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INTRODUCTION

Every year, channels change. Every year, Millward Brown helps you learn r
optimizing your medi a pl ammkingsense ofthe
multiscreen world for brand building

For more than 10 years, AdReaction has delivered insights and findings rela
opinions and perceptions of advertising, particularly digital formats. AdReac
diveanto multiscreen advertising by studying ads on TRdaptopstphones and
tablets.

The core underlying principle of AdReaction is that brands should evaluate t
multiscreen landscape by considering lsotidgbiescreens (reach/opportunity to
contact) as well as tbeeptivityof people to various marketing approaches, bot
within and across screens.

For this year 0sl5guéstiodwvey, wasmasthaone or faldet,
more than 12,000 multiscreen agess;16 to 4&¢ross 30 countries. Multiscreen
users were defined as people who own, or have acceasda,smgvtphone
and/om tablet.
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CONDUCTED IN 30 COUNTRIES AROUND THE
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SUI\/II\/IARY OF FINDINGS

A typical multiscreen user consumes 7 hours of screen media per day during
hour period In most countries, smartphones are now the primary screen, tak
hours of time daily. Smartphones and laptops dominate daytime screen use
takes center stage in the evenings, when tablet use also peaks.

Just 35% of screen time is simultaneous use of TV and a digital @d\ius, just
14% is meshing (simultaneous ustafedtontent). 22% is stacking (simultanec
use founrelatedontent).

Therefore, the biggest multiscreen marketing opportunity is shifting (65% of
time) Brands can take advantage of shifting by using synergistic multiscree

TV is generally more of a starting point and digital devices are generally use
to continue/complete taskddultiscreen sequences are most likely to start on
continue on a smartphone. However, all screen sequences are possible.

Receptivity is higher for TV than for ads on digital scta@rns,ands cannot rely -
ads alone. Consumers expect brands to be present on multiple devices anc
iImpressed by those who find entertaining and useful ways of delivering acro

Different channels play different rolesth in terms of their effectiveness and i
messaging.
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CONCUSONS & IMPLICATIONS

In order to reach and engage a large number of multiscreen users, most global
need to deploy media plans with a far heavier mobile emphasis than they do at
IS increasingly the primary way to access many groups of people.

The main principles for success across screens are:

A Be ConsisteritWhenever someone engages Wit
and wherever they are, your brand experience and messaging should be unif

A Be Connectetl Think about secesateen experiences, specifically how your ma
can interact engagingly between screens and travel seamlessly across scree

A Be Consideretl Some screens are better than others at communicating partict
aspects of your brandods personal it

A Be Concisé Use mobiligiendly, shareable content that entertains first, informs

This report contains examples from marketers around the world who are succe:
these principles into practice, as well as the perspectives of industry experts.
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CONTENT
OUTLINE

L
-

Notes:

HOW MUCH ARE SCREHEED?
A Time spent
A Use by time of day
HOW ARE SCREENSD?
A Simultaneous screen use
A Meshing (related content) vs. stacking (unrelated content)
A Reasons for simultaneous multiscreen use
HOW DO SCREENS INTERACT?
A Simultaneous use by device
A Screen shifting sequences
WHAT DO PEOPLE THINK OF MULTISCREEN MARKE
A Receptivity and attention to marketing across screens
A Noticeability and receptivity of multiscreen marketing activ
A Screen rolesnedium as message and effectiveness learnir
HOW DO DIFFERENT PEOPLE MULTISCREEN?
A Useful typologies as you target across screens
WHAT SHOULD BRANDS DO?
A Recommendations brought to life viadlass examples
A Reactions and opinions of industry experts

1) Alldata in this report is based among total respondents unless

otherwise specified
2) Allfigures in this report are global averagescaorosEs
unless otherwise specified
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HOW MUCH ARE SCREEED?
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DAILY SCREEN
USE(MINUTES)

Device Key

L= § n

TV Laptop Smartphone Tablet

Roughly how | ong did you
television (not online) / Using the Internet on a laptop d
a smartphone/ on a tablet?

& MillwardBrown

113 147

minutes minutes
(27%) (35%)

103 [

minutes L2
(26%)

TOTAL MINS: 417
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DAILY SCREEN
USE VS. MEDIA
SPEND

As of 2013 there is still a
significant gap between time

spent on mobile devices and DAILY 113
global mobile media SCREEN
Investment levels.* MINUTES 270
0

| t 0SS no surpr.i
spend is forecast to grow
rapidly in the next few years. Gll\_/lcé%?,k
If anything, it should be
growing faster than forecast. SPEND

2013 66%
Device Key 2016 60%

= 0 =

Laptop Smartphone Tablet

Roughly how | ong did you
television (not online)/ Using the Internet on a laptop o
on a smartphone/ on a tablet?

*Source: ZenithOptimedia Advertising Expenditure Fo
December 2013 (repercentaged within screen media)
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147 50

35% 12%

4%

12%
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HOW SCREEN Global
MINUTES COMPARE Indonesia

Phillipines
ACROSS COUNTRIES ¢hina
Vietnam
USA

Nigeria
Colombia
Thailand
Saudi

South Africa
Czech
Russia

,,,,,,, Argentina
Kenya
Australia
Spain
Turkey
Mexico

India

Device Key Poland
South Koree

] l . Germany

— Canada
™v Laptop Smartphone Tablet Slovakia
Hungary

Japan

Roughly how long did you s pehrance
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L 127

SNSENg dayéwatcm

109 34

television (not online)/ Using the Internet on a laptop or PC/on  |taly
a smartphone/ on a tablet?
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SCREENISE
DURING THE DAY

40% -
35% -
30% -
25% -
20% -
15%
10%

5% -

= § ] 0% . . . . . . .

6am to 9am to 122 noon to3pmto 6pmto 9pmto 12 12
9am noon 3pm 6pm 9pm  midnight midnight
to 6am

Device Key

TV Laptop Smartphone Tablet

What times of day yesterday were youé 11
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MULTISCREEN
MINUTES BY TYF

Of the total time screens are
being viewed, simultaneous
use with TV is taking place
around a third of the time.

Of their 7 h S

their 7 hours screen

consumption, 109 minutes is AT DIFFERENT ?J;I;EIJLNS)G -Igﬁ)gl\lrﬁgti)s AT THE
SAME TIME

simultaneous consumption of POINTS IN TIME
a digital screen while 0 0
watching TV. 65 /0 35 /O

Hence, a typical global
multiscreen user spends just
over 5 hours (308 minutes)
with screens every day.

TOTAL MINS: 417
NET MINS: 308

SimultaneousAt the same time as you were watching
yesterday, how much time did you also spend using th
Internet? 13
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MULTISCREEN
MINUTES BY TYF

We can then further break

down the simultaneous

mi nutes I nto 0

(where TV and a digital

screen are being used to

consume related content) and AT DIFFERENT
ﬁ st ac k i n g O ( M/h q POINTS IN THME
IS unrelated).

Generally, more time is spent
stacking than meshing.

SimultaneousAt the same time as you were watching
yesterday, how much time did you also spend using th
Internet?

Meshing:While you were watching TV and using the
Internet yesterday, how much of the time were you doi
something related to what was happening on TV?
Stacking Simultaneous minutes minus meshing minut

& MillwardBrown

RELATED
CONTENT

MESHING
(426)

14%

SHIFTING
(1990) T
65% STACKING

(670)

22%

UNRELATED
CONTENT

TOTAL MINS: 417
NET MINS: 308
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HOW MULTISCRE £t
MINUTES COMPARE [hatand

Phillipines
ACROSS COUNTRIE@JUIQU*%
Czech
Indonesia
China
Poland
Slovakia
Colombia
Germany

India
Mexico
Russia

USA
Brazil
Vietnam
Nigeria
Australia

Usage Key Spain
Japan
Italy
Hungary
Saudi
. _ _ Argentina
SimultaneousAt the same tlme as you were Watclhmg TV Kenya
yesterday, how much time did you also spend using the Internet

Meshing:While you were watching TV and using the Internet ~ France
yesterday, how much of the time were you doing something UK
related to what was happening on TV? South Africaln
Stacking= Simultaneous minutes minus meshing minutes
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REASONS FOR
SIMULTANRIH
MULTISCREENING

Social media stacking is the
multiscreen equivalent of
putting the kettle on. TV is
also often being viewed
partially/ passively. There are
less reasons for people to
mesh; more information is
the main one. These reasons
are fairly universal, with
limited variation by country or
region.

GLOBAL
AVERAGE

Fill time during ad brea b
Keep up with friends on sogi
media (not TV relate
TV is not interesting eno
for all my attentic >
Just have TV on f
background nois
Someone else has chos
what'son T
Need to get other things dg J
Find more information ab ~N
what'son T
Di scuss wha m wat chi
(e.g. via social medi
Interact with what's happerj >'
onTV
Follow upona TV &
/

Why do you also use a second device (laptop, smartphone, or

tablet) when you are watching TV?

ANY
STACKING
REASON:
85%

ANY
MESHING
REASON:

41%

16
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WHY PEOPLLEE AiTo reduce siitkeepb mdp ® satew h efdsingnultiscreeractually

other family members are latest trends and gives  helps me get things done

M U LTl P L E SC R E E watching a different TV. me topics to talk about in simultaneouslyonly need

progranfrom what | mystatusipdates 0 to watch TV for important
prefer o Keny a SouthAfrica scenes. 0 t

AFor further. informati,d When myoadng,o 1
when 1 only have 1! Sﬂ;ﬁ;ndnrr' ¥ Pdycin vlibhery. Bdfinger0
incomplete knowledge zone‘)Austraﬁa Y ads, I can use my phdne.
available. Ger many P takeadvantage of tie
timeo Chi na

i dan talk to my friends while watching
TV. | can also fill thewn timby
gaining more information on the
program or ddatlamwvat c hi ng . «
K r v &
Philippines

| soaigl rmegia
interaction. Tweeting about
a TV programme makes
you more involved U

What's your main reason for using multiple screens?
How do they make your life better?
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HOW DO SCREENS INTERACT?
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SIMULTANBRGS
AND EXAL3VE
USEBY DEVICE [_]+@ 54 MmiNs

(37%)

AT THE
SAME TIME

L

Due to highest overall

viewing, smartphones are 1+ 24 MINS
most likely to be used both —_—

o)

simultaneously with TV, and B,
standalone.
Laptops are proportionately '
most likely to be used E
exclusively. -l 25 MINS (519
Tablets are proportionately
most likely to be used
alongside TV.
Device Key )
Q g . . @ 93 MINS (63%) AT DIFFEREN

POINTS IN TIM

TV Laptop Smartphone Tablet

19
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SEQUENCES OF
SCREEN SHIFTIN
(RELATED
CONTENT)

SMART TABLET

GLOBAL AVERAGES PHONE

NET (ANY START %) 33 13

°0 25

NET (ANY CONTINUE

Inwhichofthefollowingvaysdoyousometimeshifthesametask
fromonedevicgoanotheata later time%By a task, we mean
things like watching a show or video, searching for informati
shopping, planning a trip or social nefworking
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SEQUENCES OF

SCREEN SHIFTIN
(RELATED
CONTENT) START ON—

CONTINUE

ON (%) ]

SMARTPHON TABLET

SMARTPHONE

TABLET

Inwhichofthefollowingvaysdoyousometimeshifthesameask
fromonedevicgoanotheata later time?Byataskwemean
thingdikewatching shovorvidegsearchingprinformation
shoppingylanningtriporsocial network)ng
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WHAT DO PEOPLE THINK OF
MULTISCREEN MARKETING?




AdReactior?014

& MillwardBrown

AD RECEPTIVITY

BY SCREEN

(FAVORABILITY <ot
AND ATTENTION) |

——
TV

=

23

How would you characterize your attitude towards each of the BASE: ALANSWERING
following formats of advertising?

Each time you see each of the following, how much do you
typically pay attention? Base: access to device.

PAY AT LEAST
SOME
ATTENTION %

BASE: OWBR HAVE ACCESS TO DEV
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