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I Based on Real-life Data:
‘;@rketnngSherpa

MarketingSherpa Methodology

Our research comes from 5 sources:
= Survey of 1,083 Working Marketers

=t Surveys of 1,422 Consumers

~" Lab tests and Partnered Research

Sherpa Case Studies

1< “Best of” Data from Partner Research Orgs.
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Defining: Video

vid-e-o

—noun

1. Television.

a. the elements of television, as in a program or script, pertaining to the
transmission or reception of the image (distinguished from audio ).

b. the video part of a television broadcast.

2. Informal. videotape.

3. Informal. television: She is a star of stage and video.

4. a program, movie, or the like, that is available commercially on
videocassette.

5. music video.

—adjective

6. of or pertaining to the electronic apparatus for producing the television
picture: video amplifier.

7. of or pertaining to television, esp. the visual elements.

8. of or pertaining to videocassettes, videocassette recorders, music video,
etc.: a video shop.

9. pertaining to or employed in the transmission or reception of television
pictures.

Origin:

1930-35; < L vidé(re) to see + -0 as in audio
Dictionary.com Unabridged (v 1.1)
Based on the Random House Unabridged Dictionary, © Random House, Inc. 2006.

© 2000-2009 MarketingSherpa, Inc. You may distribute this presentation providing it is not altered in any way. Thank you.



\||l’

=(MbrketingSherpa  More Video Options Available

Chart: Incidence of Different Types of Video Marketing

Video on OWN website 79%

Viral Video on free websites or email 59%

Traditional :30/:60/:90 spot on Network or 23%
Cable TV

Paid In-stream video on OTHERS
websites

Paid In-ad unit video on OTHERS websites 1%%

Traditional Long-form TV (infomercial) }%

In-house video (educational, corporate, :Iw
sales, training) ¢

Ad in on-demand cable content (VOD) ]3%

Tradeshow video ]2%

In theater video ads ]2%

Mail away DVD | 1%

T T i T

0% 20% 40% 60% 80% 100%
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Source: MarketingSherpa, Video Marketing Survey, November 2008 = .
Methodology: Fielded Oct. 21 - Nov. 3, 2008, N=1,083 ;GA\:arkenngSherpa © 2008
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Chart: Platforms Created For by Budget - $1 Million to $10 Million

o Create for specifically ©Usere-purposedcreative  ©Do notuse

Low-bandwidth Internet
Streaming 48% 32% 20%
Full-screen Internet o ,,- o
Streaming 4;85 16% 36%
Interactive Video (VOD, - ', | | o
Kiosk, or Online) 30% 16% 2
Standard TV 23% | 4% 73%
Mobile Video (Small phone | | |
screen) 6% 11% 83%
HDTV |7% 93%
Big Screen Theater 4*/., 96%
Out of Home Video |} | | | |
Billboard 2% 98
0% 20% 40% 60% 80% 100%
) | ' /’
emstacay o 5o 31 Rer 3 3o s " netingsherpa o 2008
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The Making of a
New Ad Model

© 2000-2009 MarketingSherpa, Inc. You may distribute this presentation providing it is not altered in any way. Thank you.
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=(MarketingSherpa T he Problem: Clutter vs. Ad-Skipping

Chart: What are the worst problems for marketers using video, now vs. 5 years out?

Clutter i 1i4'3 |
o . 4.1 |
Ad-skipping (DVR, TiVo) 37 |
Media pricing/cost 3:5| |
, . 3.0
Lack of quality media inventory 29
o 29
Difficulty finding mass target 28 I |
Lack of transparency in metrics 28 | 34 I @5 Years Out
Difficulty in buying media 223:4| | o Now
1 No 2 3 4 Bg 5
Problem Problem
. . WA
S MarketingSherpa, Video Marketing Survey, November 2008 S
Methodology. Fisided Oct. 21 Nov. 3, 2008, N=1.083 “(MarketingSherpa © 2008
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Chart: Pros’ Opinion on Ideal Amount of Ads per Content-Hour for Linear Video

0 minutes, find other
monetization methods

1-5minutes

6-10 minutes

11-15 minutes

16-20 minutes

21-30 minutes

I T T

0% 10% 20% 30% 40% 50% 60%

Source: MarketingSherpa, Video Marketing Survey, November 2008 Sl
Methodology: Fielded Oct. 21 - Nov. 3, 2008, N=1,083 ‘i(l\-ﬂ\arketingSherpa © 2008

© 2000-2009 MarketingSherpa, Inc. You may distribute this presentation providing it is not altered in any way. Thank you.
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Chart: Consumers Think Ad Length Should Reflect Video Length

10 minutes

5 minutes
2
o
° .
§ 2 minutes
>
o
)
g’ 1 minute
L4
|
30seconds
15seconds

0 5 10 15 20 25 30

Average Length of Ads (In Seconds) Excluding Those Unwilling to Watch Any
Advertising

Source: Dynamic Logic, Exploring Consumer Perceptions of Online Video, October 2007
Methodology: AdReaction 5 Study, N=933 U.S. Respondents

© 2000-2009 MarketingSherpa, Inc. You may distribute this presentation providing it is not altered in any way. Thank you.
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Going Viral

Copy
and Send

Viral Ad and Send ||

© 2000-2009 MarketingSherpa, Inc. You may distribute this presentation providing it is not altered in any way. Thank you.



Marketers Very Happy With Web Video

Chart: Overall Happiness with Adding Video to Website

70%

600A’ ....... —

50%

40%

30%

20%

10%

0%

Yes Sort of No Not Sure

. - - A 7
Source: MarketingSherpa, Video Marketing Survey, November 2008 B\ .
Methodology: Fielded Oct. 21 - Nov. 3, 2008, N=1,083 Z(MarketingSherpa © 2008
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Chart: Effect of Promotion Tactics on Viral Success Rate

B1-Terrible 02 ©O3-MixedResults ©0O4 @5-CGreat

Paid Search links 3% 16% 63%5|°o
Promotion in paid media $% 16% 57% | 14%
Promot:)olg g|rs1 others 59 27% 48% | 12%
Traditional PR | 7% 25% 49% | 12%

Natural Search 7,4

Optimization .22% . . 54%

Promotion on social 7
media sites

30% 47%

Email BJﬁ) 26% 53%

Promotion in own blog %o 33% 48%

0% 20% 40% 60% 80% 100%

Source: MarketingSherpa, Video Marketing Survey, November 2008 :\‘ v,
Methodology: Fielded Oct. 21 - Nov. 3, 2008, N=1,083 E@rketingSherpa © 2008
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TV: I’'m not dead yet!

YouQIITL worawice English
Home | Videos | Channels | Community

Monty Python: Not Dead Yet

» @ 1:1571:45 | o | =0 €9

Rate: % % % % ¥ 52 ratings Views: 64,203
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Chart: How would you rate the ROI from a comparable ad spot bought from each of
these media?

O Greater than average ROI OAverage ROI OLessthan average ROI

National cable station 30% 47% 23%

Local spot on cable station 25% 44% 31%

Local spot on broadcast

network 19% 52% 30%
Natloazm:)()ridcast 13% 419 46%
0% 20% 40% 60% 80% 100%

Wl

Source: MarketingSherpa, Video Marketing Survey, November 2008 _.(\, .
Methodology: Fielded Oct. 21 - Nov. 3, 2008, N=1,083 =(MarketingSherpa © 2008
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Chart: Distribution of Ad Dollars

In Millions (000,000)

$25,000
~—Cable
$20,000 - w Networks
o Network
~l
P15, 000 rorrerrmmmmmermmmmmesemmmre s ff ..........................
d Local Spot
» :,,ri(
3 [110]0] 0 E————————— Ay 4 ms‘ Nat'l Spot
\\ 2 ~a—Cable Spot
$5,000 , o .’*,/'"W (local)
a . Synd
| —
$0 BE ax a2 o -—"szf'-_l-elx(‘ T T T T T T T T T T T

1950 1965 1980 1995 1998 2001 2004 2007

Source: Television Bureau of Advertising online {(Universal McCann)
Methodology: FOX in synd. prior to 1990, now in Network; PAX, UPN & WB/ION, CW & MyNetwork
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Video on the Go
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imérket‘ingshm 8.6 Mil US Mobile Video Users — July 2008

Chart: Where Does Video Rank in Mobile Web Categories

@ Unique Users (000)

Portals
E-Mail
Weather
News/Politics
Search

City
Guides/Maps
Sports
Entertainment

Videos/Movies

Music

T

0 10,000 20,000 30,000 40,000

Source: Nielsen Online, Critical Mass Report, July 2008
Methodology: Survey of over 100 million mobile subscribers worldwide
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Chart: Wide Variety of Video on Mobile Devices

MarketingSherpa  Shorter Videos More Likely on Mobile

Music Videos

Movie Clips/Trailers |
Jokes/Funny Videos
Weather Information
News/Current Events
Sports Highlights

TV Shows

Entertainment News/Movie Reviews
Local Maps/Merchant Info
Videos of Local Events
Business/Financial News
Other

0% 10% 20% 30%

Source: Online Publishers Association, Online Video Report, June 2007
Methodology: Survey Fielded Apr. 21 - May 1, 2007, N=1,422 U.S. online video users

40%
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Special Offer to Teleseminar
Registrants - Save $100.00

MarketingSherpa Marketing With
Video Report - Online, TV & Mobile
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‘(\arketlngSherpa » Save Money - Proven strategies
Marketing to minimize your spending +

reach your goals

 Improve ROl -Tactics to
I decrease media waste +
Online, TV . improve targeting

| | Gain understanding of the
new rules of video

With Video
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Order Your Copy Before January 30 and Save $100
http://marketingwithvideo09.marketingsherpa.com




World’'s Largest Email
7/ 75" | Marketing Conference

Email
(eéeﬁrc'/’

Discover New
Strateges +
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EM@IL SUMMIT ‘09
Expo & Awards
MARCH 15-17, 2009

Kesults-Dr, o .
se”;?,fff’ ven General e Network with 800 marketers

e (et latest research and strategies from
5 general and 24 Case Study sessions

e One-day certification training - Email Messaging
Optimization Workshop

Save $200 off ticket price if you purchase by January 30
http://VideoTeleEmail09.MarketingSherpa.com
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Case Studies




