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Incremental Reach Analysis

The Vizio Ads campaign increased the Brand’s reach amongst Vizio TVs by 8.2%,
a 429% litt in reach compared to Linear TV by itself.
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I Incremental Reach Analysis

% Of TV’s Reached By Vizio Ads

81%

of the Vizio TVs that the Brand
Campaigns reached were
incremental to the Linear
campaigns
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! Incremental Reach Analysis

Overall Brand campaigns have been able to reach consumers at an efficient cost per unique viewer of
5.51.

Reach Type Cost Per Unique TVs Reached
Total Vizio TVs S0.51 1,599,631
Incremental TVs S0.62 1,298,733
Duplicated TVs $2.70 300,898

* Estimated Linear TV spend using blended broadcast/cable average mdustry CPMs



Brand X Incremental Reach Analysis N

The Vizio Campaign was able to successfully maintain a frequency of 2.1X while making up roughly 52% of the
campaign’s total impression.

Total Impressions & Weekly Frequency % of Total Impressions
W Impressions
® Weekly Frequency .
.

LTV Only Both VIZIO Ads Only

mLTVOnly mBoth = VIZIO Ads Only

vl Copyright © 2020. VIZIO, Inc. Confidential information. Do not distribute, reproduce, disclose, transmit in any form or any means, in whole or in part, without prior written permission. All rights reserved. All information, materials, and discussions associated herewith are the intellectual property and proprietary, confidential information of VIZIO, Inc.



Brand X Incremental Reach Analysis

The Vizio Ads campaign reach was strongest with light linear TV viewers

Light Linear TV Viewers are historically a challenging audience to reach via traditional methods because of their media viewing habits. Vizio Ad campaigns can
naturally reach these consumers as the Vizio consumer is generally a heavy streamer.
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Brand X Incremental Reach Analysis

KEY LEARNINGS:

v" The Brand Campaign was able to successfully reach new consumers across the Vizio landscape driving a

42% lift in reach when compared to Vizio TV by itself.

v This strong lift was driven by effective targeting which ensured that 81% of Vizios TVs reached were

incremental to the linear campaign.

v" The campaign was able to reach consumers efficiently, maintaining a low weekly frequency. The LTV

campaign appears to have underserved Vizio consumers having a weekly frequency of only .3.

v"  The Vizio Ads campaign was most effective at building reach against light linear TV viewers.
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