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#Awareness (of facts)



“Advertisers Operate in a state of ‘Factfulness’ where 
opinion is rife over fact” Karen Nelson-Field
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“…..in this age of Facebook and social 
media, the most influential media

thinker of our current age is
Gary Vaynerchuk”. Mark Ritson



Experts



Quote Time
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#Bias
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#Consumer

Some myths



13

©
 A

m
p

er
e 

A
n

al
ys

is
 2

0
1

9

Understanding the Future of Entertainment

50% of viewers in Europe don’t really 

mind* seeing advertising when 

watching TV.

More people like adverts than you might think

Source: Ampere Consumer Q1 2019. Based on nine European countries. Viewer who agree or neither agree or disagree with the statement: ‘I don’t mind seeing advertising when I watch TV’
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Understanding the Future of Entertainment

24,8
25,6

22,9

17,7

13,5

10

12

14

16

18

20

22

24

26

28

18-24 25-34 35-44 45-54 55-64

%
 a

g
re

e
in

g

Agree: ‘I don’t mind seeing advertising when I watch TV’

Younger viewers twice as likely to like advertising than 55+

Source: Ampere Consumer Q1 2019. Viewer who agree with the statement: ‘I don’t mind seeing advertising when I watch TV’



#DrivingContent
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Understanding the Future of Entertainment

And it’s content, not advertising (or lack of) that drives viewing on streaming platforms

ITV Hub

All 4

My 5

Netflix

Prime Video

Now TV
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Catalogue size (hours) relative to annual revenue generated (UK, £m)

Source: Ampere Markets, Analytics, research on behalf of Ofcom – catalogues as of April 2019



#Evolution
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Understanding the Future of Entertainment

With global dominant players in the SVoD

(monthly subscription space) and SVoD stacking 

topping out or slowing drastically in high 

penetration markets, plus a raft of new DTC 

players gearing up for launch, business model 

diversification for streaming (read: advertising) is 

the next logical step. This will embrace hybrid 

subscription/advertising models.

The next step in TV streaming evolution will focus on the business model



#Hulu
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Understanding the Future of Entertainment

Hulu ad-funded subscribers generate around $11pm in advertising revenue 
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Hulu (No Ads) Hulu

Hulu makes $5 more a month from a 
with ads customer

Gross Subscription Revenue Advertising Revenue

$11.99

$16.99

Hulu 

considers 

‘No Ads’ an 

optional 

add-on



#Local





#Money





#Netflix



Netflix will not carry 
advertising because….

“Doesn’t fit with their brand. 
Becomes less and less attractive as 
their viewing time declines…which it 
is with more competition (only set to 
get more intense). Far better to 
focus on modest value-per-
subscriber growth.” 

Guy Bisson, Co-Founder & Research 
Director, Ampere Analysis



#Partner

Collaborate. Build. Unify. 
addressable 





#Quality Addressable Product

“The ability to serve ads based on granular targeting capability in 
Linear and VoD in premium TV environments.”



#ROI (paid search)

“ROI from search has declined 30% in the past 5 years” Agency CEO, 
said to Justin on the phone not sure if I can name him or her 



CASE STUDY – HIPAGES 

“TV is doing a short and long-term job for Hipages on sales and brand building” 

Stuart Tucker, Chief Customer Officer – Hipages

Premium television driving results for brands – Adgile Media measuring the performance of in-program integration and 
ad content across multiple key metrics … in REAL-TIME!

TV activity driving immediate and sustained 
lift in online traffic  

PROGRAM PERFORMANCE

DAY OF WEEK RESPONSE

GEOGRAPHIC DELIVERY



TV activity driving immediate and sustained lift in online traffic  



#Stupidness

Do brands give a shit about their brands? 







#Trump





#Universal

.”

Head of global Media, Bank – said September in Canada:
“Branding matters, 100%, but if our goals are based on 
acquisition and the whole system is bonused on how we sell, I 
push for acquisition.”



#Vision



#WorkTogether



#Xcite



#Yield



#Zealously


