25, HH net income 25.001+
[ 26-40, single, HH net income 25.001.-40.000

TV daily 78% .
reach 84% OCKO TV Daily REACH OCKO
» 78 % »
i) “ o HenL
(min)
EVROPA2
4 /\/
o EVROPA o
Raf;: :i:llv ~——— Radio Daily fan[r2d10 Crossmedia
INCREMENTAL 4 Daily REACH
—— fajn‘[.ljgdlo » ' y
_O . » \—/ BLAN /K REACH n ?"!ArNﬁ TOTAL
— S nm 55 " -
min
[ — BLESK.CZ
Web daily 57% Youl[TD)- .
reach 46% Web Daily GO gle
[ITZ7@%4  INCREMENTAL »
» Google REACH iDNES.cz
J— x Web ATS . (V)
(min) m L_’DNE_S'CZ e ~
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Media Agencies and Clients Use adMeter for... ERSTESS &

Campaign Crossmedia Reach

B Tv3+(91%)

B internet 3+ (56 %)

B Radio 3+ (47 %) TV+Web+Radio 3+,
None of the media types
> =99% alone reaches 3+

MINISTRY
OF REGIONAL
DEVELOPMENT CZ 2

Cumulative Campaign Crossmedia Reach
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Media Agencies and Clients Use adMeter for... ERSTES MIND) H kB

Reach Optimisation
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Digital Matters the Most Because Digital Is on the Rise...

Penetration of new technologies in the

population (%)

Access to Internet in the population (%)

My

82,8% 84,7%

70,9%
L

52,6%
4,1 mil.

5,5%

2012 2014 2016

—o—Smartphone

—e—Tablet
—e—Desktop/laptop computer
—o—FE-book

71.1% 83,7% 87,2%
o4.0% R cami
q
31,2%
22,5%
17,89 .
'
2012 2014 2016

—o—Access to the Internet

Data MEDIA PROJEKT/MML
2012, 2014, 2016,
TG 15-69 years old

N

MEDIAN

—e—FEveryday use of the Internet

—o—\\eekly reach of YouTube video platform



Why GOOGLE Needs MEDIAN and adMeter Data?

Google

= QdMeter 1000
User-centric, not site-centric data
REAL BEHAVIOR AND PROFILE OF REAL USERS

Crossmedia and single-source data

Youtube POSITION IN THE WHOLE MEDIA MARKET

Special methodology
NEW DEFINITION OF CROSS-MEDIA INDICATORS

Multiplatform data
Youtube USERS’ BEHAVIOR ON VARIOUS DEVICES

N

MEDIAN
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Multi-Media YouTube Position in Czech Media Market.. Yllll’"

MONTHLY REACH of TV, radio and YouTube in population 15-34

(% of selected population)

T

ndwva ()1 Y@@ (324 love Ej U fmme [gw
m }_CHUL SEZHA‘MCZ Y barrandov ﬁmﬂm@ () sport : Radiozurnal Frekvence N\\Va.cz

Note: data used - 3minute monthly reach for TV and radio, 0 min monthly reach for YouTube
Source: MEDIAN adMeter (Sept 2015)

MEDIAN



Measured not Calculated YouTube Visitors Profile... Yllll“

MONTHLY REACH of YouTube in population 15-69 by age group

(% of total population) Note: Results stand for 0 min reach
Source: MEDIAN adMeter (Sept 2015)

66

58

34

15-24 25-34 35-44 45-54 55-64 65-69 Total 15-69

Total
(million)

-12- ’..‘

MEDIAN

Reached
population
(million)




Measured not Calculated YouTube Visitors Profile... Yllll“

AVERAGE WEEKLY TIME SPENT on YouTube by age group

(minutes per week)

74 74
64
54 o6
28
l .

15-24 25-34 35-44 45-54 55-64 65-69 Total 15-69

Source: MEDIAN adMeter (Sept 2015)

MEDIAN



Multiplatform Profile... You ([T

YouTube MONTHLY REACH by device

(% of total population)

60

LJ .
33
Desktop
(incl. tablets)
21
14 10 16
) 5
15-24 25-34 35-44 45-54 55-64 65-69 Total 15-69

Note: Results stand for 0 min reach
Source: MEDIAN adMeter (Sept 2015)

MEDIAN



Cross-Media Reach Profile... You ([T

INCREMENTAL WEEKLY REACH of YouTube to selected TV/radio channels in population 15-24

(% of selected population)

(1 Tube§ (' Tube)y

EVROPAZ

—-_—’——" N

13.8 %

1

Frekvence

ndwa Yu{l 0.8%
7.7 %

nYy\va

78.6 %

1

Frekvence

1.5 %

Note: Results stand for 0 min reach
Source: MEDIAN adMeter (Sept 2015)

MEDIAN



What Brings adMeter to GOOGLE (and You ©)?

Passive electronic measurement

NOT declarations

@ Really measured cross-media behavior of
—

Comparable cross-media indicators

real media consumers

NOT different indicators definitions 7= MO multlsc.)gr'ce IELIIUIER, (el
odMe'I'er artificial users

Multi-device perspective of : : :
: PEESP : Multi-media whole media market coverage
media consumption
NOT single mediatype data

NOT single-device separated view
<
2016 MEDIAN
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