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How to Use This Deck tve
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A Customize for your own use
A Pick and choose the slides you need based on your
own internal audience
A Add your own branding and point of view

A Check for new slides and data

A Check ctamtve.com for regular updates, new slides
and additional resources

A Just ask

A If you need additional data or information, please
contact cindy@ctam.com
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Internal Road Show Outline tve
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1. Case for Change--i Why ?0 and, AWhy CTAM?O
2. Project Structure, Definition & Value Proposition

3. Logo, Naming and Messaging

4. Key Stakeholders & Use Cases

5. Brand / Positioning Resources

6. Sign-In Recommendations

7. Key Success Metrics

8. Timeline
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Case for Change: Why? tve
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AIDED AWARENESS OF
TV EVERYWHERE FEATURES: 547%

Many consumers who don't know the TVE name do know the
features and capabilities it represents. Half (54%) of cable
subscribers are "definitely" aware that it's possible to use their pay
TV account information to sign in and watch shows on websites or
apps they install on mobile or other devices.

HAVE USED
TV EVERYWHERE:

Nearly half (43%) of cable subscribers
have verified to watch content from a

network or their cable provider in the
past 6 months.
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IMPACT OF TV EVERYWHERE

Makes me feel more positive about... Makes a subscription a better value

...a cable network ...my cable Premium network Cable

provider subscription subscription

The availability of TVE makes cable
subscribers feel more positive about
both cable providers and networks

56% feel their premium network

subscriptions are a little or a lot
more valuable because of TVE

52% feel their cable subscriptions are

45% say this capability makes them ge!:giszr; Iﬁ;énore valuable
feel more positive about a cable
channel

46% say it makes them feel more

positive about their cable
provider




board of directors

Strategic Leadership Ad Hoc Group
Recommends program strategy

CTAM Board Members & TVE Experts
Approve program outcomes/budget

™~ steering yd

committee

marketing and

communications user experience

Subcommittee Deliverables Subcommittee Deliverables

A Deploy category name & core messaging map A Deliver phasel UX recommendations for sign-in

A Deploy industry & corporate communications tools flow, icons & access point messaging

A Deliver use cases & build creative bank A Partner with Adobe for aggregated usage data

A Launch Q3 earned/social communications & A Develop phase 2 UX recommendations on more
propose 2015 marketing campaign complex authentication issues

D — —

Respective Working Group Deliverables

A Provide feedback on subcommittee recommendations

A Support consumer research development & deployment

A Build industry and corporate awareness of project
outcomes and advocate for adoption




Key Stakeholders

A-i-E NETWORKS

Mark Garner
SVP
A+E Networks
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(comcast

Matt Strauss
SVP, New Media

' univision

Jennifer Ball
EVP
Univision

Bob Benya
President & CEO
iN DEMAND

v
0.4
METWORKS GROUP
Jamia Bigalow
SVP

Fox Networks Group

CABLEONE'“

David Burzynski
Director
Cable One

bright house

NETWORKS

Steve Colafranceso
Corporate VP
Bright House Networks

VIieaCOM

Deena Demasi
SVP
Viacom

NCABLEVISION

Brad Feldman
VP
Cablevision Systems

@ scrippsnetworks

interactive

Tammy Franklin
EVP
Scripps Networks

cox

Jonathan Freeland
VP
Cox Communications

Stephen Gushee

VP
HBO
Mediacom)

David McNaughton
SVP
Mediacom Communications

gliscovery

COMMUNICATIONS™"

Courtney Menzel
SVP
Discovery Communications

Comcast
NBCUniversal Torner
Juliette Morris Michael Quigley
EVP VP

NBC Universal

®fs»e;o and E5ri1 Media Networks

Matt Murphy
SVP

Disney & ESPN Media

Networks

SHQT

Laura Palmer
SVP
Showtime Networks

Kathy Payne

Chief Programming Officer

Suddenlink

Turner Broadcasting

TIME WARNER
CABLE

Rob Roy
GVP
Time Warner Cable

g Charter

Allan Samson
SVP

Charter
Communications

(CHCOGECC

Heather Stanley
Director
Cogeco

.
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Definition & Value Prop. tve
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Working Definition of TVE

A multi-device viewing experience offered to verified TV service provider
customers through websites and apps, at no additional cost

Core TVE Value Proposition

1. All-access pass to a large library of TV content.

2. Exclusive access to the most current episodes, including live content such
as news and sports

3. Verified customers have access to
connectivity, on multiple devices (TV, PC, Tablet, Smartphone)

Note: Value prop tie-in to Cable WiFi connectivity
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Naming Key Attributes tve

tv everywhere

TV Everywhere describes the experience well, and is particularly effective at communicating the
multi-platform nature of the offering.

TV Everywhere

TOP DESCRIPTORS & BENEFITS
Among Total Shown The Name

(N =400)
DESCRIPTORS BENEFITS
1 Describes the experience (607%) 1 On multiple devices (69%)
2 Easyto use in conversation (55%) 2 Convenience (49%)
. Lets you watch TV
3 Simple (in a good way) (53%) 3 on your schedule (66%)
4 Inviting (467) 4 Flexibility (66%)
Lets you control what you watch,
5 Memorable (44%) 5 how you watch, when you watch (65%)
Proprietary & Confidential, CTAM and Affiliates 9




Logo Attributes

Many of the naming attributes and benefits were carried over
into the TVE mark design:

A Simple

A Versatile

A Inviting

A Multiple Devices

tv everywhere
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Messaging Overview (1/4) tve
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OBJECTIVES T
¢ Increase the value of the subscription by improving the video experience and adding benefits to the offering.
* Increase viewership and program loyalty by allowing viewers to fully experience their favorite shows by

closing the viewing loop.

TV Everywhere OnDemand

|

TV Everywhere — Brand and Demand Platform Positioning

Emotional

The story Features
consumers and Benefits
want to hear.

Why we buy.

The story
we want
to tell.

The rationale we
use to support

our decision.
Rational Features and Benefits

PERISCOPE" |

TVE MESSAGING DISCUSSION
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TV Everywhere — Brand and Demand Platform Positioning

OBJECTIVES Lot
® [ncrease the value of the subscription by improving the video experience and adding benefits to the offering.
* |ncrease viewership and program loyalty by allowing viewers to fully experience their favorite shows by
closing the viewing loop.
TV Everywhere OnDemand

"

The story
consumers
want to hear.

Why we buy.

A

TV Everywhere gives you
more reasons to love TV M ir Acquisition
Watch where you want I 5 —

Watch when you want

~ = Messaging
All your favorite devices ~

With your own viewing plan

The story
we want
to tell.

The rationale we
use to support
our decision.

PERISCOPE® | TVE MESSAGING DISCUSSION
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TV Everywhere — Brand and Demand Platform Positioning

OBJECTIVES "
¢ Increase the value of the subscription by improving the video experience and adding benefits to the offering.
® Increase viewership and program loyalty by allowing viewers to fully experience their favorite shows by

closing the viewing loop.

TV Everywhere OnDemand

N

The story
consumers

want to hear. Why we buy.

A
TV Everywhere gives you
more reasons to love TV Acquisition
Watch where you want — M .
Watch when you want q ; €ssaging
All your favorite devices
The Story With your own viewing plan
we want ,
to tell = = ; The rationale we
) i Informative
Content Benefits Control Features Support Points — A use to S!"Pport
The freshest shows. Only available here. Any device - on the web and through an app. BOdy copy In P"nt: g 9 our deCI5|°n'
Catch up on pastseasons or current ones. It follows you. In your home or on the go collateral and
All your favorites — networks, shows, You already have access. No additional costs. digital. On the
sports, news and events. It's easy to connectand enjoy. web. In radio.
Watch a little. Watch a lot.

PERISCOPE® | TVE MESSAGING DISCUSSION
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